What Now?
New Member
Contact
Strategies

ou've done
the hard
part—

recruiting new
members—so
now what?

by Lynn Waller

The first year
of membership is
crucial to build-
ing a relationship
with your mem-
bers and getting that first renewal. Creat-
ing a stream of coordinated new member
contacts is the key to building this rela-
tionship and is one of the most important
things you do for your association.

You've already “sold” them, so now
how to do you engage them? Most associa-
tions have so many programs and engage-
ment activities that new members can get
overwhelmed by trying to wade through
all of the information they receive.

Your strategy starts with the first
contact you make with your new member,
which typically includes a member card,
information on member discounts and
benefits, website log in, and suggestions
for engaging in advocacy efforts associ-
ated with the organization.

You have a lot of information to get
out to your new members, but remember,
you don’t have to tell the whole story at
once. Give the new member enough infor-
mation in your first contact to get start-
ed—Iog-in information to access their
online benefits (if they apply). Next, get
information from the member that can
help you send them more targeted con-
tacts later (interests, email address, etc.),
and, most importantly, welcome them into
the association and make them feel good
about their decision to join.

Each subsequent contact should in-
clude more information on your benefits,
with tips on how to get the most out of
them, and opportunities for your members
to get involved.

Use what's already working—a news-
letter or your association magazine are
perfect vehicles to push information out
to your members. Create a new member
version of your newsletter with an article
that highlights a benefit, an online tool,
a volunteer opportunity, or another way
to get involved. Include a member page
in each issue of your magazine—a place
where members can go to read about new
benefits and what their association is do-
ing for them.

And don’t forget to integrate. Make
use of ALL communication vehicles, in-
cluding online and telemarketing. Call the
new member, send them a video from the
president, or invite them to a new member
event to welcome them to the association.
If you have a robust website, send new
members an email with a link to a tuto-
rial or a webinar that will show them how
to use the products that you offer. Include
a new member section on your website,
exclusive to first-year members -- a place
where they can interact with other mem-
bers, volunteer, or read why longtime
members are glad they joined.

The first year of membership for ANY
member in an association is the most im-
portant. If you are successful in building
a solid relationship with the member, they
are more likely to renew and become an
active part of your association.
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