
MEMBERSHIP

There are many different groups of people who make 
up your current and prospective members - from those 
who have never heard of you through to your most 
passionate members. Belinda Moore from Strategic 
Membership Solutions talks to us about the groups that 
are ripe for a recruitment campaign in 2019.

1. Target past members
Past members already know your organisation so your 
messaging must be different to those who have never 
been members. You might like to explain how your 
organisation has changed and new benefits you offer. 
Use data from previous engagements to inform the 
campaign. 
You could also consider a "cheeky renewal" campaign, 
where you include past members in your current member 
renewal campaign.  

2. Leverage engaged and passionate 
members

Referrals are the number one mechanism for driving new 
members. Invite your members to help with recruitment, 
and reward them for doing so. It's worth noting that most 
member-get-member campaigns fail - they need time 
to implement. These are slow-burn campaigns. They 
need to be supported with a long-term communications 
campaign that is targeted for each segment, and uses 
incentives.
 The AMAQ launched an excellent "member-get-member" 
campaign in 2013 that is still going strong, with over 30% 
of new members generated from this program. Read the 
case study online at smsonline.net.au.

3. Build on participants' experience
Call "Never" and "Past" members who have attended an 
event or participated in an activity. Develop a script that 
refers to that experience and call to invite them to join.
Continue to build on this campaign by incorporating a 
member recruitment process into your 2019 activities 
- provide opportunities to join on registration, during 
activities and afterwards.  

4. Upgrade current members
Many associations offer tiers of membership - for 
example individual or organisational; or student, 
associate, professional, Fellow. Develop a process 
to move members through the different stages of 
membership. Ensure they are kept abreast of the 
advantages of different membership levels and can see 
the value in upgrading. 

5. Target "Never" members
Access a list of prospective members who you don't 
know - rent a list, attend an event, or work with a partner 
in the same industy such as a supplier. Remember these 
prospective members have little to no knowledge of 
your association - your script and messaging will need to 
clearly define what you are and the problem that your 
organisation can fix for them. Create a campaign that 
combines different media to work the prospect through 
the process – raise awareness – pique their interest – 
create desire – inspire action.

Tips for campaign development
For smaller prospective member groups (eg: less than 
500 people) use a highly targeted, personalised campaign 
that is supported with significant data on each individual 
being approached. Smaller associations have a wonderful 
opportunity to cultivate community from the very start of 
the sales process.
As your number of prospective members increases, 
so does the need to implement segmented, leveraged 
campaigns. Segments must be prioritised as you cannot 
approach them all at once. For high value members, 
utilise a personalised sales approach. For lower priority 
targets, consider integrated email, direct mail, and 
telemarketing programs supported by other media where 
appropriate.

Contact Strategic Membership Services for a range of 
resources, advice and membership solutions.  
www.smsonline.net.au

Boost your membership in 2019
Membership campaigns to lock into your 2019 calendar.

OUR INNOVATIVE TECHNOLOGY SOLUTION INCREASES 
MEMBERSHIP VALUE AND PROFITABILITY

Grow and retain members l New, sustainable income l Customisable technology

(08) 7231 1654    info@marketplaceit.com.au

MEMBERSHIP BENEFITS

Used a comparison marketplace recently? Webjet, 
Trivago, Hotels.com, iSelect, Compare the Market 
... and so many more. The list is seemingly endless 
and covers insurance, retail and more. We spoke 
with Mark Howells of Marketplace IT about how 
associations can take a bite of this potentially 
lucrative cherry - while helping members and raising 
brand awareness and trust.

Marketplace IT offers an intelligent online matching, 
quoting or bidding system that finds new customers for 
your members. 

Marketplace IT is currently working with the Swimming 
Pool & Spa Association of Australia (SPASA), Australia's 
peak body for the industry. They are developing a 
marketplace solution where consumers can obtain 
quotes directly from registered SPASA member pool 
builders and pool service providers. A similar program 

has already been implemented by the Australian 
Institute of Conveyancing South Australia. 

A matching service is developed to provide an interface 
between members and potential customers. Members 
are charged a small fee for each quote they submit. 
The service is promoted by the association to potential 
customers, who visit the association online. Potential 
customers provide information which is anonymously 
sent to a number of members who fit the criteria for the 
job. The customer receives quotes and can follow up 
directly. 

Because the marketplace is owned by the association 
customers are likely to have a higher degree of trust 
in the members. The process also helps to raise 
awareness of the association and the professionalism 
of the industry it serves. This benefits the customer, the 
member and the association. The association becomes 
more meaningful to its community and benefits form an 
ongoing income stream. 

If your members are tradespeople or offer professional 
services, the Matching Service can plug into your 
member directory. 

As the rightful custodians of their own marketplace, 
associations have the ability to promote their member 
marketplace in a controlled and ethical manner. 

Marketplace IT also works in tandem with associations 
to coordinate marketing efforts and to help 
communicate its unique member benefits.

Incomes derived from the marketplace are divided 
between the association and Marketplace IT as the 
provider. An ethically operated marketplace can 
deliver revenues and much needed sustainability to 
associations.

Contact Marketplace IT to discuss how this service can 
work for your association. 

Taking a bite of the marketplace cherry
Setting up an online marketplace can generate sales leads for your 

members and an income stream for your association. 
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One day workshop: Membership Models  
and the Politics of Tribalism 

See page 2 for information or visit www.answers.net.au to register.
Super early bird registration available until 31 December 2018.


