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On a recent trip to 
Paris I discovered I 
had forgotten a 
raincoat. The 
forecast was for 
rain all week. 
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Not to worry, I figured. Paris is known the world 
over for its shopping.	
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Parisian department stores, like most in Europe, are 
organized around brands..	
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Shopping for a raincoat involves looking in many 
different sections dedicated to different designers.	
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Contrast this with most American department 
stores which are organized around clothing types.	
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The user journey is much easier for a user with a 
specific need (like a raincoat).	
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Association websites are often like Paris 
department stores in that they are organized 

around the wrong silos.	
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A search for information on hypertension can 
require looking in many places.	
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Organizing to align with information seeking 
behaviors of your users can significantly improve 

the user’s experience.	
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With digital information (unlike department stores), 
multiple types of information seeking behavior can 

be supported simultaneously.	
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Connecting topics with information formats is easy 
with the right digital systems and practices.	
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The AMA is able to leverage a #1 Google search 
result to showcase not only this result but 
additional, less visible association content.	
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This JAMA article highlights additional resources 
available from the AMA on the topic of high blood 

pressure.	
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The AMA uses this article as a 
hub, linking together other 

resources from the association 
on the same topic (see list of 

resources on the right).	
  



c l a r k e  &  c o m p a n y  1 8  

Related collections allow users 
to travel between topics, using a 

familiar hub and spoke 
approach.	
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ISACA uses Google keyword ads to reach 
prospective members in a field that is relatively new 

to the association.	
  



Users that click through find this ISACA “nexus” 
bringing together all of the association’s resources 

on the topic of cybersecurity.	
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1  Provide an integrated user experience that meets 
the evolving needs and expectations of customers, 
members, and other stakeholders 

2  Expose users to valuable content they would not 
otherwise know existed 

3  Increase revenues by upselling content and 
services  

4  Provide a platform for the development of new 
products & services 

5  Increase customer insight by constructing 360 
degree view of their engagement with you  

Why can a digital strategy do? 
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