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What Do You Do When …?

– The Board wants you to explain a sudden drop

– You need to explain membership trends to your committee

– New leadership or management wants ―everything different‖

– You know what the problem is, and need to articulate it

– The Executive Director sets a goal for 15% growth in tough times

– You notice a sudden drop in your renewal rates, and you don‘t 

know why

– You have to ―fix‖ a problem you don‘t understand yet

– You have to launch a new acquisition program and don‘t know 

where to start

– You conduct a member needs assessment and it doesn‘t square 

with your membership stats/trends



Observations and Assertions

– Many AMS/membership reports seem inadequate

– Our goal as marketers is to understand the individual

• Convert their experience into compelling insight

– Determine how services add value to membership and how 

they don‘t

– Drive pricing, bundling decisions

– Identify ―hooks‖ for new members/purchasers

– Measure and diagnose attrition

• Understand penetration:

– Expand the universe where possible

– Focus where congruent with our niche/ability/services

– Determine why (or who) will never join/buy



What Are You Doing Now?

• How often do you report statistics

– Internally to staff

– Externally to Board, committees

– How good is your coverage, and do you track the right things

– How much detail is in the report

– How much acceptance of ―your definition‖ of membership

– Is membership seen as a driver of other revenue (conferences, 

publications, sections)

• How does your association conduct research 

– How do you report results internally, to members

– How does it match the data in your database?

– What kinds of monitors/‖early warning systems‖ are in place



Effective measurement: solid metrics

– Source coding   

– Metrics/targets 

– Defined expectations



Metrics: Big Picture/Strategic Measures
8 Basic Categories

1. Trends over time: declines/gains

2. Relative to competition: growing/declining share

3. Relative to universe: proportion of total

4. Subjective measures: aesthetics/internal opinion

5. External perceptions: awareness/satisfaction

6. Institutional perspective: strategic congruence

7. Sector-specific: areas of greatest/least strength

8. Investment perspective: future potential growth



Key Questions/Issues

"Research doesn't provide answers so much 

as it provides us with better questions to ask"

These always have to be answered

Even if we never ask the questions



Case Studies

Mini Case Studies: 

Examples Applied to Programs/Campaigns 



Case Study I: 

AMHCA (American Mental Health Counselors)

• Audience Research

• Performance Tracking

• Membership Marketing

• Conference Marketing



Association Description
AMHCA

• Professional association: short history of existence

#1 slowly growing: reinstatement  acquisition 

#2 strong competition: ACA, state chapters 

#3 low penetration: 6k members/80k universe

#4 dissatisfied with past creative: garish, no brand

#5 external: decent awareness: web, 3x/yr mail

#6 strategy: very concerned with growth, business 
model

#7 sectors: strong with students, tougher with 
practice

#8 future: expect product diversification, 
membership needs new techniques



Program Description
AMHCA

– Membership marketing program

• Splashy, joint publication-membership offer 

– Replaced with combo 15-for-12, $15 discount

• All mail, no integration or e-acquisition

– 0.45% acquisition, 1.1% lapsed reinstatement  

• Campaign economics

– 30-45,000 pieces, $0.52 cost per contact:

– Nonprofit Standard postage, licensure (free) lists

• Kept ongoing creative minimal 

– Initial tests inconclusive

– Limited leeway on changing offers

– Temptation to ―change it up‖ periodically



Early Results Resp. Rate

Lapsed 4,048 19 0.47%

NBCC 6,842 21 0.31%

States 26,533 77 0.29%

Total 37,423 117 0.31%

Rev. Total, per M $16,380 $438





Analysis/Strategy
Conference

– Research/audience analysis

• No ―core‖: only 20% are repeat/year to year attendees

• Awareness: 1) state assns & mail, 2) less peer or email 

• Low price, yet only 3.5 (5-pt scale) agree "well-priced"

• 86% would recommend attendance to peers

– Marketing campaign analysis

• Low volume: 1x mail to membership; 12x e- to 3,000

• Confusing graphics: not a strong tie-in to conference

• Skyline images/late dissemination (‗all speakers final‘)

– Strategy

• Increase frequency/reach

• More intimate graphics or cleaner look

• More intimate tone, better pre-marketing to speakers

• Add first timer and day pricing



Outcomes
Conference

– First year: 45% increase in attendance

• Set record for speaker proposal submissions

• 30% used first-timer discount; few one-day rates

– Marketing campaign 

• 2x mail to 10k/15k: members, past attend, cert. counselors

• No impact on e- program, poor web (pdf‘s only)

• Low-end graphics: 2-color budget but well organized

• More aggressive print advertising campaign

• Earlier dissemination: #10 ―introduction‖ package

– Prognosis: nowhere near out of the woods

• Location: San Diego low appeal (similar to New Orleans)

• No CA licensure: purely member & surrounding states

• More e-, less mail to ensure ROI

• Need to create habit, increase meeting‘s profile



– Converted from self-mailer format

• Provided brochure insert, freestanding reply

• Not enough consistency in graphics

• Joint member ($380), daily ($250), 1st timer  ($295) 

• What will future effect be of offers, better graphics?

Conference Brochure
6x9 package



Case Study II:

CRS (Catholic Relief Services)

• Quick Program Review

• Analysis of Donor Motivations

• Program Innovation

• Results



Typical Large Donor Program

– 350k donors, $55MM unrestricted giving

• High-frequency program: mail, phone, e-, web

• Multiple tracks: mid-level, lapsed, monthly programs, mini-

magazine, renewals, acquisition

• Acquisition program: 10-12 million pieces annually

• Costs per contact: $330/M house, $420/M acquisition

• Very mature: irrelevant to describe too much here

– Key point: methods used to evaluate program

• Positioning and segmentation studies

• Determine place with non-members and reasons for 
giving

• Benchmark results with competitors to determine 
response rates, average giving, revenue per contact

• Periodic internal sunset reviews of programs



Effective design





Feasibility: Fundraising
Typical Major Gift Program Assessments

Cumulative Cumulative Cumulative

Number of Gift Number of Total Number of Number of Total

Gifts Range Prospects Gifts Gifts Prospects Gifts

1 $500,000 3 $500,000 1 3 $500,000

2 $250,000 6 $500,000 3 9 $1,000,000

4 $100,000 12 $400,000 7 21 $1,400,000

8 $50,000 24 $400,000 15 45 $1,800,000

12 $25,000 36 $300,000 27 81 $2,100,000

18 $10,000 54 $180,000 45 135 $2,280,000

27 $5,000 81 $135,000 72 216 $2,415,000

27 $2,500 81 $67,500 99 297 $2,482,500

Gift-Range Table

Often our methods for projecting performance are very similar for 

programs with high-dollar asks: if  you’re responsible for 

sponsorship sales or foundation fundraising you’re probably very 

familiar with these techniques.



Donor DM control package 

#10 carrier “EMERGENCY APPEAL”

– Insert: quote/photo of Pope John Paul II

– BRE

– Double buckslip: reply/letter

– Special insert: Africa emergency 
insert/teaser 

– Affixed precancelled stamp

• Very simple package

– Not terribly creative

– Message is disaster focused-
brief history of CRS

– Inserts for the Catholic audience

– Cross on OE/recently tested into 
new logo, lifting response



TEST: MESSAGE/FORMAT
Only change to package: Small token included,  shows through window 

Attention-getter, tested best attached to reply

Worked better with ―traditional‖ audiences



TEST: PREMIUM
Only change to package: Small token included,  shows through window 

Attention-getter, tested best attached to reply

Worked better with ―traditional‖ audiences



Testing results: package comparison

A B C

# Mailed 364,945 150,000 50,000

% Response 0.71% 1.23% 0.77%

Average Gift $36.48 $23.73 $55.52 

Rev/M $257.26 $292.99 $424.76 

CPDR $1.38 $1.54 $0.93 

• A: New Refugee Control

• B: Control with Gold Angel Token

• C: Urgent Letter Package

Results of head to head tests 



I‘M CONTRIBUTING / MAKING A DIFFERENCE

PEOPLE IN 

NEED GET HELP

INTERNATIONAL EFFICIENT USE 

OF FUNDS

PROVIDES 

SERVICES TO 

THE NEEDY
I / KNOW PEOPLE WHO 

HAVE BEEN HELPED 

PROVIDES DOMESTIC / 

COMMUNITY SERVICES

FAMILIAR / KNOW.

ABOUT ORG.

WELL 

KNOWN

ADVERTISE / 

PROVIDE INFO

MORE PEOPLE WILL 

SUPPORT / DONATE

SELF 

ESTEEM
PRIDE 

DOING RIGHT THING

ACCOMPLISHMENT

PERSONAL 

SATISFACTION

NOT WASTING 

MY MONEY

CAN TURN TO 

THEM FOR HELP

BECOME 

SELF-

SUFFICIENT

PEOPLE ARE 

EMPOWERED

MAKING A BETTER 

WORLD / SOCIETY 

FEEL SAFE 

PERSONAL 

SECURITY 

RELIEVES 

SUFFERING

REACH MORE 

PEOPLE 

PEACE 

OF MIND

MAKES ME 

HAPPY

PLEASE GOD / 

CLOSER TO GOD 

PERSONAL JOY

DON‘T FEEL 

GUILTY

SHARES MY 

VALUES WELL ORGANIZED / 

MANAGED

HELPS ALL 

PEOPLE / DOESN‘T 

DISCRIMINATE 

I CAN SEE RESULTS 

OF MY DONATION 

THEY HELP 

WHERE I CAN‘T

CONFIDENCE / 

TRUST IN ORG. 

TRUST MY 

DECISION

FOLLOWING 

GOD‘S WILL

PEACE 

OF MIND

BACKED BY 

CHURCH

PERSONAL 

SECURITY 

Catholic Relief Services: Minor Donors Negative Pathway

Positive Pathway

ATTRIBUTES

CONSEQUENCES

EMOTIONAL 

BENEFITS

VALUES

Secondary Pathway
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7

8

9

6 7 8 9

Trustworthy

Caring

Efficient

Effective

Fair

Faith-

based

VisionaryInnovative

Traditional 

Popular

Leadership Traits Performance – CRS & Catholic Charities

Performance - ―Now, I would like you to rate Catholic Relief Services / Catholic Charities on how well it has or possesses 

the characteristics we just talked about.  Please use this scale, where 1 = Does Not Possess at All and 10 = Totally Possess

CRS 

Possess

Less

CRS 

Possess

More

Catholic Ch.

Possess 

Less

Catholic Ch. 

Possess 

More



Dignity – Concepts and Words

DIGNITY

Pride

Respect (General)

Respect For Yourself 

Person’s Head Held High Self Sufficiency / Independence

Respect For 

Others

―What comes to mind when you hear Dignity?‖

Self Determination/

Empowerment

All people are 

children of God

Treating Others

Well

NOTE:  Those elements in the outer circle had greater than 10% mentions; those in the inner circle had fewer than 10% mentions.



Linking To Research



RESEARCH: ―Looking Behind the Curtain‖

• How many of you conduct regular member research?

– How well does it fit your ―business‖?

– What kinds of vehicles do you use?

• Written/online surveys, focus groups, depth interviews

• Situation reports, trend analyses, environmental scans

– Do the findings enlighten

• Or is there a disconnect for specific decisions and 

applications?

• Are you able to maximize the value of your investment?

• Are the results tactical or very strategic/long-term?



Common Ingredients Of 

Member  Research

• Needs Assessments:

– Usage/awareness

– Brand image

– Importance/satisfaction

– Perceived value

– Affiliation/involvement/

relationships/engagement

– Communications/impediments

– Competition/

relative performance

– Interest in new services

– Drivers/motivators

– Media/format preferences

• Other Projects: 

– Specialized studies: 
readership, education

– Targeted member segment 
studies

– Targeted non-member studies

– Alternative techniques: phone 
surveys, depth interviews, 
focus groups

– Demographic profile/tags or 
―member censuses‖

– Targeted product 
development: 
subscribers/users



Avoiding Common Mistakes

• Common Mistake

– Loading up on surveys

– Asking about everything

– Accepting low response 

rates

– Bias toward ―smile sheets‖ 

– Editing for only ―actionable 

items‖

– ―Nothing new learned‖ 

– ―Missed some things‖

– Lack of time trend

• Simple Solutions

– Apply length limits

– Avoiding ―laundry lists‖

– Small samples, repetitive 

effort to secure response

– Asking tough questions

– Including questions with  

long-term implications

– Assess & manage

client expectations

– Do ―wishlists‖ up-front

– Compare ―old data‖



Things You Should Know With Research

• Things you can’t tell from 

your database

– Opinions

– Perceptions

– Changes of mind

– Differences across 

segments 

– Externalities: other 

memberships/value

• Things that link

to your database

– Decision support

– Feasibility 

– Verification/validity

– Link to probable retention

– Evaluation/growth potential

– Incidence/prevalence



Metrics

Big Picture/Strategic 

Specific/Tactical Performance



Declines/Gains
Indicator #1

• Our marketing programs are ―ruled‖ by budgets

– In turn our budgets are generally determined by:

• internal views: what represents a reasonable 
proportion allocated to marketing

• past performance

– So we track performance closely

• Keeps us accountable

• Key Measures:

• Financial 'lagging indicators': year-to-year and long-
term changes in revenue

• Behavioral indicators: response rates, clickthroughs, 
read rates, conversion rates

• Finer grain indicators: segment-level, seasonal 
patterns



Relative to Competition
Indicator #2

• Some focus shaped by how we perform relative to others 

– Associations/publishers/meeting sponsors

– Debating what to do with ‗opportunities‘ posed by 

collapsing/closing competition

• Key Measures:

• Market share gain or loss. 

• Tracking overlapping memberships or tendency for 

members to attend, read other events/publications 

(survey)

• General environmental scan techniques:

Visiting sites, tracking press releases



Relative to Universe
Indicator #3

• We should be concerned with ‗primary demand‘

– Growth/shrinkage in industry/professions served

– Relevant universe rarely changes

• Defined geography: state, national, international

• Key Measures:

• Environmental scan techniques:

Broad indicators such as government statistics 

• Draw distinctions between overall and feasible 

universe

• Estimate universe by meaningful segment (market 

entry, younger members)



Subjective Evaluation
Indicator #4

• Understanding and influencing internal opinions

– ―Marketing is doing well‖ often reflects aesthetic 
opinions

• Need to be ‗marketing educators‘

• DM drivers: list/audience, offer, then format

• Key Measures:

• Conduct and remind staff / committees of test results

Demonstrate what works best 

• Tap into ―Who‘s Mailing What‖/Market Relevance

• Develop sample file—
but common practices ≠ best practices!!

• Conduct copy & package evaluation focus groups



External Perceptions
Indicator #5

• Further refine your universe

– Identify ‗sales objections‘ and other attitudes 

• Determine their prevalence

– Measure awareness

– How much effort is required to achieve 

awareness and positive image?

• Key Measures:

• Consider conducting a syndicated survey: 

we relied on Campbell monitors for our donor sector 

• Conduct segmentation & positioning studies

• Measure attitudes of non-customers and profile them



Institutional Perspective
Indicator #6

• Tying into long-term strategies

– Occasional seismic shifts driven by strategy

– Strategic planning process may support 
repositioning, new market entry

– Generally a good idea to support association 

• Key Measures:

• Exercises comparing your marketing effort to future 
focused strategic plans and/or research

• Lending support if you run the market research function

• Strategic plans need reality checks: ‗Will It Sell?‘

• Measure early adoption: forecast success/resource 
needs



Sector-Specific
Indicator #7

• Tracking strong segment-level performance

– Understand differences in appeal by market

– With stagnant budgets, plans, you still some 

opportunity through ‗portfolio selection‘

• Choosing the markets you serve best

• Key Measures:

• Traditional RFM and list level performance

(response rates, rev/M)

• Tracking first-year conversion & long-term retention by 

sector/segment



Investment Perspective
Indicator #8

• Planning for the future (outside #6) 

– Accounting for long-term value

– Communicating this (budget justification)

– Ensuring sufficient budget for tests/‘fail-forwards‘

• Key Measures:

• Estimate straight line lifetime value 
Membership: (1/1-renewal rate) X annual dues 
Conventions/publications: factor in repeat attendee or 
subscriber rates

• Measure actual first-year conversion rates

• Incorporate cost of sales or servicing costs

• Rightsize: don‘t oversell marketing program‘s impact



Tools:
Statistics Specifically for  

“Membership Math”



STATISTICAL TOOLS:

Sophisticated Techniques, Simple Answers
Cross-tabulations

– Shows simple relationships between variables

Multiple regression:

– X=f(x,y,z) or Membership=function of dues level, presence of 
competition, penetration, service mix

– R2 ―explains‖ relationship between one variable and everything 
driving it

• Projections and forecast models

Correlation: relationships between two variables

Other techniques: 

• Logistic regressions: ―yes/no‖ predictions 

• Logarithmic: coefficients=percentage contribution

• Dummy variables: use to measure seasonality, time trends, 
effects of one-time shifts 



KEY CONCEPT: Lifetime Value

• What a member is worth once acquired, taking attrition patterns 

into account

– Defined as the reciprocal of your renewal rate:

1/(1-renewal)

– Example: ASAE average figures show: 

90% retention, 1/(1-.9) or 1/.10=10 years

– Financial perspective: ongoing revenue stream far in excess of 

cost to acquire 

• If dues are $120, acquired donor is really worth $1200 or a 

discounted net present value

– Exceptions: 

• High reinstatement, ―oscillation,‖ or mergers (in trades) 



KEY CONCEPT: Leveraged Value

• What a member is worth annually to the association, 

taking all behaviors into account

– Ratio of dues to non-dues attributable to members

• Direct and an acceptable definition of indirect

– In ASAE, 40% is dues revenue, 60% non-dues

– If the member makes a substantial proportion of 

purchases, every dues dollar is ―worth‖ $1.50

• Note: don‘t overlook associate member contributions, 

even if dues/non-dues distinction is blurred



KEY CONCEPT: Contingent Valuation

• Technique for measuring perceived value

• What would a person be willing to pay ―a la carte‖ for 

the direct benefits of membership (open ended)

– Zero is also an acceptable answer

• Take into account indirect industry/professional benefits 

to ―typical‖ company or individual

– Critical for articulation of the value proposition

• Ratio of value to dues paid key component of 

communications plan

• Remind members of how their peers value membership



KEY CONCEPT: Conjoint (Tradeoff) Analysis

• Research method used to measure consumer 

willingness to make trades

– Frequent use in commercial world, some elements 

applicable to us

• If you take away services, how is perceived value 

affected?

• Sunsetting programs to focus

– Need to take into account how many members rely on 

that one service, even if low overall interest

– ―Merchandising‖ total program



KEY CONCEPT: Demographic Tagging

• Using data collection to retain information on characteristics for 
specific individuals

• Develop aggregate profiles: overall, by member segment, 
purchaser/attendee profiles

• Collect variables relevant to the member, 
not ―one size fits all‖

• Understand/track acquisition results, long-term attrition

• Save yourself and members time in survey design and 
analysis (one-time collection)

• Drive stratified samples and sub-samples

• Drive 1:1, targeted communications 
(primarily for larger associations)

– Possibility: collect psychographics/motivators

• Example: Allegiance targeting system

• Commercial appends or survey data overlays



KEY CONCEPT: Sensitivity Analysis

• Projecting/forecasting the effect of future changes

– Measures of price elasticity

• Percentage change in membership

 percentage change in dues

– Percentage change in anything in response to a change in 

price (registration, etc)

• Common objection: 

– Too expensive, requires specialized software, outside expertise

» Simple answer: too important not to use tools

– Properly a committee/Board decision, not ―technical‖

» Decision rule: ―In absence of information, the loudest voice 

prevails‖



SPECIAL TOPICS: 

Data to Influence Decisions?

• Going electronic: preferred, or convenient?

• Raising prices: disaster,or necessary technique

• Associate member development

– Paying for good, effective business development

– Interactions with community of practice/industry

• Members/customers as distinct constituencies

• ―I only want the journal‖

• ―I don‘t mind paying extra for the good conference‖

– Akin to permission marketing, let the individual find their level

• A non-member customer may be worth $1,000 a year in 

revenue in your database



Research About Us

3 Broad Based Surveys of Association 

Program Performance
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2001 Study of Trade Associations
Consolidation Study for ASAE

• Trades: under-examined segment

– Examined financial structure

– Membership penetration

– Reactions to critical issue: industry 
consolidation, M&A activity

– Shrinking markets

– Potential impact on marketing 
programs

Revenue

45% dues

15% associate dues

20% exhibit fees

10% registrations

5% investment 

5% collateral/ancillary sales 

Expenses

40% government affairs

20% conference related expenses 

25% general overhead/ 

staffing/infrastructure

15% service specific expenses

`



Trade Association Study
Marketing Tactics & Responses

• Reactions/Issues:

– 64% indicated no direct competition: lack of urgency?

– 73% concerned with lost operating revenue from dues; less than 40% concerned 

with lower willingness to pay, exhibitor revenue, other ancillary issues 

– Most would increase recruitment but also diversify services, focus on retention

– Few of us move aggressively into new markets, change dues structure, or 

reduce expenses.

`

14%

18%

18%

41%

52%

55%

0% 20% 40% 60%

Other methods 

Web site/outbound e-mail marketing

Exhibits at other associations' trade shows

Personal sales visits 

Response to incoming inquiries 

Proactive direct marketing (mail/telemarketing

campaigns)

• Most rely on a mix of 

marketing and sales.

• Many are not proactive at all. 

• Response to changing 

conditions becomes more 

challenging.



#2: 2006 Study of Nonprofit Programs
Revenue & Frequency

• 70 participants

– 12 human services or relief 12, 10 
faith-based, 8 voluntary health, 20 
other charities, 19 membership 
associations

– Averages below include zeros: 
15% no DM acq, 34% no DM 
other, 60%+ no TM, 24% no email

1-Year $ % Chg. Median

DM acquisition 2.9%

DM house file 1.7%

DM other 1.2%

TM active 0.3%

TM lapsed 0.3%

Email 3.7%

Total Efforts/Campaigns Median

DM acquisition 3.4 

DM house file 7.9 

DM other 2.1 

TM active 0.4 

TM lapsed 0.4 

Email 6.0 

Total 20.1 

`

Added at least 

one campaign

65%

Eliminated a 

campaign

17%

No change

18%

Changes Over Past Year: 



Program Size/Productivity Mean Median

DR program annual expenses $3,992,108 $1,158,651

DR program annual revenue $14,583,418 $3,400,000

Approximate Cost Per Dollar Raised $0.43 $0.35

Average revenue per active donor $64.20 $60.50

Average gifts per active donor 3.06 1.83 

Revenue per contact $11.89 $6.50

Revenue per campaign $347,171 $86,275

`

Average (mean) DM acquisition mailing 1,407,096

Average (mean) DM house file campaign 220,984

Average lapsed donor mailing 223,253

Average low dollar mailing 34,265

Average telemarketing to active donors 42,305

Average telemarketing to lapsed donors 10,713

Average size, broadcast email campaign 81,683

• Average program

– Reasonably productive, good 

revenue per average donor 

and securing multiple gifts per 

name on file.

– Efforts conducted typically 

low-cost/good economies of 

scale.

Program Profiles
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Individual Program Analysis:
Relationship of # of Campaigns to Gross Revenue 



7% 4%

10% 15%

15% 7% 9%

11% 15% 13%

16% 24% 13%

27% 12% 27%

27% 25% 20%

0% 20% 40% 60% 80%

Changes in the organization's overall budget 

External factors such as higher awareness or greater 

program-related fundraising opportunities

Changes in marketing strategy 

Natural causes: changes in our overall file size or within 

segments

 Changes in donor responsiveness/response rates 

Changes in our average gift/revenue per donor 

 Changes in our cost structure affecting ROI 

Top Reason

#2 Reason

#3 Reason

Size/Factors Driving Changes

Overall Program Mean Median

Total Contacts 18,350,334 1,737,500

Total Acquisition Volume 12,569,379 300,000

Total House File 2,642,416 175,000

Total Telemarketing 93,415 -

Total Email Volume 1,731,708 51,200

Total Lapsed/Low Dollar 1,007,529 3,500

– Association/nonprofits included 
some very large programs 

– Somewhat diverse, but heavily mail-
reliant

– Changes are reactive to external 
characteristics: gift size, overall 
return, response.

– Rarely do we proactively change 
strategy or budget levels.



2007 Study of Member Acquisition 

175 participating associations

– Benchmarking for rightsizing 

exercise for large association

– Evaluated variety of marketing 

methods

– Measured cost per contact, cost per 

acquisition

– Critical points: word of mouth is 

critical: accounts for almost half of 

members

– Largest number indicate member 

recruitment as #1 source

– Our DM campaigns and web/search 

programs account for a relatively 

small proportion

– Strong factors shaping size/range of 

tactics we can use

Membership Recruitment #1 #2

Direct mail 19% 14%

Electronic (email/Web) 21% 32%

Direct/personal sales by staff 17% 21%

Recruitment by members 35% 22%

Other methods 9% 11%

`

Source of First Exposure Share

Word of mouth from others 46.4%

Direct mail campaigns 10.5%

Attendance at events 16.4%

Advertising/publicity 5.2%

Web site visits: search engines 11.0%

Other venues/sources 10.5%



Member Acquisition Programs

– Programs vary considerably by size: 

profile included some state level 

associations and natl/intl. trades 

– Not seeing much growth, but solid 

programs, accounting for long term value 

– 12% are extremely and 60% somewhat 

satisfied with performance

– Most common recent/anticipated changes:

• Adding new technologies/capabilities

• More sophisticated use of our database 

• Adding new membership campaigns

• Increasing frequency, traditional 

channels 

• Increasing membership marketing 

budget

Program Size Mean Median

Current members 23,761 2,515

Members last year 23,284 2,600

Retention rate 84.9% 86.0%

Acquired members 5,146 300

Avg dues rev/mem. $1,606 $264

Annual acq. revenue $479,900 $165,000

Est. gross LTV $56,243 $2,220

`

Mean Median

Campaigns/efforts 4.6 3.0

Contacts/campaign 38,700 1,100

Response rate NA 2.3%

Contacts-annual 351,100 3,750

Mean Median

Overall budget: membership marketing $198,300 $50,000

Total recruitment expenses $86,600 $30,000

New member acquisition cost $152 $95



Member Acquisition Programs

Important Driving Factors #1 #2

Value proposition 44% 25%

Increased competition 19% 31%

Industry trends 14% 13%

Generational differences 7% 12%

Employers reimbursing dues 5% 13%

Other factors 11% 6%

`

Market Statistics Mean Median

Estimated universe 110,500 10,000

Prospects in database 11,790 2,000

Membership Penetration 47.6% 50.0%

Market Statistics 351,100 3,750

– 37% indicate overall membership increase;

– 52% about the same

– 11% decreased

– By segment, students, associate/suppliers, 

and international less likely to grow

– Market penetration is roughly 50%

– Key issues 

• What is the industry awareness?

• What share of tracked prospects are 

viable?

• What are the attitudes of the former 

members?

• What proportion of growth is necessary 

for replenishment?



Conclusions from Research
Key Tenets

1. Programs vary greatly: driven by history & internal 
factors such as budget. Not rightsized per se. 

2. Comparing across programs: not as helpful 

although averages good for benchmarking

3. Programs do fluctuate over time: adjusted to 

reflect circumstances, optimize performance

4. Any effort with metrics is likely to pay off: ask big 

questions, avoid subjective evaluations

5. Consider economies of scale, efficiency & 

effectiveness of potential program changes


