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Communications / Marketing 

 

To date, our principal method of communications with prospective members and guests has been “word 

of mouth” with little emphasis on any other direct form of communication. Our follow up communications 

with guests has not been sufficiently consistent to convert guests to full membership. Most of this is 

structural in nature. Who makes the follow up contact and when, is best solved with clear lines of 

responsibility. We face other hurdles as well. Sue Bies once commented we need to remove the mystery of 

who is eligible for membership at PEC. This is a messaging problem. In short, we have to improve our 

communications effort to provide a consistent message for both external and internal constituencies. But 

how? 

 

Appy and Tom would like to see print collateral to support our membership building activities. This makes 

sense but it shouldn’t stop with printed materials. We need a collection of media to support our efforts to 

grow the club. Our first imperative is to establish a public website presence. Once established, the website 

must be coordinated with other social media to deliver a consistent message for visitors, guests and 

members of different age cohorts. Pew Research does an excellent job of providing annual insights on 

adult usage of social media. A link to their most recent findings may be found here: 

 

Share of U.S. adults using social media, including Facebook, is mostly unchanged since 2018 

 

Note that YouTube has a significant following but in so far as economics clubs are concerned, most clubs 

use this form of media to post videos of talks delivered by invited speakers. Some clubs delay release of 

the material but the large clubs that dominate the space throughout the country do not. Clubs using this 

form of media have large memberships and considerable resources. We have neither. 

 

No communications effort would be complete without a scheme to manage both internal and external 

communications. How we structure our communications is just as important as the constituents to whom 

we communicate. We need to improve process and efficiency while simultaneously communicating depth 

and value in our product. We all agree that we have a very good product. I’m hopeful that the following 

communications scheme will satisfy our efforts to accomplish our needs in an informed manner. 

 

  

https://www.pewresearch.org/fact-tank/2019/04/10/share-of-u-s-adults-using-social-media-including-facebook-is-mostly-unchanged-since-2018/


 

 

 

Internal Communications 
 

As far as internal communications are concerned, the general membership and board is best served 

through the use of one common interface. Communications through various platforms tend to scatter 

making recall difficult through time. Future leaders of the club benefit from a documented history to 

provide institutional memory. One application that serves this purpose well is Groups.IO (pronounced 

Groups-dot-eye-oh). 

 

Groups.IO offers valuable benefits. It gives us the ability to notify members of important news and future 

events. Additionally, it gives board members an avenue to converse on matters specific to the board, 

either through a group forum or chat room. All correspondence is saved in date order and readily viewable 

by any member subject to their group entitlements. Over in the members section, our directory allows 

members to contact each other on matters related to the club without sharing private information. Other 

benefits derived from the use of Groups.IO is the polling feature used to provide valuable insights from our 

membership. Finally, Groups.IO offers document and file storage for information that we wish to centralize 

in one location. Bylaws and other important documents would be such an example. No longer would 

future club leaders question the whereabouts of documents.  As far as internal communications are 

concerned, Groups.IO gives us a one stop shop to communicate and manage internal affairs. 

 

External Communications 
 

External communications begin with our website. 

 

The PEC website will be our central communications tool for members, guests and interested parties. 

Visitors will have access to a broad array of information including membership benefits and eligibility for 

becoming a member. Our event calendar, club news and venue highlights will be posted for public viewing. 

Event registration, pricing alternatives, credit card payments and confirmation emails will simplify our 

processes. Through our “paid access” entry portal, only members will be allowed to review various content 

materials subject to the approval of our speakers. In our “contact us” section, visitors and members alike 

may communicate directly with our administrator through email or chat with questions regarding 

programs, pricing or other matters of interest. Finally, our website will yield valuable data on visitor traffic 

allowing us to manage the site for maximum viewership. 



 

 

 

 

Beyond our website, we will use various forms of social media to round out our communications effort. 

Facebook, Instagram and Twitter will be used to capture the communication preferences of various age 

cohorts whose only connection to our website may come through their social media activity. Coordinating 

our messaging and content across the various applications will be possible through a platform known as 

Hootsuite. This time saving application insures a consistent and coordinated delivery of club affairs without 

multiple inputs across the various social media applications. 

 

Our goal is to increase our membership potential with a communications effort that encompasses a broad 

range of tools. To accomplish our goal, we must improve our reach with new methods, informative print 

and digital assets. 
 


