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EIGHT SYSTEMATIC STEPS TO
GETTING MORE of your
MEMBERS to READ

1. ANALYZEIT

2. PLAN IT

3. ORGANIZE & DOCUMENT IT
4. SIMPLIFY IT

5. STANDARDIZE IT

6. PERSONALIZE IT

7. WEBIFY IT

8. LIFE-SIZE IT
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1. ANALYZE IT - Where are you today? Conduct an audit yourself or
bring someone into the organization to conduct it.

IDENTIFY
GOALS

MEASURE EXECUTE
RESULTS TACTICS

Regularly

Performed Evaluated Optimized
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2. And 3. ~ ORGANIZE~ DOCUMENT IT

What Is a Communication Plan?
www.nsightmarketing.com/freshideas/communicationsplan

A communication plan is a written document that establishes a process for coordination
and answers five key questions:

1. What do you want to accomplish with your association communications (what
are your goals)?

2. In what ways can your goals be accomplished? What methods would be the
best? How will you ensure consistency in your external messaging?

3. Whois your audience?
#1
#2
#3

4. What tools will you use to accomplish those communications objectives and
when?

5. How you will evaluate the results of your communications?

For a simple, manageable overview and template for A tion i rth
writing a communications plan, go to: n ounce of action is wo

www.nsightmarketing.com a ton of theory.
Go to Fresh Ideas, then Communications Plan. -Friedrich Engels
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http://www.nsightmarketing.com/docs/2_13a%20What%20is%20a%20Communications%20Plan.pdf
http://www.nsightmarketing.com/freshideas/communicationsplan
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4. SIMPLIFY IT
» MS WORD
» HELP

» TEST YOUR DOCUMENTS’ READABILITY

'Readability Statistics &3
Counls
Words 208
Characters 1019
Paragraphs 14
2 bl = i
AVEr3pes
Sentences per Paragraph 2.5
Vords per Sentence 15.9
Characters per Word 4.5
Feadabiity
Faseiie Sanbenoes 108
Flesch Readng Exse 635
Fheedh-Kncaid Grade Level 8.2

“Making the simple complicated is commonplace;
making the complicated simple, awesomely simple,
that’s creative.” Charles Mingus
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5. STANDARDIZE IT
» Logo placement
What is the goal?
Benefit to the reader
Attention in 2 seconds
Compelled to action in 2 minutes

Gripping headline

YV V. VYV V VY V

Use of testimonials

= Ehe New Jlork Eimes

House and Senate in Deal
For 5789 Billion Stimulus

Pichaps I Scolnd Boch in Talle — Hama
s Comiwlal® e Qi At

e ——
e o e T e e et Measuring a Victory

Birth of Ohtuplets Puts Focus  Liide (8F Foreigners Flee av Once Booming Dubai Spirals Down

If you think your organization can benefit from a writing workshop to update
your writing styles, find out more at: www.nsightmarketing.com
Go to Fresh Ideas, look for One-pagers, then Writing
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6. PERSONALIZE IT
> IT’S ABOUT YOUR AUDIENCE, NOT ABOUT YOU
» MAKE IT LOCAL

» REACHING YOUR EMERGING PROFESSIONALS

We-We calcul ator

http://www.futurenowinc.com/wewe.htm

"hése are the Customer Focus Calculator results

or the url. hitp:'www.aalp.org

our Customer Focus Rate 10.00010 (1 customer-focused words

our Self Focus Rate: 90.00% (9 seit-focused words, and 0 mentions of the Company Name

ou speak about yourself aboul 9 times as often as you speak about your customers, Might that have an impact on yo
Mectiveness?

umount of Contént submitted 37.7k
>arsuasive Copy to be analyzed: 5.4k
'@ Analvsis nerformed on' 588 words

Most of the time we don’t
see things as they are...
we see things as WE are.

Unknown
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7. WEBIFY IT - Digital online magazines and newsletters

Dear Reader:

hen The Lancaster
Chamber of
Commence &

Industrys Board of Directors

came together to strategically

plan for our future, a new

mission was developed

1o drive our

www.nxtbookmedia.com

www.pressmart.net

www.3dissue.com (pageflip)

for their company and
yourstosucceed,we
needtotake stion
and leverage the

talent, energy and

expertise of the private
secton To cultivate 4

neut several years: To bulld

ful of apportunity for
our

of prosperity for 217 Century
America; Bold? Yes, Ambitious?
Certainly. & ltle lofty? Maybe.

arowith and the best quality
af life for our residents.

When you

With member
businesses and mare than

Fresident Tom Baldrige

all through this missis
wrilize the unique
all bring 1o Lancaster.

o be clear, i any.

adiverse group of strong,
wisionary business and
‘community leaders as our
Board represents, you can't
expect them to set the bar
iy lower, Like you, hese:

supporting this mission,

gonl its Lancaster
In fact,

start. Recognizing that our
efforts will be muttiplied

that Lancaster County can be
anything it wants 1o be; all

nerships with he

that

avision. Our N
bolstered by & diverse Industry

our Chamber i
10 strive to meet the ever-
evolving needs of our bisiness

serve our
‘The Chamber has reached
aut ta dazens of business and

afamixof
some of the nation's foremast
manufacturers,  vibrant

agriculture sector, top-+

tourism industry and more are.
the envy of many across the
than. Safme of the country's

ry America

for 21% Century America
wan't be easy and will take:
The suppart of aur entire

r out heritage bnd place
Ican ahways
g the bar higher.

Bullding Lancaster County
10 model of prosperly

v bt
ina community like Lancaster

County, wre simply cannot strive
far nything bess for out future.

Sincerely,
Ty Lty
ThomasT. Baldrige fb
President

The Lancoster Chamber of
Commerce &Industry

(4

e

“.Lancaster County
can be anything
itwants to be;

all we have to do

is get united
behind a vision.”

of

& Connections | www.lccl.com www lcclcom | Connections 7 /
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8. LIFE-SIZE IT by telling real life stories that connect with your audience

and answers the question, “Why does it matter?”

The story of the blind boy
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“The link between your Association’s objectives
and the marketing plan to achieve them.”

Melynn Sight
President, nSight Marketing
913.261.9100

www.nsightmarketing.com
melynn@nSightMarketing.com
Follow my blog for marketing and communications ideas at
www.marketingnsights.blogspot.com

Check out the variety of association projects | work on with clients:
www.facebook.com/nsightmarketing
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