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Eight ProvEn Ways to 
gEt MorE MEMbErs to rEad
Speaker Melynn Sight, president, nSight Marketing, Inc.

Overview
When you communicate with your members, do you speak in your own language? Is it from 
your association’s point of view? When communications are thought-out and well-presented, 
they are a reflection of your association’s professionalism and credibility. By changing your 
expectation from “delivering information” to conveying business benefits that resonate 
with your target audience you can better connect with today’s busy, distracted member.

Key TaKeaways
The common complaint among association professionals is, “our 
members don’t read.” In reality, 68 percent of consumers spend time 
reading content from a brand they are interested in. Members don’t 
read unless the content is simple, concise and relevant.

sTep 1: sTudy iT. 
Study your communications to determine what’s working and what’s 
not working. Journalist, author and speaker Malcom Gladwell said, 
“10,000 hours of practice is required to achieve the level of mastery 
associated with being a world-class expert.” 
Surveying is an important way to study your communications and 
their effectiveness, but it’s critical to know the information you need 
to collect from members before you start to survey. Pick segments 
of membership that you want to contrast in order to get a fuller 
picture of what your membership needs and wants. For example, you 
may want to compare new members to more established members 
who are business owners.
Once you’re ready to survey, make sure to sell it ahead of time to get 
better a response rate. Communicating the purpose of the survey in 
advance and explaining what’s in it for them, can help to get more 
members involved. You may also want to consider an attention-
getting video, graphics, and an email from the executive director 
announcing the survey. Once the survey is launched remind on social 
media and through email. Another way to improve your response 
rate is by offering an incentive like an iPad, free dues, class credit, 
or a Starbucks or gas card.
It’s important to take a step back and study your work. In order for 
you to make changes sometimes you need someone to give you some 
ideas; have a third party check your communications.

sTep 2: segmenT iT 
Identify your target audience: Who are some important customer 
segments? Be specific in terms of tenure, age, type of business 
person, etc.
Prioritize your communications based on who you want to reach 
within membership. It’s important to include significant consumers 
of your services today, and those who will be important to the future 
of your organization. Ask yourself who in your membership you 
cannot succeed without.

COnTexT
Melynn Sight offered eight steps to help 
your staff communicate with members 
more effectively. 

sTep 3: analyze iT. 
Are your communications about your audience? Are they local?  Are 
they reaching your target?
Your members scan. Find out what makes them stop to read. 
When you evaluate your communications ask yourself, “so what?” 
Stop reporting the news, start telling members how the news affects 
them. If you speak about yourself about three times as often as 
you speak about your audience, they may impact your chances of 
connecting with them.
Using a customer focus calculator called a “we we calculator” can 
help you determine how often you’re talking about yourself as 
opposed to your members. Don’t be afraid to be personal and speak 
directly to your members in your communications.
Other tips to make your communications more readable:
•	 Use Bullet points, and limit yourself to one complementary 

color.
•	 Make sure to include a call to action.
•	 Use a Tag Cloud to help visualize the most important messages 

in your communications. When you put your text into a site 
like Tagul.com, the bigger words should be what you want to 
get across to your readers.

•	 ReciteThis.com is an online program that can help you 
highlight key messages, graphically. 

sTep 4: Find iT. 
What do your members value most? Find your members’ rationale for 
choosing your organization, another organization, or nothing at all.
Find out what resonates with members, what differentiates you from 
the competition, and what substantiates their reasoning for joining.

sTep 5: plan iT.
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? A situational analysis can help you 
determine why your plan is important and what the plan 
will fix.
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3. Who is your audience? Who are the 1 to 3 important audience 
segments you want to engage to meet your goals? What are 
the worries and needs of each group?

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

5. How you will evaluate the results of your communications? 
How will you verify that your messages meet up with what 
your members need?

Make sure to think before you write, and go back to analyze what 
you’ve written once you’re done. Ask yourself these questions:

BeFOre yOu wriTe:
1. What’s Your Goal?
2. Who’s the Audience?
3. What’s in it for them?
4. What do you want them to do?

aFTer yOu wriTe
1. For what?
2. So what?
3. Now what?

sTep 6: veriFy iT.
Members scan and they are gatherers. When looking for content 
they go shallow and wide. Make sure your content is where they 
are looking by check newsletter opens, raw data (A/B testing), 
webpage hits, and Facebook stats. Check this quarterly to create a 
communications dashboard by which to judge your efforts.
For websites, use a tool like attentionwizard.com to evaluate your 
home page and “About us” page to see where the eye goes. Watch 
for distracting ad placement and too much text which stops the 
eye from scanning.
When looking at the copy you’re putting out, check your 
“Readability Score” in Microsoft Word by going to Help and then 
to Readability Statistics. You want to shoot for 2-3 sentences per 
paragraph, 14 words per sentence, and 5 characters per word, on 
average. Make sure there are NO passive sentences in your writing 
and stick with 7th grade level or below.

sTep 7: simpliFy iT.
How well does your writing address:
•	 What is your goal?
•	 Who is your audience?
•	 What’s in it for them?
•	 What do you want them to do?

To make your writing clear, remove the R.O.T: anything Redundant, 
Outdated, or Trivial.
Some associations send out a “Weekly Top 5” email with just 
the top relevant topics. Another example showed an eNewsletter 
featuring just one story, which allowed the reader to click in to find 
more association news. 

sTep 8: OperaTiOnalize iT
As part of your communications plan, express your unique value 
at each and every touch point. Include your messaging everywhere. 
In business cards; voicemails; desk and wall signs for employees; 
your parking lot entrance; your office reception area; new member 
brochures; on your website (About Us = “Why” us?); in email 
signatures; in your eNewsletter; in how you answer the phone; on 
your front door.

Change yOur messaging
A blind boy sat on the steps of a building with a hat by his feet. 
He held up a sign that said, “I am blind, please help.”
There were only a few coins in the hat. A man was walking by. 
He took a few coins from his pocket and dropped them into the 
hat. He then took the sign, turned it around, and wrote some 
words. He put the sign back so that everyone who walked by 
would see the new words.
Soon the hat began to fill up. A lot more people were giving money 
to the blind boy. That afternoon the man who had changed the 
sign came to see how things were. The boy heard his footsteps 
and asked, “Were you the one who changed my sign this morning? 
What did you write?”
The man said, “I only wrote the truth. I said what you said but 
in a different way.”
What he had written was, “Today is a beautiful day and I cannot 
see it.”
Do you think the first sign and the second sign were saying the 
same thing? Of course both signs told people the boy was blind. 
But the first sign simply told people to help by putting some 
money in the hat. The second sign told people that they were 
able to enjoy the beauty of the day, but the boy could not enjoy 
it because he was blind. The first sign simply said the boy was 
blind. The second sign told people they were so lucky that they 
were not blind.

Reach Melynn Sight at nsightmarketing.com or melynn@nsightmarketing.com.

By Changing yOur expeCTaTiOn FrOm 

“delivering inFOrmaTiOn” TO COnveying 

Business BeneFiTs ThaT resOnaTe wiTh yOur 

TargeT audienCe yOu Can BeTTer COnneCT wiTh 

TOday’s Busy, disTraCTed memBer.



Texas Society of Association Executives4

Managing ConfliCt 
With ConfidEnCE
Jamie Notter, Partner, Culture That Works LLC

Key TaKeaways
In theory we all know that conflict is good. You need conflict to 
learn, you need conflict for innovation and creativity. In practice 
most of us avoid conflict like the plaque. When conflict emerges 
we change the subject. 
Why do we hate conflict? We all don’t. People are more spread across 
a continuum from love to hate in terms of feelings toward conflict. 
When people dislike or hate conflict they often try to avoid it. 
Mediators are drawn to other people’s conflicts but not their own. 
When people say they love or are okay with conflict, often times 
what they do is try to resolve conflict too quickly because they 
want it gone. This creates a self-perpetuating cycle where conflict 
exists, we avoid conflict or its resolution, the conflict gets worse 
and we avoid it more.
How do you break the cycle? Here are six tips for managing conflict 
with confidence:

1.  KnOw whaT yOu’re 
FighTing aBOuT.

Understanding the difference between interests and positions is 
key. During a conflict make sure to ask, “Why?” For example, if 
two people are in conflict about whether to have an office window 
open, one should ask the other, “Why do you want the window 
open?” One position may be that having the window open. Their 
interest is having fresh air in the room. The other person may want 
the window closed. Their interest is keeping the draft from blowing 
their papers off their desk. Knowing interests can often lead to 
compromise in solutions.

2. KnOw yOurselF.
Knowing yourself and how you personally react to conflict can help 
you better manage it. The 
Myers-Briggs Type Indicator (MBTI) assessment is a psychometric 
questionnaire designed to measure psychological preferences in how 
people perceive the world and make decisions. The assessment sorts 
some of these psychological differences into four opposite pairs, 
or dichotomies, with a resulting 16 possible psychological types. 
These dichotomies are Extraversion (E); (I) Introversion; Sensing 
(S); (N) Intuition; Thinking (T); (F) Feeling; Judging (J); and (P) 
Perception. Your type and whether you are a TJ (Thinking-Judging), 
TP (Thinking- Perceiving), FJ (Feeling-Judging) or FP (Feeling-
Perceiving), can tell you a lot about how you respond to conflict. 

Overview
Conflict is critically important to healthy, vibrant organizations, yet 
we tend to ignore it and lack internal capacity to deal with conflict 
effectively. Associations can learn to manage conflict more effectively 
through better skills, improved processes and structures, and a stronger 
culture based in trust.

COnTexT
Jamie Notter started his career in the conflict resolution field, 
working initially in areas of ethnic conflict internationally 
(mostly in Cyprus) and then transitioned into working with 
organizations on conflict, diversity, and leadership. He offers 
s ix tips to help associations manage conflict with

3.  humans are emOTiOnal. 
geT Over iT.

During conflict you must manage yourself without letting your 
emotions get in the way. 

4.  mOve TOward 
The COnFliCT.

Aikido is a form of Japanese martial arts performed by blending 
with the motion of the attacker and redirecting the force of the 
attack rather than opposing it head-on. Through aikito you disarm 
your attacker, while preventing them from harm. Just like in Aikito, 
when the attack comes in conflict, you must move toward it. Moving 
away gives the attacker more options. The more time that goes by 
the harder is to deal with conflict. 

5.  value sTOries Over 
“TruTh” (ladder OF 
inFerenCe)

It’s the stuff that we’re not saying that is often the secret to resolving 
conflict. We adopt beliefs about the world based on observable data 
and experiences. For the most part, your assumptions about the world 
are correct. You don’t constantly have to test your assumptions. If 
you constantly test, you get nowhere. Assumptions help us move 
forward in the world. 

6. Change yOu, nOT Them. 
The only thing that you have control over, is your own behavior. 

7.  BOnus Tip: FOCus FeedBaCK 
On BehaviOr and impaCT.

Talk about behavior, not judgment of the person you’re speaking to.  

iT’s The sTuFF ThaT 

we’re nOT saying ThaT 

is OFTen The seCreT TO 

resOlving COnFliCT.

Reach Jamie Notter at jamienotter.com or  jamienotter@gmail.com
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Overview
Do you know what it’s like to walk in your members’ shoes each and every day? When 
you see the world through their eyes, you can begin to connect with what is most 
important to them. What is your association’s compelling proposition? Some leaders 
confuse “value” and “ROI.” Understanding what is essential about a value proposition 
is key to helping you create and test one that you create.

COnTexT
Melynn Sight shared the definition of value, 
what makes a strong value proposition, and 
seven concrete steps to creating your own.

sEvEn stEPs to dEvEloPing your 
MEMbEr valuE ProPosition
Speaker Melynn Sight, president, nSight Marketing, Inc.

Key TaKeaways
Ask yourself, “What does your organization offer that members 
need and can’t get anywhere else?” While 80 percent of CEOs 
believe they deliver superior value, while only 8 percent of 
customers said those companies deliver superior value. How can 
we bridge the gap?
Your brand is a commitment to build or strengthen the relationship 
with your customer. Your value proposition is the customer’s 
rationale for using a brand, or your association, over another or 
over nothing at all. Picture your value proposition as a three-legged 
stool: Each leg is labeled, resonate, differentiate and substantiate. 
First your value must resonate, helping members rationalize what 
they are paying for.
Ask yourself, “What can’t the member live without?”
Next your value must differentiate you from your competitors. 
What do you offer as an exclusive benefit?
Finally, you must substantiate your value to your member. Your 
offer must be credible and you must deliver what you promise.
If your value has low appeal members will say, “I don’t need it.” 
If it’s not exclusive they’ll say, “It’s not worth it. If you don’t do 
what you promise well, they’ll say, “I don’t trust it.”
To determine your value proposition there are seven steps:

1. segmenT yOur memBership. 
Target your audience by asking who are some important customer 
segments? Be specific in terms of tenure, age, type of business, 
etc. The best plans pay the most attention to the analysis of your 
audience.
Once you’ve broken your members into segments, pick two or three 
audiences by narrowing down to those who are very important to 
the future of the association.

2. undersTand Their wOrries 
and needs. 
What do they worry about the most? What do they need the most? 
(This has NOTHING to do with your association.) List three of 
each – worries and needs. 

3. linK whaT yOu dO BesT. 
What does your association do well to answer their biggest needs? 
What services and tools do you provide, that members can’t get 
anywhere else. 

Use your members’ terms when conveying these benefits. For 
example, don’t use the words like “advocacy,” use words to describe 
the result of advocacy like, “supporting the future of business.” 

4.  COmpOse a draFT. 
Answer this question: “Why should a members choose our 
organization over another one, or another publication or another 
educational provider or no one at all?” In your answer, be specific 
but brief. You can add details that back up your claim later.

5. TesT yOur Claim(s). 
How would it sound in a subject line? Test it and ask yourself:
•	 Does it resonate? Does it have appeal?
•	 Can they get it anywhere else? Is it unique?
•	 Can you deliver on it today? Is it credible?
Some examples weak answers would be, “We’ve been here for 100 
years; we’re a one-stop shop; we have a passion for excellence; we 
have a well-trained staff; we have training classes.”
A strong answer would be tied to critical business issues, use business 
terminology, is keenly focused on the member and shows member-
improved operations. For example, “You are committed to excellence. 
CPOA is committed to you.”

6. plan The message. 
Plan your communications by cleaning out the ROT, meaning 
removing anything Redundant, Outdated, or Trivial. Look at your 
communications and assign someone to create talking points for 
your staff and board members. 

7. launCh and deliver. 
Can you support your claim of value across every function of the 
your organization? 
As Dr. Glenn Forbes, CEO of Mayo Clinic says: “If you just 
communicate a value but you haven’t driven it into the operations, 
into the policy, into the decision-making, into the allocation of 
resources, and ultimately into the culture of the organization, then 
it’s just words.”
List the areas you will evaluate to make sure your value proposition 
is evident and consistent across your entire organization. Verify 
your value chain and ensure that it appears in your business process, 
communications plan, strategic planning and committee work.
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MEMbErshiP groWth: 
What’s lovE got to do With it?
Speaker Sarah L. Sladek, Founder & CEO of XYZ University

Key TaKeaways
•	 “In motivating people, you’ve got to engage their minds and 

their hearts.” —Rupert Murdoch
•	 Generation Y has come of age in during a time in history when 

we’ve seen the collapse of huge banks and corporations, political 
scandal like the Bill Clinton-Monica Lewinski situation, and 
violence, such as school shootings and 9-11. For those reasons, 
they typically have a distrust of organizations that causes them 
to be less likely to join an association. 

•	 When looking to find what emerging talent needs and values 
most, it’s important to ask what they see as the must-have 
features of membership.

•	 In a post industrial society, we value relationships more than 
we do belongings. Recessionistas are a subset of Generation Y. 
They have an interest in return on investment and in finding 
the best deal or value they can get. Associations need to ask 
themselves, “What do we provide that is useful and of value, 
right now?” 

•	 Challenge yourself to have 30 conversations in 30 days in which 
you ask members and prospective members, what’s important 
to them, and how they perceive the association.

•	 Generation Y is a generation of digital natives, as opposed to 
digital immigrants. They grew up with technology and equate 
it with air and water in terms of basic needs for survival. Make 
sure you ask yourself, “What does technology mean for our 
organization?” and “How can your association deliver on the 
values created by technology?”

•	 Making a difference is a major concern for Generation Y. More 
than 85 percent of people link their commitment with a cause 
to their purchasing decisions. If you can link your association to 
a cause and allow membership to be a catalyst for service, you 
will be able to connect with Generation Y through that value 
proposition. For example, one restaurant association developed 
a service project in which members renovated a soup kitchen. 

•	 Generation Y is also a generation that was rewarded for 
participation, and wants to be happy. Many members of this 
generation have a “You only live once” or “YOLO” philosophy. 
Connect with these members by taking the time to thank them 
for being a member. Think of one thing you could do in the 
next 30 days to improve the member experience. When is the 
last time you did something with members just for fun?

Overview
In 2015, Generation Y (1982-1995) will become the majority of the 
workforce, but this generation isn’t joining, buying, learning or engaging 
like other generations. Generation Y is all about relationships, and it’s 
the association community’s task to show these potential members their 
value and build relationships with these up-and-coming professionals. 

COnTexT
Sarah Sladek shared her insights into what Generation Y is 
looking for, and how associations can work to fill that gap 
and gain — and keep — new, younger members.

A successful member engagement cycle is as follows:

sTep 1 
Someone invites the person to attend or join. It helps if this 
person is someone who is admired by the one invited.

sTep 2  
When the person attends an event, the energy is inviting, 
the leadership is open to innovation and the value is easy to 
understand.

sTep 3 
The opportunity to do something meaningful/influential is 
available to the person.

sTep 4 
The outcome of the person’s participation is appreciated.

sTep 5 
The person is invited to continue, and the cycle repeats.

The most successful associations will take these steps to build 
connections with Generation Y:

•	 Develop new markets
•	 Involved shared leadership with many generations in leadership 

roles
•	 Serve and advocate on behalf of members and the industry
•	 Inspire evangelists to spread the word about the association
•	 Be a visionary

when is The lasT Time 

yOu did sOmeThing wiTh 

memBers jusT FOr Fun?
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Would you like conference executive summaries for your members?  
If so, please contact Charles Popper at cpopper@naylor.com.


