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Building an Effective Membership Program
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Introductions:  describe your current membership program

How many members do you currently have?

Do you do renewals and special appeals on schedule

What is your primary way of doing outreach?  Direct mail, online, events?

· Nancy Hall
President
Friends of Gold Butte

· Mary Jones
Coordinator, Friends of the Missouri Breaks Monument

· Mike Satter
Board President
 Grand Staircase Escalante Partners 

· Peggy Biegler
Outreach Coordinator
Friends of the Agua Fria National Monument

· Shiloh Walkosak
Executive Director
 Friends of Ironwood Forest

· Matthew Ebert 
Executive Director 
Friends of Black Rock High Rock

Homework Assignments:

· Benchmarks

· Elevator Statements

· Sample Elevator Statement to Share?

· Membership Toolkit Reading Assignment

AGENDA

· Why have members?

· Finding New Members

· Thank yous and Newsletters

· Special Appeals

· Renewals

· Lapsed Members

· Upgrading Members

Do you have enough power to win?

Assessing your strengths…

· Great ideas and powerful science

· Committed staff

· Helpful volunteers

· Relationships with VIPs, decision-makers

· Coalition building with like-minded organizations (other groups, funders)

· Community engagement

Why does your organization 
need members?

· Build your name recognition

· Community outreach and education

· Feedback on your program

· Community involvement 

· Grassroots power base

· Identify and involve more volunteers

· Financial support

Do you need to invest in new member acquisition?

Start with 1400 members in 2008, even with an 80% overall renewal rate….

In three years, you would be down to 716 members – almost half of where you started out!

Fewer smaller donors coming in means fewer donors in the pool to upgrade

Who are your prospects?

· Your volunteers and friends

· People who have attended events

· Inquiries over phone, email

· Donors and volunteers of like-minded groups

· Donors to other groups

· People affected by your program

· Folks who live in a particular region

Moving from Prospect to Member

· Understand issue affects their life

· Familiar with the organization

· Organization has people like me

· Organization is trustworthy

· Believe in organization’s objectives

· Know they need to act now

· Have the opportunity to join

What is the best way to reach members?

Pick the most effective approach:

Impersonal phone call

Fundraising event

Face-to-face, team of 2 askers

Impersonal direct mail

Media/advertising

Personal letter on personal stationary

Door-to-door canvassing

Personalized form letter (with hand-signed note)

Face-to-face request, one asker

Personal telephone call

Matching Audience to Technique

· Consider cost and staff effort of the specific techniques

· Weigh the importance of a particular audience to your organization

· Approach the strongest prospects with the most effective technique first

· Use Ellis’ worksheet

Reasons to consider direct mail

· Campaign message delivered to targeted audience

· Efficient use of staff time

· Donors appreciate the convenience

· Feedback from a broader audience on your campaign 

· Especially effective with “mature” audiences

Estimating direct mail prospecting returns 

Lapsed members: 1 to 3%, or higher if renewal attempts not consistent, higher average gift

In-house prospects: .05 to 1.4%

Exchanged lists: .6 to 1.3% (allied organizations)

Rented lists: .5 to .9%

Publication subscribers: .3 to .7%

How to Improve Your Results?

Up the Personalization… 
Up the Return Rate

Personalize the mail:  add notes from Executive Director or Board members

Use closed face envelopes and stamps

Volunteer phone bank

Face to face asks at tables at events or busy public places

Board and Staff Get-a-Member Campaign

Even more personal -- ask the people we know

A letter from someone known to the prospect can up the response rate to 10 to 20% or higher

A phone call from someone known can get a 25% response rate

Bring address books to Board and staff meetings

“Bring a friend” campaigns

Finding New Members: Important Tips 

· Make it personal where you can afford to with the lists that matter most

· Include prospect generation in program strategy discussions

· Capture all your in-house prospects – use the checklist

· Remember the “Rule of 27”

· Make your group easy to find

· Test before you roll-out

You got members, what’s next?

· Thank you

· Newsletters and member updates

· Special Appeals

· Renewals

· Upgrades

Thank Yous

Immediate

Personal

Opportunity for further engagement

Post cards? Email? Letters? Phone Calls? Welcome Packet?

Newsletters and Member Updates

· Highlight the organization’s name and tout your successes

· Plan the schedule in advance to be timed well with fundraising appeals

· Include updates on the same campaigns as appeals 

· Consider more frequent and less slick

· Include a remit envelope

Why do special appeals?

· Timely updates for your members on your campaigns – builds member loyalty

· Opportunity for involvement – sign petition, or post card, recruit volunteers

· Documents the need for additional support

· Easy way for donors to increase their financial support

Timing and mechanics 
of special appeals

**Quarterly

**Make sure you have something important and urgent to develop the appeal around

**6 – 20% of members will respond

**2 page letter for urgent and well understood campaigns

**4 page letters for campaigns that need more explanation

**A campaign that needs additional funding

Renewal Program

· Annual:  calendar year or giving year?

· Set procedure for number, timing and technique used for renewal attempts

· Set policy for early, late, small and miscellaneous donations

Renewal Schedule

Renewal attempts every six weeks

3 to 5 attempts

Strongest (most personal) attempts first

More expensive attempts last

Put on a grid showing date attempt scheduled and portion of list to be attempted

Lapsed Members

· More cost-effective to bring back lapsed members than to recruit new ones

· Keep in touch with them and keep them in with regular renewals

· Consider quarterly volunteer phone banks to lapsed members

Member upgrade strategies

· Use personalized ask amounts to increase average gift size

· Bump members into major gift strategy of letter + phone call + in person meeting

· Start a monthly giving program

· Inform members about opportunities to give planned gifts

Next Steps:

· At an organizational meeting, discuss why you  need members

· Set policy for membership program including membership amount, timing and number of attempts

· Hold a brainstorm on member prospects and prospect lists 

· Put prospecting, renewals and special appeals on a calendar and in your fundraising plan

Resources to use:

Matching Audience to Technique Form 

Capturing In-House Prospects Checklist

Six Week Renewal Calendar

Membership Plan Template

Homework

Develop a membership renewal and special appeal calendar

Finish elevator statements if they are not in yet!

Next Session:  
On-Line Fundraising 
May 20

Agenda includes:  evaluating your website and reaching donors through email

Prep:  Read hand-outs about on-line fundraising

Email appeal samples?

Please take a few minutes now to fill out the evaluation

Thanks!  

Contact me if you have questions:

Megan Seibel

megan@trec.org
303-537-3260
