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About i-Publishing Consultants

·Background: education, cultural diplomacy, arts promotion, 

publishing, charity management and information technology

·Technology: content management and XML authoring, publishing 

business management, web development and membership / 

community management

·Social media research: In-depth interviews with publishers, 

community managers, online editors, networks managers; 

conference presentations
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What we do

·We help professional and membership organisations, publishers and 

others to engage with and manage their communities of interest

·We provide a practical approach to Web 2.0 via analysis, strategy, 

project management and implementation
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Our links with PARN

·Online communities research

In depth interviews with:

TES Connect

BMJ Group ðdoc2doc

Sage Publications ðMethodspace

RSA ðRSA Networks 

·Joint consultancy

Developing stronger professional and member networks online

30/03/2010 4



i-Publishing Consultants Ltd ©2010

·77% now trust family and friends above retailers

·3 x more likely to trust peers over advertising
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How online behaviour is evolving

·83% of the Internet population participates in some form of social 

media

·1 out of 11 minutes online is within a community
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A blunt warning (18 months ago)

·ôAssociations... stand to lose... their very reason for being if they 

cannot move their professionals into their digital environments.õ

International research and advisory firm Outsell: 

CEO Topics ðSocial Communities & Expert Networks  © Outsell, Inc.
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Why is this business critical?

·ôOwning a platform or community allows for unique ways to 

recombine and leverage content within and across communities, 

and further embeds and strengthens the community ðcreating an 

upward spiralling, positive momentum cycle.õ

CEO Topics ðSocial Communities & Expert Networks  © Outsell, Inc.
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US Associations (18 months ago)

·ASAE (American Society of Association Executives)*  and The Center 

for Association Leadership conference, July 2008

·òFor all the buzz and energy around this subject at the conference, 

though, there were relatively few examples of major initiatives 

to implement social networks within associations (as opposed to 

experimenting on Facebook and LinkedIn).ó

· * ASAE serves 10,000 associations that represent more than 287 million people and 

organizations worldwide.

SOURCE: ôReal Worldõ Value ðSocial Network Lessons from the Association Sector: 

http://www.member -to-member.net/2008/09/the -value-of-real-world -value---

social-media-lessons-from-the-association-sector.html#more

30/03/2010 9

http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html
http://www.member-to-member.net/2008/09/the-value-of-real-world-value---social-media-lessons-from-the-association-sector.html


i-Publishing Consultants Ltd ©2010

Case study ðASCRS ðuploading videos
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Case study ðASCRS - Benefits

· Helping the association achieve its core education and 

networking mission

· Enriching professional development through content 

creation and peer -to-peer education

· Appealing to 10,000 + opthamologists in the developing 

world that theyõd never been able to reach before.

SEE: http://www.member -to-member.net/2008/09/the -value-of-real-world -

value---social-media-lessons-from-the-association-sector.html
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US non-profit social networks (2009)*  

·Social networks are now integral to their strategy and theyõre allocating real 

resources to them - 30.9% have at least one community on their site

· 74.2% of non -profits have a presence on Facebook (average community  

size = 5,391 members)

· Common metrics: number of members and volume of user generated content

· Very little revenue generated on these communities, via fundraising and 

advertising

·ôIn-house social networksõ, built using software from more than fifteen 

vendors, with none dominant, apart from Ning with 18.5%.

* 2009 survey of over 900 US non -profit professionals: 

www.nonprofitsocialnetworksurvey.com

30/03/2010 12
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Strategies for building membership

·ôRun when you hear òTwitter strategy or Facebook strategyó itõs putting the 

cart before the horse.  Instead, focus on how youõll understand customers.  

Then choose a business objective.õ
Social Media Trends for 2010: Jeremiah Owyang, Partner, Customer Strategy, Altimeter Group

See: http://www.slideshare.net/SAPCommunityNetwork/social -media-trends-for -2010-jeremiah -owyang

·ôYou need more than shiny digital, new media objects like lots of fans on 

Facebook. Twitter and Facebook alone are not a strategy .

·ôItõs about building membership in the broadest sense and communicating 

with it more effectively and engaging it in doing things for you. What people 

want is an authentic relationship that just happens to be online.õ

Thomas Gensemer, Blue State Digital and Barack Obamaõs online campaign manager, on the Media 

Show, BBC Radio 4, 6 January 2010. Download the podcast from 

http://www.bbc.co.uk/programmes/b00dv9hq/episodes/player?page=2
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Research and listening are key

·ôIn 2009, Procter and Gamble will... focus on listening.  Our goal is 

to reduce the amount spent on traditional research by half and 

devote the remaining 60% to ôlisteningõ research.õ

Kim Deker, VP, Global Consumer and Market Knowledge, Procter and Gamble (Forrester)

· (But what has Nestle been up to??? )

30/03/2010 14
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The Death By Chocolate Strategy?!

·Nestle, Palm Oil, Orangutans........ and their 92,000 plus Facebook ôfansõ

30/03/2010 15

óTheonline protest over Nestle's use of palm oil linked to deforestation in

Indonesia continues unabated over the weekend. One only needed to check-

in on the Nestle's Facebook fan page to see that anger and frustration over

the company's palm oil sourcing policies, as well as its attempts to censor a

Greenpeace video (and comments online), has sparked a social media

protest that is noteworthy for its vehemence, its length, and its bringing to light

the issue of palm oil and deforestation to a broader public. ó

http://www.greenpeace.org/international/campaigns/climate -change/kitkat

http://www.greenpeace.org/international/campaigns/climate-change/kitkat
http://www.greenpeace.org/international/campaigns/climate-change/kitkat
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Nestle on Twitter
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Strategies for building membership

ôIf you came up with a marketing plan that put ten new, excited activists in 

your chapter meetings next week is that ôexciting õ for your existing 

members or ôterrifying õ?  

At least 5 times out of 10 the answer, if theyõre honest, is ôterrifyingõ 

because there is an organisational resistance to change .õ

ôYou need to commit organisationally to say, òThis is where marketing is 

going, this is where membership communications is going and we need to 

figure out what the 5 year plan is, not the 5 month plan.óõ

Thomas Gensemer, Blue State Digital and Barack Obamaõs online campaign manager

See: http://www.guardian.co.uk/technology/video/2009/feb/18/thomas -gensemer-political -websites
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The ôsocialõ media loyalty card

·Learning the art of listening to your communities of interest

·Developing a stronger affinity with and amongst people in 

audiences who want or need to belong

·Putting engagement at the centre of your organisation

·Leveraging community building via genuinely interactive websites

30/03/2010 18
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ôSocialõNetworking?

·No not really.  At least not (just) social but (also):

Professional

Purposeful

Productive

The most important word is:

ENGAGEMENT

30/03/2010 19



i-Publishing Consultants Ltd ©2010

Case Study - CIMAsphere

30/03/2010 20
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Case Study - CIMAsphere

·CIMAspherelaunched July 2009

·10,000 registered members in 6 months

·Market insight and thought leadership key to the business case

·Ask the Expert, Study Groups and CPD all prominent features

·òProviding a reliable service for all of our members in one place, 

including enabling them to connect with each otheró

Watch the 35 minute video of CIMAõs then Digital Media Manager Adam 

Cranfield describing the project at: http://vimeo.com/7096197 from the 

Membership and NfPBreakfast seminar on ôSurviving in a Recession ðWhat 

Member Organisations can Learn from the Commercial Worldõ, organised by 

Madgexand SiftGroupsat the Law Societyõs Hall, 6 October 2009.
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Case Study ðdoc2doc

30/03/2010 22

http://doc2doc.bmj.com/

http://doc2doc.bmj.com/


i-Publishing Consultants Ltd ©2010

Case Study ðdoc2doc

· Launched in late 2008 into a competitive market by BMJ Group 

· 17,000 registered members after 12 months - 1% are very active

· Younger doctors a key audience ðstudent BMJ members automatically become 

members of doc2doc

· Authoritative, clinically focused and international (other sites are UK or US 

focused).

· Post-moderated

· Open forums and closed clinical forums only available to registered practitioners

· Launched with forums defined by subject, geographical location & status

· ôWe are trying to find out whether having a community based around a publishing 

group will lead to a different type of conversation.õ 

·User generated content on doc2doc has already resulted in new 

ebook for newly qualified doctors: ôYou Will Surviveõ, with more 

than 8,000 downloads .
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10 step community engagement process

1. Listening : what/whoõs out there?

2. Objectives : business goals, tangible results?

3. Technology : usability, scalability, configurability and insight 

4. Seeding: who are your top 5% people/users?

5. Recognition : reward engagement; provide relevant incentives 

6. Moderation :  Ts & Cs; light but firm touch?

7. Transparency : share, explain and consult; enjoy

8. Maintenance : continuously evaluate and evolve

9. Integrate : with offline, employees, CRM, consistent values

10. Measure, Analyse, Learn : otherwise thereõs no point
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Case Study - CTT

·The Charity Technology Trust (CTT) promotes and manages the Charity 

Technology Exchange Programme (CTX) to provide donated technology 

products from partners such as Microsoft, Symantec and Cisco to eligible 

UK Registered Charities and Charitable Housing Associations.

· CTT partners with San Francisco based not-for -profit technology capacity 

building organisation TechSoupto deliver the programme.

· Over 6,000 UK charities have benefited from CTX.

·See ôHealing Hurting Minds summary case study at: 
http://www.ctxchange.org/about_ctx/case_studies/childhood_first

· In addition CTTMaildesigns and delivers 2 million charity email marketing 

messages each month.
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Why set up a CTX eXchange community site?

·ôWe have the Charities ; we have the Technologies ; 

but we donõt yet have the Exchangeas we have envisaged it.õ

·ôCTTõs mission is not only about getting technology into the hands of not-

for -profits but also helping them make the best use of it to further their 

own mission.õ

· Key Community Goal: ôEducation, understanding and sharing of ideas and 

experiences of what technology can do for not -for -profits.õ

· Building shared visions and best practice. Simple community Q & A.

· Helping people save time & access reliable, peer -endorsed info .

· Bringing in other sector experience.

30/03/2010 26
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The CTT website
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Charity Technology Exchange
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Charity Technology Exchange
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CTX eXchange community set-up

· Current potential population of 8,000 organisations.

·ôNot just a forum ðthereõs a lot of content we can bring together.õ

·ôInitially we anticipate people will be quite passive : consuming more 

than interacting .  So weõve spent a lot of time finding relevant articles 

etc for people to read e.g. from our partner TechSoupand US publication 

Computerworld which a lot of IT people in the UK charity sector are 

unaware of.õ

·ôWe will then look to encourage commentators active in the sector to write 

articles for us as they will see this as a good platform ðoriginal, opinion 

pieces of content to add to the initial re -purposed content.õ 
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CTX eXchange community set-up

· Focus on core registered members on whom CTT has information and 

criteria of interest:
· Organisational Mission

· Geographical location

· Technology interest

· Their profile information will be pre -populated and they will be invited by 

email to join / check out the beta site.

· CTT has recruited an intern to populate the site.

· Building incentive in from Day 1 ðincentivise early activists - offer free 

places at National Digital Inclusion conference etc.
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CTX eXchange community set-up

· CTT plans to convert lurkers into engagers by providing specific points 

rewards for adding information and engagement.

ôPeopleõs points acquisition will give us much more information about their 

interests and opinions.õ

· Based on this we will create focus groups within closed groups on the 

platform.

· Final Word: ôI am not looking for this to be seen as a nice app that people 

can tack on to Facebook but as a purposeful community that they want and 

need to be part of.õ
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Getting engaged?

·Who do you want to reach?

Customers, consumers, members, subscribers, employees, enthusiasts, other 

stakeholders? 

·What are your objectives?

Spread your message? Enable word of mouth marketing? Monitor brand perception? 

Support customers? Gather and develop ideas? 

·How will you engage in relationships?

Query your audience? Energize advocates? Run surveys and online polls? Facilitate 

discussions? Seek opinion? Just listen and learn?
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Levels of engagement
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The engagement activity pyramid

35

Curating

Producing

Commenting

Sharing

Watching

SOURCE: http ://www.slideshare.net/charleneli/understand-your-customers-social-behaviors

People tend to start at the 

bottom and work up
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The avid lurker

·òAlthough Iõm not a regular poster I am an avid lurker and learn so 

much from the communities. I find reading about the applications 

of employment law and knowledge 10x more useful than sitting 

with a textbook or magazine article and the communities are the 

main way in which I develop my knowledge.ó

·òThe communities are invaluable to me and the primary reason I renew 

my CIPD membership each year. ó

SOURCE:http://www.siftgroups.com/blog/recession -good-cure-complacency
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So many platforms to choose from
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Supply and demand

·But are we still reliant on white papers, reports and 

surveys funded by technology companies?

·We donõt think so...
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