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1. Options For Growth

Where is the potential for growth?

What is your current penetration of
the sector?

Will you need new benefits to reach
other organisations?

Is the only growth option to approach
different types of organisations i.e.
expanding the member base?




The Four Growth Strategies

The Ansoff Matrix Framework
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2. Essential Recruitment Research

Member Recruitment Research: Self-Assessment
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Membership Review

What’s been happening over the past few years?

What is your current retention rate?
What recruitment tactics did you use last year?
=  What worked well and why? What failed and why? What surprised you?
Financials
Guidelines for recruitment budget? Past years?
Average cost to recruit a new member? Rule of thumb
What is the lifetime value of a member?
Past ROI?
Review your ‘member turnover’

=  What’s the story? Why are members leaving? Which can you do
something about?




Member Turnover Analysis

Sparkline

Members At The Start Of The Year

New Members Joining That Year

Members Renewing

Members Leaving

Members At The End Of The Year

Net Gain or Loss

Key events (to explain any the story)




What Is The Size Of The Opportunity?

What is the overall size of the sector eligible for membership?
s it static, growing or declining?
What is the take-up by sector?

Which groups are emerging, growing and declining?

Are any groups underrepresented and essential to achieving your mission?

Where Is Your Current Appeal?
=  Who has been joining? What is their profile?

=  What are the joining catalysts and triggers? *
=  Whoinfluences them?

=  What are their communication preferences?

What Is The Recruitment Process? From Their Perspective

= How long does it take? Any key dates or periods?
= Are there any barriers?




Member Review

Joining . .
P le R
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The Recruitment Process
From Their Perspective

awareness
interest

desire
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Useful Research 1

‘Fail-To-Join’ Research
Why? What happened?

Not worth the investment?
Not understanding the value of the benefit?
Not the right person?
Poor impression?
No funds?

Make sure your efforts are going to be productive!



Useful Research 2

Ask Existing Members

How has membership made a difference?
What can you do now that you could not do before you
were a member?
What makes membership a “must have”?
What makes membership indispensable?



What Are The Key Benefits Of Joining?

= Two ways to approach — more in Section 9

How Do People See You?

What is the level of awareness of your association?

What impression do people have of you? What is your
reputation? What does your brand say about you?

What first impressions are you giving?

Web site
Elected members
Branch volunteers

Your reception area & receptionist

Mystery shop your organisation




What Is Happening In The Membership Sector?
= What are similar associations doing in other countries?

= Review of successful recruitment campaigns. What made them
work so well?

Who Are Your Competitors?

. How are you different
Develop a strategy — more in Section 8

Who Could Be Your Recruitment Partners?

=  Who do prospective members turn to for advice?
=  Whoinfluences them? Useful to map out




Business Influencing

Support

: Organisations
Services

Customers




3. Targeting

By organisational characteristics
= Size — turnover or number of employees
=  Products or services sold

By situation

=  What is happening that has made them interested in joining?

=  What situations or catalysts trigger an interest in your association?
=  What action points do they put on their ‘list of things to do’?
What is the worry or concern?
Great opportunity to attract attention!
Develop specific resources for helping with these issues
Stranger > Friend, Friend > Member

By personal characteristics

= Job responsibility — Finance/Accounting; Plant Management; Production
Management; Safety Management; Human Resources/Training; Marketing;
Sales; Quality Control; IT/Web

Age




Situations That Might Trigger Interest

New legislation

Introduction of new technology

Looking to raise their profile

Internal process audit

Customer asked about

Looking to professionalise

Training need — H&S, sustainability, etc

New funds

New employee — previous employer was a member
Tender

New to industry sector & looking to make connections







Ask Prospective Members

Who Phone For Information

“What prompted your call?
What is happening that made you
interested in contacting us about

membership?”




To Find Companies In These ‘Situations’

Set up alert - Google

Scour the press or web

Use a business intelligence service e.g. Mandis
Let partners know

BREAKING
M ,N.Dls BUSINESS Call now to find out more \J?
Business [ntelligence INFORMATION 0844 5679986 1

- Updated Minute by Mint
Company Reports

Sales Leads Hevrs: ITE Group Plc - Strong Results - Job Growth Likely..

2 2 News: Travel Hotels Limited - New Hotel Summer
Business Intelligence Exigy

u Executive Moves

Browse by business sector
Employment Map The Mandis Intelligence Service is able to display both positive and negative business changes by UK Industry and Business Sectors.

London Moves Organisations within industry sectars or business sectars undergoing positive changes and industry developments are likely to be highly receptive prospective emplayers, as they are already
— seeking new resources to accommaodate their growth, e.g. new people, premises, assets and other senices. This creates unique new job opportunities fer petential employees to contact
Sector Reports directars or other senior executives, wha may themselves be new Executive Maves (New their before the company has ever advertised anywhere for new
- staff These are high quality new job leads

Liguidations

IMedia, marketing, advertising and publishing

Pasgword: ‘

Register now Consumer 9oods manufacturing

Printing, packaging and paper

Fublic sector and defence

SUBSCRIBER LOG N
Usemame: ‘ - noloay ',g IMining. engineering and materials processing

Energy and ufilities

SVANEWS |

Mandis Research Tn ki Finance and banking Retalling and whelesaling

S
THE SUNDAY TIMES

Food, drink tebacca and farming Suppart senices




MARKET Innovation and
Renewal
SALES |

Business Life Cycle

Different Issues At Each Stage

Useful for predicting needs GROWTH

PHASES Start-up Growth Maturity  Decline

Stage 1: Early/Infant (Start of the growth phase) Stage 4: Prime
Conception & emerging = Focus on creating new infants or growth

Focus on creating new products and services that opp(')rtu'n'ltles
result in sales =  Profitability

Finding and courting customers to produce more sales ~ Stage 5: Stability — The start of the aging phase
and orders . Focus on process, integration & measurement
Generating cash (new metrics) rather than results

Becoming profitable Cautious and systematic, predictive
Excitement Maintaining the status quo
Stage 2: Go-Go New people joining, consensus building & conflict

" resolution
Initial success

Finding more products and expanding product lines to SEEE Bureaucracy'
grow market share =  Complacent & risk averse

Managing inconstant profitability *  Administrative and rigid
Lack of depth of management =  Proliferation of middle management

Aggressive & quick to react . Loss of entrepreneurial edge
Stage 3: Adolescence Stage 7: Revitalize (or death/decline)
Professionalism of managers = Return to basics and rethink roles and skills

Developing consistent products, training and =  Managing the people and resolving conflict i.e.
administrative procedures old guard v. new player positions

Confident Culture change (to revitalise entrepreneurs)
Restructuring




Age Of The Prospective Member

Different Generations

GenY/

Millennials
(1925-1942) (1943-1960) | (1961-1381) | 1g0) g after)

View of .

Leadershi . .
-
Perspective Team-Orientated Self-Reliant m

They are
unimpressed by
titles, do not look for
approval & want to
have a life.

Silents Baby Boomers Generation X

They are collaborative,
tech savvy, socially
responsible, risk takers
& diverse.

They are delaying
retirement & thinking
of doing things with
their lives.

Skills include negotiating,
More? mentoring, resolving

disputes & facilitating.



Member wor d-of -mouth recommendations

How Prospective Members Learn or Become Aware of Your Organization

2011
(N=638)

2010
[N=405)

90%

91%

Association website

87%

88%

Email to prospects

6%

Promotion to/at your own conference/convention

4. Effective Recruitment Approaches

Most become aware of: 1t WoM recommendation; 2" Web & 34 Email

Most effective channel is: 1t Member WoM recommendation ; 2" Direct mail

Member wor

Most Effective Membership Recruitment Channels

d-of-mouth recommendations

N
2011

% Rank 1

2010

2011 | 2010

22

37

2%

Direct mail to prospects

1

268

15%

Email to prospects

125

m

10%

Promotion to

at your own conference/convention

84

266

Co-worker or colleague recommendations

Direct mail to prospects

Association-sponsored events

Cross-sell to non-members who buy your products or attend
your conferences

Local events/meetings

Association-sponsored social networking websites
{e.g., Faceboak, Linkedin)

Exhibifing at other conferences

Advertising in your own publications

Recommendations from/connections with other associations

Search engines [organic)

Public relations

Chapters

Employer recommendations

Advertising in outside publications

Faculty recommendations

Personal sales calls

colleague recommendations

92

270

calls

70

90

ehsite

94

359

2000
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on-members who buy your products or
orferences

85

238

ponsored events

94

226

pmmendations

29

150

mendations

27

128

34

188
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bther conferences

32

208

your own publications

7

226
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16
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19

192

5

9

158
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bonsored social networking websites
k, Linkedin)

16

226

neetings

NA

Job board

Accreditation promotion

Telemarketing to prospects
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promation

82

Telemarketing to prospects

LE]

Advertising in outside publications

128
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Search engine ads (paid or pay-per-click]

Paid banners on other websites

Radio or TV

Other

Do not know

Radioor TV

19

Upward Job board

94

Trend

Search engine ads (paid or pay-per-click)

80

Downward Paid banners

on other websites

51

Trend Other

13




Attracting Attention

Key - Valuable & relevant information
Raise your profile in the media — press, TV, radio, social media, etc. > ¥ ‘,
- 4
= Mention alongside issues il { Ji ’
: e
= Get to know editors!

GET THE BEST FROM YOUR MANAGERS
USE CHECKPOINT

Industry speaking opportunities

Useful information
= Checklists >
=  White papers

= >
Chacikdists help you guaral

Research reports T T T

publlcationi@mansgem org.uk 01536 207344
agerLorg ukichedipointdeme

Case histories

Benchmarking — business performance indicators, contract values, salaries (curiosity
factor!), etc

Work with partners to direct people to you
= Search engines - SEO
= Suppliers to your members
= |nfluencers
Members...







Net Promoter Score

How likely are you to recommend
membership to a colleague?

rFemce
Sittare Promoters




Home | Jon the FP8 | Contact Us | Live chat [ Search: | E=

FPB_ Forum of Private Business call us on: 0845 612 6266 N \J

You are here: o About the FPB ers, Real Banafit
e i Wh_y should
| join?

Real Members, Real Benefits - Video

eliewsletter sign-up
Online guides.

Benefits of membership

Business issues
Policy and campaigns
Hot tips

Publications

Susan Webster
( @ Finance Director - Reardon Smith Architects

Mews and media

Research

Downloadable templates Hifrs  Merieg & Drenf Flassieg  Gall  Beglowrants Shagpeey Mam =

Events

Tools and calculators
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Help Set Them Get Going

Conversation Starters




Useful Recruitment Information

Research About The Customers Of Your Prospective Members

= Likely to be very interested in knowing
about their customers e.g.:

= How do they like to buy?

* What do they find annoying when  Prosooctive
people try to sell to them? Members

= What most impresses them?

= Make a free summary available customers

= Make the full report free for members
or RRP (very expensive) to non-members
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Use Training or Webinars
To Help ‘Advance’ Prospects

How to ...

= Help get prospects into membership i.e.
reach your joining criteria

Include sessions on the pitfalls to avoid
Include members as speakers
Opportunity to involve partners

= Share £ risk

= Jointly fund

= Gain sponsorship




Invite Contribution

Appeals To Younger Members

Sign the petition Join the conversation Add to lessons learnt
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Lay An E-Pathway

Ezines — Help build ‘share of mind’
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5. When Not To Recruit

Recruitment

Attrition



6. Fee Structures & Categories

" Most associations have 3-5 membership categories

" Trade Associations
= Corporate/Company (Full)
= Associate
= Supplier
= Professional/Academic/Fellow
= |nternational
= E-only
= Basedon
= Size - Turnover or number of staff
= Number of sites
= Benefits consumed — tiered structure...




¥ Membership Levels

HOI offers several levels of membership (o match your needs and budget,

Membership levels at-a-glance

One Association Local Chapler

HOr's Annual Conference & Expo
discounts

Special event discounts

Training discounts

HOI eStore discounts

Web access for members only
Annual Subscription to Supportiorid®

Access to the Support Professional
Infarmation Network (SPIN)

Access to the HDI Support Center Salf-
Evaluation

Discounts for entire employee site
HOI Industry Leading Publications
Cnling Training

Bronze  Silver Gold Platinum Platinum Plus

v
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v v
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v v
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v v
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Valuable Benefits

What are members:
= Not doing - because they are short of staff?
= Doing - but at they don’t enjoy/don’t have skills or aptitude for?
What would they like to outsource?
Step in and offer these - examples
= |oCA SA - newsletter
= BPIF - HR Services
= FMB - Lead generation
" Find funding/grants
Focus
=  Help them (regularly) save time
= Help them grow their business
= Help them look good —image
Makes you an extension of their organisation — brilliant for retention!
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Level of real output

Benefit Development

Consider The Economic Cycle

Think Long Term

Peak

For Each Stage of The Cycle

" [ssues faced
= What keeps them awake at
night?
=" Where is the pain?
= Where are the risks?
= Where is the urgency?
=" How can you most help members
& help them manage the risks?
= What are the
= Must do’s/essentials
= Nice to do/non-essentials?



7. Growing Non-Dues Revenue

NRONN NN NN

Dues Reliance

= Trend is for subscriptions (dues) to account for smaller % of total revenue

= BUT revenue from other sources relies on the membership:

= Direct sales e.g. events, research, etc.
= |ndirectly —sponsorship, advertising




Non-Dues Revenue Streams

G . . ¥ Services & Benefits
Affinity schemes e.g. group insurance, credit cards, : _
Business Banking

utility or telephone discount schemes Independent Financial Services

9_.a q Factors
Advertising, sponsorship & product endorsement Finance for Business
. . . Telecom
Events: Conventions, conferences, training, CPD & Insurance Service
. . . FSB Card Payment Processing
networking meetings, webinars, etc. e

ol eys Medical
Trade show exhibitions mqba?aar@aym'mmms,

... . . " Print and Mail
Publications, information & statistics ﬂf:cesuhﬂmrﬁ

Data Services

Research Want to know more?
Added value service e.g. testing, consultancy FSB Optional Services

Fundraising events e.g. benefit dinners, silent auctions
Advertising vacancies
Licensing e.g. trainers

Investments w

<P
Grants icing
Raisin
New? Aggregated data - conversations Revenle




=  SERMO - An association for physicians have 125,000 free members

= They sell the aggregated content of the discussions to drug companies

sermo”

AND, the members get paid for posting valuable contributions!
= They look like a not for profit, but act like a for profit

(thsicians post observations and questions)
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Fregnancy M scariaga — m
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Dorescr 150
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Headache 12
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© PHYSICIAN COMMUNITY



Issues To Consider

First priority is to create value for members & be in alighment with
mission

= Second is to generate revenue — not the other way around!
Member perceptions of the arrangement — don’t upset members!

Consequences of exclusive deals — can upset other supplier
members

= Limit term of arrangement & allow all to apply

= QOpen and transparent selection
Organisational culture

= Tolerance for risk — what if it does not work out?
Start small — step-by-step




8. Dealing With Competition

‘Positioning’ Your Association

Where you sit in the mind relative to the competition
Making it clear how you are different

111e New
lt_lomng

Lateston th
World¥h Y BUsiness Str

DIFFERENTIATE
W j OR DIE

JACK TR
JaCI(%t WITH STEVE rc\.r)KanjT

with Steve Rivikin




Dealing With Competition

= Who are your competitors?
= QOther construction associations?
= The Web? Commercial organizations? Others?

=  What do you do that is different & unique that is of real value to the
potential member?
= On what key attributes are you different? E.g.
=  Your membership base - who is included?
=  Your focus ?
= Your specialist knowledge?
= Your benefits?

=  Possible positioning focuses — based on your special in-depth
knowledge of your members

1. Leadership —standards, best practice or benchmarking
2. Building relationships within your community
3. Representing the sector - influence — ‘The Power To Influence’




Attribute Grid

What are the possible attributes? A
YOUR
ASSOCIATION
Attribute A

THE
COMPETITION

Attribute B




Attribute Grid
National Influence (& B| | |

THE YOICE OF BUSINESS

Focus on I(D Focus on
individuals corporates

S
3
ol

Regional/Local Influence

CBIl — The power to influence | oD — You!! | CoC - Local




What Makes A Strong Positioning?

One word

Logical — makes sense

Valued by the member

Only you can claim — unique to you
®" Only one leader!

Will last - future proof

Weak positions
= Based on price or quality




9. Communicating The Benefits

Benefits of Joining XYZ Association

A. Information

E. Event
F. Journals
G. Training

E. Conferences

Put these into context



... and the outcome will be...

... and the outcome
will be...

*** Growing Their Business ***




Approach 1 - Describe Outcomes
Use the ‘So What’ Test

Turns Features Into Benefits




Lobbying

So what? Protect your interests
So what? You don’t have to worry

So what? You get a good nights sleep!



ave you
money

by being a Bll member

These are just some of the savings you could be making as a Bl member:

BEMEFTT LAVING YOU FROM®, .
Protanicnnl status invnluabbe
FREE lega helpline €100/ year
PREE focud safoty helpiine E50/year
FREE icerming amd DFS hatlines 00/ ypear
FREE doos supotvinor sallcilor hollne 00 year
Stk purchasing discounts L2000/ year
Discounted sirport parking £10/year
Energy savings £19000/ year
Discounted hank and credilidabd coimd trmrsaction miss LE00Iyear
FREE employmant contmis €100/ year
Discourled PPty SCCEss Soltons L50year
Ruduced rale AA biiakoown cover and vehicls insmmnce L6/ year
Discounted and tailomd insumnce LGB0 ymar
Discounted legal oxperiis Coves E150/pear
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Approach 2 — Don’t sell me.... sell me




Don’t sell... me lobbying

Sell me.... a good nights sleep
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10. Managing Membership

Who is responsible for recruitment & retention?

Involves everyone

Receptionist - DIRECTOR
OF FIRST IMPRESSIONS

Members — elected volunteers
Finance team —renewal letter
Look at all the communications members get
Include in all job descriptions
Create a retention culture
Depends on size — but usual to have a ‘Membership Manager’
= Useful to appreciate the membership journey

=  Consider link with Communications Manager, Marketing Manager, Events
Manager & PR Manager

Trade Associations

= Can separate recruitment from retention — use of Sales Agents
New role?

= Member experience manager




Conclusion

Raise your profile
Be easy to find — partners and search engines

Develop information around common issues &
situations that trigger an interest in joining

Show how you are different — what unique value you
deliver

lllustrate the value for different contact points
Qualify leads and manage accordingly
Keep relevant — review, revamp & retire benefits




Workshop Sessions

. Preparation & Research
. Triggers & Collaboration Opportunities
. The Four Stages in The Recruitment Process

. Lead Management & New Member Orientation




Workshop 1 - Preparation & Research

What questions do you need answered before you can develop a member
recruitment strategy and plan?

=  Who needs to answer the questions you have outlined i.e. members,
non-members, etc?

What different types of organisations would membership appeal to?

= What benefits (or experiences) appeal most to each group you have
identified?

How are the needs and experiences of members changing e.g. use of
technology/social media/etc? What impact will this have on your recruitment
plan? Will any new benefits be needed?

What do associations need to do to ensure they attract and appeal to
younger members (Generation Y)?. How can you ensure a greater
understanding of the experiences, outlooks and motivations of the different
generations?

Age Of The Prospective Member
Different Genera tions




Age Of The Prospective Member

Different Generations

GenY/

Millennials
(1925-1942) (1943-1960) | (1961-1381) | 1g0) g after)

View of .

Leadershi . .
-
Perspective Team-Orientated Self-Reliant m

They are
unimpressed by
titles, do not look for
approval & want to
have a life.

Silents Baby Boomers Generation X

They are collaborative,
tech savvy, socially
responsible, risk takers
& diverse.

They are delaying
retirement & thinking
of doing things with
their lives.

Skills include negotiating,
More? mentoring, resolving

disputes & facilitating.



Techno savvy | Digitally mature
Global | Diverse | Tolerant
Tolerant and informed
Inquisitive | Challenging
Demanding

Team players

Adaptable
Friendly
Pragmatic | Problem solvers ont
Peer orientated \mpat! \nstan 1attoo®
Optimistic D-\S\ntere:‘:‘e“g
Energetic d some
: owet >~

Rule followers | Conventional t 1o be indulee
Self confident Expec Wig a\n‘e::es
Feedback orientated g, video &2

. ones P for \Nork
Multi-task Glued 0P =7 w10 dres® T\ oey
Achievement | Outcome orientated No ide? without ech? ure
Focused | Goal driven Lost xre 2% me
Embrace social responsibility Self ce” ek riches &‘fa n

Se€ " pent ridde

Want to make the world a better place



Workshop 2 -Triggers & Collaboration Opportunities

2.1 What situations and issues act as catalysts and
trigger an interest in taking a look at
membership?

Which other organisations do prospective
members contact for help with the above? Who |t

else do they talk to? Who influences them? Draw S
a networking map for prospective members.

~_\

= Are there opportunities to collaborate with
any of these organisations?

Develop a list of attributes or characteristics that
makes an organisation/individual a good
prospect for membership.




Prospective Members
Networking Map

!
Business

- —
Support S I

Influencing
Organisations

NS




Workshop 3 - The Recruitment Process

Review the stages of the ‘AIDA’ recruitment process:

1st A — Attention/Awareness

2" | - Interest

39 D - Desire

4th A — Action

What activity would you offer at each stage to help them
move forward to the next stage?

What is the best way to communicate the advantages
and benefits of being a member? Why does this work
best? What other options do you have?

What does this diagram, which looks at the problems
encountered by buyers at face-to-face sales meetings,
tell us about how to ensure a successful presentation?




AIDA Model ‘A'ttention ‘I’'nterest ‘D’esire ‘A'ction
Comprehension . o
) ) Liking Conviction
Information Understanding )
. Preference Commitment
e Preliminaries Knowledge i
Description ) o Trial Purchase
Introductions Possibilities ]
) ) o Relevance Adoption
First Impressions Investigating . . )
o Positive Intention Join
Questioning
Examples of They meet with you .
possible . They fill in an
. They telephone They take your calls They ask about benefits
behaviour

Measure where

you & ask for

They attend an

They agree benefits

application form

information event ; MG FEIRG A (HS

you are by their They ask questions about They tell others
L They ask lots of They ask for a the joining process o

actions i.e. focus SuEsene N joining

meetin
on observable B They ask for approval for They pay the invoice
behaviour funds to join
What activity

would you offer
at each stage to
help them move
forward to the
next stage?




Problems Experienced In Hiring Process Vs. Impact On Purchase Likelihood If Improved

* Asterisk indicates that N < 25 for "Impact of Improvement” response hase.

igh Impact If Improve igh Impact If Improve Likely 10
Had poor Consider
presentation Furchasing)
skills 4
Did not understand
Seemed to lack my needs
enthusiasm for Did not craft :
winning my business compelling solution Did not listen
to my needs = to me
Lacked \ * .
professionalism . Did not cﬂnwnce.me of
& value | would receive from
= using his'her services Mean Impact
*Lacked strnrngl;_l of Improvement
references E3atigien vl A
past work were  Was late to
inappropriate in-person oy
for my needs. telephone Had @ Did not respond
meetings i, to my requests and
personal
Had poordy : g correspondences
writing skills - ch?m'm in timely manner
with me
Ed
Was overzealous
in trying to win {}Tamgd
my business too much (Somewhat
Low Incidence High Incidence More Likely
Medium Impact If Improved Medium Impact If improved to Consider
1 1 L . . . L 5 Purchasing)
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
(Experienced lhcideies of Prahilea (Experienced

Least Freqguently)

Most Frequently)




Workshop 4 - Lead Management & New Member Orientation

4.1 The telephone rings for more information about
membership. Develop a series of questions to help
you determine if the lead is hot (i.e. very keen),
warm or cool.

4.2 Suggest ways to orientate and engage new members.

4.3 Who is responsible for managing member
recruitment and member retention in your
organisation? Who do you think should be
responsible?




Closing Session

Results
Outlook

Chair: Alessio Rimoldi, Gen Sec BIBM
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