IABC 2011 Communications Audit Brief

[bookmark: _GoBack]In May, 2011, IABC contracted with Singer Communications to undertake a communications audit with IABC members.  The focus of the audit was to understand members’ perceptions about a number of communications they receive from IABC, including emails that market professional development and products like Discovery and Knowledge Centre books and manuals, e-newsletters, and other materials.  The audit included in-depth telephone interviews with 25 members, 3 focus groups and an online survey that was sent to 4,000 members. The online survey received a 10% response.  All communications with members, whether in-depth, focus groups or online surveys were slightly weighted in order to make certain that we gained an international perspective.

What we learned

We found an audience that appreciates the global network of colleagues provided by IABC. Where members had the benefit of a local chapter, relationships with chapter members and attending local events are extremely engaging and important.

Members rely on IABC to provide relevant content efficiently while being sensitive to their individual needs. These sensitivities pertain to geography, timing, graphics, look and feel, and communications content.

What we heard most strongly was a demand for relevant content that is customized to their needs. Case studies and information about best practices that are relevant to their career path, job responsibilities, industry and location are important, and members feel that IABC should be considerate of these needs.

Steps being taken

The marketing and communications department and the IT department are teaming to create greater opportunities to target specific audiences in the delivery of professional development email marketing.

The website task force (made up of staff and volunteers from around the world) is considering the technical opportunities that will help members customize their experience with the new IABC web site which will be launched in 2012.

The publishing and research department has developed an interim Research Advisory panel of 33 members from 17 countries with concentrations on topic identification and review, proposal review and research evaluation. The outcome of this international research advisory panel will positively impact the global relevance of content provided by IABC.


Where IABC members find value

The most highly rated value in IABC membership are the face-to-face connections and networking through active local chapters, or by attending conferences, meetings and events.  Those surveyed said they appreciate IABC’s professional development offerings. They also said they find professional support among their IABC colleagues.  

As a global organization, IABC offers members the ability to network across national boundaries, which is of great value for members with a global career portfolio or those members outside of North America.

Steps being taken

As noted above, the website task force, whose goal is to redesign the current IABC web site, is focusing on a variety of opportunities to create an even greater sense of community, connection and access to content for IABC members and communication professionals.


Look and Feel Issues

Those surveyed gave high marks to the consistency of the look and feel of IABC communication products.  The majority of respondents said they were able to clearly recognize ABC materials when they received them in the mail or by email. In addition, there was no measurable confusion between communications originating from Headquarters and those from IABC regions or local chapters.

CW magazine is admired and appreciated for its layout, design and content. Members are proud of the magazine and many keep it around for later reference.  

The digital “CW Bulletin” is extremely well received by members who valued both its design and content.  Members said that the Bulletin makes its content readily accessible and view it as reinforcing the quality of the magazine.

Members indicated that they believe it is time for the standard look of IABC to be refreshed.  With regard to emails, several participants suggested some modification of colors and typography would make them more readable and inviting.     More than 40 percent of the online survey respondents rated the design and visual appeal of IABC’s emails a “4” or “5” on a 5-point scale.

· Emails from IABC are opened by 74% of online survey participants. 

· Fifty-one percent of the respondents said they look for relevant email content and they open the emails more likely to be relevant to them. 

· The online survey participants had an overall positive perception of IABC materials with 48 percent saying the look and feel is consistent, 41 percent saying design and visuals are strong, and 56 percent said that the content is good. 

Steps being taken

The marketing and communications department is refreshing the look and content of professional development email marketing.  While simplifying the overall look, the emails are less text heavy, get to the point, include compelling visuals and offer opportunities for members to (1) find relevant time zones and (2) create awareness of IABC’s library of archived professional development.

The marketing and communications department is also initiating an “IABC Weekly Content” email to be launched in February, 2012.  The email will mirror the content being showcased on the IABC home page and is expected to drive traffic to the web site for further reading of specific content.  Open rates will be analyzed and specific areas of interest shared across social media.


Content Issues

Discovery, IABC’s online compilation of content, does have awareness among members, but most said they have not used it.  According to respondents in the online survey, only two percent use it “frequently,” and 29 percent “infrequently,” with the rest (69 percent) are not using Discovery.  

The cost of Discovery’s premium level ($99.00) is a barrier for many members. Many were not aware that Discovery offers free content. 

Steps being taken

The publishing and marketing and communications department teams have created a Discovery advisory group to review the strategic plans and marketing materials developed to promote Discovery over the past 18 months.  We expect to have a final 2012 strategic plan in place by mid- to late-January 2012. Tactics include:

· Target email marketing to specific audiences based on industry, profession and geography as compared against current usage of information in Discovery by these audiences

· An increase in presentations by staff and leadership at chapter and regional events, beginning with the IABC Leadership Institute in February 2012


· A “How to use Discovery” video tutorial that will be housed on Discovery and shared with chapters and regions
· 

Special concerns of members outside North America

It is worth summarizing the comments from IABC members outside of North America because these members have a distinct set of needs and perspectives.  These members often have less opportunity to network and attend events and are more reliant on IABC’s digital content as well as any print materials.

The IABC members outside of North America felt that IABC is “too American” in its outlook and approach.  Respondents illustrated this statement with the following examples:

· The bulk of IABC’s conferences and events are located in North America (which reflects the geographic distribution of the association’s membership).

· Web-based events are often held at times that are impractical outside of North America. 

Members outside of North America who had face-to-face interaction with IABC staff greatly valued that contact.  The interaction with HQ made them feel connected and appreciated. They specifically said they enjoyed the dialogue and wanted more in-person contact.

Steps being taken

IABC continues to address the concerns of members outside of North America with a number of initiatives:

· A consistent focus on the inclusion of authors and researchers from outside of North America and:
· the inclusion of regional supplements in Communication World magazine
· The World Conference continues to reach out to a global audience by including more presenters from outside of North America and:
· Nearly 30% of exhibitors at the World Conference represent companies from outside of North America
· The 2012 World Conference travel partner, Star Alliance, is offering discounted airfares for travelers outside of the U.S.
· Support of regional conferences such as Eurocomm.  
· IABC is also in its third year of holding conferences in the Asia/Pacific region. 
· The addition of free-to-member and fee-based Webinars that are archived for 24/7 access.
· Accepting a variety of currencies:  over 94% of IABC members worldwide pay in their local currency. 
· The International Executive Board has become more geographically diverse
· The Council of Regions (COR) was created so that all of IABC regions have a voice in IABC
· Partnering with Public Relations Institute of Australia and the Global Alliance on a conference in Australia in 2012
· The development of the 2012 Executive Accreditation Seminar in Australia
· A new initiative being undertaken by the marketing and communications department is to develop media advisory groups in targeted regions inside and outside of North America.  The goal is to support IABC chapters and regions in generating media awareness on issues of specific interest to professional communicators in their regions and communities. 
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