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MeMbership Growth

Forget Satisfaction — Loyalty Is Actually the Key

If  your organization wants a bigger number to use for marketing, measure your 
members’ satisfaction. But if  you want a number that has real meaning for the 
growth and future of your organization, it’s time to measure member loyalty.

Why? “Satisfaction is a much lower bar to reach; it takes a lot more to make 
members loyal,” says Larry Seibert, founder of Association Metrics. However, 
reaching the bar to find and retain loyal members pays off  in the long run, he adds, 
because (among other things) loyal members are far more likely to stay with you.

“I have a client with a member satisfaction rating of 97 percent, but they lose 15 
percent of their members a year,” Seibert explains. “They came to me for advice, 
and I told them they were measuring the wrong thing.” 

According to Seibert, satisfaction is “a measure of experience to expectations 
— if  what you experience is at least as good as you expected, you’re satisfied. But 
people can say they’re satisfied — and they are — but they’ll still never buy from 
you again.”

Loyal members, on the other hand, are the ones who will keep coming back for 
more. 

But how do you measure loyalty? 
“We use three questions: How do they rate the organization’s value; how likely 

are they to recommend the organization to others; and how likely are they to renew 
their membership?” Seibert explains.

Seibert then breaks down the respondents into three groups: loyal, neutral and 
vulnerable.

“You can be satisfied and loyal or satisfied and neutral; the difference is whether 
you want to be active with your membership by doing things like going to the 
meetings and purchasing premium products. The neutral member is like a couch 
potato; they won’t go out and be engaged,” says Seibert.

Once you’ve determined the reasons your loyal members joined — which, 
according to Seibert, can break down into anywhere from 10 to 12 reasons — you 
can then create a marketing plan that targets prospects who are more likely to be 
loyal. In addition to marketing efforts, Seibert recommends identifying the aspects 
of your organization that offer (or have the potential to offer) the most value and 
improving them in order to appeal to current and potential neutral members. Doing 
so will make your loyal members even more loyal and also appeal to neutral 
members, who generally join associations to receive personal or professional 
benefits. 

The kind of people most likely to become loyal members, on the other hand, 
are more altruistic. They join out of a desire to serve their profession or the 
association itself.

“You need all the members you can get, but if  you have a choice, you should go 
after the ones who are likely to be loyal, because they’ll stay with you longer, help 
recruit and be positive advocates for your organization,” Seibert adds.

Source: Larry Seibert, Ph.D., Founder, Association Metrics, Anderson, IN. Phone (317) 840-
2303. E-mail: info@associationmetrics.com. Website: www.associationmetrics.com

Welcome New Members  
In E-Mail, Phone Messages

While listing new members on your 
website or in newsletters is worthwhile, 
mentioning them in e-mails and written 
correspondence will have an even bigger 
impact.

Depending on how many new 
members you gain and how often, 
consider welcoming them in the tagline 
of your e-mail every month, quarter or 
year. After your e-mail signature 
consider including a line that says: “I 
would like to welcome X business to our 
organization.” 

If  you have several businesses join 
at the same time, list up to five in one 
acknowledgement. If  you have a larger 
number join during the same time 
period, you could rotate the names and 
update your signature more often to 
reflect each new member without adding 
too many lines to your signature at one 
time.

Include new member businesses in 
your phone greetings as well. Have 
membership staff  update voice-mail 
messages every time a new member joins 
(less frequently if  you recruit new 
members often) to mention and 
welcome the new business.

Both gestures to step out and 
recognize new members will also serve 
to let current members and other 
community contacts know about your 
newest additions. 
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MeMber retention

Identify Strategies for Retaining First-Time Members

When you have the good fortune to generate new members, teach them the habit of 
membership renewal. Getting a second membership renewal is key to a long-term rela-
tionship. That’s why it’s critical to identify strategies aimed at securing that first renewal. 

Examples of first renewal strategies may include:

1. Nurture first-year members appropriately. Incorporate steps year-round to 
communicate with first-year members in special ways. Let them know they’re 
noticed and appreciated. Publicize membership in your newsletter, website and 
in other ways.

2. Engage first-year members. Involve them in activities that interest them. See that 
they get personal invitations to participate in particular activities or events you 
think may be of interest to them. Get longtime members to help in that process.

3. Begin the renewal process in the third quarter. Offer renewal options that make it 
as easy as possible (e.g., online renewal, quarterly installments, credit card).

MeMber satisfaction

Create Positive Volunteer Experiences for Your Members

By Dawn Wolfe

It seems obvious that people who have joined your organization in order to give 
something back — either to their profession or the association itself — are the ones who 
are most likely to become volunteers. Not surprisingly, people who join for such 
altruistic reasons are generally loyal members — members you may feel you’ll be able to 
count on to renew and stay enthusiastic even after they’ve moved on from volunteering. 

Not so, according to Larry Seibert, founder of Association Metrics. In fact, 
Seibert says, “We find individuals who have recently left a volunteer position are 
more likely to be ‘vulnerable’ members — people who are more likely to drop their 
membership than nonvolunteers.

“The anecdotal evidence is a lot of them are disgruntled and withdrawn,” Seibert 
continues. Your ex-volunteers won’t necessarily drop out of your organization, but 
they are far more likely to stop coming to meetings or otherwise participating.

Why? According to Seibert, the problem is too many organizations don’t create 
positive volunteer experiences for their members.

One problem volunteers run into is a feeling their role is superfluous. 
“Often when people volunteer, they do so because they want to change things, 

and a lot of times they don’t get the proper training, so they have unrealistic 
expectations when they take office,” Seibert explains. “The experience ends up 
leaving them less committed than those who never volunteered at all.”

Proper training and setting clear expectations are the keys to avoiding both this 
problem and situations in which volunteers feel overworked.

“Organizations need to implement volunteer training and create printed 
expectations that clearly explain the workload,” Seibert says. “A lot of people don’t 
volunteer because they don’t know how much of a commitment they’ll be making 
— they’re afraid of being overwhelmed. They indicate they’d be more likely to 
volunteer if  offered a small job; after all, their volunteer work for the association is 
pulling them away from their profession and/or their personal lives.” 

Seibert advises breaking jobs up when necessary to provide plenty of 
opportunities to volunteer without being overwhelmed. In addition, he suggests 
asking people who have served in that position before to act as mentors to the new 
volunteers coming in.

Finally, be sure to continue to pay attention to your volunteers after they leave 
their positions to help them feel appreciated and valued. “Make sure to continue 
consulting them, and offer them roles (like mentoring incoming volunteers) that 
aren’t quite as involved but will make them still feel a part of the team,” Seibert says.

Source: Larry Seibert, Ph.D., Founder, Association Metrics, Anderson, IN. Phone (317) 840-
2303. E-mail: info@associationmetrics.com. Website: www.associationmetrics.com

Overcome Member Objections

Don’t just walk away from a rejection. 
If  a would-be member objects to your 
invitation to join, accept that as an 
opportunity to enlighten the person 
about your cause or to get to know 
more about the individual. Doing so 
will allow you to deal with objections 
in a more positive and comfortable 
manner.
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honinG Your skills

Identify, Follow Through on New Ideas

Got a new idea for recruiting or retaining members? Write it down. Think about it. 
Consider its cost, time requirements and more.

Ideas are worth nothing if  you can’t remember them and then fail to act on 
them. To make the most of new ideas:

•	 Make a habit to record ideas as they come 
to mind. Carry a digital recorder, a 
smartphone or even something as simple 
as an index card to write down ideas.

•	 Within several days, take steps to implement 
the idea. Develop an action plan. Create a 
format such as the example shown here 
and review it at least weekly.

Overcome Engagement 
Challenges

Q. What is the most challenging aspect 
of engaging your membership?

“The most challenging thing about 
engaging our membership is getting 
them to pay attention to us and our 
efforts. In this advanced age of 
technology, we are competing with 24-
hour news cycles, continued social 
media activity and hundreds of 
mediums to collect instantaneous 
information,” says Jennifer Wesselhoff, 
president/CEO, Sedona Chamber of 
Commerce (Sedona, AZ). “Our 
businesses tend to be reactive. Rather 
than proactively looking to the chamber 
for support, they use us when they need 
us, rather than looking to us as a 
continual and steady partner. I often 
compare a chamber of commerce 
membership to a gym membership. If  
you don’t go to the gym and work out, 
you can’t expect to lose weight just 
because you hold a membership card. 
You have to use our chamber programs 
to benefit from them.” 

Source: Jennifer Wesselhoff, President/CEO, 
Sedona Chamber of Commerce, Sedona, AZ. 
E-mail: jwess@sedonachamber.com

Advice on Setting 
Personal Goals

Write out your goals. The process of 
writing out goals helps to better 
visualize what it will take to make them 
a reality.

Be specific. If  one of your goals is to 
increase personal income, write down 
the exact amount you plan to earn. 
Then spell out just how you intend to do 
that.

Set completion dates. Don’t think, 
“Someday.” Give yourself  a deadline for 
achieving personal goals.

internal audits

In-Depth Research Paves the Way for Recruitment, Retention

A long-term project of deep research into the desires of current, lapsed and 
nonmembers has had long-lasting benefits for Boston’s Museum of Science (MoS). 
According to Annette Humm Keen and David Keen of Keen Independent Research 
LLC, the team focused on two key questions:

• What membership levels should the museum have and what should they be named? 
• What benefits should be offered as part of membership? 

The results of that initial research led the MoS to adopt a new membership 
structure in 2005 — changes that resulted in an increase of about $400,000 in 
membership revenues that year alone. However, the project didn’t stop there. Instead, 
MoS contracted with Keen for studies in 2006, 2011 and 2013, taking an in-depth look 
at membership pricing and benefits packages. These studies included comparisons with 
other museums’ membership programs; focus groups of current, lapsed and prospective 
members visiting the MoS; surveys of new and renewing members; and e-mail surveys 
of current, lapsed and nonmembers. In all, more than 6,500 people were surveyed with 
the goal of further refining the museum’s membership structure and offerings to 
increase member satisfaction — and with it, membership numbers and revenues.

One of Keen’s findings that might surprise many museum membership 
managers is MoS’s original membership categories didn’t generally reflect the family 
structures of its members. For example, according to the Keens, “Older couples 
without children at home were more likely to choose a Family membership than a 
Dual membership. Only 14 percent of single people without children at home 
selected an Individual membership.” 

“After analyzing our survey results, we recommended three basic membership 
types: two-, five- and eight-person memberships that would admit up to two, five 
and eight people, respectively,” explains Annette Humm Keen. “These categories 
corresponded to current Dual, Family and Family+ memberships. Each of the 
membership types could be upgraded to a premier level for members interested in a 
deeper relationship with the museum.”

 How have all of these changes and refinements affected the MoS’s bottom line? 
According to Heather Calvin, associate vice president of visitor services and 
membership, the changes have contributed to a $2 million increase in membership 
revenues since 2005. 

“Learning what our current and prospective members value has helped us serve 
them better — and as a result everyone is coming out ahead,” says Calvin.

Sources: Heather Calvin, Associate Vice President, Visitor Services and Membership, Museum of 
Science, Boston, MA. Phone (617) 589-0182. E-mail: hcalvin@mos.org. Website: www.mos.org

Annette Humm Keen and David Keen, Principals, Keen Independent Research LLC, Denver, 
CO. Phone (303) 385-8515. E-mail: hummkeen@keenindependent.com.  
Website: www.keenindependent.com 
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Vanity Plates Offer Outreach 
and Non-Dues Revenue  
In One Simple Package

Nonprofit membership organizations 
that want to provide their members with 
something special, publicize themselves 
and make a bit of money while doing so 
might want to emulate Colorado State 
University’s vanity license plate program.

All Colorado State has to do is col-
lect the $100 donation for the plate and 
provide the donor or member with a 
certificate — the state’s department of 
motor vehicles (DMV) handles the rest. 

According to Alumni Association Di-
rector of Communications Beth Etter, the 
university started the program in 2001 and 
has sold 10,000 plates so far. The proceeds 
are split between a scholarship and the 
university’s alumni activity fund. In their 
case, the process of getting approved for 
the program was fairly simple: They had 
to fill out some paperwork, and Etter says, 
“In our state you have to sell a certain 
number by a certain date in order to be 
able to keep offering them (the special 
plates).” In Colorado, nonprofits are re-
quired to sell 8,000 plates over a period of 
“several years.”

Etter says her office markets the 
plates via a combination of simultane-
ous e-mails and Facebook ads targeted 
to alumni several times a year. In addi-
tion, the alumni association has an in-
formation sheet on the program that is 
included on all of its event tables.

Colorado State also includes an 
offer for the plate as part of the univer-
sity’s graduation package. “The grad 
pack includes an alumni association 
membership, the cap and gown and in-
formation on purchasing the license 
plate for an additional $100 donation,” 
Etter explains. “We send their certificate 
via postal mail or an e-mail to their 
smartphone, and all they have to do is 
go to the DMV to get their plate.”

To see if  your state has a vanity 
plate program for non-
profit organizations 
and learn the process 
for applying, go to your 
state’s DMV website.

Source: Beth Etter, Direc-
tor of Communications, 
Colorado State University, 
Fort Collins, CO. Phone 
(970) 491-6533 or (800) 
286-2586.

MeMber renewal procedures

Five Key Indicators for Crafting Improved Renewal Strategies

By Dawn Wolfe

As president of  Membership Matters!, Diane Ward spends most of  her 
professional time consulting with arts organizations on the meaning and 
management of  membership renewal data. And, according to Ward, 
membership professionals — including those who work outside of  the arts — 
need to look well beyond the “usual number” to gain insights that will improve 
their renewal results. 

According to Ward, the five key indicators a membership organization needs to 
look at to determine the best renewal strategies are as follows:

1. Overall renewal rate: Your overall renewal rate is just the start, says Ward. “This 
is the most common indicator people look at, and it does reveal something 
about your larger membership trends, but you can’t begin to determine targeted 
strategies from such a large picture,” she says. 

2. Retention rates at each membership level: If  people in some member levels 
are already renewing at the highest percentage (85 to 90 percent), Ward says, 
those numbers are unlikely to change. In order to decide where to focus your 
retention efforts, look at membership levels that are renewing at under the 
average rate for your nonprofit. “If  your average renewal rate among all the 
levels is 65 percent, you may want to target levels that are renewing at 55 
percent.” Doing this saves time and resources and will result in greater 
success, because you’ll be focusing your efforts on as few as one or two 
levels. 

3. Renewal rates for each type of membership initiative (postal mail, phone call, 
e-mail, etc.): Once you’ve defined which membership levels to target, look at the 
renewal rate for each initiative you’ve undertaken to renew members. “Examine 
when initiatives occur, which initiatives are working with this group and which 
aren’t and focus, literally, like a magnifying glass to spot underperformance,” 
Ward advises. “Does the entire process show fatigue or just a segment; is your 
messaging dated; are your materials tired or sent at the same time each year? 
Try testing phone calls or different materials, or getting in touch earlier in the 
renewal cycle.”

4. Duration of  the membership: According to Ward, all memberships have a 
lifespan. Members are most vulnerable during their first year, then tend to 
stabilize for two to three more years. Vulnerability often returns in the 
fifth anniversary year, often dipping to first year members’ renewal rates. 
“Understanding how the length of  membership affects renewal rates is 
important, because if  you had a major acquisition in 2013, you have to 
expect your overall renewal rate will drop in 2014 due to a high volume of 
newly acquired members,” Ward says. “In addition, learning the lifespan 
of  your membership program will let you craft special anniversary 
incentives to renew during years when longer-term members are at risk for 
leaving.”

5. Average gift amounts: When you know the average amount of  the membership 
gift at your various membership levels, says Ward, you can target your efforts 

to encourage members to upgrade or to 
make an extra donation in addition to 
their renewal in order to receive a special 
gift of  appreciation from your 
organization. “This way you can bring in 
more funds without having to raise 
membership prices,” she adds.

Source: Diane Ward, President, Membership 
Matters!, Upper Darby, PA. Phone (484) 461-
8466. E-mail: dward@membership-matters.com. 
Website: www.membership-matters.com
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Three Ways to Incentivize 
Refer-a-Friend Programs

Refer-a-friend programs are an easy way 
to put the call out when you’re looking 
to attract new members. But how can 
you incentivize your members to really 
make the most of these programs? Here 
Josh Jacobson, managing director at 
Next Stage Consulting (Charlotte, NC), 
offers three key kinds of motivators:

1. Financial — Provide a discount to 
any current member who brings a 
friend, either as a member or as a 
participant in a fee-based activity. 
“To get real traction, make the 
activity free for anyone who brings a 
guest — the cost of feeding or 
otherwise serving two for the price 
of one is mitigated by the 
opportunity to connect with 
someone new,” Jacobson says.

2. Peer Recognition — Members who 
bring the most guests into the fold, 
or refer the most future members, 
should be recognized publicly, 
Jacobson advises. “The chance to be 
elevated through encouraging 
participation can be a strong 
motivator,” he says.

3. Leadership Track — Individuals 
interested in becoming a part of the 
board or taking on other leadership 
roles can be first encouraged to bring 
others into the organization as 
members. You may even want to set 
a minimum number of member 
referrals leadership-minded members 
need to successfully recruit as a 
prerequisite to leadership positions.

Source: Josh Jacobson, Managing Director, 
Next Stage Consulting, Charlotte, NC. Phone 
(704) 998-1767. E-mail: josh@nextstage-
consulting.com. Website: www.nextstage-
consulting.com

Words of Wisdom

“Membership is a means to an end, not 
an end in and of itself. It is a feature of 
our volunteer-based ecosystem, not an 
actual benefit. We have membership 
because it is a way to marshal the 
economic and intellectual capital 
necessary to achieve the mission.”

— Mark J. Golden, FASAE, CAE, 
Executive Director and Corporate Secretary, 
National Society of Professional Engineers, 

Alexandria, VA.

MeetinGs ManaGeMent

End Your Meetings With a Plan

Have you ever left a meeting — whether with staff  or members — wondering, “Why 
did we have that meeting?” One way to ensure your next meeting has accomplished 
its intended goals is to end with clear objectives:

1. Have a summary. Meetings should end with a summary of what was 
accomplished along with a clear plan of action for outstanding tasks.

2. Assign people to action tasks. Make someone responsible for completing each 
task and set a realistic date for completion.

3. Schedule the next meeting. A decision should also be made concerning future 
meetings — where and when — while everyone is present. 

MeMber enGaGeMent

Let Members Vote on Dues

By Dawn Wolfe

The American Library Association (ALA; Chicago, IL) has a long history and a large 
membership — the organization was founded in 1876 and today enjoys 58,000 members. 

How does the ALA keep members engaged and active after so many years? Part 
of the answer is it allows members to decide their own dues. 

“The ALA has always had members vote on their dues,” says Ron Jankowski, 
director of membership development. “Our association was very small in the 
beginning and has always been very member-centric.”

Here’s how the process works: All dues-related proposals are initiated by the 
ALA’s Membership Committee, which consists of 9 to 12 members from throughout 
the association. Their recommendation then goes to the Budget Approval and 
Review Committee (BARC), which analyzes the possible financial impact of the 
proposed changes. 

“BARC acts like a well-functioning U.S. Congressional budget committee — if  
the proposed change doesn’t make financial sense, they may recommend not 
proceeding,” Jankowski explains.

If the budget committee approves of the change, the proposal moves to ALA’s 
Council (somewhat similar to a House of Delegates), which consists of 186 elected 
members who represent a wide range of libraries from the large institutions in Boston and 
New York to small-town libraries staffed by part-time volunteers, and more. If ALA’s 
Council approves the change, it is then submitted to the entire membership for a vote.

The process takes approximately a year, but when a dues proposal is put before 
the membership, Jankowski says a large percentage of them take the time to vote. 

“Our process does increase engagement — our members care more because 
they feel their voice counts,” says Jankowski. “From a staff  perspective, it does take 
an investment of time, because we really listen to members, address their concerns 
and communicate with them.”

The member-centric nature of the ALA also allows the organization to 
experiment. In 2013, for example, the association approved not just a dues increase 
but also a proposal to tie dues levels to the national average Consumer Price Index 
for the next five years. “This strategic method of reviewing and possibly raising our 
dues will let us plan for the next five years, and after that five years we can go back 
to the membership, tell them what has been accomplished and let them evaluate the 
strategy to see if  they want to renew or make changes to it,” Jankowski explains.

But while its member-centric nature works wonders for the ALA, Jankowski 
states this type of process may not benefit all associations.

“Professional librarians are very dedicated to their communities, their libraries and 
their association, and they care very deeply,” he says. “Other professional associations 
may be more transactional in their membership relationships. Those associations don’t 
need — and may not be able — to move to that deep a level of member involvement.” 

Source: Ron Jankowski, Director, Membership Development, Communications and Member 
Relations, American Library Association, Chicago, IL. Phone (800) 545-2433, ext. 2159. 
E-mail: rjankowski@ala.org. Website: www.ala.org
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Twelve Member  
Recruitment Ideas

Looking for new ways to add to your 
member ranks? Consider these tried-
and-tested techniques:

1. Establish a mentoring or 
“adoption” program that pairs 
would-be members with current 
members.

2. Review your past members and 
approach them about rejoining.

3. Announce membership updates at 
each meeting and remind people to 
bring friends to the next event. Let 
your members know that recruiting 
is a top priority for the group.

4. Host a bring-a-friend meeting.
5. Create a bulletin board display in a 

prominent place showing photos 
from activities, membership 
information and a calendar of 
upcoming events.

6. Seek donations that could be used 
as incentives to new members who 
join during your membership drive.

7. Create a membership committee to 
focus on new ways to bring in 
members.

8. Hold an informational meeting for 
prospective members. Ask current 
members to participate by sharing 
their reasons for belonging.

9. Offer a prize to current members 
who recruit the most new members.

10. Pitch a feature article or editorial to 
your local paper on the successful 
completion of some member 
project.

11. Participate in a charity event with 
another nonprofit or association 
that will generate added visibility.

12. Survey members about what 
benefits they deem most valuable. 
Emphasize these benefits when 
creating flyers or speaking to 
potential new members.

Member Service Tip

 ■ If  a member calls for information, 
try to address the issue without 
passing the call along to another 
staff  member. As you know from 
personal experience, being passed 
from phone to phone can be 
frustrating.

MeMbership follow-throuGh

Improve Services for All by Offering Exit Interviews

Don’t let a member leave your organization without finding out the reason why.
Whether conducting an exit interview face-to-face, by e-mail or by phone, here 

are the top five questions to ask before your good members slip away:

1. Why are you leaving the organization?
2. Could the loss of your membership have been prevented? If  so, what could we 

have done differently?
3. What changes have occurred in the organization that you liked? Disliked?
4. What specific suggestions do you have to make our organization stronger and 

more useful to our members?
5. Is there anything we can offer you today to keep you as a member? 

In preparing an exit interview, have responses ready to help you win members 
back. Be prepared to also offer a deal — such as a discount on dues or a post in the 
organization — to keep persons on as active members.

renewal procedures

Digital Tactics for Kick-Starting Renewals

Do you limit your focus on membership renewals to your organization’s renewal season?
If so, you’re doing it wrong. That’s the message of Tobin Lehman, president 

and lead strategist of New North (Frederick, MD), who says associations need to 
start laying the groundwork for new members to renew beginning the day they join.

New North is a digital marketing agency that specializes in member and 
customer retention; not surprisingly, Lehman’s advice for kick-starting your renewal 
process relies heavily on digital components. 

“The first thing you need is a solid website,” he says, “but not just a site with 
pages that talk about membership. Instead, your members need to be able to service 
their memberships through an online chat or support network, and your site needs 
to host online forums to give members a sense of community.”

While your organization’s website will help attract new members and provide a 
virtual meeting space for them, Lehman says the first step to retaining those 
members is to repeatedly invite them to become part of their new community. How? 
First, provide them with a welcome kit (either digital or physical) that introduces 
the member to your organization’s online communities and gives them easy 
instructions for joining the conversation.

The welcome kit, however, is just the first step. Lehman recommends a two- to 
three-week campaign of outreach to new members via e-mail, phone and online 
invitations to your organization’s online spaces — for example, an invitation to your 
LinkedIn page. In addition, Lehman says providing new members with a personal 
introduction to those spaces helps them feel welcome and at home.

“We all understand the benefits you’ll receive are one of the reasons people join 
associations,” he explains, “but that personal, concierge service they receive from a 
membership professional with your organization makes a huge difference. In 
addition, a sense of community is one of the main reasons people renew.”

Membership outreach doesn’t end with that initial campaign. Instead, Lehman 
recommends e-mailing members throughout the year — and keeping track of how 
many of them are actually reading your messages and visiting your website. By 
tracking open rates and the number of times a member logs on to your website, you 
can get a good idea of your probable retention rate and which members you may 
need to target for extra attention.

Finally, Lehman recommends providing members with the means to talk about 
their association with your organization digitally — for example, by providing them 
with JPEGs of your logo to use on their own website and social media pages. 

Source: Tobin Lehman, President and Lead Strategist, New North, Frederick, MD. Phone 
(240) 575-5887. E-mail: tobin@newnorth.com. Website: www.newnorth.com

http://www.wileyonlinelibrary.com
mailto:tobin@newnorth.com
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Outfit Your Member Programs 
With Great Communicators

How can you foster exceptional 
communicators within your 
membership? Encourage top-notch 
communicators to become involved in 
your membership programs to put their 
skills to good use. 

James Cooper, CEO and 
president, American Canyon Chamber 
of  Commerce (American Canyon, 
CA), explains why he looks for natural 
communicators for the chamber’s 
Ambassadors program, saying, “The 
Ambassador is typically the first 
person people will meet at most 
chamber functions. Because of  this, 
the first quality I look for is 
personality: Are they outgoing? Do 
they easily engage others in 
conversation? Do they communicate 
well in general?”

In addition to utilizing skilled 
communicators, Cooper strives to give 
Ambassadors a wealth of  knowledge 
from which to draw. “Good 
communicators who are personally 
vested in the subject for which they 
communicate automatically become 
stronger and more compelling.”

Attracting strong communicators to 
participate in your membership 
programs doesn’t have to be a 
complicated process. Cooper details how 
organic the recruiting process can often 
be, saying, “Effective recruiting starts 
with honest, clear communication. 
When people understand what they can 
do to add value to an organization for 
which they have passion, the recruitment 
process powers itself. Instead of 
compelling people to join us by talking 
them into it, I let the nature of how we 
do what we do create the attraction.”

Source: James Cooper, CEO/President, 
American Canyon Chamber of Commerce, 
American Canyon, CA.  
E-mail: james@amcanchamber.org.  
Website: www.amcanchamber.org

Target Tasks for Prime Time

 ■ Complete important tasks during 
your prime time. When are you 
most productive — morning, 
afternoon, evening? Earmark your 
productive time for important 
matters.

MeetinGs ManaGeMent

Tips for Creating an Effective Agenda

Advanced preparation is critical to properly executing a meeting and effectively 
accomplishing goals. Follow these three guidelines when preparing for your next meeting:

1. Define purpose — Identify the purpose of your meeting. Narrow to less than three 
primary topics in order to keep the meeting on track and attendees on task.

2. Prepare agenda — Develop your agenda for the meeting by asking staff  for 
input prior to finalizing the agenda. Include these important details when 
creating the agenda:
• Meeting time, date and location.
• Purpose of the meeting, including main topics.
• Estimated time for discussion of each topic.
• Items attendees should bring to the meeting. Ask attendees to consider 

topics outlined in the agenda in advance of the meeting, so discussions can 
commence at the outset.

3. Distribute agenda — Don’t keep the topics for discussion a surprise until the start 
of the meeting. E-mail, fax or otherwise distribute to attendees information on 
the agenda at least one day prior to the meeting to allow them time to consider 
the discussion topics and bring ideas to the meeting for more fruitful discussions.

MeMber education

Vary the Types of Educational Offerings

At the Academy of Nutrition and Dietetics, member education is a priority. The 
academy currently has over 75,000 member registered dietary nutritionists (RDNs) 
and dietetic technicians, registered (DTRs), mainly food and nutrition professionals, 
and over 150 continuing professional education (CPE) units of education are 
available online and accessible anytime. Educational opportunities can be purchased 
by both members and nonmembers, but members pay significantly reduced fees.

According to Susan Baron, senior manager of online learning at the Academy 
of Nutrition and Dietetics (Chicago, IL), educational offerings include:

1. Monthly live webinars on a variety of topics.
2. Online certificates of training and modules. Various topics are posted online 

and can be taken when convenient. Current topics include food allergies, 
leadership, celiac disease, disaster preparedness and restaurant menu labeling.

3. Multimedia/audio recordings, including recordings of past live events, such as 
past Food & Nutrition Conference & Expo™ sessions.

4. In-person conferences, including the Food & Nutrition Conference & Expo™ 
and Public Policy Workshop.

Baron says they have learned several lessons over the years of offering 
educational opportunities to members. First, flexibility is key, as is adapting to 
current challenges and new technologies. One way they stay flexible is by offering 
30-day access to purchased online trainings. That way members can work at their 
own pace 24/7. Those working in clinical settings often can’t get away for an hour or 
more (undistracted) for professional development, so this flexibility is key. Also, 
communication is important, especially to keep members aware of upcoming 
educational opportunities. The academy sends an Eat Right Weekly e-mail to all 
members that lists all upcoming CPE events. The e-mail also includes career 
resources, award/grant opportunities and pertinent news and information.

Regardless of how many educational opportunities you offer members, the key 
is to ensure all trainings and education are designed with the member in mind, notes 
Baron. Offer what they need in a way that is useful.

Source: Susan E. Baron, Senior Manager, Online Learning, Academy of Nutrition and 
Dietetics, Chicago, IL. Phone (312) 899-4897. E-mail: sbarthel@eatright.org.  
Website: www.eatright.org

http://www.wileyonlinelibrary.com
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renewal options

Join For-Profits: Jump on the Auto-Renewal Bandwagon

Most nonprofit member organizations would jump at the chance to save time and 
money while potentially improving their retention. But according to Rick Whelan, 
president of Marketing General, many associations aren’t using one of the most 
time- and money-saving measures around.

“I’ve been a member of the American Society for Association Executives for 20 
or 25 years,” Whelan says, “and every single year, they ask me if  I want to renew. 
Don’t you think, by now, they should know I’m going to renew?

“Instead of all of that effort, they should sign me up for auto-renewal and just 
send a postcard notifying me when the renewal is about to happen.”

While there will always be some people (particularly elders) who will prefer 
having complete control over the renewal process, Whelan stresses the fact that a 
very large number of people are already using auto-renewals for everything from 
their electric bill to their gym memberships. 

In addition to saving staff  time and money, adding auto-renew to your 
retention toolkit may have the added benefit of increasing your organization’s 
retention rate. 

Believe it or not, Whelan says, “One of the main reasons people don’t renew is 
they don’t remember being asked,” no matter how often an organization reaches out 
to them. “We’re all too busy, and we’re all bombarded by too much information.” In 
other words, even your best renewal materials are likely to be forgotten in your 
members’ to-do piles, whether or not they actually want to stay with your 
organization.

The only potential drawback of auto-renewing Whelan can think of is concern 
over whether or not members will remember to notify you when their credit cards 
expire, “but less than 2 to 3 percent of cards are going to be declined in a given year. 
And in those cases, if  you do the work of sending a reminder postcard up front, 
most people will respond to give you their new information.”

What’s the best way to decide which members to approach first about an auto-
renewal option? Look in your membership database. 

“Go to your file — if, say, ‘Tim’ has been a member for 10 years and has always 
paid with a company credit card, he’s a great candidate for auto-renewal,” Whelan 
says. “And if  you can get a significant portion of your members to auto-renew, 
think of all the time and money saved. It’s well worth the up-front effort.”

Source: Rick Whelan, CDM, President, Marketing General Inc., Alexandria, VA. Phone (703) 
739-1000. E-mail: Info@MarketingGeneral.com. Website: www.marketinggeneral.com

MeMbers as spokespersons

Make Your Members the Face of Your Recruitment Campaign

Looking for a spokesperson who will attract new members to your organization? 
Consider using seasoned members as the face of your membership campaign.

Rather than using membership staff  or hired actors to tout your membership 
value, use the names, images and testimonies of your most trusted members to 
explain why joining your organization is worthwhile. These long-term members are 
well versed in your membership benefits and events, and can communicate their 
personal experiences to your target audience.

Consider creating a commercial or public service announcement, a membership 
brochure and other materials detailing the personal (and relevant) anecdotes of 
these members. Your membership staff  can work with your members to craft 
messages that will be both intimate and effective at communicating the benefits of 
your organization.

Keep in mind that some members may not be comfortable speaking on camera 
or having their name used. However, for those willing to do so, this can be a great 
opportunity to do something fun while helping your organization reach new 
members.

Work at Making Member 
Profiles Fun, Interesting

In a printed member publication, the 
goal is to focus on the primary 
audience (members) and feature what’s 
important to them. Portland Art 
Museum (Portland, OR) puts out a 
member magazine for the museum’s 
20,000 member households and 
includes information on member 
benefits, upcoming events and articles 
of  interest to members. The magazine 
is meant to be a vehicle to connect 
members, says Beth Heinrich, director 
of  public relations at the museum. 
Heinrich oversees the magazine, which 
comes out three or four times per year. 
Each issue includes one member 
profile.

Members are chosen to be profiled 
based on organizational strategy. 
Heinrich and the membership team look 
at their strategy and determine what 
type of member to profile in the 
upcoming issue. They aim to represent 
the diversity of members while also 
creating a connection within the 
membership. The profiles are meant to 
tell the member’s story, not the 
museum’s story, and showcase how that 
person or family uses their membership 
and engages with the museum, galleries 
and benefits.

Once a member is chosen and 
agrees to be profiled, he or she is sent a 
series of questions to answer. They use 
12 or so standard questions and 
sometimes throw in a couple other 
questions to keep the profiles fresh, 
varied and interesting. The most unique 
aspects are used to write the profiles. 

Based on the responses, Heinrich 
sets up the photo shoot for the profile. 
If  the member has a favorite gallery or 
space in the museum, the photo shoot 
might take place there. To get the best 
photo, the museum works with an 
outside photographer and uses lighting 
when necessary. The shoot takes about 
30 minutes, and the member gets a copy 
of the photo. The end result is a 
professional, interesting profile other 
members want to read.

Source: Beth A. Heinrich, Director of Public 
Relations, Portland Art Museum, Portland, 
OR. Phone (503) 276-4370.  
E-mail: Beth.Heinrich@pam.org.  
Website: www.portlandartmuseum.org
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