Marketing and Communications: Right On and Relevant
AE Institute, 2010

Do you and your
members see eye to eye
on what is most
relevant to them?
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1. “Only by understanding what
people value can we better meet
their needs”

-HSBC Bank
(Billboard in Times Square)

Validate your members’ expectations,
needs, wants, “would-love-it- ifs”,”  had
this idea...”

Commitment Understand me, and my core
needs

Caring Empathize with my situation
Clarity Be honest and clear

Communication Keep me up to date on recent
legislation, market, and
information

Cost Be cost sensitive. Give me a
return on my investment.

Consistency Make a promise. Then deliver
on it.

Consumables Teach me, tell me, give me
tools

Connection What's In It For Me (WIIFM)?

What were they saying that they didn’t
actually say?

Don’t just give the news.
Communicate WIIFM?
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If I only had
...a heart...
...a brain...
..courage...
... want to go home.

2. All members are not created equal.
Don’t treat them that way.

A segment of your members just don’t how you
are relevant.

= Get the attention of the “I don’t know....”
segment.

= Qutrageous will get their attention, but
being noticed is not the same thing as
being relevant.

= Not everyone appreciates your efforts to
be relevant.

What is The Possible Service?

=  Minimum Standards
= Market Driven
= Possible Service

Melynn Sight

melynn@nsightmarketing.com 101211 -il .

913.261.9100

For more communications
and marketing ideas, visit
www.nsightmarketing. BLOGSPOT.com.




3. The Process of Building Relevance
You have 2 seconds to engage.

— Every staff member needs a stump speech.
— Be obsessed with WIIFM.

Don'’t be afraid of fierce conversations.
Conflict leads to understanding.

The way you communicate matters.

1. Agree on your one thing. Own your brand.
“Be known for something or you’ll be known
for nothing.”

2. Trust but verify. Ask members, then actively
listen. Show them and tell them you are
listening.

3. Decide on the few. Narrow your focus. More is
not better.

4. Obsess on three WIIFMs.

Be courageous—create a culture of accepting
new ideas.

It's not about what you like.
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Without relevance:
The competition will out=think you.
Members will put you out-of=mind.
The calendar will out=run you.

You'll run out of time, energy, or money.

New members will fall out.

Complainers will always be on the outside.

All that Stuff will outweigh the really valuable stuff.

To show relevance, turn outsiders, out-of-minders, out-thinkers,
out-smarters, out-runners — Turn the outside in by offering
them something that is valuable to them.
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Once you have Relevance under your belt,
it’s time to aim for Remarkable!

1. Not everyone appreciates your efforts to be remarkable. In fact, most people don’t. So
what? Most people are ostriches, heads in the sand, unable to help you anyway. Your goal
isn’t to please everyone. Your goal is to please those that actually speak up, spread the
word, buy new things, or hire the talented.

2. Being noticed is not the same thing as being remarkable. Running down the street
naked will get you noticed but it won’t accomplish much.

3. Ifit’s in a manual, if it's accepted wisdom, if you can find it in a Dummies book, then
it's boring. Part of what it takes to do something remarkable is to do something first and
best.

4. Understand the urgency of the situation. Half-measures won'’t do. The only way to grow
is to abandon your strategy of doing what you did yesterday, but better. Commit.

5. Extremism is no sin. In fact it's practically a requirement. People, in first place, those
considered to be the best get what they want.

6. If you putit on a T-shirt, would people wear it? No use being remarkable at something
that people don’t care about. Not ALL people, just a few. A few people insanely focused on
what you do is far better than thousands of people who might be mildly interested.

7. Remarkable doesn’t mean remarkable to you. It means remarkable to me. Am [ going
to make a remark about it? If not, then you're average.

8. Remarkability lies at the edges. The biggest, fastest, slowest, richest, easiest, most
difficult. It doesn’t always matter which edge, but that you're at (or beyond) the edge.

9. What's fashionable soon becomes unfashionable. While you might be remarkable for a
time, if you don’t reinvest and reinvent, you won'’t be for long. Instead of resting on your
laurels, you must commit to being remarkable again quite soon.

Thanks to Seth Godin, the world’s best-selling author of books about marketing, like
The Purple Cow, The Dip, Meatball Sundae, and others.
As seen in his blog.
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