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Top 7 Marketing Lessons Learned for Associations 

1. You must work harder to reach your membership base. In the sales world, it’s generally agreed that 
you will need to make at least four attempts to reach your prospect; sales coach Colleen Francis 
believes it’s probably closer to eight “touches.” The same rule applies for reaching your 
membership base—recruitment and retention efforts will require more contact touch points than 
ever before. Your members are busy people. Unless you’re able to continue making calls or sending 
emails until you receive an answer from every contact on your list, your marketing plan should 
account for at least eight touches per member. 
 

2. A retention program is not enough. Members will eventually retire or leave the association. Back in 
November, Marketing General Inc. blogged some suggestions on creating a recruitment plan. You 
should have an aggressive marketing plan for member recruitment in place to balance (or increase) 
your membership dollars. 
 

3. Your membership recruitment team should not be easily discouraged. They should try everything to 
determine what works best for your market (phone, email, exhibiting, special offers, etc). The most 
important thing is reaching your desired market. 
 

4. At all times, but especially when the economy is down, people want to completely understand the 
benefit of their membership (ROI). Ed Rigsbee, CSP wrote about this in 2011. In his post, he said, 
“While most [associations] really do not know how much ROI they deliver, just delivering ROI is no 
longer good enough; today you have to prove high-level ROI to keep members and recruit new 
ones.” Ensure that you have a clear vision and mission statement, and that your association’s 
benefits are clear. 
 

5. Do not assume that you completely understand your members’ needs. In June, Marketing General 
Inc.’s newsletter addressed this. Consistently ask your members for feedback on the association 
and the industry, and discover new ways to keep them engaged. 
 

6. Involve all departments: marketing, communications, and membership should all be on the same 
page when it comes to delivering your message and your content. 
 

7.  Clearly define your goals. If you haven’t defined your goal, you cannot measure results, and 
marketing dollars could potentially be spent on a program that no longer works at the level you 
were hoping for. Those funds could be re-distributed to a new effort. 

 

http://www.greenfield-services.ca/�
http://www.engageselling.com/articles/060523article_callyouback.html�
http://www.marketinggeneral.com/blog/2011/11/18/tips-for-membership-recruitment-planning-in-2012/�
http://www.rigsbee.com/association_member_roi_8.htm�
http://www.marketinggeneral.com/blog/2011/06/21/mgi-tipster-volume-10-issue-6/�

