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GRC and The Schonher Group are partnering to enhance the quality of our membership solutions. To introduce our new
venture, we spoke with Erik Schonher, president and founder of The Schonher Group, about membership development.

What Makes
A Great
Renewal
Program?
Renewals are the lifeblood of any
organization. They provide an
ongoing revenue stream that is
relatively inexpensive to maintain
compared to the cost of acquiring
new members. In fact, experience
tells us that the cost to acquire a new
member is usually 150% to 200% of

annual dues while the cost to renew a
member is usually less than 12%.
It is often said that members “vote
with their wallets,” so if they like
something they pay for it and if they
don’t like something…they won’t
pay for it. Therefore, since a member
usually “renews” at the end of their
membership period, a renewal rate
can be an indicator of how satisfied
the member has been with your
organization (note that a renewal rate
may best be considered a “lagging
indicator” as it most likely reflects
the past relationship, and not the
member’s anticipated relationship,
with the organization). It is based, at

least in part, upon the culmination of
all interactions the member has had
with your organization.
One strategy towards attaining your
maximum renewal rate is to foster as
many positive interactions between
the member and the organization as
quickly as possible. A new member
has very little, if any, knowledge
of all features and services the
association provides. Even long-time
members can have trouble keeping
up with what the organization offers
as it evolves. This is why associations
should regularly remind members
what is available to them and how to
effectively access it.

A New Perspective: Member Renewal or Member Nurture
To this point, perhaps a member
renewal program should really
be called a “member nurturing
program.” In this context the
association is responsible for
socialization of the member into the
organization, which requires a well
thought out communication strategy
with the intent of helping the member

to be cognizant of their environment,
understand their options, and use
this awareness to become more
self-sufficient in benefiting from the
association’s features and benefits.
In so doing both the industry and the
organization become stronger.

your renewal/nurture program is
well thought out and delivered
properly. Therefore, here are five
tips to consider when setting up your
member renewal program.

As such, you want to be sure that

New member onboarding is important.

Make your member feel welcome and help them quickly access the benefits of
membership. This could include sending them a welcome letter and/or a new member
kit that contains FAQ’s and contact numbers, to a phone call and a series of notes from
other members in the area.

Every contact between the organization
and the member is important.

In truth, the organization will most likely contact the member more times than the
member will contact them. Therefore, be sure that every contact the member has with
your organization meets, if not exceeds, the member’s expectations. A good renewal
effort is implemented organization-wide and includes every contact point between the
organization and the membership. You can do this by making sure that: your website is
easy to navigate by looking at abandon rates, click-thru rates and time spent per page;
member services are responsive to phone and email inquiries; every letter or email you
send possesses content that the member will consider valuable.

Engage your members.

Research indicates that when a member initiates contact with the organization the
probability that they will renew increases by as much as 80%. When you reach out to
your members give them a “call to action.” This could include asking them to participate
in a survey, clicking on an article, make a call or attend a meeting or webinar.

Remind your members how you are fulfilling the
organization’s mission.

Don’t be shy. Your members joined because they believe in your mission and want to
support it. They want to know when the organization has been successful. This rewards
the member for making a good decision and reaffirms their belief in you. Therefore, as
is appropriate, include with each communication a brief, two- or three-sentence success
story.

Use multiple channels when you ask for the renewal.

A strong renewal series includes a minimum of seven efforts (2016 Membership
Marketing Benchmarking Report) and includes the use of multiple communication
channels. A strong series may look something like the following:

EFFORT

MONTH PRIOR TO EXPIRE

CHANNEL

1

3

Email

2

2

Letter

3

1

Letter

4

Expire

Letter

5

+1

Email

6

+2

Letter

7

+3

Telephone

In addition to this schedule,
you may want to include:
a) Sending a brief survey to the
member in their sixth month
of membership asking them
to “rate” their membership
experience to date and to make
a recommendation as to how

membership could be made better.
This will help you identify if there
are any issues and give you time
to address them with the member.
It will also help you anticipate
your renewal rates. Note: if you
do this be sure that you send an
email or letter thanking them for
their participation (if possible, also

give them a way to find out how
their opinion actually had impact
on the association by displaying
aggregate responses to the survey
on the website and/or even sending
a note to them if their suggestion
actually changes member benefits,
e.g. a new product, new service,
new webinar etc.)
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b) Send an email as follow-up to each letter. This will add impact to the
letter and will make sure that the message does get to the member.
c) Find your tipping point. Research indicates that length of time of
membership can impact the amount of effort (and cost) it takes to renew a
member. Basically, it usually costs less, and requires less effort, to renew
someone who has been a member for a longer period of time. Therefore,
analyze your renewals by length of membership to see if you might be
able to cut costs accordingly.
d) Finally, test. Testing offers, timing, channels and segments. What I’ve laid
out is where many membership organizations start. You may find that you
need to add efforts or channels. You may find that specific segments renew
more easily – or harder – than other segments.
While this list is not all-encompassing, I do hope that you found it useful as a
place to start.
Good luck!
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Call us today to
talk about your next
project.

540.428.7000
E-mail to: sherene@grcdirect.com

WEBSITES AND BLOGS MENTIONED IN THIS ISSUE:
Erik Schonher - The Schonher Group

