




Summer 2016

Dear Colleague,

Allow me to present you with Marketing General Incorporated’s 2016 Membership
Marketing Benchmarking Report.

For the 8th straight year, MGI has conducted its Membership Marketing Benchmarking

Survey to analyze and track the strategies and tactics that membership organizations use to

recruit new members, engage and renew those members, and reinstate lapsed members.

This year we have a total of 828 unique associations—individual member associations,

trade associations, and associations combining characteristics of both—to thank for their

participation in this study. 

We are very grateful to our survey participants.  Year after year, they step up to the plate

and allow us to study all the membership enhancement strategies they are using today and

whether they are successful or not. 

Take the time to read the answers to the open questions.  This is where our respondents

reach out and tell us their personal experiences with membership growth, member

satisfaction, their most popular benefits, payment plans, how and when they raise their

dues, and what keeps them up at night worrying about their organization.

While last year was a stabilizing year in membership growth, this year the number of

associations showing growth has increased, and the number of associations reporting a

decrease has dropped. 

Some communication methods and best practices have changed, and some have remained

constant, and each type of organization has its own experiences.

This report represents the combined efforts of our research and creative teams, and we

hope that it helps you gain knowledge and understanding so that ultimately you can put its

findings to work for your organization. 

Call me, email me, or contact us through our website with any questions, thoughts,

comments, and suggestions on this and future reports.

Sincerely yours,

Richard Whelan, CDM

President, Marketing General Incorporated

Rick@MarketingGeneral.com

703-706-0350
www.MarketingGeneral.com















WORDS OF WISDOM

In keeping with our desire to make this document a “practical” resource for the association
community, we asked respondents to answer 11 open-ended questions:

1. In your professional opinion, how do you think
associations will change or evolve to maintain
their relevance over the next decade?

2. In your own words, what are the most
important or successful lessons you have
learned in the area of membership marketing?

3. If there was one hurdle you could remove to
make your association run smoother, what
would it be?

4. With regard to your association, what keeps
you up at night?

5. If you could freely say anything to your
members, what would you say?

6. What are your organization’s marketing
weaknesses?

7. What are your organization’s marketing
strengths?

8. Describe how you have used social media for
your association in a very successful manner.

9. Describe an engagement or retention strategy
that your association has employed that has
been very successful, and/or from which you
learned something valuable.

10. How do you measure the effectiveness of
your engagement strategy?

11. Describe an acquisition or recruitment
strategy that your association has employed
that has been very successful, and/or from
which you learned something valuable.

Of the over 4,000 responses, we’ve noted some of the more interesting for your review throughout 
the report.

WWW.MARKeTinggeneRAl.COM •  703.739.1000 •  800.644.664610





WWW.MARKeTinggeneRAl.COM • 703.739.1000 • 800.644.664612

REPORT LAYOUT

The data in this year’s report will be presented similarly to the 2015 report. This year, all data will be
segmented by type of association: Individual Membership Organization (IMO), Trade Association
(Trade), or association with a combination of both types of membership (Combination). Additionally, 
a Total segment will be included for all charts and tables to show data relevant to the entire
association arena. The total will, at times, not be equal to the sum of the types of associations, as
some associations classified themselves as something other than the three main groups. 

We are continuing our inclusion of the Best Practices Highlights which provide insights and
recommendations shared by participants in the survey. 

The sections included in this report are:

Section   1 • ASSOCIATION STATISTICS

Section   2 •  MEMBER RECRUITMENT (ACQUISITION)

Section   3 •  MEMBER ENGAGEMENT

Section   4 •  MEMBER RENEWAL AND REINSTATEMENT (RETENTION)

Section   5 •  SOCIAL MEDIA

Section   6 •  CHALLENGES AND GOALS

Section   7 •  DUES AND MEMBERSHIP STRUCTURE

Section   8 •  MANAGING YOUR ASSOCIATION

Section   9 •  THE DEMOGRAPHICS OF YOUR ASSOCIATION

Section 10 • WORDS OF WISDOM
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• Created a new model wherein employers that join can offer certification testing to employed
applicants with no out-of-pocket fee to register for the exam, and no exam fee if the applicant fails
their exam. Employers are invoiced for passing exam fees only. (Combination)

• Targeting content to specific groups within the membership to ensure only relevant material is
surfaced to a particular group. We experienced cut-through issues with juniors. We created dedicated
content just for our first year juniors, very specific to their career stage. This had better traction than
previous general marketing materials and supported by brand ambassadors had good traction. (IMO)

• Upgrade campaign—we send a direct mail invitation to our current annual members asking them to
upgrade to a life membership. The format is different and we give them a loyalty discount. This
performs very well and then we no longer need to retain them. (IMO)

• Honorarium Program—targets high level end users in the field and offers a “honorarium” which
covers one year's membership dues and registration for the two annual conferences. It also covers
travel and accommodations to the first conference. This brings people in the door to experience the
association. (Combination)

• We recently created a chapter recruitment kit to better educate our chapters on their importance in
the recruitment of new members. It was extremely fruitful on educating our current members. It is too
soon to see how it affects membership acceptance rates but hope to have that data soon. We will be
creating another kit for retention that we hope will continue to keep the communication and education
channels open between international and local levels. (IMO)

• The Kudos Recognition Program was instituted two years ago to acknowledge members (especially
Board Members) who referred new members to the Association. The program was recommended by
our board members with the “payoff” for referrals simply being recognition—no monetary reward or
free item. The results have been lackluster to say the least. (Trade)

BEST PRACTICES | RECRUITMENT 

Describe an acquisition or recruitment strategy that your association has employed
that has been very successful, and/or from which you learned something valuable.
Provide details so that others may learn from your experience.

• Networking, however, seems to be less of a membership driver for the largest individual member
organizations (over 20,000 members: 40%) and trade associations (over 500 members: 50%). 

• Support of the association’s mission is a leading membership driver for the smallest trade
organizations (up to 100 members: 30%), compared to 20% or fewer of the larger trade organizations
(over 100 members).

Reasons members join, cont’d.
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• Develop/deploy customized messages to showcase association’s core services to industry segments
(state, national, regional, product focused). Messages focus on current advocacy issues in their
state/region, point out how national research also includes state, etc. Follow-up by members in same
target groups. The effect is a message that appears to be developed exclusively for the prospect.
Messages delivered primarily through email but can also include phone calls, web ads, tweets.
(Combination)

• We used testimonials from our members in a campaign to highlight why they choose to be members
in order to support our mission. We put the testimonials on a landing page and rotated them on our
homepage and included them in email campaigns. It was our most effective campaign ever to acquire
new members. We made it clear to members that we had a goal to acquire new members and raise
money so the community helped to share the message locally. (Combination)

• Student membership recruitment, which builds pipeline to the profession and to membership, getting
young professionals (young CPAs engaged and inspiring them to help recruit new members), building
relationships at the employer level and now offering organizational memberships (rolling out slowly to
be sure we get it right) in addition to individual memberships. (Combination)

• In 2015, we introduced a ‘free year of dues’ policy for new members who applied for membership on
site at our annual conference. The funds for the free year of dues come from the registration fees: we
transferred the difference between what they paid as nonmembers for registration and what they
would have paid as members to their membership accounts to cover their membership dues, rather
than giving them a refund. It was an overwhelming success for our annual conference, and we
surpassed our onsite recruitment goal as well as any previous record set. In 2016, we are expanding
the ‘free year of dues for joining on site’ promotion to all of the smaller meetings that our society
hosts throughout the year as well. To date, we have doubled the amount of applications that we
received at the two meetings that have taken place in 2016 in comparison to our 2015 results. (IMO)

• We hold a 4 day training seminar each year for newer professionals in the field. We are careful not to
“sell” membership, but it is a fantastic way to showcase the depth and breadth of the work of our
Association. At the end we simply say, “Your connection with us doesn't need to end here. We will
waive the application fee if you wish to join.” Eighty percent of attendees will become members within
a year. It’s like content marketing at its best. (IMO)

• Our recruitment campaign this year has been “Are you in?” It has featured testimonials about
members and how they’ve benefited from membership in our organization. At our annual tradeshow,
we hand out “I’m In” stickers for our members to wear, and “Are you in?” sign for them to sign; this
year we’ll be adding photos to that wall. It’s been a very powerful message that seems to have
resonated with the marketplace. However, it has taken a full year and a half to get traction. It’s a
campaign that started in August of 2014, and we’re now really starting to see the fruits of it in our 
new member numbers. There is also an email component to the campaign. (Combination)

• We include the use of member photography and quotes/stories and use variable images and
messaging in our direct response campaigns. We tie the variable image to the recipients’ gender,
ethnicity, practice area or geography based on our member photo/testimonial bank. The use of
variable messaging/images has lifted our response over non variable campaigns between .5 to 1.5%.
Also testing pricing and terms can lift response, as can focusing on “what’s in it for me” messaging 
to like groups—in various practice settings as well as time in profession. (IMO)
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In the past fiscal year, how have member engagement and 
participation changed within each of the following areas?
Please indicate N/A if a particular item is not offered or not relevant 
to your association.
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• As a whole, 76% of associations saw an increase in participation in their organization’s public social
network, followed by 63% experiencing a rise in both participation in a young professional program
and a private social network.

• 76% of associations with increasing renewal rates indicate increased participation in their private
social networks.

• 76% of individual member associations and combination associations report an increase in
participation in public social networks; 78% of trade associations report an increase.  

• 85% of associations with an increase in their renewal rate indicate an increase in the use of their
public social networks to drive engagement. 74% of those associations who have a renewal rate 
of 80% or higher note an increase in participation in their public social network.
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Member engagement and participation, cont’d.

• 60% of associations overall saw an increase in webinar participation. 61% of individual member
associations and 65% of combination associations saw an increase in webinar attendance.

• Smaller individual member associations (1,000 or fewer members) were significantly more likely 
to see increases in members’ engagement with private social networks.  

• The least popular area of engagement has been book or directory purchases, with 20% of all
associations reporting a decrease. This decrease ranged from only 11% of all trade associations to
28% of all combination organizations.
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• 63% of the associations offering a young professional program report that they saw an increase 
in participation. 

• Some associations have seen a rise in donations to association funds and PACs. 47% of individual
member organizations saw an increase (up from 40% in 2015); 57% among trade associations (up
from 47% in 2015). Combination associations actually saw a slight decline, with only 47% reporting
an increase in foundation/PAC donations (down from 52% reporting an increase in 2015).
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• On average, 55% of all association members
have engaged in at least one activity with the
association over the past year.  

• Trade association members are the most

active at 64%, a significant difference from
other types of associations.  

• Only 50% of combination association
members have engaged in an activity. 

What percentage of your members are engaged in 
at least one activity?

• 35% of all associations offer certification of some kind.

• 38% of combination associations offer certification, while 34% of individual member associations
offer some kind of certification.

• Large trade organizations are significantly more likely to offer certification than smaller trade
associations. 44% of trade organizations with 500 or more members offer certification, whereas
only 25% of all others do, including only 15% of trade associations with 100 or fewer members.

Do you offer certification?



35800.644.6646 • 703.739.1000 • WWW.MARKeTinggeneRAl.COM

• 38% of associations do not offer an online community.

• Individual membership associations are significantly more likely to offer an online community
(67%), while only 56% of trade associations offer one.

• Associations tend not to devote full-time staff to dedicated management of the community.  
Only 12% of associations devote at least one full-time staff member to continuous management 
of their online communities.

• 34% of associations have full-time staff only partially dedicated to the online community
management (from 38% of combination associations to 27% of trade associations).  

• 16% of associations use a combination of part-time employees, volunteers, or even no one at all 
to manage their online communities.

How do you staff your online community?
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• Higher Logic is the most popular online community service, utilized by 31% of all associations.

• 38% of individual member organizations use Higher Logic, significantly more than either trade
associations (18%) or combination associations (27%).

• While 18% of trade associations use Higher Logic, 11% use YourMembership.com, the highest
among any association type.

What service do you use for your online community?

In what ways have you been able to increase participation 
in your online community?  Check all that apply.

• Content creation is the leading method by which associations have been able to increase
participation in their online communities.  

• Trade associations are the most active in content creation; 71% have created content for their
online communities (vs. 64% overall).
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• We have developed an engagement score that is computed monthly. It is simple, concentrating 
on the key areas where we want members to be engaged. We use the scores to thank our most
engaged and to contact our least engaged to hopefully get them more engaged. (Trade)

• We measure each touch point the member makes with our association. We track retention against
these engagement touch points. We do member surveys and non-member focus group research. 
We measure each engagement—i.e., emails, sends, bounces, opens, click-throughs. We then marry 
up the data with retention and recruitment stats. (IMO)

• We host confidential mastermind wisdom share groups that utilize high-end benchmarking
technology. The on-boarding process to get our clients prepared for full participation has been
significantly enhanced in 2015 to include a year-long education program. It has strengthened
participation, pleased existing members whose previous experience was diluted by new members’
difficulty with benchmarks and helped decrease attrition by 5%. This process includes a significant
number of personalized coaching calls in HR, business development and sales. (IMO)

• We can track who uses our online tools which include two (of the three) membership categories. We
know that if a first year member actively uses the stock analysis tool they are 2.5 times more likely to
renew. We also track total attendees and webinar recording downloads v. total membership as a
measure of engagement. (IMO)

• Measure renewal rates, number of members and activity in our professional learning networks
(special interest groups), attendance of events, access of resources, utilizing store member discounts,
signing up to volunteer, and updating their profile. (Combination)

• One way is our annual member satisfaction survey. We also implemented tracking some areas such
as education/events and other points of engagement to inform on our overall engagement strategy.
(Trade)

• Use an engagement scoring system with several “buckets” that include number of products
purchased or used (we have a lot of free CME), content downloads, email opens/click-thrus,
participation in advocacy grass roots campaigns, foundation giving, volunteering, website logins,
online community posts, etc. (IMO)

• By how many programs/services/events our members utilize/attend. There is a direct correlation
between engagement and renewing. (IMO)

BEST PRACTICES | ENGAGEMENT 

How do you measure the effectiveness of your engagement strategy?
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• Telemarketing to lapsed members is expensive but good ROI overall. We’ve created a position whose
full function is member engagement. He/she will make calls/outreach to new, lapsed, and graduating
members. (IMO)

• We engage with them early and often through personal contacts from the staff, board and connecting
with other members. Those members with new primary contacts that slip through the cracks do not
renew because they weren’t engaged in the process early enough. We probably have the highest
turnover in primary contacts of most associations. (Trade)

• Our monthly member orientations have been successful in getting folks starting to participate in the
online community and other resources. We’ve found that encouraging members to participate with
other staff members is also helpful so more staff is familiar with benefits and value membership can
provide. (Combination)

• Self-designed “30/60/90/120 Plan”—multi-tiered communication efforts directed towards benefit
awareness, inviting engagement, extracting personal growth value, education opportunities and
industry issue awareness and participation. Combinations of emails, white papers, social media
contacts and personal telephone outreach from board members and senior staff. (Trade)

• We believe if a new member engages with another member and feel like they are part of a group, they
are more likely to remain a member for a long time. The most successful strategy is to convert general
members to credentialed members. We have found that credential members stay as members for an
average of 37 years compared to approximately 7 years for general members. (IMO)

• The onboarding program is designed to welcome, engage, nurture and ultimately renew our year-1
members in order to boost that all-important 1st-year renewal rate. The program consists of a
welcome email from the CEO, a mailed new member welcome kit with welcome letter, web navigation
and most-popular content-specific information, a personal welcome phone call, dedicated member
benefits email series, a new member benefits webcast and non-engagement prompts. We find that
repetition reinforces the messages of engagement, particularly when using multiple channels. And we
also learned that this program was more easily managed once the email series was automated.  (IMO)

• Two years ago we started a monthly non-member e-digest. Simple, scanable, mobile-enabled format,
no paid advertising, and unabashedly self-promoting. Every issue has one general item—profession
update—and one item that is open to non-members—free CME/resource—and 2-3 blurbs on
products/services that only members can receive for free or at a discount. Good open rates and click-
thrus. Has helped increase our non-dues product revenue, and we can see that non-members who
open the digest are easier to reinstate. (2) Deeply lapsed members (more than 5 years) have
responded well to multi-media campaigns that use multiple direct mail touch-points—initial DM,
follow-up email, final DM. The messaging hasn’t been as important as the repeat use of direct mail.
Good conversions (>4%), but DM costs = lower ROI. In order to sustain growth, we are beginning to
budget to reach these more difficult win-backs. Not enough data yet to determine if we are retaining
at our standard levels. (IMO)

BEST PRACTICES | RENEWAL AND REINSTATEMENT 

Describe an engagement or retention strategy that your association has employed
that has been very successful, and/or from which you learned something valuable.
Provide details so that others may learn from your experience.
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BEST PRACTICES | CHALLENGES AND GOALS 

What are your organization’s marketing strengths?

• Nimble/fast to respond or create a new campaign; we know our certificants; great customer service
we can leverage; surveys; strong programs—we give back to the profession; high engagement; we
seek out certificants doing great things so we can recognize them. (Combination)

• All conversations, programs, new initiatives are aligned with how to market, identifying strategies and
include conversations with the full staff. We have great resources and backing from our Board. (IMO)

• Social Media. We just brought on a new communications manager with a strong background in social
media and online communities and we are looking forward to some great progress in the coming year.
(Combination)

• Digital marketing (new website, new newsletter, new apps). Brand new renewal/join system &
communications (new applications, new invoices, clearer communication on benefits & value, new
auto-renewal system, easier upgrade system, better messaging). Direct Mail (New, more powerful &
cohesive messaging, improved collateral, more professional publications, better tracking). (Trade)

• Convoluted messages, too many non-coordinated messages, different messages from silos,
inconsistent branding/campaigning. (Combination)

• Lack of follow-through via drip campaign/automation; poor database description of non-members;
difficulty of finding new sectors and their contacts; difficulty in finding big data/behavior data in our
database; lack of long-term pricing strategy. (Combination)

• No dedicated staff, inconsistent branding, no testing, no follow-up. This is the most analytics we’ve
done on things like open rates... ever! (Combination)

• We have data on our members stored in a variety of areas without a way to easily connect all of the
data points to gain a comprehensive, holistic view of our members for enhanced targeting. Another
weakness is competing priorities which at times can lead to competing communications. (IMO)

• Everything is done in silos. There is no overall strategy to market to our members and we don’t
engage them; we just try to sell them something. (IMO)

• Lack of a comprehensive plan on how to reach out to non-members by targeting them on a more
personalized level. Focus on their age group, practice specialty, geographic location (urban vs rural),
practice type (owner vs employed), size of organization, etc. (IMO)

• Many products and benefits have a “so what?” response so they are hard to get the user to see the
“value.” Stakeholders have blinders, thinking their product has more value that what our end users
are telling us it does. (IMO)

• We need to devote more time and resources to grow membership and increase the benefits so the
program is more valuable to those who join us. (Combination)
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• Trying to think of ways to grow our membership numbers (number of members and revenues). We seem to
hit plateaus every once in a while and just can’t break through. For example, we’ve been stuck between 
185–195 members for about six months now. For every member we gain, we lose one. Can’t seem to break
200 and stay there. (We’ve broken it twice in six months, but quickly dropped back.) (IMO)

• The board members’ inability to focus on this organization. They tend to inflict their own organizations’ needs
and concerns on our organization.  The result is they have a difficult time acting as a group and miss good
opportunities due to lack of consensus. (Combination)

• We just implemented a new strategic plan and have hired an entirely new staff. Am I as the executive director
providing the right direction, resources, autonomy for these new people to flourish in their jobs while meeting
association objectives? (Trade)

• Our members work in a highly stressful position (teaching). I worry that with budget cuts, decreasing support
for professional development by administrations, and other factors, teachers will choose to forgo the cost of
membership for other more pressing needs. (Combination)

• Losing members due to industry consolidation, getting beyond the gatekeeper into the bowels of the
company to find our most engaged and active advocates. Staying relevant with something members can
only get from us. (Trade)

• Lack of overall strategy for the direction of the Association. Amount of time spent on day-to-day stuff rather
than higher end strategic thinking and planning. Lack of solid member engagement, retention and
recruitment strategies. Lack of resources to accomplish goals and grow the membership. (Trade)

• We need a better membership management system which will allow us to better understand our membership
trends and allow better reporting so we can develop a strategic plan. (IMO)

• Declining membership. How to build (and show) value to our members. How can we reach the millennials
and show them the importance of belonging to their professional organization as well as the importance their
education and expertise affect each and every one of their patients.  Additionally, we have an aging
membership demographic—how do we engage with those who are close to retirement and show them the
importance of continuing as a member (networking, mentorship, affinity program options, etc). (Combination)

• Aging membership. Many retiring each year. Ceramic engineering as a degree program only exists at two
universities as the materials science curriculum changes. How to better engage our international members, who
often cannot travel to attend our mostly US-based conferences. How to increase retention rate. (Combination)

• Inadequate staffing (not having the right people in the jobs), unsustainable business plan, too many events
compared to the ability of staff to support them, lack of analytical thought, lack of specialized knowledge on
staff, too much of doing things the same way we’ve always done them, budget challenges, a governance
process that’s out of pace with the real world .... (IMO)

If there was one hurdle you could remove to make your association run smoother,
what would it be?

• The lack of accountability. So many of our employees don’t necessarily see the work they are doing as
having a direct impact on the membership, yet it does. If more of the employees could be more accountable
for their work and be more responsive to staff that work with the members, we could get a lot more done.
(Combination)

• Conservative thinking—living in the past. (Trade)

Words of Wisdom, cont’d.



77800.644.6646 • 703.739.1000 • WWW.MARKeTinggeneRAl.COM

• Less silos—more communication between teams and more collaboration. (Combination)

• Fewer problems with payment integration! We use Wild Apricot and PayPal for our recurring payments and
there are at least 2 members a month who have a problem with their renewal in PayPal. Ugh. (IMO)

• Membership structure combining organizational and individual membership creates an extra level of
administrative work. Simplifying to just an individual basis would help with efficiency. (Combination)

• Conflicting priorities. Our marketing efforts are heavily reliant upon our digital technologies. Competing
priorities often delay campaign implementation because we are in a holding pattern for the technical side of
the campaign. (IMO)

• Lack of trust. So many of our members have trust issues with us or one another or the very ground they
stand on. I would love it if people could get past the small talk and really tell me what troubles them and what
they need, because I truly think we can fix a lot of those problems for them. But people won’t open up and
admit they’re struggling, or won’t listen to our advice, or think we have some ulterior motive. (IMO)

• Unrealistic expectations, and the barriers between the two key sides of our membership. (Trade)

In your own words, what are the most important or successful lessons you have
learned in the area of membership marketing?

• Members are people too. They appreciate being paid attention to and knowing that we care about them and
their business. A lot of times, a little can go a long way so I don't hesitate to say yes when I can if a Member
asks for help. I try to go above and beyond. Exceptional service and consistent care are noticed and
appreciated. (Trade)

• Understand behaviors and watch for trends or changes. Know your certificants, what they do and what they
need...how they feel about their profession. As a staffer, value input from frontline customer service—they are
the life/face/voice of the organization. No matter your leadership role, get on the phones every so often
yourself to understand certificant and staff needs. We are lucky that our C-suite stays in touch with
certificants in some way, often conferences. It’s refreshing. (Combination)

• It’s important to understand what the needs of members are before developing a product for them. Market
research please. 2. One size doesn’t fit all—we need to change. Millennials do not want to pay for what they
don’t NEED. 3. Organizations need to be agile—bureaucracy kills! (IMO)

• Done right—direct mail for membership marketing is awesome! (IMO)

• Always start with understanding, at a deep level, the unspoken needs. Always focus on the member
experience. Never stop experimenting and learning.  Never undervalue or discount unnecessarily. Always 
aim high and stretch. Word of mouth will always be the most powerful message. Find ways 
to engage your members in spreading the word—without offering a monetary incentive. (IMO)

• Be comfortable regularly assessing and adapting the value proposition of membership. The needs of
members are not static. Utilize the many tools and channels to assess what members want and need —
what are they buying, reading, opening, attending? Are they sharing association communications with
others? Are they engaged as volunteers? Conducting formal feedback and research is essential. Share 
these findings with staff colleagues. Last, Association staff are not the best sources of what members 
need and want. Members are. (IMO)

• You have to tell them your message multiple times before they start to get it and use a variety of media.
People are so distracted by the glut of information available and they don’t have time to read it and process 
it all so you can’t assume that they’ll read your one communication. (Trade)
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Words of Wisdom, cont’d.

• Emotion drives sales. Messages have to honest, sincere, not sales pitchy, and show value. Show them how
they can’t afford NOT to join your organization. (Combination)

• To stop listing off all of the specific programs that our organization does to current and potential members.
Instead focus on relaying how what we do will help them. They need to know that membership will help them in
their career and not that they will have access to X number of tools. (IMO)

In your professional opinion, how do you think associations will change or evolve
to maintain their relevance over the next decade?

• Associations will need to cater more to the a la carte option. They will need to both provide various
membership levels as well as a wider variety of offerings. Exclusivity is no longer what members want. 
They want their association to be their one-stop shop for everything, and if it isn’t they don’t want to pay 
for all of it. (Combination)

• I think we’re going to need to remind prospects/members of the reason associations exist. I worry that the
younger folks coming into our industry are not “joiners”. Somehow we’re going to have to convince them 
of the relevance of joining or adapt our mission to better serve them in another capacity. (Trade)

• Associations will need to find services that cannot be provided by any other organization—such as
professional credentials. Networking can be online and social, professional development can be searched
online, knowledge is not valued as information can be easily gathered but status can only be gained by peer
review and credentials are important. (IMO)

• Through a continuing push toward invisible leadership accompanied by disintermediation—guiding the 
staff and volunteer leaders to “motivate and coach and mentor and guide” members to do things for
themselves! (IMO)

• They will have to focus more on the value added stuff; what they can provide to members that is not already
on the web. They will have to be more emotionally driven so that members stay in membership despite the
lack of tangibles (because they feel part of the network and agree with the overall mission). (Trade)

• I believe we may have to become more savvy in digital communications and make sure we’re
communicating and providing benefits/value in ways that are easily accessible and digestible to members on
the go. Our members have more distractions and busier schedules than ever before and the organization’s
job is to evolve so that the benefits it offers are accessible on the go and meet the members changing needs
(think: mobile/digital accessibility; tiered membership structures). (IMO)

• If your membership organization is predicated upon deep involvement then the association team needs to be
deeply involved. Customer service, however it is defined for a specific association, is paramount!  Content
and tools are widely available on-line. To be competitive, human interaction and person-to-person support is
critical...and expensive. (IMO)

• They must compete for a very limited amount of available volunteer hours—that will mean increasing staff 
or decreasing services—it will be interesting. Value must be visible to members or they will not join or 
renew. (Trade)

• I think associations are going to have to get more local. People want to be connected to something bigger
than themselves. If you can’t hold certification over someone then you have to give real, direct value. That will
bring more and more associations to focus on local markets, in-person gatherings, community. (Trade)






