
MEMBERSHIP
ORGANISATION
Challenges

Survey Results
Survey carried out between  
Oct 2016 and Feb 2017



2

1. Organisation’s greatest challenge in respect of…

 a.  Member Recruitment

  The key challenge our survey participants identified in respect of recruiting members was that of 
demonstrating the value of membership to prospects. Interestingly a lack of resources (both  
in actual number of staff and their skills) was the next most mentioned issue. 

 

 b. Member Retention

  Like marketing budgets, membership is often one of the first things to be cut during straitened times. Critically 
ensuring members are aware of the benefits on offer and matching these to the members’ 
needs both figured highly in the responses.

 

 c. Membership Value

  Most believe their membership represents good or even great value, though it isn’t always easy to 
demonstrate the worth of membership. Identifying and building long term relationships with relevant 
partners/affiliates/suppliers to offer services is seen as key to adding value but is not always easy.

Membership Organisation (MO) 
Challenges – Survey Results

Discussion Points: 

Are the two challenges intrinsically linked?

Which works best, online, offline or a combination of  
the two?

Discussion Points: 

Are some MOs offering tangible benefits that members actually 
want, or simply those that they are able to deliver?

Can the benefits of membership be proven to outweigh the cost 
of membership?

Discussion Points: 

 Are the MO’s benefits of membership being promoted correctly via 
the right channels?  

To what extent should MOs endorse third party services and does 
white-labelling these services add value in the eyes of the members?
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 d. Protecting members’ interests

  MOs are having to spend more resources in dealing with misinformation online. All work hard 
to protect the – often diverse – interests of their members, but sometimes have to justify charging a fee to 
members whilst the whole industry benefits from their efforts.

 

2.  Most successful marketing strategy for Member Recruitment, 
Retention and Value Reporting…

For the majority of MOs a marketing strategy that utilises a mix of media and channels is applied to enhance 
awareness, engagement and the distillation of information.

Some channels are favoured for different strategies however: 

 •  Peer marketing is used widely, whether through case studies, testimonials or recommendation/referral, 
it is recognised as one of the best ways to acquire and retain members, as well as showing the value of 
membership.

•  Face to face, networking and events are still a large part of many MO strategies for acquisition and generating 
leads. Targeted print advertising is part of the recruitment marketing mix for a number of organisations.

 •  Email marketing is also used throughout the membership lifecycle and is seen as a core retention method and 
as the key channel in membership value reporting.

•  MOs need to clearly define and report the derived value of membership to its members (and promote them to 
prospects). This might include simple, frequently reported and easily accessible calculations that convey both 
direct financial benefits and any commercial and strategic advantages offered.

•  Whilst seen as a primary channel across the board, websites are used more to communicate with existing 
members as a resource and information portal rather than as a promotional tool with prospects.

• Social media is primarily used as a retention method.

“Matching benefits to the 
changing member needs is vital”

You said:

Discussion Points: 

Misinformation can be hugely damaging to a sector; how best 
should these alt-truths be dealt with?

Is lobbying critical to the membership body and if so can this 
benefit be given an actual value for promotion?
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3. Knowledge/Skills gap within organisation

Many MOs recognise that there are knowledge gaps within their 
organisation, more often than not due to budgetary constraints. The 
knowledge gaps themselves vary from PR and media engagement 
through to marketing strategy.  
By far the biggest challenge is that of harnessing the potential 
of the internet, including website effectiveness and social media 
campaigns. 

These gaps are addressed through:

• internal training

• course attendance

• outsourcing/consultancy

• the formation of a sector marketing committee

• the creation of a marketing role

• MO/peer learning

 

4. Communicating with Members

More than half of the MOs surveyed continue to use printed materials to stay in touch with 
members – one third through a regular magazine or journal and 58% through other mailed print.

The MO website is utilised by 2/3 of respondents, nearly all hold regular events (networking, area/regional 
meetings and conferences), over 90% used social media and everyone uses e-newsletters.

 

5. Free to members

Approximately two thirds of MOs offer free content to members. This includes mailed publications and 
e-newsletters, with a number of items available to download via the website (guides, codes of practice, directories 
etc.), whilst 1-to-1 support (by both email and telephone) was seen as a necessity by some, though a drain on 
resources. 

75%
of organisations

responded that their
knowledge gap is

‘Online Marketing’

Discussion Points: 

E-newsletters are universally used, and viewed as an inexpensive way of packaging and 
disseminating information as they can be created quickly internally with no time lag for delivery. 
But… are they useful? Most people report they are already overloaded by emails as it is. Are you 
simply creating more spam? 

Analytics should be used – what are the open rates, and what level of engagement are you 
experiencing? Is the email serving a purpose or are you having to find or create content simply 
to fill it each week/month?
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6. Revenue Generation

Unsurprisingly the majority of revenue for MOs is generated through subscriptions. More surprisingly however was 
that one sixth derived most of their revenue from other sources, citing exhibitions, services and training.

7. Segmentation of Membership
Three quarters of respondents segment membership in some shape or form. As well as specific tiered membership 
levels, many MOs embrace a range of stakeholders or audiences with different needs, e.g. members and 
suppliers; retailers and manufacturers. 

Understanding different stakeholder needs and tailoring the subsequent offering via the correct channels to meet 
those needs is crucial. Stakeholder desk research is used by some (looking at member/prospect/partner websites, 
social media and forums to assess these needs), whilst others directly ask what their needs are. 

A segregated online database is being supplanted by a more agile and flexible CRM (Customer 
Relationship Management) system for some, though budgetary restraints prevail. 

8. Event Takeaways
All MOs that took part in our survey have attended at least one Membership best practice day. We asked them 
what they most wanted to ‘take away’ from their attendance. Practical solutions and advice were top of the list, 
with responses including:

 ‘meeting new people’; ‘a checklist of top level things to think about’; ‘case studies’ and ‘new 
trends and ideas’

Need our expert help?

Get in touch today!
info@rubiconmarketing.net

0117 957 5400

Fast/Responsive Thorough Knowledgeable Flexible

‘Real life success stories that use multi-media 
touchpoints and sharing of best ideas’

You said:


