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HERE’S WHAT HAPPENS IN 60 SECONDS ON THE WEB:

“How much data is generated 
every minute?” Domo answers 
with this infographic. It’s 
staggering, isn’t it? All that in 
just one minute.

No wonder we feel overwhelmed 
by content. It’s likely that more 
and more content will continue 

to bombard our screens, both small and 
large. All day, every day. From when we 
wake up to when we fall asleep.

Associations are overwhelmed by 
content too. Specifically, associations 
are overwhelmed by the complex 
challenges of creating and delivering 
interesting, relevant content to a mix 
of member and audience segments 
using a variety of digital platforms 
and channels.  Yes, it’s complicated. 
However, with a content strategy, 
you can more effectively use your 
resources to create, manage, distribute, 
and evaluate content that helps your 
association achieve goals and meet the 
needs of your constituents.

WHAT EXACTLY IS A DIGITAL 
CONTENT STRATEGY?
When your audience is looking 
for information, they head to their 
preferred search engine or go to the 
websites, blogs, mobile properties, 
and social platforms that they think 

offer the most relevant, credible, and 
fresh content for them. You want to 
be among their top choices, don’t 
you? A digital content strategy helps 
your organization maintain (or obtain) 
a reputation as a reliable, trusted 
creator, curator, and source of quality 

content. With a content strategy, your 
association can:

•	 Benefit from the framework that 
a content strategy provides for 
making decisions about developing, 
delivering, and evaluating content. 

Data Never Sleeps (source: https://www.domo.com/blog/2015/08/data-never-sleeps-3-0)
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•	 Use your limited resources to 
efficiently produce and deliver 
content that’s aligned with your 
mission and business objectives.

•	 Publish relevant, valuable, easy-to-
find content that meets the needs 
and interests of your audiences—
members, prospects, students, 
media, policymakers, supporters, 
and consumers. 

•	 Distribute content in the format, 
frequency, and location that your 
target audiences prefer.

WHO’S RESPONSIBLE FOR 
CONTENT STRATEGY?
A digital content strategy doesn’t live in 
isolation. It aligns and integrates with 
other strategies—communications, 
marketing, education, public relations, 
and advocacy. One person/department 
may take ownership, but the strategy 
reaches across departmental silos to 
encompass the entire association. 

According to the Content Marketing 
Institute and MarketingProfs1:

“Where content marketing sits on 
the organizational chart has much 
to do with size. The larger an 
organization, the more likely it is 
that content marketing is situated 
under the product marketing or 
demand-gen umbrella.”

Among smaller organizations, roughly 
one-quarter put responsibility in the 
C-suite1, which clearly elevates the 
importance of content to your mission! 
Although this research refers to content 
marketing, the same diversity of 
ownership applies to content strategy, 
which might reside with the web team, 
communications, public relations, or 
even IT.

A DECADE OF DIGITAL 
DEVELOPMENTS
For more than a decade, DelCor has 
been helping associations develop and 
implement digital content strategies. 
This work began when we first 
started helping associations select 

and implement content management 
systems (CMS). We noticed a missing 
element: many of them didn’t have a 
content strategy to ensure the success 
of their website. Technology, like 
a CMS, is only part of the solution. 
People, processes, and a plan are the 
other ingredients for success.

The digital landscape has expanded 
beyond websites to a growing list of 
social and mobile channels:

•	 Websites, blogs, landing pages, 
microsites

•	 Social media
•	 Mobile websites, apps
•	 Video platforms
•	 Webinars, web conferencing, 

webcasts, virtual events
•	 Political action platforms
•	 Audio distribution, including 

podcasts
•	 Graphics, slide decks, infographics, 

meme generators
•	 Text messaging
•	 Emails, newsletters
•	 Digital publications, including 

e-books, magazines, whitepapers, 
reports

•	 Mobile and web-based fundraising 
campaigns and platforms

This profusion of digital formats 
and platforms leads to questions 
(and maybe even a few headaches) 
about content topics, audiences, 
workflow, tools, and more. It’s enough 

to make your head spin. That’s why 
associations continue to turn to us to 
help them develop a comprehensive, 
integrated content strategy that helps 
them identify, reach, and serve their 
target audiences. 

In the past, we helped associations 
negotiate the transition from inter-
office envelopes and snail mail to 
email and the web. Now, we help them 

succeed on social and mobile platforms 
using content targeting and messaging. 
In the future, we’ll continue to guide 
associations to wherever innovation 
provides value. We like to stay a few 
steps ahead, so we can guide you along 
your path to progress. If you’re stuck in 
a content rut, confused by the growing 
number of platforms, or not sure how 
to make it all work, we can help you 
develop a content strategy.

HOW WILL A CONTENT STRATEGY 
IMPACT MEMBERS?
In an association without a content 
strategy, members might be heard 
muttering phrases like these:

•	 That’s weird, the most recent blog 
post is from two months ago. 

•	 487 search results, really?!? Ugh, 
where do I even begin? 

•	 I wish they’d Tweet links to news 
and articles, instead of this litany of 
event promos. 

•	 Argh, I can’t read this on my phone!
•	 Why isn’t there anything about the 

new regulations on the website?

A content strategy takes the members’ 
digital experience from meh to 
marvelous. Members receive or easily 
find content that informs, delights, 
and engages them—content that helps 
them solve problems and advance 
their careers. With countless updates 
from friends, work, news, and brands 

competing for their attention, members 
know that when they open your email 
or click on a link you share, their 
investment of time is rewarded.

When content is expertly arranged and 
tagged on your website, visitors easily 
find what they need to keep up-to-date 
on critical issues. If your audience has 
a need-to-know moment, it doesn’t 
matter whether they’re on their phone, 

AN EFFECTIVE CONTENT STRATEGY GOES 

BEYOND THE TECH TOOLS TO INCLUDE 

PEOPLE, PROCESSES, AND PLANNING.
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tablet, or desktop; they turn to you 
first to get the information they seek. 
Because your content is optimized for 
search engines, it’s also easily found 
by those who don’t know you yet. 

A content strategy improves your 
ability to deliver the right content in the 
right format to the right person at the 
right time on the right device. Right on.

HOW WILL A CONTENT STRATEGY 
IMPROVE OPERATIONS—AND THE 
BOTTOM LINE? 
Members and readers aren’t the only 
ones who experience the benefits 
of a content strategy. Staff feels the 
difference too when their daily to-do 
list becomes less frustrating because 
processes and workflows are improved. 
Their content workload is reduced 
because there’s less emphasis on 
publishing content for the sake of being 
“everywhere” and more emphasis on 
producing quality, focused content.    

If you were to eavesdrop on a 
department meeting at an association 
without a content strategy, you might 
hear these complaints from staff:

•	 Did you see the talking points from 
Lobby Day? Why didn’t we know 
about them? I could have used them 
for the newsletter!

•	 Isn’t there a PDF of that on the 
website somewhere?

•	 She says none of her staff has time 
to write a blog post.

•	 We’ve had calls about that new 
regulation, but I’m not having 
any luck getting something from 
government relations that we can 
post online. We need to get that info 
out to members!

•	 Why is this in the members-only 
section?

•	 Oh sure, now they want home 
page real estate, but where were 
they when we needed those news 
updates? 

Sound familiar? You’re not alone. 
More than half of B2B marketers 
identify producing engaging content 
consistently as an ongoing challenge.1

A content strategy reduces the need for 
Tylenol (or therapy) because it helps 
organizations manage the creation 
and distribution of content. When 
your content strategy is aligned with 
the mission, vision, and goals of the 
organization, everyone understands 
the rationale for producing specific 
content. Everyone knows how to get it 
to the target audience and measure its 
effectiveness.

Budgets and staff time are focused on 
providing and repurposing valuable 
content, not wasted on producing 

or publishing redundant, irrelevant, 
or stale content. Producing content 
is no longer one department’s 
responsibility; it’s a collective effort. 
Expectations are clear. Workflow is 
improved. The teamwork required 
to put the content strategy into play 
also helps to build collaboration and 
demolish departmental silos. 

An effective content strategy 
also contributes to the success 
of marketing strategies and has 
a positive impact on membership 
conversions, product and publication 
sales, event registrations, and other 
non-dues revenue sources.

HOW DOES A CONTENT STRATEGY 
HELP AN ASSOCIATION ACHIEVE 
ITS GOALS?
With a content strategy, an association 
is better prepared to fulfill its promise 
to members. A content strategy gives 
staff a framework for deciding on 
the types of stories, images, and 
information to share with target 
audiences. And, because the strategy 
defines metrics, staff can determine 
whether content is meeting its goals.

An effective content strategy also 
helps an association move closer to 
other strategic goals:

•	 A higher rank in Google indexing 
leads to increased website traffic.

•	 Policymakers and the public 
have a better awareness and 
understanding of your association 
and industry issues because of the 
increased media attention your 
content receives.

•	 With a deeper understanding of 
legislative and regulatory issues, 
members take more effective 
grassroots political action.

•	 The informational and educational 
needs of members and non-
members are satisfied.

•	 Seeing the value in membership, 
prospects convert into members.
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What is the competition doing? 1,2 
•	 77% of B2C marketers and 86% of B2B marketers use content 

marketing. 

•	 Just 27% of B2C marketers and 35% of B2B marketers have a 
documented content strategy. Opportunity is knocking!

•	 B2C marketers use 11 different content marketing tactics, while 
B2B marketers use 13.

•	 62% of B2C marketers and 69% of B2B marketers are working 
to create higher-quality content.

•	 B2C marketers spend 25% of their marketing budgets on 
content marketing, whereas B2B marketers allot 28%.



 1 Content is not published consistently or purposefully.

 2 Your members call about information that is on your website… 
somewhere.

 3 Your most recent blog post—an event promotion—was 
published two months ago.

 4 Your Facebook page and Twitter stream are filled with 
promotions too.

 5 The IT department juggles requests from staff to make updates 
to the website.

 6 The last time content was archived on your website was 1995.

 7 Departments fight for space on the homepage.

 8 You don’t have an editorial calendar.

 9 You don’t have user personas.

10 You’re not measuring content ROI.

10 Signs
you need a
CONTENT 
STRATEGY

•	 Higher email open rates and social 
sharing lead to more follow-through 
on marketing, legislative, and 
volunteer calls-to-action.

•	 Your reputation as the premier 
resource in your profession and/or 
industry grows.

•	 Along with the size of your 
audience, your market for revenue-
generating events, products, and 
services expands.

Good content drives the digital 
experience—which might be the 
only membership experience 
for many. With a content 
strategy, your association 
can deliver targeted, 
relevant, and interesting 
content that helps 

members thrive in all stages of their 
career, business, and membership 
cycle.

HOW DO I CONVINCE MY BOSS WE 
NEED A CONTENT STRATEGY?
You can’t go it alone. You need the 
support of your colleagues and, most 
importantly, your staff leadership. It’s 
not enough to make a business case 
for developing a content strategy; your 
association must also develop the 
culture and processes to support it—
that requires leadership buy-in.

To gain that leadership buy-
in and make the case for 

content strategy, you must 
be armed with data and 
ready to educate. Collect 

data and statistics 
that illustrate the 

new digital content 
landscape—like 
the statistics 
found here 
in this paper. 
Gather relevant 

data from any recent member polls 
or surveys. Include industry- and 
organization-specific data or 
anecdotes to make these statistics 
more meaningful.

Take a look at how your association is 
managing content:

•	 How well is content serving your 
association’s goals? Do you 
have a way to measure content 
performance against those goals? 

•	 To what extent are you meeting the 
content needs of members? What 
is the basis for that evaluation? 
Do you see any gaps or room for 
improvement?

•	 Track how many emails are sent to 
members from every department. Is 
there any coordination or strategy? 
Are you bombarding your members 
with content? What percentage of 
your emails is even being opened?

•	 How many people on staff are 
involved with generating content? 
How coordinated are these efforts? 
How consistent and effective are 
these efforts?

Help leadership understand the basics 
of a content strategy and how an 
effective strategy will impact members 
and other stakeholders, association 
operations, and the association’s 
strategic goals. What challenges or 
problems will a content strategy help 
to resolve? What improvements will 
it make to organizational culture and 
processes?

Discuss with leaders the competition 
for your members’ attention, time, and 
budgets. Show them how for-profit 
companies—perhaps even members—
are mastering the production of 
intelligent content and dedicating 
substantial resources to those efforts.

Remind leadership that content 
drives every interaction on the web. 
There’s a good reason the phrase 
“content is king” has become a cliché. 
Marketing expert and best-selling 
author Seth Godin said, “[Content 
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marketing] is all the marketing that’s 
left.”3 To maintain market primacy, 
associations must dedicate resources 
to marketing content to members and 
other stakeholders. You need a content 
strategy to do that effectively.

WHO’S INVOLVED IN DEVELOPING 
AND IMPLEMENTING A CONTENT 
STRATEGY?
After you make a convincing case for 
developing a content strategy, and 
senior staff gives you the go-ahead, 
what happens next? Frankly, not much, 
unless you get more than kind words 
and a blessing from them. To develop 
and implement a content strategy, 
leadership must dedicate financial 
and staff resources to the project. And, 
most importantly, they must visibly 
support the project. Content strategy 
requires a team effort that cuts 
across departmental lines—you need 
leadership’s help to make it happen.

A wide array of staff is involved in 
developing and implementing a content 
strategy:

•	 Subject matter experts—education, 
regulatory, policy, and advocacy 
staff;

•	 People with tactical knowledge—
communications, public relations, 
and marketing staff;

•	 Frontline staff who interact with 
members and other audiences, and 
who can help to monitor and define 
content needs;

•	 Staff who dream of what’s next 
on the web and make it happen—
website and digital property 
managers; and

•	 The people who link actions to 
goals and ensure system-wide 
integrity—your IT staff.

The CEO and staff leadership should 
believe in the content strategy and be 
supportive of any needed changes to 
staffing, processes, and workflow, be 
they temporary or permanent. Most 
likely, there will be changes!

Because people naturally get 
comfortable with their routines and silo 
walls, change isn’t always a welcome 
guest in the office. Senior staff must 
buy into the shared vision of what your 
organization is trying to accomplish 
online and help the project team do 
what it takes to get there.

WHAT HAPPENS DURING THE 
DEVELOPMENT OF A CONTENT 
STRATEGY?
The first step is to understand how 
content fits into your organization’s 
mission and objectives. What do you 
want to accomplish with your content? 
Content goals should align with 
association goals, such as helping 
members advance in their careers and/
or influencing public policy.

Next, identify and prioritize audience 
segments and their needs, interests, 
and digital habits. What are members 
of your online community saying and 
seeking? An association’s frontline 
staff can help identify the common 
questions and concerns of members, 
prospects, consumers, media, and 
other audience segments. Often, the 
best way to define these audiences is 
by developing user personas.

Analyze existing content-related 
data—website traffic, email clicks, 
downloads, social shares, mobile/
app usage, and webinar attendance. 
Review your digital presence and that 
of any competitors and collaborators. 
Where are your strengths and 

weaknesses? What gaps exist in your 
content offering?

Assess, inventory, and categorize 
existing content, then determine its 
timeliness, usage, and relevance to 
your content goals. Make a decision 
about each piece: keep, rewrite, 

archive, or delete. Identify the gaps 
between your objectives and existing 
digital content.

Review your existing processes for 
generating and managing content. 
What works well? What needs 
improvement? What skills do staff 
need to hone? What tasks can you 
outsource? What content areas might 
be deemed sensitive or controversial, 
requiring extra stewardship?

Now, it’s time to develop a content 
strategy that’s aligned with your 
strategic objectives. Components of 
the strategy could include:

•	 Content goals
•	 Well-defined target audiences
•	 Technology and resources required
•	 Expertise and professional 

development needed to execute the 
content strategy

•	 Plans to achieve each of those goals 
for your unique audiences

•	 Roles and responsibilities—
ownership of workflow, decision-
makers, content creators, and 
publishing permissions

•	 Editorial calendar and guidelines
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4 keys to a successful content strategy 1 
1. Have a documented content strategy. 66% of the most 

effective B2B marketers have a documented content strategy.

2. Hire or appoint one person to oversee the content strategy. 
86% of the most effective B2B marketers have someone who 
oversees content marketing strategy.

3. Recruit a dedicated content team. 69% of the most effective 
B2B marketers have a dedicated content marketing group.

4. Follow the content strategy closely. 62% of the most effective 
B2B marketers follow their strategy closely.



Develop an implementation plan and a 
collaborative, association-wide content 
workflow. Establish metrics that will 
help you evaluate whether content is 
delivering value to your members and 
to your organization. 

Finally, determine whether additional 
resources, technologies, staff training, 

and improvements to business 
processes and workflow are needed. 
Do you need a process and/or tools 
to collect data on audience needs and 
interests? Do you need help selecting 
vendors and platforms to provide new 
or upgraded technologies to support 
your new online initiatives?

CAN WE DO IT OURSELVES? 
Content strategy is an arduous 
process—there’s no getting around 
that. At times, it can even seem 
overwhelming. Difficult—and 
sometimes unpopular—decisions are 
required. Even if you can manage the 
resulting changes in workflow, it can be 
hard to find the initial time and energy 
needed to develop the strategy. The 
content audit alone can be a roadblock 
for many content strategy initiatives. 

Although it’s hard work, the process 
and outcome are well worth the effort. 
It helps to have an experienced content 
strategist to guide you along the 
way. “DelCor encouraged us to think 
strategically, they provided a wide-
angle perspective and kept us focused 
on our overall goals,” said Ceela 
McElveny, Chief Communications and 
Membership Officer at the American 
Society of Radiologic Technologists.

A content strategy doesn’t live 
in a binder on a bookshelf. You’ll 
continually adjust your content 
strategy in response to changing 
market conditions and member/
audience needs. Keep listening to 
your constituents, analyzing data to 
identify what types of content they’re 
consuming (as well as when, where, 
and how), and identifying new needs as 
they arise. 

Content goals will change as your 
association’s goals change. To lock 
in a reputation as an industry leader 
and premier resource for information, 
you must keep refining your content 
strategy and tactics to meet changing 
member and audience needs. With a 
content strategy, information overload 
won’t be a chronic condition for your 
organization or your members.
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