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#CMWorld @Chrisnwest
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Nike sells winning.

Nike doesn’t sell sports apparel.
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1.Request only: “Excuse me, I have five pages. 
May I use the Xerox machine?”

2Real information: “Excuse me, I have five 
pages. May I use the Xerox machine because 
I’m in a rush?”

3. Nonsense information: “Excuse me, I 
have five pages. May I use the Xerox 
machine because I have to make copies?”
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Your Relationships  

• Connect with others 

• Share what works 

#CMWorld @Chrisnwest

Your Relationships  

• Connect with others 

• Share what works

• In Person Activities  
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New
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Influencers
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Association Story 

Share Member Wins
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x
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What Still 
Matters
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I’m eating a #donut.I’m checked in at Dolly’s Donuts.Here’s how to eat a donut.My skills include donut eating.Here’s a donut recipe.

• Attention — get attention of your audience.

AIDAA
ttention

Get

of your 
audience.

21

22



6/27/2025

12

• Attention — get attention of your audience.

AIDAI
nterest

Keep attention of 

your audience.

• Attention — get attention of your audience.

AIDAD
esire

Make them 

want to buy.
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• Attention — get attention of your audience.

AIDAA
ction

Prompt them 

to buy.

Emotional 

Helps draw attraction

Keeps people coming back!

Target positive emotions

25

26



6/27/2025

14

image25
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http://www.nonprofitmarketingblog.com/site/want_your_message_to_spread_evoke_emotion
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Experience 
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“An overwhelming percentage of consumers (just shy of 
35%) prefer in-store shopping because they “enjoy the 
experience.” 

Other reasons why consumers shop in person are:
•They want to interact with products (24%)
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Eighty-four percent of the 
respondents in the study said a 
positive in-person experience makes 
them more likely to return, and 64% 
said it makes them more likely to 
spend more at their visit.
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Know Your 
People  
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Members + Team Members

Fresh perspectives

AI – Who Needs it
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Search 
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Images
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Keyword 
Planner
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4 billion
searches

yesterdaytodaytomorrow

85%of clicks come from

organic content.
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How People Search the Internet

• 4 Billion Searches 

• 97 % look online before purchase

• More people click on organic results

Core Search Entity Explicit Core Search 
Share (%)

Total Explicit Core Search 100.0%

Google Sites 67.3%

Microsoft Sites 19.4%

Yahoo Sites 10.0%

Ask Network 2.0%

AOL, Inc. 1.3%
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What Associations Come Up?

What Is Mentioned About Our Association?

What Clarifying Questions Are Being Asked? 
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Pages

links 

Keywords

Voice search

Natural speech

Conversational

Longer

How do members speak?

In the U.S., 41% of adults use 
voice search daily (TechReport). 
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bar, bars, pub, public 
house, Irish pub, drinks, 

beer, wine, liquor, Grey 
Goose, Cristal …

AI for User Experience 
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Less Text

More Images
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#CMWorld @Chrisnwest

Training + Consulting 
• Audit
• Advisory
• SEO

Chris@Chrisnwest.com

Chrisnwest.com

Chris Cheetham-West 
@Chrisnwest
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The future of marketing is bright—and moving fast. For associations serving 

members across a wide range of industries, the challenge isn’t just about keeping 

up—it’s about choosing the right strategies that cut through the noise and deliver 

real impact. In this high-energy keynote, you’ll explore fresh, actionable marketing 

ideas that leading associations are using to maximize the value of today’s platforms 

and tools.

You’ll discover how to make your organization more visible to your target 

audiences—boosting member engagement and non-dues revenue in the process. 

Learn how Artificial Intelligence is transforming the way associations build brand 

presence, personalize outreach, and grow communities. Gain strategies to reach 

your members with clear, compelling messages across multiple channels and spark 

engagement that drives long-term loyalty and demand. You’ll also walk away with 

insights into emerging trends—and how to stay relevant in an increasingly crowded 

and competitive digital landscape.

Whether you're marketing to members, partners, or prospects, this session will help 

you lead with clarity, innovation, and confidence into the future of association 

marketing.

Chris N. Cheetham-West, MBA, Founde
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