MEMBER-CENTRIC
C O M M U N I C A T I O N S

A newsletter designed to help you build strong member relationships,
retain supporters and improve communication with your patrons.

April 2018

The Right

Content is Still King!

P: 540.428.7000 • E: info@grassrootcommunication.com • www.grassrootcommunication.com

Have you ever come across appealing content only to find that you
can’t actually access it? When this happens, you probably spend the
next minute or two troubleshooting potential ways to bypass the block,
only to confirm that this content is indeed “member-only”.
To the outsider, this can be extremely
frustrating; but to the insider,
member-only content is an exclusive
benefit. As an executive, leader, or
marketer within your association,
you may have tried member-only
content in the past, and those results
may have landed anywhere on the
spectrum spanning from “enormous
success” to “utter failure”.

content, you can start to determine
whether your content should be
made available to the masses, or
to a handful of devoted members.
If you’re using content to drive
traffic, it would make sense for your
content to be published publically;
but if your content is a membership
benefit, however, then perhaps your
association should place restrictions
that hide your content from nonmembers.

relevant is my content? And this is
when you have to take a good look in
the mirror. If not even your members
are clicking through to read what
you have to say, you might have to
consider whether there’s a greater
issue with the content itself . . . Are
you covering subjects that are helpful
to people, or are you producing
content for the sake of producing
content? Does it feel stale? Bland?
Uninspired?
Gather some feedback by doing any
of the following:

Let’s start with member-only
content. If you’re on the fence about
producing content that only members
are able to access, you should ask a
few questions. The very first of these
questions is: what is the purpose
of my content? Are you looking to
inform your readers of a particular
issue? Are you trying to drive more
traffic to your site? Are you simply
issuing content as an incentive for
membership? Are you trying to
monetize your content by teaming up
with other influencers, sponsors, or
brands?

But that leads us to a second
question: How effective is my
member-only content? As a leader
of an organization, you know that
people give, donate, or sign up
for membership for a number of
different reasons. Some are actually
incentivized by your membership
benefits. Others care primarily about
your organization’s cause and aren’t
as interested in your membership
benefits. As you’d imagine, this plays
a huge role in whether or not your
content should be exclusive. Are you
staying current on your content’s
data? Most website hosts can
provide you with real-time analysis
of your content. How many of your
members read your emails and
announcements? How many click
through to your content? Think about
it – if your members aren’t paying
much attention to your content, is
it really a valuable benefit? So, if
you’re not finding success with your
members, it may be time to open
your content up to the public – or
better yet, improve your content.

Depending on how you use your

A third basic question to ask is: how

But if you’re new to the idea of
member-only content, it presents a
decision that you and your team will
likely need to make at some point.
Member-only content or public
content?
It’s a seemingly binary decision, but
there are greater implications that
come with the choice you make.
So, let’s weigh the pros and cons of
member-only and public content so
that you can make the right decision
for your organization’s content
moving forward.

• Ask your members what topics they
would like to see covered.
• Poll your members on which
content type they prefer to consume
(i.e. video, graphics, blog posts,
etc).
• Issue a survey with a list of
potential topics and use that
information to plan out future
content.
With a little homework, planning,
and communication between your
organizations and its members, you
can prime your content weeks –
perhaps even months – in advance.
And the best part? You’ll have
valuable, relevant content that you
can use however you wish.
There’s still a market for memberonly content, and of course, there
will always be room for content that
is made public as well. But when
you identify your content’s purpose,
its effectiveness, and its relevancy,
you’ll be able to make adjustments
that will improve its influence.

7 Reasons for Repurposing Your Organization’s Content
As we discuss content planning and
continue the conversation about
creating content that will allow
your association to engage its target
audience, it’s important to emphasize
the idea of repurposing.
In an age when data, information,
and records are amended and updated
regularly, content creators are left
with a dilemma – due to no fault of
their own, like anything else, content
ages. It grows old, and this can be
reflected in a few different ways:
• Your content likely has a
timestamp.
• Your content might discuss
“current” events that are no longer
current.
• Your content’s legitimacy might be
affected by a recent study or new
discovery.
And these are all reasons why you

should make time to replenish and
improve your archive of aging
content. But repurposing – the idea of
recycling old content and marketing
it as new content – is something
entirely different. It doesn’t just
“save” your content from growing
old. Instead, repurposing gives you
a plethora of marketing advantages.
Let’s take a brief look at several of
these benefits.
1. Cover topics more
comprehensively over time
When you revisit something –
whether it’s an article, an ad, or a
graphic – you can almost always
find ways to improve on it. The same
goes for your content. So, next time
you rewrite an old article with the
intention of publishing it as brand
new content, see whether you can
dive a little deeper. Elaborate further
on a particular point or add a couple

of new facts.
2. Improve your SEO ranking by
reinforcing keywords and using
backlinks
In terms of marketing, many would
argue that search engine optimization
is where repurposing presents its
greatest advantage. By covering
one topic repeatedly, you’re able to
use the same keywords and include
backlinks to your original content.
This strategy will help you increase
your SEO ranking over time.
3. Gain greater credibility on a
subject
The more you cover a topic, the more
authority you’re going to gain on
that subject. This becomes especially
helpful when a reader is interested in
a topic and chooses to reference your
content as a constant source. With
enough time, you build a specific
audience for a niche that you know

Different Ways to Repurpose Your Content
LONG FORM
• Blog Posts

SHORT FORM

VISUAL FORM

• Email Teaser
Blurbs

• Video

• Newsletter
Articles

• Facebook

• White Papers

• Instagram

• E-books

• Photos with
Captions

• Stories on
Snapchat,
Instagram,
Facebook

• Website Articles

• Presentations
• Medium
• LinkedIn
• Guest Posts
• Op-Eds

• Twitter

• Email
Autoresponders
• Media Pitches

• Slideshare

• Infographics
• Or go interactive:
- Quiz
- Worksheet

• Invitations
Source: NonprofitMarketingGuide.com
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4. Remain current on a subject
And you can’t build credibility without being accurate, right? When you
revisit a subject repeatedly, you’ll be able to improve your knowledge on that
topic but picking up new facts and ideas along the way.
5. Save time spent researching and writing
Of all repurposing’s benefits, the time you save might provide the biggest
payoff. If the content is yours, why not simply rewrite it? Why not make
minor tweaks here and there? You have the ability to use your content over
and over again – in ways that allow you to bypass a few steps in the content
creation process. Cut down on research. Cut down on writing. Focus on
marketing.
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6. Increase your creative palette by utilizing different content forms
There are so many ways to tell a story. Perhaps you wrote an article, but you
know that the same information might be just as effective when presented
as a short video. Maybe the information in your short video can also be
presented as an infographic. Don’t settle for one creative form when you
have a variety of methods at your disposal. Use repurposing to experiment
with these different forms.
7. Tailor the same content to different audiences
Once you’re knowledgeable about a topic, you have the ability to narrow or
broaden your target audience. A short blog post directed to a handful of your
association’s members might also be repurposed as a white paper made that
you make publicly available in the future.
Are you using the power of repurposing to reap the 7 benefits we mentioned
above? If not, why not start today? Dig up one of your old articles or videos
and see how you can reuse that information to publish something fresh and
exciting!
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GrassRoot Communication
specializes in the production of
direct mail, print and various
communications materials for
associations, non-profits, businesses
and government agencies. By
teaming up with us, you’re adding
a quarter century of experience to
your team, and gaining access to
ideas and solutions for connecting
with your audience in the most
effective ways. We provide all the
services you need for the entire
production process under one roof,
ensuring your project goes out
without a hitch.

Call us today to talk
about your next project.

