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Membership Data: A Little At A Time Goes A Long Way
These days, developing your
membership-building strategies
around data is paramount. Knowing who your members are, how
they interact with your organization and its offerings, and why
they stay (and go) is key to developing effective and cost-efficient
campaigns.
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Before you launch a successful
campaign, however, you must have
solid data. Collecting the right data—
and in ways that do not put barriers
in front of members or prospective
members—is where the entire
process starts.
By the time a prospect becomes a
member, you probably have at least
some information about her. She
subscribed to an e-mail list or is on
a prospects-campaign list. This is
your foundation--a solid start. The
goal from here should be to build on
it carefully and consistently as you
interact with her.
The first major opportunity to collect
data is during the sign-up process,
when your prospective member
is making the transition to active
member. It’s the ideal time to grab
most of the data you need, right?
Not so fast.

Your new member is excited to
be joining your community, and
something you offer—likely a few
things—is what pulled her over the
line. One thing you can bet on: the
sign-up process is not one of them.
Sign-up and onboarding should be
as painless as possible. This is the
time to stoke that enthusiasm by
fast-tracking the process, so she gets
to what she wants, as quickly as
possible.
Once your new member is in, she
should be experiencing a different
level of engagement. This is an
ideal time to build on your data
foundation. Among the tactics we’ve
seen work: ask simple questions
in email newsletters and ask the
members to respond directly, or by
updating a profile. For example, you
can customize the question using
your member’s profile information,
such as her employer’s name.
Cross-reference this information
with something relevant about the
member’s employer--such as the
number of employees it has--and
you can ask, “We have that your
company has X-XX employees. Is
this still correct?” An accompanying
link takes her to her profile, and that
helps update your database. Similar
questions can be linked to different
fields in the member profile. Before
long, you have a robust data set.
Some other ideas to consider:
website pop-ups, self-service
member directories, and, of course,
the time-tested survey. Take care to
not overwhelm your members with
too many queries to complete these,
however. Pop-ups should not be on
every website page, and preferably

not the home page. Again, think about
why people are visiting that page
of your site. Odds are experienced
members have bookmarked internal
pages and are going directly to them,
while prospects are starting at your
virtual front-door.
As for survey frequencies, annual
member survey, or perhaps two
shorter surveys spread out every six
months, is not too much to ask.
Don’t forget about the renewal
process, too. This is an ideal time to
have your members confirm basic
details.
Regardless of which tactics you use,
remember to remind the members
how collecting (and verifying)
data will help their membership
experience. Nobody likes to input
data, but everyone will welcome the
outcome: a more valuable experience
for them, and a better association
overall.
The takeaway: Yes, collecting data
from your members is the foundation
of a successful, sustainable
membership-development plan.
But it doesn’t have to happen all
at once. Every department thinks
its data is what moves the needle.
Establish a consensus among internal
stakeholders about what needs
collecting as well as a steady plan
to get it done. Your members will
welcome the more subtle approach,
and you’ll still get what you need to
succeed.

Looking To Attract New Members?
Show Them What They’re Missing
In most associations, one of the
perks of membership is access to
a steady stream of high-quality,
informative content. From magazines
to videos, creating useful content for
members--be it to educate, inform,
or, in some cases, even entertain--is
a time-tested way to add value and
develop a sense of indispensability
about your offering.
But if members are the only ones
that ever see your members-only
content, consider altering your
strategy.
Some of the most effective
membership-marketing campaigns
leverage the very content
associations use to help keep
members around. The key, of
course, is using just enough to
entice prospective members but still
protecting the majority of the good
stuff for those that already pay for
it. As a bonus, you can use these
strategies to augment your datacollection efforts.
Here are several strategies we’ve
helped put in place that balance
attracting new members with
keeping most content under wraps,
while providing some valuable data
insights.

Custom email campaigns

Odds are, your new-memberoutreach efforts include sending
emails to prospects. Instead of
simply telling them about the
benefits of your association, show
them--using some content. Provide
links to one or two useful articles

you’ve published. Your CRM system
should be able to track click-thrus,
so you can get an idea of what
is resonating. Set up a campaign
that swaps in new content with
some frequency, but not too often-once every 2-3 months, say. This
keeps it fresh for prospects, while
safeguarding the amount of free
content being made available.

Landing pages

Setting up a landing page with
a simple data-collection form-name, email address, and perhaps
one relevant piece of information
germane to your association’s
membership types--is an ideal way

to let non-members read content. Put
an article, white paper, or perhaps
some presentations from a recent
conference you held behind the
landing page, and promote the effort
through existing channels--e-mail,
social media, etc.

‘Freemium’ website content

If you publish regularly to a news
or blog section, consider setting
up some of your content so that
anyone can read it, so long as a
name and email address is provided.
This approach allows your website
to work its search-engine magic
naturally, while both supporting your
membership-development and data(continued on back)
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gathering strategies. News websites use the strategy often to turn
browsers into subscribers; associations can follow the same path.

Webinars

One of the more popular and effective ways to inform and interact
with members is via webinars. They’re used as both lead-generation
tools and members-only educational benefits. If your association
does the latter, consider opening one up to non-members. We
recommend giving access to a recorded version, which helps keep
the webinar’s main target--your members--feeling like they received
the exclusive benefit of participating in the live version. If you have
the resources, consider a special webinar that targets prospective
members. Pick a topic that you know resonates with members, but
perhaps is covered elsewhere via their members-only content. Then
promote the webinar through your current prospective memberoutreach channels.
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These approaches can be used in combination, and they aren’t
the only ways to use your existing content to attract prospective
members. When developing the strategies, it’s important to strike a
balance between providing value and giving away too much content.
Establishing the related data-collection and analysis strategies is also
key to ensuring your efforts pay long-term dividends.
Helping set up and improve new-member campaigns is part of our
expertise. If you have a campaign you’re building, or one that could
use some freshening up, we’d be happy to sit down and talk.

GrassRoot Communication
specializes in the production of
direct mail, print and various
communications materials for
associations, non-profits, businesses
and government agencies. By
teaming up with us, you’re adding
a quarter century of experience to
your team, and gaining access to
ideas and solutions for connecting
with your audience in the most
effective ways. We provide all the
services you need for the entire
production process under one roof,
ensuring your project goes out
without a hitch.

Call us today to talk
about your next project.

