
Beth: Welcome to Driving Participation. This is Beth Brodovsky, and I am here today with 

Carol Meerschaert, and she is the director of marketing and communications for the Health 

Care Business Women’s Association and she’s the editor in chief of HBA Advantage magazine. 

So thank you so much for joining me here today, Carol.

Carol: Well, thanks for having me, Beth. I’m thrilled to be here.

Beth: Carol and I have known each other. We’ve probably met a few times at different 

networking organizations and have been connected online for years and it gave me a great 

idea that she would be a perfect person to talk to because she has some really deep and very 

interesting experience in print publications. I know there’s a lot of questions for people these 

days about whether there’s still a value in print publications, and Carol is knocking it out of 

the park with the work that she’s doing in her organization. I think you’re really going to enjoy 

hearing what she’s doing to make her publications be a value for her organization, for her 

members and also for the sponsors that are involved, but to kick it off, I want Carol to tell you 

a little bit about how she wandered into this world. Carol, can you share your path to getting 

involved in nonprofit work and publication work?

Carol: I’m happy to. I started really on the other side of the fence. As a registered dietitian, 

I was a very active member of the American Dietetic Association at the state, local, and 

national level and did a lot of volunteering for them where I was the person who was 

contributing articles to newsletters and I was serving as a media representative for them. I did 

it on the volunteer side, and could really see the value of associations in my career, and then 

I decided to move into the other side. I went back to school and I got an MBA and decided 

to really further nonprofit communication. I really realized that was a part of what I was doing 

before that I loved so I worked as an executive director of a Dietetic Association and started 

in my field, but then jumped to the other side of the fence. It’s just so rewarding to be able 

to help those who help others. That’s really my piece in terms of getting into nonprofit and as 
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far as communication, as we know with everything in life, communication is key. If you know it, 

but you can’t communicate it, then it didn’t do anyone any good.

Beth: Absolutely. In the work that you do, you run a membership association. How is 

participation important in the work that you do? What kind of things do you measure and 

what matters to you and to your membership?

Carol: Well, obviously there’s a few things. Number one you’ve got to keep the lights on. We 

work in a nonprofit association, but money is still important. I like getting a salary, as do my 

colleagues. You need to keep the website going and you need to have your infrastructure. 

Part of it is that we’re measuring how many people come to our events, paid attendance. 

We’re also certainly looking at membership numbers. We have corporate partners. We have 

over 100 and they all contribute and sponsor major events, but then we’re also looking at 

every metric, metrics almost up to your ears, who opens our email and clicks on that. Who 

is reading parts of our magazine or going to what pages on our website? What do we focus 

on in one part of the communication and did that drive traffic? I’ll give you an example. We 

just did an ad in a publication for International Women’s Day and it was in USA Today and 

I was able to look at traffic to our website compared to the weekend before and it went up 

165 percent. The metrics really let you know. The old joke is “half your advertising dollars are 

wasted, I just don’t know which half.” Really, we can’t focus on what we put out there, but 

what is the response and then we also do member satisfaction surveys. We do a lot of market 

research with our members, both formal and informal because we’re here to serve them. If 

they’re not getting their needs met, they will vote with their feet and we like to keep them 

and keep them happy and we just have so many long-term amazing members who are very, 

very dear and loyal to us and we really appreciate that so we want to keep them happy.

Beth: Have you seen in your organization that there’s any correlation between involvement 

and longevity? 

Carol: Oh, absolutely!

Beth: That’s one of the things that I always like to talk about because I think it’s one of the 

things that surprisingly can be overlooked in all different types of organizations, that the 

things that you do to get people active and getting them to show up and participate, it’s not 



just about they showed up to an event and paid for that event and you got revenue from that 

event. The fact that they’re showing up and doing more things and getting more involved 

has a bigger impact on your organization than just that. At least that’s what I always think so I 

always like to that of organizations of whether that seems true for you as well?

Carol: It’s 100 percent true and we actually wrote an article about that in our magazine and 

created a reprint that was on our website. We call it the ROI of volunteering and gave several 

examples of some of the different phases in their career and what they got out of volunteering 

for our organization. You give back what you put in and the more involved someone is 

because a huge thing that we offer is we’re helping you build your professional network, well 

working side by side with another key person in your industry, especially someone very senior 

to you, that is so invaluable because then when you’re looking for a new position or if you’re 

looking for something, that’s really going to help that member so it sort of reminds them of 

that and then it’s also creating lots and lots of opportunities at all levels. There are those who 

have time and the talent and the desire for board service. There are also those, we created 

a program we call the digital elite, and those people are our online individuals who are out 

there tweeting our hashtag and re-tweeting and we’ve grown it. Last year we had over five 

million impressions for our hashtag and this year our goal is ten million.

Beth: That’s incredible!

Carol: HBA impact. We’ve also found it’s a fantastic way to communicate with our corporate 

partners because our corporate partners are online. They are tweeting their messages. Also 

our media partners, so it’s really exciting for us to be able to talk about something one of 

our media partners is doing. We want HBA members to win that award so by tweeting about 

it and having other our digital elite re-tweet it, it’s that viral messaging that really gets your 

name out there. It’s also a really fun way for people to get engaged. Someone who doesn’t 

have a lot of time can pick up their phone and hit re-tweet. That is something everyone has 

time for.

Beth: I think that’s a really great point that you just made that also you are focusing on the 

right channel for the right audience and you’re not just taking the same stuff and putting it 

out everywhere with the expectation that all of your audiences are everywhere. The fact that 



you said this is a great channel for us to talk to our corporate partners is something that I 

think people should really listen to and take note of that the different platforms have different 

values and different people that are there and different time lines and the fact that you can 

get somebody who maybe isn’t engaged at all to engage with you for a minute is the first 

step. Take one step and do something for a minute. Maybe next time they’ll do it for two 

minutes, and those little incremental steps can really add up.

Carol: Absolutely and you make a great point of that. I remember back in the day when you 

first signed up for Twitter and they would automatically post your tweets on Facebook and we 

went on Facebook and you could tell it was a tweet that came off of Twitter because there’s a 

different community. It’s a different culture and that’s why you have to be very aware

Beth: It’s a different language; it’s written differently.

Carol: Oh absolutely, absolutely. The way you write in the message that you’re going to put 

for example of Facebook is very different than LinkedIn. It’s very different than Twitter and 

it’s very different the way you write for a website is very different than what you’re going to 

write for a print magazine. Really understanding the channel, how it’s used, the environment 

and I tell people to try to picture someone. For a print magazine, I picture someone sitting 

and more leisurely reading it as opposed to Twitter. One hundred forty characters goes very 

fast. Quick message, headline. Facebook is a little bit more informal. A website is somewhere 

in the middle, so it’s quick and then also to realize to that you have to look at your Google 

Analytics. For our website, we still have I’d say 60 percent of the people access our website 

via a desk top computer versus mobile, whereas our e-blast thing is about 50/50 although 

a lot of people use it to screen, but knowing that and having that information about how 

people use your content is critical because that’s how you’re going to write it. You can’t be so 

verbose. The articles are much shorter. People really want quick in and out. They just don’t 

have the time so it’s not that they’re not interested. They’re totally interested. They love what 

you do, but if you can be concise and write really tightly so that every single sentence has 

meaning, every single sentence should be quotable, that is going to give you the interaction 

that you want. You can’t waste people’s time or they’re going to drift.

Beth: It does play into the whole value of the publication aspect of things. What you’re 



saying is that you have to have a continuity between all of your different pieces of media, and 

you really need to understand your audience for each different thing and that your overall 

audience is not all necessarily one type of person, but even that individual person, they 

might be a different person when they’re on Twitter versus when they’re sitting and reading 

your publication. What they want from you in that moment is different, and you really paid 

attention to understanding your person really deeply if you know that about them.

Carol: Absolutely and also to give them a reason to believe, to give them a reason to 

be involved. You might say “Everyone is on LinkedIn anyway.” OK, and I guess everyone 

reads, but why would they pick up your magazine? That’s why you really bring it in to your 

association so that if you’re taking your sponsorship ads and those are printed in your 

magazine, that gives someone a reason to look because they want to see their ad. If you 

take the award winners you have, for example, we have a Woman of the Year event and we 

have Woman of the Year, an honorable mentor and over a hundred rising star luminaries. 

Well people want to read about themselves and people they know from their companies. 

That is a great reason for them to pick up that publication and read it. It’s their actionable 

lessons from these articles, something really critical or something that’s going to move them. 

That’s really what they want so always having that reader-centric, member-centric item, that’s 

very important and then they’ll get involved. Quoting your members for example. It’s really 

bringing them into everything that’s going on in your association. When I started with the 

HB Advantage, it was run by a volunteer. It was very separate and everybody would bring it 

closer and closer to the center of the organization in terms of talking about our products, our 

services, our key messages, the things that are super important to us, whether it’s industry 

trends or focusing on a leader. We had an entire issue about women in science because that 

became very important to us. We had another issue that was focused on mentoring. That’s 

another issue very important to us and we offer mentoring programs, so those pieces really 

show what the HBA does and then post magazine, what we did was we edited to make it 

our grade and then it becomes content marketing. It’s a way to use things more than once 

because none of us have the time or the money to have single purpose I don’t think cuts it 

anymore. You really want to have something you can really use for many different channels 

or many different purposes to make those worth your while with limited budgets and more 

importantly limited time.



Beth: Yeah, I think one of the key things you just said there was it’s important for people to 

get out of that is that you’re designing your content architecture to be very member focused. 

You’re really focusing on what those people want to hear, what they want to know, but it’s 

member-focused based on the goals of the organization. We talk so much about being donor-

focused, being member-focused, focusing on your audience and giving them what they want, 

but you don’t want to do that in this random way. You want to make sure you’re matching up 

and aligning their interests with the things that are going to draw them closer and make them 

be a stronger member of the organization rather than just saying “Here, I’m going to give this 

to you because you said you wanted recipes to cook your dinner faster.” That’s what they may 

say they want, but that’s nothing to do with you so your matching and aligning your content 

really well with things that help your organization with things that are important and urgent 

so that they will pick up and take action. I think that’s a really key message from what you’re 

saying.

Carol: It is. And the other thing to remember is the reason you’re a nonprofit association is 

because you have a mission and every single thing you’re doing needs to be driven by your 

mission and if it’s not, then you either need to not do it, to re-frame it, refocus or to really 

take a good hard look at your mission. Our mission is to further the advancement and impact 

of women in healthcare worldwide. That’s our mission. Every board member can recite it. 

Everyone can recite it. It’s very clear about what we do and we’re mission-driven. So whether 

I’m writing an article about women in science or am encouraging people to come to our 

Woman of the Year event because you’re seeing these amazing, very inspiring women in 

health care, it’s all for that. We have an honorable mentor because men and women need to 

work together to further the advancement and impact of women in health care. Everything 

really drives back to that core mission. That’s why the IRS gave you that 501c status so I 

think it is easy to have mission creep and mission drift and if you keep that front and center, 

we pointed out, if you’re on our website, it’s on the bottom of every web page. It is on our 

agendas for meetings and it’s the first slide we show in every slide deck. It is so critical to 

us, especially on the inside. As you said, people might ask for certain things. It’s also too 

that’s where testing comes in. It’s almost like a child. Well, what would you like to have, some 

broccoli or some M&Ms? Maybe they want M&Ms, but they still need to eat their broccoli. 

There’s a little bit of eat your broccoli and some things, but it is also then let’s see what 

the impact, that’s where I actually think you have to be careful with market research. What 



someone says they want and says what they’re going to do, that’s not necessarily what they’re 

going to do.

Beth: I think that’s a really, really good point.

Carol: The proof is in the testing and so I think for example, setting your goals, looking at 

your metrics, then come back. The pre-market research is critical. It’s very important to come 

out and what do you think about this before you put it out there. That’s a wonderful thing, but 

then let’s come back and let’s see what that really was. Intention is not action as we all know. 

We all have good intentions for all kinds of things. I should be out hiking right now, but our 

action is something different so that’s a nice thing for people to think about. You don’t have 

to overdo it. It is hard today. Everything is a million metrics from your social media to your 

magazine platforms to your website. Really focus on those key metrics that are important to 

you and that you think can show some impact and then directly go to your mission and to 

your bottom line.

Beth: Excellent. Let’s also talk a little bit more about what you were just saying about how you 

are repurposing some of your content because I think that’s a really huge thing for people to 

start thinking about when they think whether there is still a value to doing their publication, 

whether they continue to do it in print or not. We’ll get back to that, but the fact that you are 

pulling together all of these topics, packaging them together into this one meaty publication, 

that then becomes a media resource that you can do all kinds of things with. Can you talk a 

little bit about once you’ve now built this magazine, what opportunities does that give you for 

content marketing?

Carol: The opportunities are limitless. One thing that we do if you go to our website,  

HBAnet.org and on the right hand side is the resources tab and the HBA advantages is one 

of the main resources. On there what we’re doing is we’re now putting each issue of the 

magazine and we come out three times a year. You can download the whole PDF. You can 

also go and read some separate articles from there. That makes it easy for people. We offer 

people reprints of articles. Several different ways so that when you look at the messages 

that come across, we also have some key ones as I mentioned, the ROI of volunteering is 



an example. Our Women in Science issue, even using the whole issue as collateral, you can 

use separate articles as collateral. Also use it, if we’re going to have an event and we have a 

table with our materials, what is going to be more impactful? What’s going to have an impact? 

Reading the brochure with a lot of marketing speak or to really read an article that touches 

your heart, brings that emotional peace and is inspiring. If you read about someone who has 

done what you want to do in your career or you read about a way that’s gong to help you 

meet several of your goals, that’s really what we want to do. We also bring our corporate 

partners and sponsors into that. We look to them as thought leaders, quoting them in articles, 

focusing on things they know are important and issues that are really critical to them and that 

makes it much more relevant. People don’t have time. Time I think is the most precious thing 

in the world so you have to be able to have content that’s very relevant. What’s also great is 

most websites have this now. You have sharing tools so that it’s very easy for you to take an 

article, put the content on a web page, share it on social media and your members can do the 

same thing. Also have the comments open so you can start a dialog with your constituents, 

with your members. What do they think? What else do they want to know? What other 

resources can you give them? I think having a magazine is a lot of work. We all know that, but 

it is a very wonderful, critical piece of communication, marketing and engagement because as 

you said engagement is critical for association.

Beth: So the magazine is up on the website as a downloadable PDF and then you said you 

extract the individual articles out. Are they then put into a mini PDF, just that article as a PDF?

Carol: No. 

Beth: How do you do that? I love to talk tactics too.

Carol: Tactics is easy. It’s copy paste. You can take the text, usually you have the text already 

before it got into the magazine PDF. And the other tactic really is then hyperlink like crazy. 

Read through the article so that every time an article mentions a Woman of the Year event, it 

links to that page. Membership, the join page. You go through. This is pretty much website 

101, but you have to make it interactive. You have to make it and why wouldn’t you. If I’m 

talking about something and someone goes “what’s that?” you click on it so they can do 



it and then as you’re going through, especially with our president’s message, they might 

mention the board and link the page so people can see up close who all of our board 

members are. What you have to realize is again the user experience. Depending on your 

setup, if I’m on my phone to go click and open a PDF or something, that is a lot of work and 

it’s annoying and a PDF is static so it is meant to be 8.5x11. It just looks terrible to try to read 

that on a phone, even on a lot of people’s computers depending on their settings so having 

it in many different ways, that’s why when you go to the store to buy juice there’s 17 different 

kinds of orange juice. Having it in different ways that people want, that’s really going to help 

them so pulling the content out and having it be there. Some articles you might even want 

to abridge because what’s good for print is not always good for the website. Feel free to 

do those things, but it’s really going to help highlight, we also put that in our e-newsletter. 

What we do in our e-newsletter is we’re making click to links with the entire magazine. Then 

we start teasing out over every several months, so the next one comes out and here’s this 

article or that article so that shines a light on them unless people read that one article. The 

other thing we do, which I think is a very wise idea is we have these amazing media partners. 

Pharmavoice magazine is a key partner for us and they print and mail our magazine for us, 

co-packaged with issues of their magazine. What this has allowed us to do is obviously save 

money on postage because they’re going together. It has expanded our reach. We used to be 

a member-only magazine going to 6,000-7,000 people. Now it goes to their entire list so we 

can mail up to 18,000 people for about the same cost so our cost per person reach has gone 

way down. 

Beth: So in addition to them mailing that for you, they are the sponsor of that publication? 

Does that sponsorship cover the cost?

Carol: They are not the sponsor for the publication.

Beth: Okay so it’s just co-packaging, and sponsorship are different things.

Carol: Right, they’re totally different things. It’s a vehicle that’s allowed us to expand, 

we also work together and mailing stuff. Sponsorship is totally separate. We have other 

sponsorships that can pay for an entire issue of a magazine. We have sponsorships that are 



tied to our flagship event, which there’s multi-levels. We can spend an hour talking about our 

sponsorship.

Beth: So the co-packaging partnership is about reach, right?

Carol: It’s about reach and about saving money. So it’s about reach, saving money and now, 

don’t get me wrong. The fact that they handle, there is a sponsorship in kind. Sponsorship 

of the entire issue. There is a lot of in-kind sponsorship we’re getting in terms of design and 

mailing and handling a lot of logistics of the printing together so because we’re working with 

them, we get an amazing deal. We’re working very closely with them. I don’t want someone 

to think that you might not get someone as good to say “Here, let us do everything for you 

for zero dollars.” I don’t think that’s reasonable in today’s world, but it does help and it also 

shows you work with your partners really closely so that’s been a great reach for us in terms of 

our print magazine. Then we also have copies of the magazine at our flagship events so the 

people who are coming to our Woman of the Year event on May 14, each one will get a copy 

of the May issue of the HB Advantage. Those who go to our annual conference in November 

in Atlanta, every one of them will have that issue that goes with. It’s really a matter of several 

different things at once. There’s never one thing, but I think that’s why integrating it really into 

your entire organization is so critical because if your organization was in left field and your 

magazine is in right field, people aren’t even going to understand why they’re existing or they 

may not realize that the magazine they get what it has to do with the rest of your association.

Beth: Right, absolutely. How is your staff structured to handle this?

Carol: That would be me. 

Beth: Okay and I think this is a really good thing to talk about. That’s you and how many 

pages is the magazine?

Carol: It depends on the number of ads. It was about 50-60. It depends on the number of ads 

we’re putting in.

Beth: That’s a pretty good size magazine.



Carol: By doing this, before our partnership and bringing it in with our flagship events, it was 

16 pages. That’s all we had. We had a couple of house ads and that was it. You can see the 

expansion we’ve had with that by bringing those other print ads in so it’s humongous. We also 

ran up against the mailing weight limit to be honest with you. That is really better so what we 

do for the staff, myself as the director of marketing communication and the editor in chief, I 

am responsible for all of it. I work very closely with our board member, and what she helps us 

with is she also oversees our flagship events on the board and sponsorships so both of those 

pieces are bringing together into this magazine. We also hire a writer. She is my managing 

editor. She is an amazing writer and editor, and so she is responsible for writing articles, 

although I write some. Our board member does as well. We have other guest writers and then 

you have to have someone who is going to edit it all and make a coherent magazine with the 

same style across the board.

Beth: Do you do that work?

Carol: That’s myself and Danielle.

Beth: How is it designed?

Carol: The design is we hire a designer.

Beth: Okay so it’s not the partnerships that does that. So there’s a third party that does the 

design work and then do you manage the printing?

Carol: That right now, that’s our partner. We had done it different ways before and those are 

all wonderful things. It’s a matter of really looking at the cost and then look at your bandwidth 

and I think what’s critical for associations is, look where your talent lies. I am a writer. I have 

written over 100 magazine articles. I’ve been in I think contributed to about a dozen books, so 

writing is definitely my forte. Design is absolutely not. I don’t have a designer on staff.

Beth: If only more people knew that about themselves. 

Carol: I think what’s important is to play to your strengths. What happens is people might look 



like this piece is expensive and I think it’s more important to look at your talent, to look at who 

you have on staff and the resources you can, what you can get for volunteers. I will say also we 

tried for volunteer writers and had some great success, but some not and found that the time 

that we wanted to try to do writer mentoring and work with them and we found really that was 

just so time consuming. People don’t understand editing and they took an edit as personal so 

actually on the HBA blog I wrote a piece called “An Editor is a Writer’s Best Friend.” I talked 

about how editing someone’s work is just like taking a raw diamond and polishing it. It’s not 

insulting. It’s something to make what you did better. Taking a gem and making it better. 

People understand that it has to fit in the publication. It has to be edited for style, for content, 

for length, for all sorts of things, but that doesn’t mean you’re collaborative. We are very open 

with our pieces. We want people to be very happy with how they’re quoted. We show it to 

them, we show them the quotes, we show them the whole piece. We get their input and that’s 

really helpful. Those pieces are very helpful and how people really feel engaged. It’s very 

important to them. We want them to have ownership and then because if they’re a member, 

truly this is their magazine. 

Beth: Right, and that is really good. I think that’s a key, key point is figuring out what strengths 

you have in-house. In some cases, people might have a department in their organization that 

does this or they might have somebody that happens to be a leader, that has some creative 

skills or really good sales skills to get the sponsorship to look at what you have available and 

look at what time you have available. If you took this on, is this the most productive use of 

your time? Should the 5, 10, 100 hours that it might take you to do this, could that time be 

better spent serving the members or generating business through sponsorships or doing 

something else that you might like better and be good at because anytime anyone does 

something that is against their strengths or their comfort level, it’s usually going to take a lot 

longer and not be as effective, but you’re right. There’s such a resistance to spending any 

money on doing things that you could in theory do yourself and not always focusing on the 

long-term results and what it’s really going to get for you if it’s done really well and effectively 

and efficiently.

Carol: The opportunity cost. Time spent doing one thing is time that you can’t spend on 

something else so it’s really being efficient and looking at those opportunity costs, which is 



different for every organization and really every staff member and they’re looking at the end 

goal. What is the goal of the publication? What is the goal of your association? 

Beth: Let’s talk a little bit about, now that we’re talking about costs, about how you pay for 

all of this. I know you were just saying that you have a lot of sponsorships and you do some 

things where you tie your sponsorship content to event opportunities. How are you designing 

your sponsorships, getting sponsors excited and the other question I have is, is a sponsorship 

and advertising the same thing or are they different things?

Carol: In our world, we have both. The one thing is that our organization supports the 

magazine. It is a member benefit so some of our membership dollars do go towards 

magazines and I think that is a very critical thing for associations to understand, that it’s a 

key communication vehicle. It’s like paying money for the website, not necessarily putting 

up a website unless someone pays for it. I think it’s important to integrate it right into your 

association member benefit. As far as sponsorship goes, we have both and I’m not a person 

to really speak to that because that is not my forte. We have entire teams, corporate relations, 

corporate development and sponsorship that look at flagship events, overall sponsorships for 

the year and then the deliverables and there is an entire guide that we have that outlines what 

they get at every level of sponsorship. Some of that includes print ads and key sponsorship 

packages and then also some people purchase other ads in addition to what is included in 

their sponsorship. 

Beth: The people that are involved in that, are they staff or are they volunteers?

Carol: Mostly volunteers.

Beth: Mostly volunteers.

Carol: The staff oversees.

Beth: How did you get volunteers to volunteer to do this because clearly you need these 

sponsorship arrangements. It’s a funding resource. Getting people to volunteer to go ask 



people for money is always a challenge. What’s worked for you?

Carol: Again, that’s nothing I can really speak to because I don’t do that.

Beth: We’ll have to get maybe somebody else on. They do it and they’re great at it. I mean, 

it’s always hard to figure out and one of the things that I often say is it’s important to make 

sure you’re matching the membership opportunity with the membership’s interests. Getting 

people that don’t want to be doing that work and strong-arming them into “We need you 

to be a sponsorship person,” is a recipe for failure, but getting people in and making sure 

they are really clear on what their responsibilities are and what you need them to do and in 

supporting them in whatever way they need, you can really develop some really wonderful 

long term relationships with volunteers that can almost reach that staff level of involvement 

where they just have an incredible investment not just in your organization’s success, but 

in their role in making that success happen and that can be really strong, whether you’re 

an association or any type of nonprofit organization is getting that match really, really well 

aligned. 

Carol: I will say for the HBA it started out as an all-volunteer organization. We’ve been 

around for 35 years and we’ve only had staff for less than 10 of those years. Our volunteers 

are amazing and some of them put in almost as much time as they do at their day job and so 

people who do business development for a living, it’s not I think too difficult for them to help 

do that for this association. We are businesswomen. We are very, very blessed with that and 

they do love us. They love this association. It’s so critical to them and they have been just the 

staunchest supporters. It is so touching to see that every day as a staff member. That’s why I 

work in association. I think we all feel that you have a cause and you’re working for a nonprofit 

because it’s near and dear to your heart and you truly believe in it and every volunteer does 

the same thing. They’re giving of themselves, their time, their effort, their money, everything 

to support you so it’s a beautiful thing. It’s a great place to be able to work.

Beth: It’s so nice to hear people say things like that. Do you think that there’s, can you sum 

up, this is the best impact that we get from having this tool. If you could even say what do you 

think the number one member benefit is because you do a publication? 



Carol: I think it’s having a longer time to talk so if you think of Twitter, 140 characters. 

Facebook you might look at something for a minute at the most. An event, that’s usually 

other speakers talking. What your publication does is really let you speak to your members 

in a very personal way, to dig a little bit deeper into a topic and to really have almost an 

intimate conversation and it’s tangible and it’s something you can hold in your hand and it is 

something that they can share with other people and in a very touching sort of way. You can 

have marketing collateral and that might give you some of the messages and it’s going to tell 

you a little bit about what we do, but that is sort of a little bit higher level, but when you look 

in a magazine for example, and the difference of writing about for example, we were writing 

about our fit to lead program. Targeting the people who really get involved and really hearing 

their personal stories of how that impacted them or looking at the issues in your industry 

that you’re working on and having a magazine that really allows those thought leaders to 

be quoted and giving more in depth than that, that’s a piece that a magazine has that other 

channels of communication really don’t. They’re all important. In person events, podcasts, 

videos, print magazines, your website, social media. All important channels nowadays, but I 

think there is a piece to print publication that is just a little bit special. It’s a little bit different 

and you have to see if that’s something that is important to your members, then that is 

something that you should do. 

Beth: If people who are listening have a publication that has been getting a lot of push 

back, “I don’t know if we should still be doing this. It’s costing us a lot of money.” A lot of 

organizations are in that spot where they’re trying to trim their costs and a print publication 

is one of the first places people are looking to say “I don’t know if we should be doing this 

anymore.” What would you suggest to people who wanted to make their publication matter, 

to make it be as central to their organization as you have done? What would you suggest to 

people as a first step?

Carol: The first step, I would find out, it probably already is so it’s not that you have to make 

it central. You need to find out what it means to your members so doing member surveys 

is getting that reader feedback. It is easy for people to point to a line item on the expense, 

printing, writing, editing, design and seeing where the money is and do you let people 

subscribe to your magazine? That brings in money. Can you balance an equation? What we 



did, the first thing we did is we made a part of the sponsorship packages and so that money, 

the revenue that comes in for the advertising, what we do is we divide it 50/50. Fifty percent 

goes into the magazine budget and 50 percent we put into the budget for the event. That 

way it will be showing, it’s a very unique situation that we came up with and it’s been great 

because it shows people that it’s just so much better and also it’s given a lot more value to 

our sponsors because instead of an ad just going into something that sits on a chair at a day 

to day event and people leave it on the floor, this is something that is delivered to their home 

or office. This is a piece of an asset that people look at, they keep. They might read it and set 

it in the break room so we have a lot more mileage. It has a lot more so that those messages 

that our sponsors are trying to get out through their advertising, those are getting out there 

more so that’s a huge value. There’s that value. Prove that there is value to your members, but 

also value to those people who are financially supporting your magazine.

Beth: I think that’s a really great take away for people to be left with. Carol, if people have 

more questions about how you’ve done what you do or how they could do it, can you share 

how people can get in touch with you?

Carol: A couple of things. You can find me on LinkedIn. You can also, I would definitely go to 

our website, HBAnet.org, or you can reach us on Twitter at HBAnet.

Beth: Carol has an unusually spelled last name, as do I. I will put the link and the spelling of 

her name on our show notes page so be sure to look there to get all the connections and 

to track Carol down. Thank you so much for your time. I truly appreciate you sharing your 

expertise both with me and our nonprofit community. Thank you so much.

Carol: Thank you. It was great to be here.


