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Membership 
Methods to Recruit

And

Retain Your Members

- Focus your recruitment efforts on the benefits of joining, and the features of what your association does.

· Try to think like a prospect when identifying membership benefits

· What do they want?

· The three keys to effective membership recruitment and retention are:

· the ability to personalize your message

· the ability to customize your approach

· the ability to empathize with the prospect

· Regardless of the method of recruiting, prospective members will have objections.  

· The most important thing to remember when thinking about ways to overcome objections is to listen carefully to what the prospect is saying before responding.

· We were all given two ears and one month and we should use them in that proportion.

· It is natural for recruiters to become defensive when someone presents one or more objections.  Do not get into an argument.

· One technique to overcome virtually any objection

· Feel-felt-found

· “I know how you feel.  I felt the same way myself, but I found that membership was really a great investment.

· Common objection:  “That’s a lot of money.”

· Things to consider:  The most commonly heard objection is about the money.  You need to be prepared to overcome it.  When prospects say that it sure costs a lot of money to join, they haven’t said that the association isn’t worth the money.  They just said that the amount to join is quite high in their opinion.  Don’t consider this comment as a final decision not to join.
· Things to avoid:  The first thing many recruiters do is disagree.  They try to convince the prospect that the cost of joining isn’t a lot of money when you look at all of the things your association does.  This gives the prospect the feeling that you have just said that the prospect is wrong about whether or not it costs a lot to join.  Even worse than telling the prospect he or she is wrong is the fact that the prospect gets the immediate feeling that you are not listening!  If the prospect thinks you are not listening there is little chance that the prospect will be convinced to join.  Another method that is often used to overcome the money objection is to compare the cost of joining to something else to which the prospect can relate.  Recruiters who may know the prospect on a personal basis most often use this technique.  Trying to compare membership to something else rarely does the trick.  Stick to the real benefits of membership as they apply to the specific prospect.
· Suggested responses:  What you need to do in this situation is agree with the prospect.  If the prospect says that it costs a lot of money to join, you need to respond by agreeing that it is a big investment.  You need to explain that the dues reflect the amount of money it takes for the association to deliver the programs and services that can help the prospect’s business or career.   Then explain how they can get a good return on such an investment.  Remember that you don’t want to argue with the prospect over the cost of joining.  It’s not the amount of money to which people really object.  It’s the fact that they don’t understand what value they are getting for their money.  You want to ensure you aren’t bogged down in a discussion of the value of dollars versus dollars.  First, it’s an argument that you can’t win.  Value is a subjective thing and only the prospect can determine his or her perception of five hundred dollars or ten dollars worth of membership value.  Secondly, why argue over the amount of money it costs to join when it can’t be changed?  Money is usually an issue so the best thing to do is acknowledge it.  At the very least, the prospect will know that you are listening.  Agree with the prospect that it is a big investment, but suggest it’s the king of investment that will be returned many times over.
· Common objection:  “I don’t have the time to participate.”

· Things to consider:  Perhaps the second most frequently heard objection is that people don’t have time.  Prospects will say that they’d like to join your association but they are just too busy to participate.  They think that if they can’t participate there’s no sense in joining.
· Things to avoid:  When many recruiters hear this objection the tendency is to go right back into all of the basic reasons to join.  They immediately start to tell the prospect about all the things that they’ll gain if they just try to go to one meeting or participate in one program.  Don’t tell the prospect how participating in programs and coming to meetings will benefit him or her because you were just told that the programs that require a physical presence are not of value to the prospect.  This just reinforces to the prospect that you are not listening.
· Suggested responses:  Since lack of time is a common objection, you need to be prepared by having at least two lists of reasons to join in your mind when approaching potential members.  One list should include those benefits members get from participating in associational activities.  This would include conventions, education opportunities, seminars, workshops, and son on.  The other list consists of benefits members get even if they never leave their home or office.  This would include things like publications, insurance programs, government relations programs, and video programs.  This list is the one to focus on first when prospects say they are too busy.  Let the prospect know that you understand how busy he or she is, and that fortunately there are reasons to join that don’t include spending a lot of time attending meetings.  These programs and services alone are worth the cost of membership.  This doesn’t mean that you should ignore the benefits that require an investment of the member’s time.  It just means that you need to customize the way these benefits are described to this particular prospect.
· Common objection:  “I don’t like some of the association’s policies.”

· Things to consider:  The fact that people don’t like some of the policies of your association is certainly understandable but it’s not necessarily a reason for people not to join.  They may not be familiar with the way policies are established in the association. 
· Things to avoid:  Don’t be defensive about your association’s policies or position.  You aren’t going to change them or get this one prospect or group of prospects to join.  When you try to defend specific positions of your association, you risk getting away from the reasons you are talking to the prospect in the first place, which is getting them to see the value of membership.  Don’t let the policy disagreement be the only benefit that you discuss.
· Suggested responses:  When somebody says that they have an objection to a position that your association took on a particular issue, you need to tell him or her that you understand that there are two sides to just about every issue.  One of the things you like to do in your association is recruit people with different viewpoints so that you can hear both sides of the issue.  The great thing about your association is that it is a one-person, one-vote association.  In order to change policy the prospect needs to join and have his or her voice heard.  You also need to point out that there are opportunities to shape the association’s policies but those opportunities are reserved for dues-paying members.  If the prospect really wants the association to adopt his or her opinion, then joining is the best and only way to make that happen.
· Common objection:  “I’m already a member of another association.”

· Things to consider:  Many individuals or companies are members of more than one association, so it should be not surprise when prospects say that they are already members of too many associations, or that they are already active in another association.  They may even indicate that one of these other associations is one of your competitors. 
· Things to avoid:  This situation can become a real trap for the recruiter.  If the prospects say that they like your association but they are already members of a competing association, you need to be careful not to get caught in the position of comparing one to another.  Without knowing it, you may be talking to somebody who is very active or maybe even a current or past officer in that other association.  You need to be careful about saying anything negative about any competing association.  Even when you begin your response by complimenting the other group, don’t make the mistake of saying in the next statement that it is a good group but it can’t do for the prospect as much as your group can.  This implies the other group is inferior and that the prospect made a mistake by joining.  Before making comparisons to other associations you need to spend some time understanding whom your competition is and what these associations do.  That way at least your facts will be correct when comparing benefits.
· Suggested responses:  When prospects say that they are already members of several other associations, one of the things that you want to point out is the fact that many members of your association are also members of more than one association.  This is because they believe that they get different benefits from each association.  If you know your competing associations well enough, you can point out the differences between the associations.  You should avoid talking about programs where the two associations overlap.  After all, why would the prospect want to pay dues to two associations to get the same benefits from both?  By pointing out the benefits your association offers that competing groups don’t, you can let the prospect draw they comparisons.  Let the prospect know that joining more than one association is something that is done all the time and that this new membership is an additional investment needed to get additional benefits.  You are not asking the prospect to drop the membership in another association to join yours.
· Common objection:  “I’ve listened to what you’re saying but I just don’t see the benefit to me.”

· Things to consider:  When prospects say that they’ve heard what you’re saying but just don’t see the benefit; they are basically saying that you haven’t said anything that they feel meets their needs.  You haven’t found out what it is about an individual’s career that can be helped by joining your association.  It probably means you’ve described your association’s features and activities and haven’t focused on its benefits.
· Things to avoid:  In this situation, there is a temptation to ask the prospect what he or she would like the association to do for him or her.  This is a very difficult way to get people to join.  When you ask the prospect to identify his or her key need, it can appear as though you are going to say whatever it will take to get them to join.  In general, people are very leery of this kind of approach.
· Suggested responses:  Rather than giving the prospects the impression that if they’ll tell you what they’d like to hear you’ll be glad to say it, a more effective response is needed.  You could ask the prospect to put aside what you’ve already discussed, and try to envision starting a completely new association.  Ask the prospect to identify the very first thing this “new” association could do to provide value to the prospect.  As the prospect describes what he or she would like to see happen in a “New” association, the prospect is really describing exactly what he or she wants your association to do for him or her.  What they’ve done is to identify the benefits that they are seeking from any association.  This allows you to adapt your presentation so it highlights those specific programs or benefits that can best meet the prospect’s primary needs.
· Common objection:  “I get the benefits whether I join or not.”

· Things to consider:  This objection is probably the most frustrating one you are going to hear.  It is most frequently mentioned when discussing the benefits provided by legislative and advocacy programs that benefit the entire profession or community.  What makes this objection especially frustrating is that fact that the prospect is correct that he or she WILL get the benefits whether he or she joins or not. 
· Things to avoid:  When potential members say there is no need to join because they are going to get the benefits anyway, you need to avoid getting frustrated and upset.  Try not to respond to the objection by telling prospects that you merely want them to contribute their fair share for the benefits your association provides.  This may seem like a rational response to the objection.  It can seem particularly reasonable for a volunteer recruiter who may feel cheated because he or she is paying dues, but it is actually a rather negative way to get people to join.  When you make a statement like that, it almost sounds as if you are trying to get the prospect to join the association out of a sense of guilt.
· Suggested responses:  By putting a slight twist on this response, you can put it on a more positive basis.  When prospects say that they are going to get the benefit of the association’s efforts anyway, you need to think before you react.  You might want to respond to prospects by saying they are right, or by agreeing that they get the benefit of that the association is doing and that you are proud of the accomplishment of your association.  Tell the prospect it’s not a question of being effective, it’s a question of how much more effective the association would be if it could represent the entire profession rather than just the portion you currently represent through your existing members.  Suggest that the prospect join for a year and see how much better off everyone will be when the whole profession is united.  You need to reinforce to prospects that the benefits they are already experiencing would be even better if they and other nonmembers would join.  It is a much more positive way to overcome the objection.
· Common objection:  “I was a member once before and didn’t like it.”

· Things to consider:  If this objection comes up unexpectedly then you probably haven’t done enough research on the prospect before approaching him or her.  This can be a very embarrassing objection to face because you are already telling the prospect to some extent that you don’t know the person you are trying to recruit.  This shows little or no personalization.
· Things to avoid:  The initial reaction to such a statement would usually be to ask the prospect either why he or she left the association or what it was that they didn’t like about the association.  However, both of these questions are going to get a negative answer and will put you on the defensive right away.
· Suggested responses:  If you are learning for the first time that the prospect is a former member, perhaps the best way to meet this objection would be to ask what was the last year that he or she was a member.  By doing that you get the prospect to focus on a period rather than on a negative thought.  If the prospect says that he or she has been out of the association for more than one or two years, you have the opportunity to take control of the conversation by saying that you’d like to bring them up to date on some new and valuable benefits that have been added since he or she was last in the association.  In this manner, you can concentrate on the positive new benefits of being a member now.
· Common objection:  “I’d like to think it over.”

· Things to consider:  This is somewhat of a variation of the “I just don’t see the benefit” objection.  It doesn’t mean that the recruiter hasn’t done a good job.  It just means that the prospect doesn’t want to make a decision at this time.
· Things to avoid:  Don’t force the issue.  There is a danger of coming across as an aggressive salesperson if you insist that the prospect make a decision right now.  On the other hand, don’t give up at the first mention of this desire to think it over.
· Suggested responses:  There are three ways to overcome this objection without seeming too aggressive.  First, you can tell the prospect that you understand and you will be happy to get back to him or her.  Then, ask when would be a good time to follow-up.  Ask him or her to be as specific as possible about the date and time.  This allows the prospect to feel he or she isn’t being pressured and allows you to pin down the time when a decision will be reached.  Then you can ask if the prospect has any questions or would like any additional information sent before the selected time.  If the prospect responds with a specific request, you will have the chance to show what great follow-up service the prospect is going to get when he or she joins.  Second, you can invite the prospect to attend an upcoming function to get a sample of the benefits of joining.  This keeps the association and the prospect involved with each other while the prospect thinks it over.  Finally, you can try to get the prospect to make a decision more quickly if there is an incentive to join now.  This incentive might be a gift or a reduced-fee offering to new members who join by a certain date or even the ability to be in the association’s soon-to-be-published directory.
A Four-Step Program for Membership Retention

The following suggested four-step system is one that can be put in place in virtually any association to increase the chances that members will renew year after year.  These four steps call on your association to do the following:  focus on new members, establish a system of new member orientation, try to get everyone involved in some association activity and give some form of recognition to those who do get involved.

Step One:  Focus on Newer Members


No association wants to give the impression of giving preferential treatment to one group of members over another.  However, when you are trying to increase the overall retention rate it makes sense to do something special to retain newer members.

Studies done by various associations, including the American Society of Association Executives and the American Chamber of Commerce Executives, indicate that first- and second-year members are the most likely to drop out of associations, with first-year members making up the highest percentage of non-renewing members.  This means many members never renew – even one time!  Your association needs to let new members know they are special.  Try to identify as clearly as you can why people or your association may have hundreds or even thousands of new members coming in over a very short period.  That makes it even more important to have a system for keeping careful track of your new members and identifying why they joined.

This tracking can be done by having a space on your membership application for new members to indicate why they joined, and a place to list who sponsored them or recommended them to the association.  By going back to the referring sponsor, you can identify more specifically, why the person joined.  You can reinforce those reasons when you make your first contact with new members.

For these initial follow-up contacts with new members to have any real impact, they need to happen within a relatively short period after the member joins.  Ideally, this would happen within the first 30 days.  In larger associations, it won’t be possible to follow-up individually with every new member, so you need to depend upon your chapters to do this.

Your association should expend some additional and directed resources to keep first- and second-year members since they are the members most likely to drop out of your association.  Be sure to understand what benefits members want as they are joining and reinforce those benefits early in their first year of membership.

Step Two:  Establish a New Members Orientation System


Even if your association can identify specific reasons why people are joining, you still need to follow up with your new members and let them know that, in addition to the reason they joined, there are other reasons for staying in the association.  This second step in a planned retention system is known as the new member orientation step.  There are two ways that associations orient new members.  One way is through new member orientation meetings and the other is through the new member kits.


Holding orientation sessions for new members is very effective ways of letting new members know that they are special to your association.  You should try to bring groups of new members together to talk about themselves, about the association and about what they expect the association to do for them or their company.


Another important and positive aspect of holding new member orientations is the fact that new members get to gee other new members.  This can serve as positive reinforcement for new members because they see that they weren’t the only ones who joined the association and are reminded that they have made a good investment.


If your association is structured so that it can hold new member orientations, make sure to use the orientation time wisely.  Don’t just have an orientation where one officer or staff person after another tells new members about your association’s structure and policies.  This is sometimes referred to as a “taking heads” orientation.  This can be a very boring experience for the attendees and really doesn’t help your association learn anything about the new members.


Spend some time talking about the individuals and their careers.  Someone should take notes as the new members talk and use the information to follow up with him or her on a personalized basis.  You can write to them and say, “Thanks for coming to our orientation.  You mentioned that you were interested in our insurance programs.  Here’s the information that you were looking for.”  It’s a good way of reinforcing to a member that your association is listening to them and is concerned about them and what they represent.  


Rather than trying to hold new member orientations as a method of welcoming new members, most associations orient new members by sending them a new member packet or kit.  These new member packets are packages of information that are sent to new members immediately after they join the association.


Inside these new member packets, new members will find such thins as a membership plaque, a directory or officers, a welcome letter from the president, a membership card, information about insurance programs, information about conventions and meetings, information about educational programs, three copies of the most recent newsletter, a sheet that asks they new member to sign up for a committee, and a list of who to call at the national office for more information.  The fact that these new member packets are so stuffed with material is why they are sometimes known as “hernia kits.”  They are so heavy and full of information and materials that they give the person who delivers them a hernia!


This scenario may sound funny, but actually, it’s not.  Association think that because they’ve put these new member packets in the mail that they have thereby oriented their new members.  All they have really done is got these “hernia kits” off the shelf and into the hands of their new members.  The association is eager to meet its service goals by getting the material to the members.  The new members have a different priority. They would like to get something valuable for their dues investment.  “Hernia kits” frequently meet the association’s need, but they rarely meet the new members’ needs.


When people get their new member, packet they look for the enclosures that will give them what they want from the association.  This means that many new members begin this mail orientation by taking two things out of the new member kit.  First, they take out the membership certification or plaque and hang it up so that people will know that they’ve joined.  The certificate gives the new member a sense of belonging and recognition and it can be used as a marketing tool for companies.  The other item that they often take out right away is the membership directory and the first thing they look for is their name.  That’s fine if they joined just in time to be in the directory, but most of the time people look in the directory and find they are not in it.  Now your association has a brand new member and the only things he or she has received so far are disappointment, a certificate, and maybe a hernia.  Your new members have the disappointment that they are not in their association’s membership directory right away.  They have the hernia from lifting the packet that all of the new member information was in.


They take the rest of the information in the hernia kit and put it aside with the intent of reading through it when they get some extra time.  In most cases, they never get that extra time.  Since they really haven’t been “oriented,” it should come as no surprise that when your association sends the renewal notice to these members at the end of the year they don’t come back.  The problem is that the new member received this information in a format that wasn’t conducive for them to understand exactly what it was.


If your association uses a new member kit to orient new members, you might want to break it up and send out parts of it over the course of the year.  Your association has twelve months to get all of this information into the hands of new members, so there is no need to send it all at one.  Since new members are among the most likely to drop out of the association at renewal time, be sure to tell them from the start that they are special members.  Tell them that over the next few months they will be getting lost of information.  If they have any questions, there is some place they can call to get answers.  New member packets are a necessity for many associations but they need to be used effectively.


There is also a way to turn the new member’s disappointment at being left out of the current directory into a more positive event.  Instead of ignoring the fact that the new member has been left out, you can write something in the cover letter that acknowledges that you realize the new member’s disappointment.  The acknowledgement might say something like “As a brand new member you are not, of course, listed in the current directory.  Please look closely at the attached mailing label and check to be certain that all of the information is accurate so that we can have your listing correct in next year’s directory.”  Instead of being disappointed at being omitted from this year’s directory, the new member is now anticipating being included in next year’s directory mentally the new member is already renewing for next year!

Step Three:  Try to Get Everyone Involved in an Activity


The third step in retention is one that every association talks about but few get the opportunity to really do anything about.  That step is involvement.  When individuals get involved in the activities of your association, it is less likely that they will drop out because they view their involvement as an additional way to get a return on their dues investment.  They get this return through the additional information they gather through their involvement, the contacts they make, and the additional recognition they receive.


Be careful not to equate involvement in your association with holding a leadership position such as an officer or committee member.  While these people are certainly involved in your association’s activities, it is unlikely that all of your members are involved at that level.  Some of your members will never assume a leadership role but that doesn’t mean they aren’t involved or don’t want to be involved.  They just want to be involved at a level that is comfortable for them in terms of their time commitment.


As you plan and execute your retention system, think of involvement as meaning participation in activities, as well as leadership in the association.  The majority of your members believe that when they participate in an activity – going to a meeting, buying a publication, or accessing some on-line technical information – they are involved.  Keep in mind that just because a person doesn’t attend meetings or conventions, doesn’t mean the member doesn’t feel involved.


They key to using involvement, as a retention tool is to document it by developing a system that will provide you with the ability to track the activities of your members.  Devising some type of code that identifies each activity or function in your association can do this.  Whenever a member participates in any activity or function, you should record that activity on your member record system or a special activity tracking system.  For example, if your association holds an education program, some notation should be made on your tracking system to identify the members who attended that program.  Tracking the involvement of members allows your association to identify who is participating and, more importantly, to pinpoint which members are not participating at all.  Since members who don’t participate or get involved are among those who are likely to drop out of your association, this tracking system allows you to identify those members early in your program year.  Then you can do something to get these members active before you have to go to the trouble of sending them a renewal notice and getting no response.


Some associations use their member activity tracking information to identify inactive members.  Then they assign somebody to follow up with each non-active member.  The follow-up can be in the form or a postcard, a mailing, or a phone call from a staff member or a volunteer.  This contact lets members know that the association is aware of their activity and is concerned about whether or not they are getting a good return on their membership investment.  It also shows that the association wants to make sure that they have every opportunity to get involved.  In some cases, just the fact that the association noticed that the member wasn’t participating and took the time to contact them gives the member a better feeling about the association.


There are other benefits to tracking member activity and involvement.  At the end of your program year, you can assess which programs, publications, or activities have been best received by members.  This information can assist your planning and budgeting efforts.  In addition, you can look at the activity record of an individual member and get some idea of which program or services that member feels are most valuable to his or her career.  By knowing this you can target some of your marketing efforts for future programs by sending specialized promotions to those members who have a record of participating in similar programs.


Whatever system you use be sure the information gathered through that system is used to help your association’s retention efforts.  Identifying inactive members and getting them involved is an effective retention method.

Step Four:  Give Some Form of Recognition to Those Who Do Get Involved


The fourth step in the retention system is remembering that every time a person gets involved in your association someone need to say, “Thank you!” to that member.  Recognition for involvement is an important factor in getting people to come back year after year and be involved again.  Knowing that not everybody is going to be involved at the leadership level means your association shouldn’t wait until the end of the year to give awards and thanks to those people who were involved.  If your association is tracking and pinpointing involvement, then it can recognize active members.  Keep in mind that involvement and participation is the same thing to most members, so recognition for involvement also means recognition for participation.



Each time a member gets involved, there needs to be a corresponding and appropriate thank you.  Attending one meeting doesn’t warrant a plaque or a gold watch, but it does warrant some sort of recognition.  If your chapter can get members involved in any way and remember to thank them for their participation, then you are enhancing the chances that when they receive a renewal notice it will come back accompanied by a check.

30 Ways to Keep Your Members…….

1. Create a new member welcoming committee. When a new member joins, ask someone who is already a member to call the new member.  The member should say that they have just learned from the chapter that the person has become a new member.  Then they should tell the new member what a good investment membership has been for them and congratulate the new member on making a great decision to join.  In as little as ten seconds, the welcoming member has validated the new member’s decision to join by making that person feel more welcome in the association.  At the same time, the member making the call now feels more involved in the association.  The person making the call doesn’t necessarily have to be a member who is part of your association’s leadership group.  In fact, it is probably better to ask a member who is not very active in the association to make this welcoming call because it gets that members involved and solidifies their pride in their own membership.

2. Make recruiters responsible for the first renewal, too.  Many chapters provide incentives for members to recruit other members but few offer any incentives to members who help keep members.  Ask that recruiter to call his or her recruits to let them know they are looking forward to having them with the association again next year.  It reminds the recruiter about his or her efforts, and helps keep those efforts from being wasted if the members they sponsored drop out a short time after joining.

3. When members drop out and say they didn’t get anything out of their membership, try to find out exactly what they mean.  More and more associations are trying to identify the specific reasons why members are dropping out by surveying former members to pinpoint these reasons.  When a former member says that he or she never got anything out of your association, there is usually more to it.  
4.  Publish an annual report and send it to all of your members.  Publishing an annual report allows your chapter to summarize all or the accomplishments from the previous year.   By issuing an annual report, your association will show that it is being run in a business-like manner and will remind any members thinking about dropping out that they would have to give up all of the benefits listed in the report.
5.  Know the warning signs of potential dropped members and do something before you send the renewal notice.  Some of the characteristics of potential drops, such as lack of participation, late payment of dues, or no response to surveys, are easy to identify.  By identifying these characteristics your association can begin contacting the members who are likely to drop long before the renewal notice is mailed.
6.  Hold a retention contest.  If your members respond well to incentives and competitions consider having a retention contest among your leaders.  Divide the membership roster among the chapter’s board or membership committee members and assign each to a certain number of current members.  Give prizes for the leaders who renew the most members.  Help them out by giving them suggestions on how they can get reluctant members to renew.
7.  When important issues come up, call some of your least active members and ask them for their opinion.  It’s natural for chapters to contact their leadership group when an issue of great importance arises, such as a legislative crisis or a local election.  These issues and events are also opportunities to involve some of the association’s least active members simply by asking their opinion.   The fact that the association cared enough to contact them might make the difference at renewal time.
8.  Offer plenty of member-only programs and benefits.  Your chapter needs to constantly remind members of the exclusive benefits they get as regular, dues-paying members.   These programs need to be highlighted whenever possible.
9.  Recognize members who reach milestone membership anniversaries.  If members stay in your association for five, ten, twenty or more years, they are probably not among those who are likely to drop out.  When members reach one of these membership milestones, it provides two retention opportunities for your association.  First, it is another opportunity to recognize a member or group of members for their support.  Doing that just solidifies their membership even more.  In addition, by publicly recognizing these member milestones, you inspire other members to strive to earn the same recognition by maintaining their membership, too.
10.  Get members involved at some level because involved members don’t drop out.  Your chapter needs to try to find ways to get members involved in a meaningful way without taking up too much of their time.  This is especially true with newer members.
11.  Have a retention committee and give it goals!  Your association should have either a separate retention committee or a retention subcommittee of your membership committee.   The retention committee needs to have goals and a plan of action with very definite steps that can be taken to raise the chapter’s retention rate.  
12.  After you send, a few written invoices begin making phone calls.  When members fail to respond to dues notices, it isn’t always because they intend to drop out for a particular reason or because they are generally disappointed with your association.  Some members just want to know if the association cares that, they are out there.  A personal call to let members know they are missed can make a big difference at renewal time.  Larger associations must depend upon their chapters and affiliates to handle some of these personalized contacts.
13.  If you ask a member to volunteer to do a job, make sure it’s a worthwhile job! Even the smallest volunteer jobs need to provide some sense of accomplishment for the member assigned to do them.  Although there is a lot of pressure to get members involved in the association’s leadership structure, just having a title is not enough to justify the valuable time members have to give up in order to participate.  Be able to pinpoint the contribution each member makes to your association’s success and be certain to mention that contribution when thanking the member.
14.  Assign an active member to contact a certain number of inactive members each month.  To some members it seems as though the only time the association contacts them is when it needs money.  This impression is strongest among the least active members.  To alleviate some of this feeling ask a member to make some random phone calls on a monthly basis to your inactive members.  These courtesy calls will remind these members that the association knows they’re still out there and that their opinion is valued.  Be sure to give members who are doing the calling something substantial to talk about, such as getting input on an upcoming legislative issue or asking the member’s opinion on proposed new services.
15.  Get members to attend your convention or annual meetings.  Members who attend an association’s most important function are bound to be impressed enough to renew their membership.  Even if they don’t attend every year, the stature of the event and the impression they get by attending will help remind them of the benefits of membership.  They will certainly have made contact with many new people at the meeting and they’ll want to remain a member to assure that they will see some of these people again.
16.  Hold leadership-training programs to give members the tools to be successful volunteers.  It is important for members who do get involved to have a good experience during their involvement.  Leadership training is becoming one of the best services that associations can give their members.  The skills developed through leadership training are transferred back to the members’ workplaces.  At renewal time, members and the people they work for will remember where these skills were developed.
17.  Have outside speakers promote your association.  Don’t be reluctant to ask your guest speakers to promote your association.  Prepare a very short paragraph about your association and how its activities apply to the speaker’s topic.  Ask the speaker to insert the paragraph into his or her presentation at the appropriate time.  The fact that someone outside of your association mentions these activities adds credibility and prestige to the association.  This is a good way to make members feel proud of their group.  I hope that they will feel proud enough to want to keep their membership.
18.  Send congratulatory notes to members when they are recognized for service to their community or other association.  Your chapter certainly has members who are active in other not-for-profit associations.  You also have members who perform community service.  You should try to keep up with members’ activities outside of your association and, where possible, send personal notes to members who do noteworthy things in these associations.  You also can highlight their accomplishments in your newsletter.  When members are recognized for these kings of activities, it shows that the association is interested in them as individual people.
19.  Reward renewal efforts as much as you do recruitment efforts.  There is nothing wrong with building in an incentive or recognition program for retention efforts.  Such a program can even be integrated into your recruitment incentives by giving the member who recruits a new member some form of appropriate recognition when the new member joins, and then recognizing them again if the member he or she sponsored last year joins for another year.
20.  Start a regular column in your publication to thank members for their involvement.   One association featured a column in their monthly newsletter that was called “Tip of the Hat.”  This column’s sole purpose was to say “thank you” to those members who had helped the association in some way since the previous newsletter.  The member’s name and the specific service they had performed were mentioned.  It became the most popular feature in the newsletter because every month the members saw either their name or the name of someone they knew.
21.  Recognize your members as often as possible.  Be sure to thank them for their participation at each level.  One enterprising executive director at a professional society had a special sheet called a “thank-you-gram” made up to enable her to send notes of appreciation quickly and with some impact.  Another executive had a note pad made up with a picture of a bloodhound on it along with the words, “Just trying to track you down to say thanks.”  It made saying thank you quick, easy, and humorous.  Whether you do it formally or informally, it pays to express appreciation to members whenever possible.
22.  Feature a “member of the month” in your publication.  Highlighting an individual member on a regular basis is one way to assure that members who are featured will renew, as well as getting members who would like to be featured to renew.  Be sure that the “members of the month: aren’t all current or past association leaders.  It’s important to highlight members who do nothing more than support the association by paying their dues on time and participating at a level that is comfortable for them.
23.  When members are elected or appointed to a leadership position, send a note of congratulation to their supervisors.  In all associations, especially in professional societies, some members have to justify the amount of time and money that is spent being a member of and participating in the associations.  Whenever possible and appropriate, your association can send a note to the supervisor of those members who assume leadership roles in the association.  The note should recognize the member and tell the supervisor that his or her employee’s involvement in your association is accomplishing three things.  It brings honor and recognition to the association for which that member has volunteered, it helps the association make a bigger contribution to the base community, and it helps develop leadership skills in the member who brings these enhanced skills back into the unit.
24.  List first-time renewals in a special section of your publication. In addition to giving special recognition to new members, list those who are renewing for the first time in a special section of your association’s newsletter or magazine.  This will remind these members that the decision they made a year ago to join the association was a good decision.  It will also remind them that the association is glad to have them back again for a second year.
25.  Call your annual fees investments rather than dues. Referring to your association’s membership fee as an investment will create an image that your association isn’t spending the members’ dues but rather is investing it in programs and services that bring value to the members.
26.  Use newer technologies to send one of your reminder notices.  As technology changes so do, the way members and associations communicate.  Newer technologies often get priority attention from the members.  Rather than sending another invoice through the regular mail, try putting a message on your member’s electronic mail system.  

27.  Send next year’s membership renewal form already filled out and ask your members to make any necessary corrections and sign it.  In sales and marketing terminology this technique is known as an “assumed close” since it involved telling the member that your association already knows that they are going to renew.  You just want to be sure you have the correct information.
28.  Bring a list of names of non-renewing members to executive council and membership meetings.  Every member is equally valued, but in many instances but some people have a bigger impact in terms of experience, prestige or in terms of influence.  Once your association pinpoints these people, you can get your leadership involved in personal contact to make sure they renew each year.
29.  Do exit interviews with dropped members.  Why guess about the reasons members are leaving?  “Failure to pay dues” is not an adequate reason.  The whole point of exit interviews is to determine why they didn’t pay their dues!  

30.  Do everything you can to be one of the reasons why your members want to renew.  For many members, the volunteer and staff leaders are perceived to be the association to which they belong.  If they perceive that they have a group of dedicated, qualified leaders, they’ll probably be back.  (This applies to every step in the retention process!)
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