
A
SSOCIATIONS FACE MANY CHAL-

le n g e s . Th e  o r g a n iz a t io n a l m a k e -u p ,

n o t -fo r -p r o fit  fin a n c ia l s t r u c t u r e ,

a n d  m e m b e r -fo c u s e d  v is io n  t h a t  a s s o c ia -

t io n s  h a v e  m a k e  t h e m  u n iq u e . Th is  o ft e n

m e a n s  t h a t  t h e ir  p r o b le m s  d o  n o t  fit  in t o

t r a d it io n a l b u s in e s s -t o -b u s in e s s  m a r k e t in g

s c e n a r io s . B e c a u s e o f t h is , m a n y m y t h s

s p r in g  u p  w h ic h  c o n fu s e  a n d  e n t a n g le  a s s o -

c ia t io n  m a r k e t in g  s t r a t e g ie s . He r e  a r e  a

fe w  c o m m o n  o n e s :

Myth #1
W e d o n ’t ha v e  a n y c o m p e titio n

It  is  ir r it a t in g  w h e n  y o u  h e a r  m a r k e t in g

g u r u s  (o r  e v e n  w o r s e , a  m a r k e t in g  fir m

y o u  ju s t  h ir e d ) g o in g  o n  a n d  o n  a b o u t  y o u r

c o m p e t it io n . Yo u  d o n ’t  h a v e  a n y  c o m p e t i-

t io n ; y o u  a r e  t h e  o n ly  a s s o c ia t io n  fo r  y o u r

s e g m e n t  o f t h e  in d u s t r y . B u t  d o e s  t h a t

r e a lly  m e a n  y o u  h a v e  n o  c o m p e t it io n ?

Oft e n , a s s o c ia t io n s  o v e r lo o k  t h e ir  c o m -

p e t it o r s  b e c a u s e  t h e y  a r e  n o t  d ir e c t  c o m -

p e t it o r s . Th e y  o n ly  c o m p e t e  w it h  o n e  o f

t h e  s e r v ic e s  t h e  a s s o c ia t io n  o ffe r s , n o t  a ll

o f t h e  s e r v ic e s  o ffe r e d .

Fo r  in s t a n c e , if y o u  o ffe r  a  s e m in a r  o n

t im e  m a n a g e m e n t , h o w  m a n y  o t h e r  t im e

m a n a g e m e n t  s e m in a r s  a r e  b e in g  o ffe r e d

t o  y o u r  m e m b e r s ?  Ar e  t h e y  c lo s e r  t o  h o m e

o r  le s s  e x p e n s iv e ?  Th is  is  c o m p e t it io n .

Wh a t  a b o u t  y o u r  p u b lic a t io n s ?  Is  t h e

in fo r m a t io n  in  y o u r  n e w s le t t e r  o r  m a g a -

z in e  d u p lic a t e d  in  o t h e r  in d u s t r y  p u b lic a -

t io n s ?  So m e t im e s  t h e s e  p u b lic a t io n s  a r e

c o n s id e r e d  p a r t n e r s , b u t  t h e y  a r e  c o m p e t i-

t io n , t o o . Co m p e t it io n  is  e v e r y w h e r e — y o u

ju s t  h a v e  t o  k e e p  y o u r  e y e s  o p e n .

Myth #2
W e ha v e  a ll the  m e m b e r s  

w e  c a n  g e t

Ma r k e t  s a t u r a t io n  d o e s  h a p p e n . B u t

w h e n  it  h a p p e n s , it  ju s t  m e a n s  y o u  n e e d

a  n e w  m a r k e t . We  a ll k n o w  t h a t  if  

w e  d o n ’t  g r o w , w e  s h r in k . An d , t h e r e  is

n o t h in g  w o r s e  t h a n  w a t c h in g  d w in d lin g

m e m b e r s h ip  n u m b e r s . So , s it t in g  b a c k  is

n o t  a n  o p t io n .

St a r t  w it h  t h e s e  s im p le  id e a s : Is  t h e r e

a n  o v e r lo o k e d  g r o u p  o f c o m p a n ie s  t h a t  fit

in  w it h  y o u r  a s s o c ia t io n , b u t  w a s  p r e v i-

o u s ly  c o n s id e r e d  t o o  b ig  o r  t o o  s m a ll?  Ca n

y o u  t a r g e t  a  p r o fe s s io n  t h a t  is  a  s t e p p in g

s t o n e  t o  t h e  p r o fe s s io n  y o u  s e r v e ?  Is  a  s t u -

d e n t  m e m b e r s h ip  a v a ila b le ?  Ca n  m e m b e r -

s h ip s  b e  o ffe r e d  b o t h  a t  t h e  c o m p a n y  le v e l

a n d  t h e  in d iv id u a l le v e l?  Ha v e  y o u  r e a lly

in v e s t ig a t e d  a ll a v a ila b le  lis t s  o f m e m b e r

p r o s p e c t s  a n d  m in e d  e v e r y  n a m e  p o s s ib le ?

Wit h  a  lit t le  d ig g in g , y o u  m a y  fin d  a

w e a lt h  o f o p p o r t u n it ie s .

Myth #3
I f  the  c o m m itte e  is  s a tis f ie d

w ith the  f in a l p r o d u c t, 
o u r  jo b  is  d o n e

Sa t is fy in g  t h e  d e s ir e s  o f a  c o m m it t e e  is  a

d iffic u lt  a n d  a ll-c o n s u m in g  t a s k . Ma n y

s t a ff m e m b e r s  s p e n d  s o  m u c h  t im e  s a t is -

fy in g  t h e  c o m m it t e e , t h e y  h a v e  lit t le  t im e

o r  e n e r g y  t o  g e t  a  c le a r  p e r s p e c t iv e  o f 

t h e  p r o je c t  it s e lf. Of c o u r s e , t h e  c o m m it t e e

d r iv e s  t h e  id e a , b u t  t h e  s t a ff h a s  t o  m a k e

it  w o r k , a n d  t h is  is  t h e  h a r d  p a r t .

No  c o m m it t e e  w ill e v e r  b e  s a t is fie d  if it

fin d s  it s  id e a  w a s  la u n c h e d  b u t  w a s  n e v e r

e m b r a c e d  b y  t h e  m e m b e r s h ip . Th e  id e a  is  n o t

e n o u g h ; it  is  h o w  t h e  id e a  is  c o m m u n ic a t e d  t o

t h e  m e m b e r s h ip . If in s u ffic ie n t  m o n e y  o r

e n e r g y  is  a llo c a t e d  t o  m a r k e t  t h e  id e a , it  w ill

d ie … e v e n  if it  is  a  r e a lly  g o o d  id e a .

Myth #4
A n  a d  c a m p a ig n  is  the  c e n te r  

o f  a  m a r k e tin g  p la n

Fo r  la r g e  c o r p o r a t io n s , a d v e r t is in g  is  t h e

m o s t  im p o r t a n t  t o o l t o  b u ild  a w a r e n e s s  o f

a  p r o d u c t  a n d  m a in t a in  a  b r a n d , t h e r e b y

in c r e a s in g  s a le s . B u t  h o w  d o e s  t h is  a p p ly

t o  a  n o t -fo r -p r o fit  a s s o c ia t io n ?  Th e  a n s w e r

is : It  d o e s n ’t .

Fo r  m o s t  a s s o c ia t io n  p r o g r a m s , t h e  k e y

t a r g e t  a u d ie n c e  is  t h e  m e m b e r s h ip , a n d

a lm o s t  e v e r y  c o m p a n y , c o n t a c t  n a m e ,

a d d r e s s , a n d  e -m a il a d d r e s s  is  k n o w n . Th is

m a k e s  d ir e c t  m a il a  h ig h ly  e ffe c t iv e  t o o l.

Mo s t  r e v e n u e  g e n e r a t in g  e v e n t s , lik e  t h e

a n n u a l m e e t in g , a r e  p r o m o t e d  p r in c ip a lly

t h r o u g h  d ir e c t  m a il. Th e n  t h e  m e s s a g e  is

la t e r  r e p e a t e d  in  a d s  (if t h e y  c a n  b e  p la c e d

o n  a  t r a d e -o u t  b a s is ; fr e e  is  t h e  k e y ). B u t

a d v e r t is in g  d o e s  n o t  e q u a l m a r k e t in g . Th e

a s s o c ia t io n  s t ill h a s  a  m e s s a g e , p r o d u c t s  a n d

s e r v ic e s , a  b r a n d  im a g e , a n d  n e e d s  t o  g e n e r -

a t e  r e v e n u e  a n d  r e c r u it  n e w  m e m b e r s .

Ma r k e t in g  is  t h e  o n ly  w a y  t o  d o  t h a t . An d

t h e  r ig h t  m a r k e t in g  p la n  w ill m a k e  it  h a p -

p e n  w h e t h e r  o r  n o t  a d v e r t is in g  is  a  p a r t  o f it .

Myth #5
G r e a t c r e a tiv e  f o r  

d ir e c t m a il is  n o t im p o r ta n t; 
it’s  the  lis t

In  a n  a s s o c ia t io n , h o u r s  a r e  s p e n t  m a in -

t a in in g  a n d  u p d a t in g  lis t s . Th is  in c lu d e s

lis t s  o f m e m b e r s , p r o s p e c t iv e  m e m b e r s ,

a t t e n d e e s  o r  e x h ib it o r s , a n d  e v e n  lis t s  o f

k e y  p e o p le  in  g o v e r n m e n t . So m e t im e s  s u b -

s t a n t ia l d o lla r s  a r e  s p e n t  p u r c h a s in g  lis t s

t o  r e c r u it  m e m b e r s . B u t  t h e n  w h a t  h a p -

p e n s ?  Th o u s a n d s  o f d ir e c t  m a il p ie c e s  a r e

s e n t  t o  t h e  p o s t  o ffic e  a n d  n e v e r  h e a r d  fr o m

a g a in . So  w h a t ’s  m is s in g ?  Th e  c r e a t iv e .

Th is  d o e s n ’t  m e a n  s p la s h y  t y p e  a n d

b o ld  le t t e r s  o r  o b s c u r e  m e s s a g e s  n o  o n e

u n d e r s t a n d s . G r e a t  c r e a t iv e  m e a n s  c r a ft -

in g  t h e  r ig h t  m e s s a g e  (s e e  s id e b a r  o n  p a g e

2 3 ). Yo u r  m e s s a g e  m u s t  a p p e a l t o  t h e  m a r -

k e t , d r a w in g  y o u r  a u d ie n c e  in  b e fo r e  it

g o e s  in  t h e  t r a s h . If y o u r  e n v e lo p e  is  n e v e r

o p e n e d , y o u r  m e s s a g e  h a s  n o  im p a c t  (e v e n

if it  a c t u a lly  m a k e s  it  t o  t h e  d e s k  o f y o u r

b e s t  p r o s p e c t ).

Myth #6
O u r  m e m b e r s  w ill thin k  
the  c r e a tiv e  is  to o  g litz y

G o o d  c r e a t iv e  b e g in s  w it h  u n d e r s t a n d in g

t h e  m a r k e t . Yo u r  m a r k e t in g  m a t e r ia ls  m u s t

s h o w  t h a t  y o u  t r u ly  u n d e r s t a n d  y o u r  m e m -

b e r s  o r  t h e y  w ill fe e l a lie n a t e d . If y o u  t h in k

y o u r  m e m b e r s  h a t e  g lit z y , y o u  a r e  p r o b a b ly

r ig h t . B u t  t h is  d o e s n ’t  m e a n  t h a t  t h e y  a r e

n o t  a t t r a c t e d  b y  t h e  d e s ig n  o f a  p ie c e .

Th o u g h  d iffic u lt  t o  a d m it , w e  a ll fo r m

in s t a n t  o p in io n s  b a s e d  o n  lo o k s . Th e  lo o k
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of your piece will set the tone for the way

your prospect connects with your associa-

tion. If it looks unprofessional, they will

assume that the programs offered are

unprofessional. If the piece looks cheap,

they will think what you offer is cheap. If

you give no importance to the creative,

your message will be fighting to overcome

an ingrained prejudice we all have. It’s

based on “ looks.”

Myth #7
It’s better to do 

everything in-house

D esign all marketing pieces in-house,

where you have full control over the look

and content, and it costs less. It sounds like

a good idea. But it may not be so good over

the long run. The first issue is cost savings.

If you’re a small association, hiring an in-

house designer is worthwhile only if the

costs from your design firm surpass the

cost of an employee (including insurance,

raises, etc.). Many projects may have a

larger upfront cost (branding, a new Web

site), but the cost of long-term maintenance

is much less. And there are other issues

besides cost. By going in-house, you may be

giving up more than you realize.

Outside perspective is valuable.

Without it, creative may reflect the feel-

ings of the staff and not the feelings of the

membership. In-house designers rarely

have the authority or will to maintain an

association’s brand identity. Each depart-

ment demands and gets what they ask for,

which in a very short time, can splinter

the association’s identity. And, of course,

the creative will get stale. The designer

eventually becomes narrow in his or her

perspective or, worse yet, bored.

Myth #8
The Web site is the responsibility

of IT, not marketing

Once upon a time, Web sites were difficult

to build and maintain. Even small associ-

ations found it more cost-effective to hire

an IT person to maintain the Web site. But

technology continues to improve. New and

innovative ways to build Web sites are

being created every day. Web sites can now

be constructed with built-in content man-

agement tools that make it easy for a non-

technical person to update. Another factor

in the evolution of Web sites is the fact

that there is much greater usage today. In

the past, many associations felt that few

of their members were tech-savvy enough

to use the Web site, so they invested little

in it. But today, Web sites are the first

place people go to find information. If you

are curious about an organization, or if

you are looking for new information, what

is the first thing you do? Check out the

Web site. Whether you like it or not, your

members and prospects are judging your

organization based on its Web site.

So who should be responsible for con-

trolling the message, design and informa-

tion on it? Not the IT department. And

with a built-in content management tool,

the marketing department won’t even

need IT’s help to maintain the site.

Myth #9
The vocal minority 

usually ex presses the feelings
and opinions of the overall

association membership

If one person complains, it must mean

hundreds of other people feel the same

way. Logical, but it’s just not true. This is

why suggestion boxes usually don’t work.

Have you ever been satisfied and filled out

one of those cards? Being satisfied, by def-

inition, does not require action.

Although most of us recognize that

complainers do not represent the norm,

we still allow them to dictate our market-

ing direction. If this goes on indefinitely,

the consequences are disastrous. You end

up with a marketing plan that ignores the

wishes of the majority of your members —

and only satisfies the vocal minority.

(Note: The vocal minority could also be

your board.)

Myth #10
Technology is everything/

technology is nothing

The topsy-turvy nature of the economy

over the last five years has left all of us

reeling. One common myth for associa-

tions in the beginning of this technology

roller coaster ride was: “ P eople will stop

going to trade shows because they can get

the same connections online.” Can they?

D id people stop traveling once they could

watch exotic places on TV ? No. In fact,

people travel now more than ever. P eople

like people. Most of us do not want to be

chained to our computers and never go

anywhere. P eople would rather network in

person if we make it fun.

D o your members view your expo or con-

ference as a chore or opportunity? Your

marketing should emphasize the experi-

ence of the conference, not just as a place to

shop (which they can do online), but as a

place to see, taste, touch, and meet. What

effect should technology have? It gives you

a chance to connect with your members on

a regular, on-going basis. E-mail marketing

is one of the fastest growing, most success-

ful marketing methods used today. J ust

because your members didn’t have e-mail

two years ago, doesn’t mean that they don’t

have it today. P eople that didn’t have a

computer two years ago are shopping for

broadband today. So don’t get left behind,

because if you don’t e-mail your members,

someone else will.

D on’t let mythological ideas hold you

back! Marketing for associations is unique

and challenging, but also rewarding.

Invest the time and energy to market your

products and services well, and you will

reap revenue and results. �

Beth Palmer is an account coordinator with

S outhward and A ssociates. S he may  b e

reached at (3 1 2 ) 2 0 7 -0 6 0 0 .
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“ S mall as s o c iatio n s ”  are u s u ally d efin ed  by the
s iz e o f their bu d get n o t the n u mber o f mem-
bers , n o r the p o ten tial imp ac t, they may have
o n  their p ro fes s io n  o r trad e. Mo st o ften  a
bu d get o f les s  than  $ 2 millio n  wo u ld  q u alify an
as s o c iatio n  as  bein g “ small.”  Of c o u rse that
wo u ld  als o  q u alify it as  o n e o f the majo rity o f
as s o c iatio n s  that ex is ts  to d ay. S o  the fo llo win g
message is  targeted  to  tho se fo lk s  who  may
n o t have big bu d gets ,bu t have big ambitio n s  in
mark etin g their as s o c iatio n , its  bran d  o r
image, p ro d u c ts /servic es  o r ac c o mp lishmen ts .

Who are your targets?
A re yo u  tryin g to  attrac t n ew members?
D evelo p in g a c u s to mer base fo r p ro d u c ts  o r
servic es ? C ajo lin g members an d  o thers  to
atten d  yo u r an n u al c o n feren c e? Ex ten d in g
yo u r bran d  in to  n ew mark ets ? S imp ly tryin g
to  get s o me atten tio n  fo r the go o d  wo rk s
yo u r members alread y d o ? Or p erhap s  yo u
wan t all o f the abo ve? W e’ve all heard  the
p hrase “ target mark etin g”  fo r the last d ec ad e.
It is  the bro ad -based  ap p lic atio n  fo r a s imp le
c o n c ep t: s p eak in g in  the mo st in timate way,
with the highest d egree o f freq u en c y to  the
p eo p le yo u  wan t to  reac h mo st. S mall as s o c i-
atio n s  are alread y c ru n c hed  fo r time, p ers o n -
n el an d  mo n ey; yo u  c an ’t affo rd  to  waste an y
o f the abo ve o n  a s c attered  ap p ro ac h ho p in g
to  p ic k  u p  members, c u s to mers , atten d ees  o r
ex ten d in g yo u r bran d .

T he bas ic s  are as  fo llo ws : d ec id e who  yo u
n eed  to  reac h, with what mes sage, ho w
yo u ’re go in g to  d eliver it, an d  ho w yo u ’re
go in g to  fo llo w it u p . It is  far les s  imp o rtan t
to  have a s lic k  bro c hu re than  to  remember
that all mark etin g s u c c es s  is  based  o n  reac h-
in g the right au d ien c e, with a c o mp ellin g
mes sage, en o u gh times  s o  they c an  legiti-
mately reac t to  what yo u  wan t them to  d o .
T hat’s  why telep ho n e an d  d irec t mail are s till
two  o f the mo s t c o s t effic ien t mean s  o f c o m-
mu n ic atio n  available.

Q u ite o ften ,when  yo u  rec eive a s o p his tic ated
bro c hu re, yo u  are imp res sed  mo re by the
mo n ey s p en t to  c reate it than  the message
in s id e. T here is  n o  d o u bt that a beau tifu lly
d es ign ed  bro c hu re will attrac t atten tio n  in  a
wo rld  o f c lu tter, bu t it is  the c reative c o n c ep t
behin d  the message that c reates  a c all to
ac tio n . No  mark etin g gu ru s  o n  yo u r s taff?
T hen  o u ts o u rc e yo u r p ro jec t to  p ro fes s io n als
who  c an  d eliver a c u s to miz ed  message that
strik es  a res p o n s ive c ho rd  with yo u r au d i-
en c e. C o n c ern ed  abo u t the c o s t? Ou ts id e
ex p ertise is  a lo t c heap er than  the mo n ey
s p en t o n  an  in effec tive o r amateu r c amp aign .
Remember: d o  what yo u  d o  best, c o o rd in ate
an d  man age ex p ertise (in tern al o r ex tern al)
fo r the ad van tage o f yo u r c o n s titu en ts .

S o me s imp le tip s  to  mak e the p ro c es s  eas ier:
• D efin e yo u r in ten d ed  au d ien c e (target

mark etin g)
• C reate a s imp le mes sage that c an  be

abs o rbed  q u ic k ly (res p o n se mark etin g)
• C ho o se the mo s t effic ien t fo rms  o f d eliv-

ery (reac h/o n e-to -o n e mark etin g)
• D ec id e o n  the n u mber o f times  the mes -

sage will be rec eived  (freq u en c y)
• Ex ec u te u s in g the bes t res o u rc es  available

(in tern al o r o u ts o u rc in g)

Marketing Tools
E-mail — A n  e -mail me ssag e  d o e s n o t h ave  to  b e

th e  p lain  A S C II te x t mo d e l th at w e  g re w  u p  w ith

5 -7  ye ars ag o .Yo u  c an  n o w ad d  c o lo r, mo ve-
men t an d  p ic tu res  witho u t a p ro grammin g
gen iu s  o n  yo u r s taff. Plu s  mo st fo lk s  c an  n o w
rec eive the files  yo u  sen d  an d  o p en  them
witho u t havin g atten d ed  “ geek  s c ho o l”  firs t.
T his  small shift in  reality is  c han gin g the way
yo u  sho u ld  ap p ro ac h yo u r au d ien c e.

Te le p h o n e — W e all k n o w that fo lk s  d o n ’t
have time to  tak e yo u r mes sage d u rin g the
d ay. S o  d o n ’t mak e  th e  call d u rin g  th e  d ay ; call

o n  th e  w e e k e n d s o r in  th e  e v e n in g  an d  le av e  a

v o ic e  mail alertin g them to  the mes sage that
yo u  wan t them to  hear o r alertin g them to
the fac t that they will be rec eivin g a d irec t
mail p iec e in  the n ex t few d ays .T he c alls  c an
be ex tremely in ex p en s ive (man y p ro grams
are free these d ays  o n  n ights  an d  week en d s )
an d  if yo u ’re a small as s o c iatio n  c han c es  are
yo u r membership  will be les s  than  1 ,000
members .T hat who le lis t c an  be c alled  u s in g
vo ic e mail in  les s  than  two  week en d s  an d
yo u ’ve reac hed  the majo rity o f yo u r targeted
au d ien c e in  a p ers o n al fashio n .

P u b lic ity /P u b lic  R e latio n s — P u b lic ity  an d  P R  are

tw o  o f th e  mo st c o st-e ffe c tiv e  to o ls in  y o u r arse -

n al.Fin d  a u n iq u e featu re o f yo u r as s o c iatio n
o r its  members , a n ewswo rthy item, an
u n u s u al twis t to  everyd ay bu s in es s  an d  tak e
the mes sage to  the med ia. D o n ’t wait fo r
s o methin g to  hap p en , lo o k  fo r the o p p o rtu -
n ity, c reate a n ew even t, d o  s o methin g o f
valu e in  yo u r c o mmu n ity, bu t id en tify all o f
the ways  that yo u r as s o c iatio n  brin gs  ben efit
to  yo u r varied  c o n s titu en ts  an d  then  flau n t it.

Fax /D ire c t M ail — D es p ite the effo rts  o f the
FC C  an d  C o n gres s  to  mak e fax in g d iffic u lt,
it is  s till an  effec tive way to  sen d  mes sages  to
yo u r target au d ien c e. Th e  k e y  to  u s in g  fax  e ffi-

c ie n tly  is to  mak e  th e  me ssag e  b o ld , b u t b rie f.

D o n ’t ex p ec t to  “ sell”  via the fax , ju s t to  alert
o r remin d . D irec t mail is  o n ly as  effic ien t as
yo u r lis t. If yo u  are mailin g to  yo u r member-
ship , d irec t mail c an  be ex tremely effec tive,
an d  yo u  c an  target the mes sage fo r eac h c o n -
s titu en c y rep resen ted  within  yo u r gro u p . If
yo u  are p lan n in g to  reac h n ew members
thro u gh a d irec t mail c amp aign  then  the mes -
sage has  to  be ex tremely c o mp ellin g an d  the
lis t n eed s  to  be very s p ec ific . If yo u  c an ’t
as s u re that bo th o f tho se c riteria are met,
d o n ’t was te the mo n ey.

We b  S ite s — If the s ite is  ex c itin g an d  u ser-
frien d ly it will attrac t the c as u al u ser as  well as
the d yed -in -the-wo o l member. Bu t a We b  site

mu st b e  k e p t c u rre n t, it mu st o ffe r tan g ib le  valu e

fo r th e  time  sp e n t,an d  it mu st b e  in fo rmatio n  ric h .

If yo u  d o n ’t have the ex p ertise in s id e yo u r
sho p , then  o u ts o u rc e the d es ign . A gain , d o n ’t
ex p ec t to  have ex p ertise in  every area o f yo u r
bu s in es s ; it is  gen erally c heap er to  hire ex p er-
tise than  to  try an d  main tain  it o n  yo u r s taff,
an d  if yo u  d o n ’t lik e what they’ve d o n e, yo u
c an  q u ic k ly fin d  s o meo n e else.

O v e rv ie w — D o n ’t sp e n d  a d ime  u n le ss y o u  h av e

a p lan . D o n ’t thin k  that mark etin g is  based
u p o n  the p as ta theo ry: thro w it again s t the
wall to  see if it s tic k s . D o n ’t let a c o n s u ltan t
o r d es ign er tell yo u  abo u t the valu e o f “ fo u r-
c o lo r”  u n les s  they firs t ex p lain  ho w a
bro c hu re will wo rk  in  tan d em with all o f
yo u r o ther effo rts . Use c o mmo n  sen se.
Peo p le have sho rt atten tio n  s p an s  an d  c o n -
s id er their time very valu able. D eliver yo u r
mes sage in  a s imp le, u n d ers tan d able way in
the mo s t d irec t fashio n  to  the targeted  au d i-
en c e yo u  wan t to  reac h.Yo u ’ll get the bigges t
ban g fo r yo u r bu c k  an d  lo o k  lik e a hero  o n
yo u r bo tto m lin e. �

B u z B u z o g an y, C A E, C A S E is a

p ar tn e r in S A V V Y — S trate g ic

R e s o u rc e  P ar tn e rs . H e  may  

b e  re ac h e d  at (8 4 7 ) 7 4 9 -4 0 1 2

o r at bu z bu z o gan y@ c o m
c as t.n et.
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