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This book is an excellent tool for membership professionals. It gives them the ability 
to better understand the life journey your members are on and where their 

organization can add tangible value. Anyone interested in ensuring they 
have a sustainable, successful and member-centric organization 

will benefit from the insights shared in this book. 

—Belinda Moore, CEO, Australian Society of Association Executives 

This book captures exactly what we're trying to do - focus our efforts not just on 
member recruitment and engagement but on providing the best member experience 

every time. In this book Mark and Sue have provided an easily 
adaptable approach for doing that in any organization. 

—Anne Czeropski, Senior Manager of Member Experience 
and Chapters, Applied Client Network 

Every membership or association manager should have a copy of this book. The in-
depth and unique knowledge and experience of Sue and Mark has enabled them to 

produce the first book of its kind in an area of absolutely essential need. I am certain 
that every person who takes the time to read and absorb the content within this book 
will have lightbulb moments about how they can help their organizations to manage 

the membership experience. The book is easy to read and follow and will take 
membership development to the next level. This is a great piece of work 

from two of the most respected people in the membership world. 

—James Jeynes FRSA, Chief Executive, MemNet.biz 

A refreshing 'must read' guide that will help your association focus on effective, 
segmented and measurable member journeys. This guide places a timely focus on 
positive member outcomes, with practical path laying instructions, at a time when 
member journeys need to be bullet-proof. The risk of getting it wrong is too high, 

particularly with the 'What's in it for me?' generation coming through! 

 —Richard Gott, Chair, MemberWise Network 
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If you read this 
book carefully and 

actively 
you will never 

approach 
membership in the 

same way again 
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Introduction 
Thanks for joining us. 

We’re really happy that you have decided to take this journey with us into “Managing 
the Membership Experience.” As you probably already know, membership can’t be 
viewed as a transaction anymore; it has to be viewed as an experience. And we think 
the ability to manage that experience is the key to membership success in today’s 
market. 

It’s actually been a very interesting journey for us to get here ourselves. We have been 
involved in association work for many years as speakers, consultants, and membership 
specialists. And in Mark’s case, as an association CEO for 30 years. Sue’s work is 
mostly in the UK, while Mark has spent his career in the United States.  

Both of us, however, have worked with membership organizations throughout the 
world, in over 25 countries, and on every continent. (Wait: That’s not technically 
correct. Neither of us has actually been to or done membership work in Antarctica, but 
we have all the others covered!) 

We met years ago at an ASAE meeting, started talking about the work we were doing 
on our own, and thought it might be interesting to work together. We came up through 
the ranks the same way most membership people do, focusing on basic recruitment 
and retention activities—getting them in, getting them involved, getting them 
renewed. But we both knew there was something more than that, something deeper, 
that was changing in the membership field, and we should try to discover what it was. 
As a result of those discussions, several years ago we started co-facilitating an annual 
membership program in London.  

This book is a result of three things that have happened since we first started working 
together. Firstly we have grown to become friends as well as colleagues, and we 
thought co-authoring a membership book would be fun and interesting (it was); 
secondly we’ve changed our thinking about membership, the value proposition, and 
the membership experience greatly over these past few years; and finally we wanted 
to help membership organizations be as successful in their unique marketplace as 
private companies have been in the worldwide marketplace. 

We’ve tried some new things in the book, come up with some new concepts and ideas, 
borrowed success stories from membership organizations and commercial entities 
from across the globe, and tried to guide readers through a new world of membership 
challenges.  

We hope you enjoy taking the journey with us. 

Sincerely, 

Sue Froggatt Mark Levin, CAE, CSP 
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Executive Summary 
Something new has been happening in the commercial sector. Leading organizations 
have woken up to the importance of the customer experience, and how strategically 
important it is. As a result, new tools have been developed to help organizations better 
understand and manage the customer experience. 

These tools require companies to look at what their organization does from a different 
standpoint. They have learned to look from outside-in rather than inside-out. They 
have moved from being organization-centric to become more customer-centric. They 
have found a better balance between meeting the needs of the customer and the needs 
of the organization. 

Why does all this matter to membership-based organizations? 

The reason is simple. Today, members and prospective members arrive with different 
expectations about what they will encounter from service providers of every kind, 
including their membership organizations. These expectations are based in large part 
on their experiences with commercial sector companies. It’s time for membership 
organizations to make the necessary changes to catch up with what has produced 
productive and profitable customer relationships for these companies. 

In learning to view membership from the member’s perspective, you’ll become a 
more member-centric organization. 

We believe this change holds the key to the future growth and sustainability of 
membership organizations worldwide. With much of the real value of membership 
being delivered through the intangible experiences of membership, the stakes for 
associations have never been higher, and the opportunities have never been greater. 

So, what’s new about this book? 

There are many books that deal with membership recruitment and retention in the 
traditional sense of how to get prospects to join, and how to keep members once you 
get them. In this book, we’ll show you how to approach these membership tasks and 
challenges in a more contemporary, yet highly practical way. The core of this book 
focuses on three things—a concept, a tool, and an insight. These merge together to 
deliver a powerful step in the evolution of membership: 

1. The underlying focus on the Membership Experience.

This concept needs to be revisited and better understood, defined, managed,
measured, and even engineered.

The term has been referred to in a generic sense for a while. But the membership
experience can no longer be thought of as some subjective or intuitive feeling
about member satisfaction, or a compilation of customer service platitudes. And it
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is too important to be left for each individual or leader in an organization to 
determine what experience is the one they should deliver for members.  

Early on in the book (Chapter 2) we guide you through developing a Member 
Experience Statement. This is a great step in raising awareness of the importance 
of the membership experience, defining what you want this to be for members, and 
ensuring consistency in its delivery. 

2. The MembershipMappingTM templates.

The second part of this book will probably be the newest concept to most readers.
We outline the tools that will help you capture the current membership experience
and help you manage it.

We call these the MembershipMapping templates. These templates are journey
maps. They literally chart the key journeys members take throughout their
relationship with the organization, and enable you to see the experiences as a
whole and consolidate your intelligence, starting from the journey into
membership, and continuing through the critical first year (and beyond). They
enable you to capture what happens, and isolate and address the key touchpoints
and experiences that destroy value and need attention.

MembershipMapping is a way to gather and synthesize everything we know about
members into a coherent, consistent, and measurable system that looks at
everything from an outside-in perspective. These templates will help you rethink
and redesign member recruitment and retention to result in a member-centric
organization and an improved membership experience.

The templates can also be customized for different types of members. This brings
new levels of understanding about members. Later in the book, we introduce the
new concept of using Value Groups as a great way to customize your maps.

What has not existed before this book is a body of work which focuses on how
customer journey mapping can be developed and used by membership
organizations.

3. The focus on Effort.

The third unique part of this book is its focus on an insight we feel has become
one of the most important factors in the membership experience—the effort
factor.

An organization’s ability to attract, engage, and renew members is tremendously
influenced by the effort factor. The time and effort required to become a member,
participate in programs and services, connect with the organization, and deal with
communications and administrative details has become a growing source of
dissatisfaction among members. With dissatisfaction leading to disloyalty,
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organizations need to do a better job of identifying these irritants among members 
and prospects and have a specific plan of action to reduce them.  

The MembershipMapping templates have been designed to help you capture these 
areas of effort and to reduce them wherever possible. 

One of the keys to managing this factor is deciding how to measure the impact of 
your efforts. We have provided you with some options on how to do this in your 
organization, including a metric we introduce to the association community in this 
book, called the Member Effort Score. 

“Managing experiences, mapping the journeys, and focusing on effort 
are the three core themes and takeaways that emerge 

 through this book.” Froggatt & Levin 

We cover each of these three new aspects in its own part of the book, taking you 
through the natural progression necessary to reach a point where you truly are 
managing the membership experience.  

We can’t emphasise enough that the member experience needs to be viewed, as 
clearly as possible, from the member’s perspective. This means that you will have to 
involve your members in the gathering of information and insights, and in determining 
the appropriate measurement criteria for your efforts. We give you some suggestions 
on how to do that in this book, too. 

Be sure your efforts are institutionalised. You need to make sure this doesn’t become 
an exercise you go through once and then go back to doing things as normal. You 
have to get total support and buy-in from your major stakeholders (staff and leaders). 

You also have to include your technical staff in everything. 

Getting your systems people to understand member-centric management is critical to 
making it happen, as they are involved in almost every aspect of it. This commitment 
to technology will not only be needed to deliver the right experiences to the right 
groups, it will also provide the focal points for measuring the success of your efforts. 
It is by using these measurements that you make necessary program evaluations and 
adjustments, and these measurements also assure continuing adherence to your 
commitment to improve. 

How member-centric are you right now? 

Here are some questions to get you thinking about how member-centric your 
organization is. 
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At your next senior staff meeting, ask people to write down their answers to the 
following questions: 

Define the ‘membership experience,’ i.e. what is the membership experience we 
are trying to deliver?  

Are there gaps between:1 

 What we believe the membership experience is,

 The experience that members say they currently have, and

 The experience members ideally want from us?

How much additional value can we give and get from changing the membership 
experience? 

What are the criteria we use to measure the membership experience? 

Describe a typical day in the life of a member. 

How effortless are we to do business with? 

What percentage of our members would strongly recommend membership to a 
colleague or peer? 

On a scale of 1 to 10, with ‘1’ being not at all and ‘10’ being extremely, how 
member-centric are we? If we asked members the same question, what would their 
answer be? 

If there are many blank faces, requests to repeat a question, or many different views, 
then this book is definitely for your organization! 

Note:  Throughout the book there are references to the organization in various terms. 
Sometimes we talk about the organization, sometimes we talk about the 
association, sometimes we talk about the society, etc. All of these terms refer 
generically to member-based organizations. 

1 In a global survey by the Chief Marketing Officer (CMO) Council in 2007, 56% of companies described 
themselves as being customer-centric. However, only 12% of their customers agreed. Clearly many 
organizations need help to close this perception gap. 
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Your Journey Through This Book 

Part 1 Preparation 

Part 2 Journey Mapping 

Part 3 What’s Next? 
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Part 1 Preparation 

1. Making the
Move to

Experience 
Management 

2. Committing to
Consistency

3. Lowering
Member Effort 
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Chapter 1 – Making the Move to Experience Management 

What you’ll take away from this chapter 

 A clear understanding of what managing the membership experience is all about

 An awareness of how things have changed for membership organizations and
what that means to yours

 What you need to do to meet the changing needs of members

What has changed 

Technology has put more information in the hands of consumers than ever before. We 
have entered an era where the power is with the customer.  

The most successful organizations have noticed this and have been altering what they 
do to focus on what customers want. These companies have discovered that there is 
value and profit in creating (managing) experiences that make people feel good about 
themselves.  

Perhaps this is not surprising, as we also live in an era where people are constantly 
bombarded and interrupted with messages, and overwhelmed with too much “stuff.” 

So who is leading the way and what are they doing? Take a look at Apple, Starbucks 
and Amazon. 

Apple doesn’t sell hardware. It invites customers to have fun and play with their 
devices and see their beauty.  

Starbucks doesn’t sell coffee. It invites customers to feel like they are home and smell 
the aroma. They are staging an orchestrated feast of sensations for the senses.  

Amazon uses insights from their data to give customers a personalized and 
effortless one-click online shopping experience. 

This new focus on the customer has been good for business. Their customers 
recommend them to friends, spend more, and are less likely to switch to a competitor.2 

2  Forrester, The Business Impact of the Customer Experience 2014, 2 
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The benefits of investing in the customer experience  

3 

We now find ourselves in the era of managing and staging experiences that are 
effortless, enjoyable and valuable. 

When members interact with you, they reflect on what they experience with other 
organizations.  

That is what this book is all about helping you achieve. 

What Managing the Membership Experience Is All About 

Let’s begin with a few definitions. 

When we refer to the membership experience, we are talking about how interactions 
with your organization makes them feel about themselves.  

We define managing the membership experience as “the purposeful design of these 
interactions to meet the expectations of the member.” This means we provide careful 

3  Customer Experience Impact (CEI) Report, 2011 and Fleming, Coffman, and Harter, Manage Your Human 
Sigma, Harvard Business Review, July 2005 

 

86% 
of customers are willing to 

pay more for a better 
experience  

customers deliver a 

23% 
increase in  

profitability and revenue 
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orchestration of the clues and cues which reduce effort and raise the member’s 
conscious perception of the value being provided. 

Managing the experience requires making a commitment to a system of working with 
both strategic urgency and increased creativity. Yes, we need to think differently, but 
we also need to be strategic in our actions.  

“We’ve entered the age of the customer—an era when focusing on 
customers is more important than any other strategic imperative.” 4 

By being strategic, we can create a powerful culture that puts the member at the heart 
of the organization (becoming member-centric). 

Proof of the importance of focusing on members was confirmed in a key membership 
sector research study.5 Being focused on the member was found to be a key attribute 
of remarkable membership associations. 

The key to being successful with member experience management is to realize that the 
focus has to be on the qualitative (how do members feel about their interactions) 
rather than quantitative (how often do they interact). If each interaction becomes a 
positive experience, then the member will come back.  

This focus will be a major shift from the current philosophy of most membership 
organizations, where there has always been considerable emphasis on getting more 
members to participate more frequently. However, it should be noted that the 
companies that have embraced this thinking have moved into the lead in this new era 
of successful customer relations—and membership organizations need to follow. 

Member experience management is more than customer service. It is larger in its 
scope, and more holistic. It encompasses member service and sales, marketing, 
branding, user experience design, product design, service design, operations, finance 
and strategy. 

“In the future, experience management will be a prerequisite to 
compete effectively” 6 

What you need to do to meet the changing needs of members: 

Create a new culture 

Becoming a member-centric organization means creating a new culture that permeates 
everything the organization does. This will need to come from the top. It requires 

4  Forrester, Cooperstein, Competitive Strategy In The Age Of The Customer, 3
5  ASAE, Seven Measures of Success: What Remarkable Associations Do That Others Don’t, 24 
6  Carbone, Clued In: How to keep customers coming back again and again, 113 
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determining member priorities and doing things in ways that are most convenient for, 
and easily understood by, members and prospective members.  

The organization will need the full commitment of the staff and the volunteer 
leadership to make this move. It’s often difficult to change an organization’s culture, 
and it’s up to the organization’s leaders to work in concert to make it happen.  

Get members involved in helping make the changes 

Becoming a member-centric organization requires a higher level of understanding of 
your members. To achieve that, you have to invite members into the process. This 
member involvement is one of the building blocks needed to effectively use the 
MembershipMapping tool and other systems that we provide for you in Part 2 of this 
book.  

By involving members in the process, you gain new levels of familiarity with their 
needs. The only people who can truly define what’s important are the members 
themselves. Without this insight, you may inadvertently overlook opportunities that 
would help you improve and engineer (manage) the membership experience.  

It will be very tempting—and natural—to start by looking at MembershipMapping 
and other techniques from the organization’s perspective. But this would be a 
continuation of association-centric (inside-out) thinking. The focus needs to switch to 
member-centric (outside-in) thinking, so everything can be developed in a manner that 
reflects the member’s perspective. 

Revolve around 
the member and 
the member will 
revolve around 

you 
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Embrace the need to understand feelings and emotions 

Becoming a member-centric organization will require a deeper understanding of 
members’ feelings and emotions. It requires us to dig deeper below the surface to 
really find out the motivators of member behavior. 

While it might be tempting to evaluate matters from a rational and logical perspective, 
the truth is that many decisions and judgments are based on emotion, and later 
justified with logic. This is especially true when considering the impact that effort has 
on the membership experience. An interaction that requires minimal effort, to get the 
information or service desired, leaves the member feeling better about the experience. 
The greater the effort required, the more negative the member feels about the entire 
experience. 

Membership still is, and always will be, about dealing with people, so emotions and 
relationships will come into play. For the member, it is the cumulative experience 
delivered at all the touch points that contributes to the overall feeling that membership 
is a good investment. Any touch points where emotions are involved will take center 
stage in that evaluation. 

“The tangible attributes of a product or service have far less 
influence on customer preference than the subconscious sensory and 

emotional elements derived from the total experience.” 
7 

7  Carbone, Clued In: How to keep customers coming back again and again, 31 
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Chapter 1 Summary 

Change is needed to 
thrive and survive

 Focusing on the experience increases value
for the member. It is time to embrace new
concepts, tools, and insights in order to
reach a higher level of member-centric
performance.

 Commitment to managing the customer
experience is what the winners are doing in
the commercial sector. Taking this same
step will help member organizations better
understand and better serve their members.

 Emotions play a large role in shaping
member experiences. The new areas to
focus on are the impact of effort and
emotions on the membership experience.

 Organizations need to involve members in
this process of helping the organization
better understand what types of experiences
give members the most value. This member
input will be a vital part of the data used to
make decisions and evaluate performance.
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Chapter 2 - Committing to Consistency 

What you’ll take away from this chapter 

 How to use your Member Experience Statement to deliver a consistent experience

 Ideas on what types of research will help you focus your statement

 A template to create your MES

 How to measure your progress in delivering a great member experience

How to use your Member Experience Statement (MES) to deliver a 
consistent experience 

This chapter challenges you to determine and clearly articulate what experiences 
members want and need, and encapsulate this in a Member Experience Statement. 

Many organizations are unclear about the actual experience they are trying to deliver, 
so it is left to everyone in the organization to make their own decision. This leads to 
inconsistency. 

Test this out for yourself. At your next team meeting, ask everyone to write down one 
experience they are trying to deliver for members. Are they all the same? If not, then 
that is where you need to start talking about the member experience. 

The advantages of developing a MES are that it will: 

 Encourage consistency—everyone will know how to approach everyday decision-
making when they interact and communicate with members

 Provide direction on how to manage the member experience at each touch point

 Give interface designers a brief to follow when developing screens, forms and
processes

 Provide extraordinary context for driving the organization forward

 Enable you to see what needs to change

 Influence strategy development in all areas of the organization

 Uncover insights that can lead to a rethinking of your entire value proposition
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Where the MES fits in 

Your Member Experience Statement is often the missing statement in your strategy 
documents. It is not your mission or vision statements, as those are about you—they 
are organization-centric. It does, however, complement these. 

Your Member Experience Statement is about your members. It is a member-centric 
statement. It describes how you want members to feel (about themselves) when they 
interact with you.  

The table below is a comparison of some of the key and common direction and 
planning statements membership organizations can develop, and the purpose of each. 

Statement Description Focus 

Vision 

Your preferred future 

(What you will see when 
your mission has been 
achieved) 

About your organization 

Organization-centric 

(Inside-out focused)
Mission What you are here to do 

Value Proposition The core value you will 
deliver for members 

For the organization, but 
about members 

Member-centric 

(Outside-in focused)
Member Experience 

What you want members 
to feel as a result of their 
experiences of engaging 
with you 

Unlike your mission and vision statement, you don’t necessarily have to publish your 
MES for members to read, but some organizations do. The statement is a guide for 
you.  

Research will help you focus your MES 

Before you develop your statement, it is useful to uncover the experiences which are 
most and least important to members. If you want to have valuable insights and build 
a robust and usable statement, then don’t skip this research step.  
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You can interview individual members, or organize small focus groups of members, 
and ask them to describe their best (heaven) and worst ever (hell) service experiences 
of any type, whether within or outside your organization. Carefully watch their body 
language. 

 What particular experiences did the members get emotional about? (The 
experience is far more about the emotional side than people realize or initially 
accept.)

 What made them want to jump for joy? What really pleased them, made them feel
valued or stimulated?

 What made them angry and want to scream? What made them feel irritated,
neglected, stressed, hurried or frustrated?

Probe to find out more and when they describe the hell experience, listen for examples 
of the high effort areas and what actions or communications drive that extra physical 
or emotional effort.  

The members’ remarks will help uncover how value can be created and destroyed 
when you interact with them. This will be used in your MES.  

Note: It might seem like common sense—and be tempting—to ask members about 
their best and worst experiences of membership. However, this question would limit 
the organization’s ability to see beyond the current membership experience, and learn 
about the value derived from a wider spectrum of experiences.  

Consider using metaphor techniques, like visual images, to probe at a deeper level 
what is happening during these encounters. This will help uncover members’ most 
important thoughts and feelings.  

Since removing the effort in member experiences will become a key component of the 
initiatives highlighted during your organization’s MembershipMapping process, 
consider using some of the following open-ended questions to help gain new insights 
about member and prospect priorities: 

 What factors do you use to evaluate your experience?

 In which situations do you use one evaluation criterion over another?

 What else could be done to create experiences that increase value (i.e. what are
your main sources of service dissatisfaction)?
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Creating your MES 

Below is a template you can use to help create your MES. 

Member Experience Statement Template 

Our aim is for members to 
feel 

What experience do you 
want members to have or 
that you are trying to 
deliver? 

To achieve this we need to What reinforces and 
demonstrates the feelings 
you want to create? What 
clues, cues or props can 
you use to validate these 
feelings?  

We need to remind 
ourselves that we will 
destroy value and loyalty if 
we 

What can damage the 
experience you are trying 
to create? 

Your statement should be concise, and focus on matters of importance to members. 
Take care not to clutter your statement with items members will take as a given. 
Challenge yourself to describe the feelings that have a strong correlation with what is 
important to the member. For example, to feel understood is more powerful than to 
feel listened to. You can be listened to without being understood, but when you feel 
understood you reach a deeper level of connection. Being listened to might be 
considered by some members as a given. 

Validate your ideas about what constitutes the best member experience. Allow others 
to comment on these before confirming the final aspects you’ll include in your MES. 

Ask members how strongly they agree or disagree with the following: 

 This experience described in the statement is very important

 This experience would provide real value

 The organization appears genuine about achieving this

 This would positively distinguish the organization from alternative suppliers.
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Ask staff how strongly they agree or disagree with the following: 

 This will guide the organization in designing a membership experience that
drives value and loyalty

 This is achievable

 This is easy to remember

 This focuses on the member, not the organization

 This will align and unify how different departments, processes and systems
communicate with members

 This links to our brand promise

Once the final statement has been agreed on you can create a concise summary and 
memorable slogan from your MES.  

An Example 

If research uncovered that members value being recognised and feeling a sense of 
belonging, below is how this might be completed:  

A Member Experience Statement 

Our aim is for members to feel recognized and a sense of belonging.

To achieve this we need to use the insights we have about members to 
create a genuine feeling of connection: 

 With us: A personal acknowledgment
of who they are, their situation, their
participation and contribution

 With similar members

We need to remind ourselves that 
we will destroy value and loyalty if 

 we don’t recognize them
 we don’t anticipate their needs
 we don’t provide low-effort

interactions
 we don’t understand and respect their

views—even when different
 we don’t provide opportunities to

influence and contribute.
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A shorter summary version of the above would be: 

Our aim is for members to feel recognised and have a sense of belonging.  

We need to genuinely acknowledge them, focus on low-effort experiences, 
understand them, and be relevant. 

This could also be encapsulated in the following memorable slogan: 

Anticipate, Appreciate & Associate! 

In this example, the organization highlights the ‘association’ aspect—building 
relationships between them and the member and among members. This is fundamental 
to building a community and creating a sense of belonging.  

How to measure your progress in delivering a great member experience 

Your statement so far contains your guiding principles. 

But how will you determine if you are delivering this experience? 

After the MES has been adopted, the last step is to bring it to life by adding practical 
measurement criteria, achievable targets, and the experience initiatives underway to 
deliver on the statement. These measures should not be overlooked, as they will guide 
everyday decision-making.8  

The template below captures your measures and initiatives. Append these to your 
MES: 

Member Experience Statement Template continued 

We will know when we 
are delivering on this 
when 

The measure or metric you 
will use to measure your 
performance 

8 

8  Chapter 9 is devoted to looking at the different measures 
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Our target is The score you would like to 
reach 

The current initiatives we 
have planned to deliver on 
the above are: 

The specific tactics as 
outlined in your 
membership plan 

For a copy of the complete MES template see Appendix A. 

Your ability to identify measurement criteria will become clearer once the 
journeys have been mapped. Your measures will change over time as they are fine-
tuned, new targets are set, and new initiatives undertaken.  

Here is an example of how this might be completed: 

We will know when we are 
delivering on this when 

members continually recommend membership 
to others. 

Our target is to increase our Net Promoter Score (NPS)9 
from 25 to 35 over the next two years. 

The current initiatives we have 
planned to deliver on the above 
are: 

 Investing in systems that give us a
complete view of member activity so we
can personalize the membership experience

 Training and coaching staff on using
positive language and active listening

 Providing more facilitated relevant
networking opportunities

 Including more ways for members to
identify and connect with other members

9  See Chapter 9 
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If you want to understand how to measure a sense of belonging, take a look at the 
Sense of Community Index.10 This index highlights what people need to experience in 
order to feel like they belong to a community. 

“Developing experiences that make members feel a sense of 
belonging is important to any organization in the business of 

associating. This could be a key metric that is missing from many 
membership dashboards. ” Froggatt  

Using Your MES 

Once you have developed your statement, refer to it in key documents. 

Remind staff to use this statement to guide their everyday decision-making about 
direct and indirect interaction with members. 

Finally, check the key touch points in your member journeys to assess whether you 
are delivering and achieving the level of service you have committed to in your 
Member Experience Statement.  

Chapter 2 Summary 

Your Member 
Experience Statement 
(MES) is critical to 
driving a consistent 
experience for 
members

 This is often the missing statement. It
signifies the organization is committing
itself to achieve a consistent experience at
each touch point along the member
journey.

 It encapsulates the feelings you are aiming
to evoke as well as ways to meet and fulfil
member expectations.

 The measures you add are vital for making
sure people don't forget your MES and it
becomes engrained in your culture.

 Developing a statement is not easy. It will
take time, but it is worth it because it is a
valuable process and it provides a focus for
the organization.

10  McMillan and Chavis, Sense of Community Index 2(SCI-2) 

http://www.communityscience.com/pdfs/Sense%20of%20Community%20Index-2(SCI-2).pdf
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Chapter 3: Lowering Member Effort 

What you’ll take away from this chapter 

 Why member engagement needs to be about quality, not quantity

 What research tells us about the importance of reducing effort

 Techniques for uncovering engagement barriers

 A list of what causes member frustrations

 Suggestions for creating low-effort member experiences

Why member engagement needs to be about quality, not quantity 

Associations spend a lot of time trying to get prospects and members more engaged. 
Members are encouraged to visit the organization’s website, attend meetings and 
educational conferences, take part in social media activities and get involved in 
leadership activities.  

Engaging current members in some way makes it more likely they will continue their 
membership and tell others about the organization. Engaging prospective members 
builds share of mind, and helps them get to know if and how membership is relevant, 
hopefully resulting in a new member.  

However, the time has come to reduce our focus on how often we engage our 
members. To make those engagement efforts worthwhile, members and prospects 
must have (as much as possible) a low-effort experience.  

Many organizations fail to grasp the negative impact of creating high-effort 
experiences which can lower perceived value and drive potential disloyalty. In this 
chapter we highlight the background as to why the effort factor is so important and 
which aspects of effort need the most attention.  

In the next chapter, when we go through the journey mapping process, you will see 
that the templates are designed to capture how your members feel about their 
experiences when they interact with you. Their feelings and perception of you will be 
greatly influenced by this effort factor.  
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Research11 has uncovered several interesting findings about how effort impacts on 
loyalty and advocacy.  

Four of the five factors which drive customer disloyalty involve situations that involve 
extra effort for the customer. These are: 

 Factor 1: More than one contact needed to resolve the issue or request

 Factor 2: Repeating information

 Factor 3: Perceived additional effort to resolve

 Factor 4: Transfers

 Factor 5: A generic service—this was the only factor which did not involve extra
effort

It’s vital to note that the four most important effort factors affecting loyalty above all 
revolve around the time issue. Everyone is short of time. As a result, a large part of 
any evaluation of an interaction is: how much time was involved in that for me?  

Organizations that force customers to take what they feel are unnecessary steps to get 
a request handled get heavily penalized. Time poverty is further compounded by an 
ever decreasing attention span. 

 A whopping 96% of customers who have a high-effort experience report being
disloyal.

 Bad news spreads faster than good news. Twice as many people tell others—as
many as 10 others—about a bad experience compared to a good experience. This
damages your reputation and the value of your brand.

The impact of this is that organizations that focus on low-effort experiences 
outperform others when it comes to positive word of mouth and repeat purchase from 
customers. Eliminating effort results in exactly the type of behavior we strive to see 
from members. 

In reality, when things do go wrong, people understand that a little effort might be 
necessary to solve the problem. The aim is to handle the situation in a way that will 
get the member to reflect afterwards “you made that easy,” or, “you made that easy 
for me to fix.”  

11  Dixon, Toman, DeLisi, Effortless Experience, 25 

http://www.amazon.co.uk/Matthew-Dixon/e/B0058M2ORW/ref=ntt_athr_dp_pel_1
http://www.amazon.co.uk/s/ref=ntt_athr_dp_sr_2?_encoding=UTF8&field-author=Nicholas%20Toman&search-alias=digital-text&sort=relevancerank
http://www.amazon.co.uk/Rick-DeLisi/e/B00E0MISS0/ref=ntt_athr_dp_pel_3
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 “When something goes wrong, the overriding sentiment is help me fix 
it. No need to dazzle me, please just solve the problem and let me get 

back to what I was doing.”  
12 

For many years, companies have overpromised and underdelivered on “delighting 
customers” and “exceeding expectations.” To be trusted and credible, an organization 
needs to be realistic with what it aims and promises to deliver. 

But this vital research does not stop there. 

The other key learning takeaway is that when it comes to making decisions about the 
amount of effort we feel something involves, the physical effort or exertion involved 
in an experience accounts for only about one-third of our final evaluation. Most of the 
effort, the remaining two-thirds, is the amount of emotional effort involved for the 
customer or member.12

Regardless of the fact that it may have taken little physical effort, what really matters 
to members (and prospects) often boils down to “how much did the experience occupy 
my mind, and how long did I spend thinking about it afterwards?”  

Rarely are emotions discussed in staff meetings when discussing member experiences, 
or they are only discussed superficially, but this needs to change. When it comes to 
evaluating experiences, it requires a deeper consideration of feelings. 

12  Dixon, Toman, DeLisi, Effortless Experience, 15 and 95 
13   Zaltman, How Customers Think: Essential Insights into the Mind, 9
14   Watkinson, The Ten Principles Behind Great Customer Experiences, 36 

Physical exertion 
One third of  the total impact 

Feelings   & emotions 
Two thirds of   the total impact 

http://www.amazon.co.uk/Matthew-Dixon/e/B0058M2ORW/ref=ntt_athr_dp_pel_1
http://www.amazon.co.uk/s/ref=ntt_athr_dp_sr_2?_encoding=UTF8&field-author=Nicholas%20Toman&search-alias=digital-text&sort=relevancerank
http://www.amazon.co.uk/Rick-DeLisi/e/B00E0MISS0/ref=ntt_athr_dp_pel_3
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Don’t compound this error by focusing on only the more positive emotions, because 
negative emotions can play a major role in people’s decisions.13 

The results of this research about effort are slowly filtering through, but don’t be 
surprised to find front-line service managers believing that customers want to be 
“wowed,” or that what counts is the amount of physical effort involved. These beliefs 
are out of date and need to be changed.  

“Few things generate more goodwill and repeat business than 
being effortless to deal with.” 14 

Techniques for uncovering the engagement barriers 

To eliminate the barriers to engagement, you need to find out what those barriers are, 
and where they exist in your organization. Take a good, honest look at what is 
happening—through your members’ eyes. By doing this you will gain a better 
understanding of the ongoing dynamics that create the unique membership experience 
that your organization currently offers.  

Here are some suggestions for identifying the current barriers to engagement in your 
journeys:  

 Associations have a vast amount of data stored in their systems about members
and their interactions with the organization. Analyze this information to gain
insights into what these interactions tell you about current, and potential future
behaviors.

For example, what do your website statistics reveal about the virtual touch points
and experiences that members receive? Watch the mouse clicks, page scrolling,
and character-by-character form completion. How long did the session last? Where
do members drop off? Where do they abandon and fail to complete a registration
form? Where did they pause?

 Monitor your social media platforms. When members contribute to conversations
in social media, what do they say about your organization? What words or phrases
do they use?

 Set up a long table in the organization’s office and ask the staff of each
department to place on it, in chronological sequence, a hard copy of all written
communication and e-mails sent out to members in a 1 to 3 month period. What
impression do you get? Is the look and design of the material similar, or are
different staff or departments using varying typefaces and image styles? Are they
well-coordinated? How many items did members receive?

14   Watkinson, The Ten Principles Behind Great Customer Experiences, 36 
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What causes member frustrations 

Some examples of the effort members and prospects dislike include the points where 
they have to: 

 Contact the organization several times to get a problem resolved

 Repeat the same information to different staff (or to an automated call center)

 Key into a form information which the organization already holds in their 
database about them

 Wait for a long period of time for anything

 Make a choice among a long list of options where the differences in these options
isn’t obvious or clear

 Read through material with lots of unknown acronyms or internal jargon

 Switch to a different communication channel, i.e. from the web to the telephone,
to get a problem solved

 Go back and start again rather than just undoing the last step of a process

 Navigate through too many words or try to understand organization-specific
language

Suggestions for creating low effort experiences 

There are many actions you can take to reduce the actual or perceived effort for 
members. Here are some ideas:  

 Decrease the number of call backs and e-mails back-and-forth. Brainstorm what
problems sometimes happen after a call or e-mail communication that gives the
member a reason to call or e-mail back. Agree on the most frequent reasons.

 Anticipate responses that might annoy or upset members, and deliberately choose
to use positive language that will soften the disappointment, for example:

 Talk about what you can do, not what you can’t. Don’t say “I can’t help you,”
say, “Our ‘abc’ team can help you; would it be OK for me to transfer you?”
The last part keeps them in control. Similarly, don’t tell members what they
can’t do, tell them what they can do.

 If the member asks when the exhibition closes, don’t say “It closes at 5:00
p.m.” Say “The exhibition stays open until 5:00 p.m. and then re-opens again
in the morning at 8:00 a.m.”
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 Be pro-active and provide guided experiences, so when members are asked to
choose, it is easier for them to navigate the options and come to a good decision.
For example, add something like: “If saving time is most important, Option A is
recommended. If saving money is most important, Option B is recommended.” If
they have to put a lot of effort into making a choice, try to make them feel
confident about the choice they have made.

Also provide positive guided resolution experiences. If a member calls to book a
seminar that is full, don’t say, “Sorry, but I can’t register you because that course
is full.” Say, “There are places available in that seminar on November 26th so I
can book you for that course then, and I can also open up a waiting list for the
seminar on October 20th. You will be at the top of this list. Would you like me to
go ahead?”

 Test out, using control groups, the impact of advising them before you end the
first call about a potential downstream issue they might experience. Alert them
what to do about it. If it is a complex issue, say you will e-mail them what to do
next if it should occur. In some instances you might be able to be proactive and
say, “If we spot this issue happening, would you like us to alert you by text, e-
mail, or phone?” Practicing ‘next issue avoidance’ has paid big dividends for
organizations in the commercial sector.15

 Make your forms easier to complete. Don’t ask them to repeat information that
you already know about them. Pre-populate forms with information that you
already hold about that member.

Provide more hints and tips on how to complete various forms. When they do
need to add their membership number to a form, tell them where they can find it.

Your membership 
number T _ _ _ _ _ 

 It is a six-digit figure beginning
with the letter T.

 You will find this in the top
left-hand corner of your
membership certificate or last
invoice.

 Contact members via, and keep members in, their preferred communications
channel. Some will like the Web, others prefer to e-mail, and others pick up the
phone and call you.

Investigate all the places where members have to switch channel. For example, if
you discover members are leaving the Web to phone in with questions that could

15  Dixon, Toman, DeLisi, Effortless Experience, 24 

http://www.amazon.co.uk/Matthew-Dixon/e/B0058M2ORW/ref=ntt_athr_dp_pel_1
http://www.amazon.co.uk/s/ref=ntt_athr_dp_sr_2?_encoding=UTF8&field-author=Nicholas%20Toman&search-alias=digital-text&sort=relevancerank
http://www.amazon.co.uk/Rick-DeLisi/e/B00E0MISS0/ref=ntt_athr_dp_pel_3
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easily be answered via the Web, then add this information to your website. If it is 
already there make it clearer, or position it in a more prominent place. This will 
free up the helpline so time can be spent handling more complex issues, and give 
members a clear sign that you are listening to them. The majority of customers 
have a positive impression of a business that communicates with them in their 
preferred channel of communication.  

 Reduce the effort involved in reading your instructions. Check your website and
documents by scoring them for readability.

 Reward staff for low-effort initiatives.

 Make errors easy to recover from with well positioned ‘undo’ signs.

Chapter 3 Summary 

You need to be constantly 
trying to reduce the effort 
members have to exert to 
continue their journeys 

 Don’t focus entirely on the
“physical” effort - in many cases
the mental and emotional effort
is foremost in members’
concerns.

 Anticipating high-effort
situations is an ongoing
responsibility of the staff.

 Make “Is this the simplest it can
be?” your new mantra.
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Part 2  Journey Mapping 

4. 
Membership

Mapping: 
What It's All 

About 

5. Mapping
The Journey 

Into 
Membership 

6.Mapping
The First Year 

of 
Membership 

7. Mapping
The Journey 

Into 
Leadership 

8. Other
Journeys You 

Can Map 



Managing the Membership Experience    36 

Chapter 4 - MembershipMapping: What It’s All About 
and How to Use It 

What you’ll take away from this chapter 

 An understanding of exactly what MembershipMapping is all about

 Knowledge of how to use the MembershipMapping template

What exactly is MembershipMapping all about? 

MembershipMapping is a combination of a thought process and a set of tools for 
helping organizations manage the membership journeys and deliver the desired 
member experience. It challenges the organization to gain a higher level of 
understanding of what members and prospects are thinking and experiencing all along 
the road from their first awareness of the organization, to the decision to join, and 
through the critical first year of membership and beyond.  

It also challenges the organization to reflect its understanding of member needs 
through the specific actions it takes, and the communications it provides, while 
delivering that member-centric experience. 

How to use the MembershipMapping template 

The template is a grid, or table that describes the journey and plots the key touch 
points in a membership experience.  

It is the tool that allows you to take a snapshot and record the aspects of a journey that 
relate to the experiences delivered. It is a way to collect, display and use all of the 
information needed to understand and better manage the member experience in the 
most efficient ways. 

By identifying member needs and expectations, and where members or prospects are 
on the journey, you can anticipate and guide them to the next step. In doing this, you 
clearly demonstrate the value that membership brings. 

There are two versions of the template—one for the organization to complete, and one 
for the members. They are very similar, with just a few slight differences to the 
wording, and there are a couple of extra questions on the organization’s version. We 
encourage you to fill in your version first so that you can become familiar with what 
the process involves, and then compare your answers with what the members say. 
Any differences will highlight learning opportunities.  
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The Member’s Perspective of The Journey 

Part A: The Context. This 
part describes vital 
background details. 

The Organization’s Perspective of The Journey 

Part A: The Context. This 
part describes vital 
background details. 

Part B: The Phases of the 
Journey. For each phase 
in the journey, this part 
will capture the 
information needed to 
create the experiences 
your members want and 
drive your membership 
plans. 

The Two Versions of the MembershipMapping Template—One for The 
Organization and One for The Member 

For a larger copy of the above templates see Appendix B. 

The next section in this chapter is a step-by-step guide to completing the 
organization’s version of the template. It consists of two parts: A and B.  

Part A – The Context 

The first part establishes your frame of reference, or as we call it, the context for your 
efforts. In this part you need to identify who is on this particular journey, and what 
you know about them (or, as we’ll discuss later, what you need to learn about them) to 
guide them properly through the various steps they’ll take. 
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There are five things you want to identify and articulate clearly in this part. 

1. Who is on this journey? Which segments or ‘Value Groups’ (see Chapter 10) do
they belong to?

2. What triggers or prompts this journey?

3. What expectations about the service experience do they have? What is important
to them?

4. What do you want members to experience? This is the Member Experience
Statement (MES) created in Chapter 2.

5. Who needs to be involved? These are the people and teams from the organization
who are involved in this journey.

Part B – Charting the Phases of the Journey 

For each of the maps you develop, you need to identify what phase the member or 
prospect is in.  

We used the term phase rather than stage because a phase indicates that it is a 
transitional point, meaning that the thinking of the member or prospect is evolving. 
One of the significant concepts of MembershipMapping is to guide and support 
prospects and members as they travel through these phases. 

For example, the phases of: 

 The journey into membership (i.e. for prospects) would describe where the
prospect is in the decision-making process. This might fall into such areas as
Discovering, Considering, Evaluating and Joining. (This is similar to the concept
of AIDA, which marketers use to describe the four traditional phases of the buying
journey: Awareness, Interest, Desire and Action.)

 The journey through the first year of membership might be described as
Welcoming, Connecting, Engaging and Reviewing.

 The journey into volunteer leadership is likely to include phases such as
Considering, Applying, Familiarizing and Participating.

Part A: The 
Context 

Who is on this journey? 
Which Value Groups do they belong to? 

What triggers or 
prompts this journey? 

What expectations do 
they have about service? 

What do you want them 
to experience? 

Who needs to be 
involved? 
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To be member-centric, we have deliberately chosen words to describe each phase 
which reflect actions that the member rather than the organization takes. This helps 
keep the maps focused on the member. We try to use words ending in “-ing” to denote 
action like inquiring, trying, testing, etc. 

To uncover the various phases talk to members about the outcomes they are hoping to 
achieve from membership, and listen as they describe the steps they see themselves 
going through to get that result. Often you will discover that journeys will rarely start 
where you think they do. They will start for the member much earlier than you 
think—and offer interesting places to research for opportunities to add value.  

You will be completing a version of the template below for each phase in the journey. 

Part B: The Phases 

Q1: What happens during this phase? 

Q2: What are the current touch 
points involved? 

Q3: What factors or criteria, do they 
use to evaluate their experience 
during this phase? What might 
frustrate or upset them?  

Q4: How do they currently feel 
about the experience? Rate it: 
Scale of 1 (awful) to 5 (great) 

😠😠   😡😡   😐😐   😥😥   😂😂

Q5: Where are the opportunities to 
improve the experience? 

When describing what happens during each phase, consider what they have to do or 
give, what they get in return, and what they want. 

Key Point: In reality, journeys are not a straight line (linear) as presented above. Some 
members might skip or repeat phases or touch points because they make different 
choices and have different levels of knowledge. They will also travel at different 
speeds. However, using the generic template in this way gives the organization a 
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consistent approach to asking the right questions and collecting the information 
needed for mapping any member’s journey.  

The starting point for completing the templates will likely involve an office wall and 
pack of Post-It® notes. These are great for brainstorming, then prioritising what needs 
to be transferred to the actual template.  

A “physical” journey mapping exercise can help you gain invaluable insight into 
members’ perspectives. 

Customising the Template 

These templates will get you on your way with journey mapping. 

As you progress, you can add to or modify the standard questions asked to suit your 
particular situation. For example: What decision are they making? What are they 
searching for (what do they type into search engines)? What content are they looking 
for? How did they get there?  

Once you have your template refined, adapting it to different journeys becomes easier. 

The information in your MembershipMapping Template can also be transferred into a 
tree or swim lane-type diagram to help better visualize the flow of the journey. 
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 Chapter 4 Summary 

The Membership 
Mapping template is 
the tool for recording 
member journeys 

 Part A focuses on the background to the
journey, Part B describes the different
phases of journey and member experiences.

 There is one version for you to complete
and one for the member.

 Over time you can customize the questions
to suit your situation.
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Chapter 5: Mapping the Journey into Membership 

“Our firm had been approached many times to join a number of associations and we 
did join a couple. We never really saw a lot of value in them so we dropped out and 
backed off from joining any more. But recently I stopped by an exhibitor booth at a 

trade show and the woman in the booth told me about her association and what it had 
done for her company—she was one of the association’s officers. I’d vaguely heard of 

the group but didn’t know much about it. She said they would send me some 
information and someone would follow up.  

It sounded interesting.” 

Michael Charles, Operations Director 

What you’ll take away from this chapter 

 How to identify the context of the journey into membership

 How to chart the phases of the journey

 The discovering phase

 The considering phase

 The evaluating phase

 The joining phase

 How to see this journey from the member’s perspective

The importance of the journey into membership 

Membership growth is a primary concern for every organization. Using 
MembershipMapping gives an organization the opportunity to guide prospects from 
being participants in an industry, profession, community, social interest group, etc. 
into becoming members of an organization that represents those interests.  

In this instance we will use the example of Michael, an Operations Director for a 
manufacturing company, as he goes through the journey of joining one of the trade 
associations in his industry. 
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The context of this journey 

Q1: Who is on this 
journey? 

Michael, an operations director of a manufacturing firm. 
His firm can be described as being in the ‘Business 
Builder’ mode as it values: 

 Increasing sales by growing its customer base

 Gaining market awareness for their company

 Establishing new partnerships

Q2: What triggers or 
prompts this 
journey? 

At a recent company planning meeting, the company 
decided to expand their business by looking for new 
market opportunities.  

Q3: What expectations 
do they have about 
service?  

 Easy access to organization staff and other resources

 Prompt responses to inquiries

 Personalized and Customized information that is
relevant and easy to find

 Respect for their time

Q4: What do you want 
members to 
experience? (Your 
Member 
Experience 
Statement.) 

Our aim is for members to feel we are partners in 
helping their business grow.  

We need to continually engage in quality conversations 
about their challenges and issues by listening well and 
providing relevant insights. 

Q5: Who needs to be 
involved? 

These activities and tasks might be assigned to a team 
that would include the: 

 Membership and Marketing Department

 IT/Web Department

 Finance Department

 Executive/Board of Directors
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Charting the phases of the journey into membership  

The following illustration shows what phases this journey might translate into, and the 
outcomes which would denote the transitions from one phase to the next: 

Discovering  Considering  Evaluating  Joining 

Outcome Outcome Outcome Outcome 

He is now 
conscious of 
the 
organization 
and has heard 
enough 
positive 
comments to 
warrant taking 
a further look. 

He has taken a 
closer look and 
now has a better 
idea of what 
you do. He gets 
the impression 
you might be 
able to help 
them achieve 
their goals. 

He has 
compared 
what you offer 
with other 
options, and 
decided that 
investment in 
membership 
would be the 
best solution. 

He applied for 
membership 
and it has 
been 
approved.  

The Discovering Phase 

Q1: What happens 
during this 
phase? 

Michael’s company is just beginning to learn what your 
organization does and how it might apply to them. 

He is moving from a position of never having heard of you, 
to become aware that you exist. 

While he isn’t completely clear what it is you do and offer, 
he is getting the impression that you might have some useful 
resources.  

Q2: What are the 
touch points 
involved? 

 A web search links to a document you published about
how to expand a manufacturing business—they click on
this and it brings them to your website

 A third-party supplier they use sends them information
about an upcoming event you are sponsoring

 They attend a trade show and pass your booth
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Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 Does your image and branding look professional?

 Are the documents he received from you easy to read,
clear and helpful?

 Were the initial conversations he had with staff friendly,
and focused on understanding his company’s needs?

Potential Dissatisfiers 

 He spent time looking through your information but it
was a waste of time and few of his colleagues are
familiar with your organization

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Your score for this phase is 2.9

Q5: Where are the 
opportunities to 
improve the 
experience? 

 Update your branding and the appearance of the
exhibition booth and promotional material

 Introduce more complimentary, easy-to-read,
downloadable documents that help manufacturing firms
meet their business objectives, and make these easy to
find for search engines

 Encourage members to mention the organization when
speaking to other industry groups and to talk about
membership with industry peers

The Considering Phase 

Q1: What happens 
during this 
phase? 

At the start of this phase he has heard about you from several 
different sources, so he knows who you are. 

During this phase, Michael starts to take an interest when 
your organization is mentioned because he has had several 
interactions via publications, trade show, etc. 
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By the end of this phase, hopefully you have their contact 
details and have qualified them as a genuine candidate for 
membership. 

It is important to remember that they are probably also 
looking at other organizations and service providers. 

Q2: What are the 
touch points 
involved? 

 He has asked others about the organization

 He has reviewed your website and downloaded and read
reports and documents on your website

Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 Was your website easy to navigate?

 Was the information relevant to the company’s aims?

 Who else is a member? Do they recognize the names of
organizations and people they can do business with?

Potential Dissatisfiers 

 Took a lot of effort to find what they were looking for on
the website—seems cumbersome, with broken links and
dated material

 The benefits list talks all about what the organization
does, not how membership might solve their current
challenges

 They can’t find a list of members

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Your score for this phase is 3.5

Q5: Where are the 
opportunities to 
improve the 
experience? 

 Make the website more user-friendly and focused on the
needs of prospective members

 Provide a list of members and incorporate their logos to
make them easy to recognise
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The Evaluating Phase 

Q1: What happens 
during this 
phase? 

The company is now getting serious about joining. 

Michael invests time: 

 Thoroughly checking you out to get a clear
understanding of how you can help

 Comparing you with other ways they could spend the
budget they have allocated for business expansion

 Looking at the dues structure to calculate exactly how
much membership will cost

There is also likely to be an internal discussion with others in 
his firm about the value of joining. 

Q2: What are the 
touch points 
involved? 

 Michael may e-mail or phone you with a inquiry about
calculating the dues rate or period

 He contacts the representative of a current member
company whom they know for a final testimonial

 He is tracking the ongoing communications from your
organization regarding any areas that relate to their firm

Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 How prompt was the reply to any inquiries?

 Did the organization’s representatives seem to
understand the company’s business and how the
organization can be of assistance?

 Does his firm have any business relationships with other
existing members?

Potential Dissatisfiers 

 He is still having trouble identifying exactly what they
get for their financial investment

 After interacting with the organization, the follow-up
from the organization was slow or impersonal

 He attended a meeting and felt that the experience was
nothing out of the ordinary
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Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Your score for this phase is 3.8

Q5: Where are the 
opportunities to 
improve the 
experience? 

 Develop content that makes the evaluation process easier
by clearly showing how you are different from other
membership organizations

 Show how membership is valuable to different
departments, managers and directors in a manufacturing
business

 Provide a checklist for your Chapters of ways to
enhance the experience that guests have at the meetings

 Introduce joining incentives for non-members attending
meetings if they join at the event

The Joining Phase 

Q1: What happens 
during this 
phase? 

Michael gathers all the information needed to fill out the 
application and complete the form, send it off and gain 
approval.  

This is going to be the first opportunity to experience a 
process that you have designed and will be the initial step in 
building the company’s impression of you.  

Q2: What are the 
touch points 
involved? 

 He visits your website for instructions and to get answers

 He sends the application and supporting documents

Q3: What factors or 
criteria do they 
use to evaluate 
their experience? 

 How difficult was it to fill out the application?

 Is there an approval process? If so, what is it?

 Is all information on the application confidential?
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What might 
frustrate or upset 
them? 

Potential Dissatisfiers 

 Application is too long or detailed—they don’t see the
relevance of some of the information you are asking for,
or it asks for commercially sensitive information

 Was the joining process simple and easy, or confusing in
parts and designed to suit the organization’s needs? Were
you member-centric or organization-centric?

 Approval requirements are not communicated clearly

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 The final phase is often the phase that the organization
has most control over, so you are likely to score higher

 Your score for this phase is 4.3

Q5: Where are the 
opportunities to 
improve the 
experience? 

 Make it clear what happens after they have sent in the
application form

 Make the online application user-friendly, for example, if
a mistake is made, be sure the applicant only needs to
correct bad information, not start again, etc.

 Review application to determine if some questions are
unnecessary to enrol the prospect—focus on making it
simple by getting the basic information
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How to see this journey from the member’s perspective 

Michael’s story of his journey into membership: 

“I got a follow-up pack from the representative I had met at the trade 
show but it was really just more of the same information she gave me at 
the show—nothing different or new. 

Then went to an industry forum on new markets. One of the speakers 
mentioned that he was a past president of the association and that the 
group had a new survey out on industry trends. 

The 
Discovering 

Phase 

Afterwards I went to the organization’s website and saw a lot of 
suppliers on their membership list. That caught my attention. Might be 
some partnerships there.  

They had their dues structure on the site, too. For a company our 
size they are asking for a lot of money to join. 

The 
Considering 

Phase 

The following week I called the office and got to talk to the membership 
director. He was very helpful and sent me an executive summary of their 
most recent benchmarking survey. 

I went to a meeting and was really impressed. Well run, good speaker, 
and a couple of great contacts. 

The following month they sent a staff person to meet with our 
management. He must have done his homework because he seemed 
really familiar with our product line. 

The 
Evaluating 

Phase 

At the next senior staff meeting we decided to go ahead and join. 

When I filled out the membership application it said the board had to 
approve all applications. Not sure what that entails or why we wouldn’t 
be approved. 

I did get a pretty quick call from the association president saying we 
had been approved.  

Looking for some big returns on our investment!” 

The Joining 
Phase 
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Chapter 5 Summary 

The journey into 
membership is the 
cornerstone of your 
MembershipMapping 
efforts  

 Mapping the journey into membership can
provide many ideas for your overall
member recruitment plan.

 Creating greater awareness of your
organization can be increased and
amplified by involving current members in
your efforts.

 Streamlining the application process helps
remove some of the final barriers to
becoming a member and sets the
relationship up to be a long and prosperous
one.
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Chapter 6 - Mapping the First Year of Membership 
“When I was just getting started in my career after college I was like every other new 
practitioner, a little nervous and wanting to make a contribution. I knew I had to keep 
up with my continuing medical education, but I also wanted to find ways to get to the 
next level of my profession as quickly as possible. My supervisor suggested I join a 
professional association. I wasn’t sure I’d have time to participate very much, but 
since my employer is willing to pay for the first year I decided to join. I hope it’s 

going to be worth the time and money.” 

Jessica Smith, Emergency Physician 

What you’ll take away from this chapter 

 How to formulate the context of the journey through the first year of membership

 How to chart the phases of the journey

 The welcoming phase

 The connecting phase

 The engaging phase

 The reviewing phase

 How to see this journey from the member’s perspective

_____________________________________________________________________ 

The importance of the first year of membership 

Research shows that the first year of membership is absolutely critical to ongoing 
member retention, and organizations need to put major emphasis on the first-year 
experience. New members must get off to the best possible start. Any loss of members 
before they have renewed even one time is a tremendous drain on the time, money and 
effort of staff and volunteers.  

In this chapter we’ll show how the organization might map out Jessica’s first year of 
membership.  

At the end of the chapter we’ll show you how that year might have looked from 
Jessica’s perspective. As we noted in the previous chapter, one of the most insightful 
parts of MembershipMapping is the ability to compare the organization’s viewpoint 
with the member’s viewpoint. The differences are the opportunities for the 
organization to create better membership experiences. 
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In this journey, one important thing to focus on is the need to make this first-year 
journey not just a separate series of activities or transactions, but in the mind of the 
prospective member, an ongoing experience. 

The context of this journey 

Q1. Who is on this 
journey? 

Jessica is a newly licensed physician who is just starting 
to work in an emergency department in a large city 
hospital. She is not only new to the organization, but also 
new to the profession. 

She might be classified as a Career Starter. 

Her priorities are to: 

 Continue to study and build her abilities and options

 Shorten her professional learning curve

Q2. What triggers or 
prompts this journey? 

This journey was prompted by the recommendation of 
her supervisor. 

Q3. What are her 
expectations about 
the service?  

 Convenient and easy access to the required continuing
education. She values anything that will ease her time
burden

 She expects some level of understanding—she values
an organization that displays empathy for her daily
challenges

 She expects several options for ways to participate

Q4. What do you want 
members to 
experience? (Your 
Member Experience 
Statement.)   

Our aim is for members to feel recognised and have a 
sense of belonging.  

We need to genuinely acknowledge them, focus on low-
effort experiences, listen well and be relevant. 

Q5. Who needs to be 
involved? 

The activities and tasks listed above might be assigned to 
a team that would include the: 

 Education Department

 Finance Department
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 IT/Web Department

 Local Chapter representative

 Marketing Department

 Membership Department

Charting the phases of the first-year journey 

For a person such as Jessica, who has just become a member, the following 
illustration shows what phases that journey might translate into over the first year, and 
the outcomes which would denote the transitions from one phase to the next.

Welcoming  Connecting  Engaging  Reviewing 

Outcome Outcome Outcome Outcome 

You get to 
know Jessica 
better and 
understand her 
priorities 
better, and she 
gets to know 
the staff and 
the other 
resources 
available. 

You start 
providing 
tangible returns 
that meet her 
initial 
expectations by 
connecting her 
directly to tools 
for success. 

You expand her 
experience by 
introducing her 
to other 
members so she 
starts to feel a 
sense of 
belonging. 

You reinforce 
the value of 
the 
membership 
experience 
and gain 
commitment 
from her for 
another year. 

The Welcoming Phase 

Q1: What happens 
during this 
phase? 

She has completed the application and is waiting to see what 
comes next. She understands that there may not be instant 
results but has some expectation of the organization starting 
the membership with some relevant information. 

During this phase, the organization’s job is to get to know the 
new member better, and for the new member to get to know 
your organization better. This is not just a communications 
phase, it is a learning phase. 
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Q2: What are the 
touch points 
involved? 

 The welcoming communications from the organization,
members and peers via e-mail and mail

 New member materials, including details of key national
and local, regional or Chapter contacts

 First visit to the member-only section of the website

Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 Personalized and accurate communications (i.e. her name
and other profile information is correct right from the
start)

 Response time

 Recognition of any specific needs revealed to you in some
way during the recruitment process

Potential Dissatisfiers 

 Misspellings and inaccuracies in personal
communications

 Spending a lot of time and effort trying to find out who
she needs to contact with a specific inquiry

 She can’t easily access the member-only parts of the
website due to password difficulties

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Your research shows that your responses to new members
are processed quickly but tend to be standardized and not
memorable and feedback indicates there is too much
irrelevant information in the welcoming pack

 Your overall score on this phase is 3.5

Q5: Where are the 
opportunities to 
improve the 
experience?  

 Introduce more personalization into new member
correspondence, including changing the welcome letter
and e-mail to focus on the new member’s joining
expectations and value group priorities

 Add a new member section to the website and include
personal profiles, photographs and contact details of the
key staff and volunteers they are likely to want to contact
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 Add a link to the new member’s listing for them to
approve before adding them to the live directory to ensure
accuracy from the very beginning

The Connecting Phase 

Q1: What happens 
during this 
phase? 

She has made her priorities known to the organization. 

The organization needs to follow up effectively and connect 
her to specific activities which reflect her current needs.  

The organization needs to connect her to some of the 
tangible, identifiable value from membership that she was 
expecting when she joined. 

Q2: What are the 
touch points 
involved? 

 Organizational meetings

 Ongoing member correspondence

 Website visits

 Orientation session (live or online)

Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 Relevancy

 Customization of correspondence

 Frequency and quality

Potential Dissatisfiers 

 The process of getting hold of a copy of the report she
was interested in was longwinded and she had to look it
up several times

 Lack of personalization

 Use of terminology or acronyms that are unfamiliar
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Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Your research reveals that new members seem to feel that
this phase needs some work

 She is a little overwhelmed by the amount of information
she is getting

 She is not familiar with all of the terminology used on the
website so she had to click around the site to find out
what things mean

 The new member orientation was just a repeat of the
information she got when she was considering joining

 She feels as though now that she has joined she is just like
every other member—nothing special

 Your current score in this area is a 2.9

Q5: Where are the 
opportunities to 
improve the 
experience?  

 Give new members more choices for what and how to
receive new member information

 Make sure the resources that new members like Jessica
(Career Starters) find most useful are really easy to find

 Personalize new member correspondence

The Engaging Phase 

Q1: What happens 
during this 
phase? 

She has experienced some of the value from membership, 
and the next phase is to start building a sense of belonging. 
The focus now is on connecting her with like-minded 
members. 

The organization needs to show her how to connect with 
others and form a deeper connection from shared 
experiences. 

Q2: What are the 
touch points 
involved? 

 She attends a local Chapter meeting

 She starts using the association’s social media forums

 She receives a new member survey, a monthly e-
newsletter and snippets
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Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 Did she find anyone similar she could connect with and
have a useful conversation?

 Was the survey clear enough and brief enough? Was her
response acknowledged properly?

 Were the social media snippets relevant and engaging?

Potential Dissatisfiers 

 Other members were not friendly and too cliquey

 Tried several times to find other members with similar
interests and found it difficult

 Newsletters focus on what the organization is doing
rather than what members are doing

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Your score for this phase is 3.2

Q5: Where are the 
opportunities to 
improve the 
experience?  

 Provide different ways for new members to connect with
other members online or face-to-face

 Arrange tables and chairs at meetings in cabaret style
(circles around tables) rather than rows to promote
conversation and build community

 Provide more open questions on the new member survey
and follow up with a thank you message

The Reviewing Phase 

Q1: What happens 
during this 
phase? 

She reflects whether membership was a good investment and 
is worth renewing. This is probably the most critical phase in 
the entire membership journey from the organization’s 
perspective.  
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Q2: What are the 
touch points 
involved? 

 Ongoing member correspondence

 Pre-invoice correspondence and

 If necessary, follow-up reminders

Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 Can she pinpoint any memorable moments or tangible
return on her investment?

 Were her comments on the survey heard and
acknowledged?

 Was the renewal process simple?

Potential Dissatisfiers 

 Lack of payment options

 Tried to pay several times, but keeps getting unclear error
messages

 No acknowledgement of renewal payment

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 In general, this is an area of strength for the organization

 The members seem to feel the organization delivered on
its value promise the previous year

 She likes that the renewal notices are personalized in
some way

 Based on the renewal rate of new members you’ve done
a good job of getting this phase well-organized

 Your score is 4.1

Q5: Where are the 
opportunities to 
improve the 
experience?  

 Send Customized pre-renewal messages to first-time
renewals with a summary of activity during the first year

 Allow payment by a range of methods

 Ask her to review her current preferences to see if they
need updating
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How to see this journey from the member’s perspective 

Jessica’s story of her first year in membership: 

“Two weeks after joining they sent me a packet in the mail with my 
membership card. It was a bit bulky, so I put it to one side and put the 
card in my wallet. 

I went to the website, and they had a really easy way to let me update 
my new member profile and add my specialty and areas of interest. Then 
I got an instantaneous confirmation my updates had gone through. 
Pretty impressive.  

Had a chat with a colleague in another department about the 
association. Didn’t even know she was a member. 

The 
Welcoming 

Phase 

Two weeks later I got a call from someone on the organization’s staff 
who asked me how things were going. She said she would send me the 
contact information of the team which works with new members. 

I received a coupon for 50% off of my first educational program. Not 
bad for getting some of my money back. So I went to the next local 
Chapter meeting. The speaker was OK but I didn’t really make any 
new contacts. Everyone seemed to be with friends so sat I by myself. 

The 
Connecting 

Phase 

A few weeks later I got an e-mail with a link to a new patient rights 
document. Very timely! 

I decided to join an online discussion group for people in my specialty. 
Seems like we’re all facing the same problems. 

I then went to a conference and filled out a First Year Member survey. I 
never heard back so I guess I have to assume they got it. 

The 
Engaging 

Phase 

They sent me a copy of the Annual Report so I sat down and read 
through it. It reminded me of the great time I had at the mid-year 
education conference, so I went to renew online. 

This took longer than I was expecting because they asked a few extra 
questions.  

However the organization president sent me a nice letter congratulating 
me on completing my first year of membership. I hope next year I have 
time to be more active.” 

The 
Reviewing 

Phase 
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Chapter 6 Summary 

Mapping the journey 
through the first-year of 
membership is critical to 
determining members’ 
long-term commitment 
to the organization 

 Engage new members in numerous
ways to expand their opportunities
to receive value.

 Start new members off by showing
them that you are interested in
their priorities.

 Focus on first year members - it
pays big dividends in the long
term for the organization and for
the member.
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Chapter 7: Mapping the Journey into Leadership 
“I’d been a fairly active member of the association for a while, attending some 

meetings and the big social event. I was having lunch with a friend who is in a similar 
supervisory position with his company and is also a member of my association, and he 
asked if I was interested in getting on one of the committees. He’d been on one for a 
couple of years and said he’d made some good contacts for his company, and even 

met a guy he became friends with. I told him I’d seen the e-mail from the association 
looking for volunteers but I didn’t know how much time it would take. He thought I 

should check it out.” 

Jason Struthers, Human Resources Manager 

What you’ll take away from this chapter 

 How to identify the context of the journey into volunteer leadership

 How to chart the phases of the journey

 The considering phase

 The applying phase

 The familiarizing phase

 The participating phase

 How to see this journey from the member’s perspective

The importance of volunteer leadership journey mapping 

One aspect of member participation that tends to get overlooked as being a journey is 
the member’s involvement in the organization’s volunteer leadership activities. Yet 
leadership lends itself to journey mapping as easily as any of the other journeys. 

Defining the pathway to leadership is important for the organization and the member. 
It is important for the organization to understand and map the succession planning 
process in order to attract good candidates and develop effective volunteer leaders. 
For the member, while it can be a valuable experience in itself, volunteer leadership 
also frequently delivers some of the outcomes highly prized by members. 

For example, leadership participation can lead to ongoing high-level networking. It 
can also enhance personal skills, provide useful insights and opportunities to 
influence, and creates a feeling of self-worth that comes from helping others. In 
addition to making a contribution to an industry or profession or community, 
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leadership involvement can also result in a raised profile for the member and his/
her organization.16 

Here is an example of how the MembershipMapping tool could help manage this 
leadership part of the membership experience for Jason as he volunteers to participate 
in his trade association. 

The context of this journey 

Q1: Who is on this 
journey? 

Jason is a mid-career member who has been a participant 
for several years but has never served in a leadership 
position. 

He might be classified as a Connector who values: 

 Making new contacts, especially meeting peers to
raise his professional profile

 Increased visibility for his company

Q2: What triggers or 
prompts this 
journey? 

An e-mail from the organization containing volunteer 
leadership opportunities followed by a conversation with 
a work colleague who serves on an organization 
committee. 

Q3: What expectations 
do they have about 
service?  

 It is easy to find information on what volunteer
leadership positions are available

 He can get a clear explanation about what is expected,
particularly how much time is involved, and what the
outcome of his participation will be

 Staff will be available for help and to answer
questions

Q4: What do you want 
members to 
experience? (Your 
Member 
Experience 
Statement.) 

Our aim is for members to feel valued and have a sense 
of pride.  

We need to genuinely acknowledge their involvement 
and provide stimulating and meaningful opportunities for 
contribution. 

16 Levin, The Gift of Leadership 
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Q5: Who needs to be 
involved? 

These activities and tasks might be assigned to a team 
that would include the: 

 Board, Executive and /or staff working with this
committee

 Director of Leadership Development

 Finance Department

 IT/Web Department

 Membership Department

 Volunteer leaders

Charting the phases of the leadership journey 

For a person such as Jason on the journey into leadership, the following illustration 
shows what phases this journey might translate into, and the outcomes which would 
denote the transitions from one phase to the next.  

Considering  Applying  Familiarizing  Contributing 

Outcome Outcome Outcome Outcome 

He determines 
that leadership 
is a desired 
path and tells 
the 
organization 
he is interested 
in becoming a 
volunteer 
leader.  

He applies to 
serve and is 
assigned to a 
committee. 

He feels well 
prepared to 
actively 
participate 
and make a 
contribution. 

He feels 
recognised for 
his 
participation 
and feels his 
input has 
made a 
difference. 
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The Considering Phase 

Q1: What happens 
during this phase? 

Jason determines that taking on a leadership role can lead to 
new business contacts and a more visibility in the industry. 

He makes it known to current members and leaders that he is 
interested in getting more involved in the organization.  

Q2: What are the touch 
points involved? 

 A “Call for Volunteers” document which was e-mailed to
all members by the president which announced that
committee seats were open

 A link to the leadership section of the website and phone
calls with association staff

Q3: What factors or 
criteria do they use 
to evaluate their 
experience during 
this phase? What 
might frustrate or 
upset them? 

 He has several ways to get started in a leadership position
and can easily find someone to speak to—a designated
and knowledgeable central contact to answer questions

 Whether his employer supports this use of his time

Potential Dissatisfiers 

 He has asked for more details several times, but no one
responds

 None of the names of current leaders are familiar

 No one personally approached him to volunteer

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 (great) 

 Based on member research into the awareness of
volunteer opportunities and the likelihood of
involvement, you score a rating of 3.0

Q5: Where are the 
opportunities to 
improve the 
experience? 

 Designate a staff liaison for organization leaders

 Put a testimonial video on the web featuring a prominent
industry leader talking about the value of volunteering

 Offer an opportunity to ‘try before you apply’ and be a
guest for part of a committee meeting
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The Applying Phase 

Q1: What happens 
during this 
phase? 

He has determined that a volunteer leadership position is the 
right decision, and now officially lets the organization know 
he wants to be considered and get involved.  
He makes it known to the staff that he is willing to serve. 

Q2: What are the 
touch points 
involved? 

 An e-mail containing a list of specific needs (skills
required or desired) and a link to an application form

 Personal contact by a staff person and a member

 Attendance at a committee meeting

Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 Do I have a good understanding of what is expected?

 Can I get some tangible value out of my participation?

 How difficult is it to become a committee member? Is
there a screening process? Will there be a voting process,
and if so, what does that involve?

Potential Dissatisfiers 

 No explanation of the next steps in the process

 Staff do the actual recruiting

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Based on a survey of current and recent committee
members, the organization scores 3.0

Q5: Where are the 
opportunities to 
improve the 
experience?  

▪ Have a system to capture volunteer details

▪ Set deadlines for staff follow-up

▪ Have volunteer-to-volunteer recruiting and task current
leaders to identify potential future leaders

▪ Set up a leadership succession plan for the organization
and provide task descriptions for all leadership positions
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The Familiarizing Phase 

Q1: What happens 
during this phase? 

He gets to know more about the organization and task ahead. 
This is a key phase in making sure this is a good fit for Jason 
and the organization. 

He receives orientation and training for the position. 

Q2: What are the touch 
points involved? 

 He receives a volunteer handbook

 He has a number of informal chats with current and past
volunteer members

 He attends a specific training session for new leaders

Q3: What factors or 
criteria do they use 
to evaluate their 
experience during 
this phase? What 
might frustrate or 
upset them? 

 Accessibility of orientation and training

 Updates and contacts by staff

Potential Dissatisfiers 

 Took a lot of time and effort to read through and
understand what is in the volunteer handbook and can’t
see the relevance of some of what’s included

 No options for orientation or training if missed and no
communication between training and the first formal
committee meeting

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 (great) 

 Input from current and past leaders indicates much is left
unknown during this phase

 The organization scores 2.8

Q5: Where are the 
opportunities to 
improve the 
experience? 

 Schedule the different sections of the handbook to be
introduced at relevant times over the first few months

 Set up a new team to support volunteer members

 Offer mentoring and ask committee chairs to follow up
and formally welcome incoming volunteer leaders after
their training and orientation is completed
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The Contributing Phase 

Q1: What happens 
during this 
phase? 

This is the phase where Jason starts participating and making 
a contribution. 

He attends a series of regular committee meetings. 

Q2: What are the 
touch points 
involved? 

 Face-to-face meetings and virtual meetings

 Meeting notices and agendas

 Follow-up activities and minutes

Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 Good pre-preparation and chairing of meetings (on time
and valuable discussions)

 Level of effort required. Was it what he expected?

Potential Dissatisfiers 

 Takes up more time and effort than led to believe—too
much is expected

 Not thanked (feels his efforts are not appreciated)

 Board overrides committee decisions, creating a feeling
of wasted time and effort

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Volunteer satisfaction survey and exit research shows
this has been a less than fulfilling experience for many
members

 The organization scores 2.6

Q5: Where are the 
opportunities to 
improve the 
experience?  

 Be honest earlier about the time and effort involved

 Provide tools and a secure area to co-create, store and
update documents required via the Web

 Introduce volunteer appraisals and a volunteer
satisfaction survey

 Designate a staff position for leadership development
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How to see this journey from the member’s perspective 

Jason’s story of his journey into volunteer leadership: 

“I checked with my CEO and he thought it would be a good idea to 

volunteer for a leadership position. 

I went on the organization’s website. It just listed the committees, 

without saying exactly what each one did or when they met. 

I checked out the list of other volunteer leaders and saw some 

people I knew and respected. Guess they see some value in this or 

they wouldn’t be on there. 

The 

Considering 

Phase 

I e-mailed them to find about more about what was involved. They 

sent me a handbook with an outline of the committee’s functions and 

what was expected of committee members. Pretty thorough, but it 

was a lot to read. 

I attended an orientation and training session for new committee 

members. Very informative and interesting. Also got to meet some of 

the association leaders, and got the schedule for the year. They said 

there is more information on the Leaders Page of the website so I 

took a look and it sounded like it might suit me. 

I decided to apply, and filled out a general interest form on their 

website.  

The Applying 

Phase 

I received a call from a member of staff who responded to my form. 

He asked me some questions and suggested a couple of committees. 

I said the training committee looked like a match with my job and he 

gave me a rundown of what that committee did. 

I still had concerns about the actual amount of time I’d have to 

spend on this—sounds like a lot of work. 

The 

Familiarizing 

Phase 

I attended my first committee meeting. That orientation session 

really helped. I felt I made a few useful suggestions at my first 

meeting. The Chair did an OK job of facilitating but it would have 

been a lot shorter if he had controlled some of the side talk. 

I used some meeting management tips I picked up at the training 

session at one of my meetings at work. They really helped. Nice to 

see some tangible benefit for the volunteer time I put in.” 

The 

Contributing 

Phase 
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 Chapter 7 Summary 

MembershipMapping 
is completely 
adaptable to use for 
succession planning of 
volunteer leaders 

 Leadership is an ongoing progression so
the concept of phases already exists and
makes it easy to map. A well-managed
volunteer experience can deliver significant
benefits to members and the organization.

 Members who participate in leadership
positions and have a good experience tend
to be the organization’s most fervent
promoters.

 Leadership participation often leads to
benefits and outcomes that are highly
prized by members.
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Chapter 8: Other Journeys You Can Map 

What you’ll take away from this chapter  

 How to adapt MembershipMapping to other member interactions

 How to map the journey from student member to full member

 How to map an event booking journey

 Ideas on other journeys that lend themselves to the mapping process

How to adapt MembershipMapping to other member interactions 

As was discussed in the previous chapters, once you have developed a workable 
mapping template you can overlay that template on a number of different member 
interactions, transactions, transitions, etc. By doing this you will be consistent in using 
some of the most important concepts of becoming member-centric—doing effective 
research, engaging members in various ways, providing options for members, and 
measuring your progress. 

In Chapters 5, 6 and 7, we showed how to map the journey into membership, the 
journey through the first year of membership, and the journey to volunteer leadership. 
Working your way through the various parts of the MembershipMapping template in 
these cases provides both an identification of key areas that need improvement, and a 
plan of action to begin making those improvements.  

The mapping process can seem rather detailed when compared to the “normal” 
method of using some basic information and a lot of institutional experience and 
intuition. However, the process begins to move more rapidly the more often you use 
it. 

Here are some examples of other journeys you can map. 

Mapping the journey from student to full member 

One of the most frequently mentioned membership challenges is converting student 
members into full members when they graduate from school or college—especially if 
membership was free or complimentary while they were student members. This 
challenge presents another excellent opportunity to use MembershipMapping.  

Here is a shortened example of how an organization could use mapping techniques to 
increase their student conversion rate. 
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The context of this journey 

Q1: Who is on this 
journey? 

Martina is a graduating student at a university who is 
about to start in her chosen field of architecture. 

She would fit the profile of Career Starter who wants to: 

 Get help finding a job

 Gain access to grants

 Continue to study and build her abilities and options

 Shorten her professional learning curve

Q2: What triggers or 
prompts this 
journey? 

Having been a student member, she is weighing  
whether or not to continue her membership now that she 
has graduated. She has different priorities now, and the 
cost of converting to full member is very steep.  

Q3: What expectations 
do they have about 
service?  

 The association should know who she is—after all,
she was student member

 It will be easy to make the transition to full member

 Her communications with the association will be
professional, timely and confidential

Q4: What do you want 
members to 
experience? (Your 
Member 
Experience 
Statement.) 

Our aim is for members to feel we are a lifelong partner 
in their career development. 

We need to take time during each interaction with a 
member to learn more about where they are and want to 
get to, and be a proactive and valuable guide by their 
side.  

Q5: Who needs to be 
involved? 

These activities and tasks might be assigned to a team 
that would include the: 

 Membership Department

 IT/Web Department

 Student Member Committee
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Charting the phases of the student to full member journey 

For a person on the journey from student member to full member, the phases of that 
journey might translate into the following three phases: Considering, Converting and 
Continuing.  

Considering  Converting  Continuing 

Outcome Outcome Outcome 

She has reviewed and 
considered all the 
information and has 
decided to upgrade to 
full member.  

She experiences a 
simple and easy 
conversion process. 

She sees a return on 
her investment and 
decides to renew and 
continue as a full 
member. 

Here is a detailed description of the first of these phases of the journey—The 
Considering Phase.  

Of course, the same technique that is used to profile this phase on the journey would 
be used for the other three phases.  

The Considering Phase 

Q1: What happens 
during this 
phase? 

Martina is focusing on the next step (her post-graduation 
career) when she is asked to consider extending her 
involvement in the association beyond her university years. 

The association has been promoting the idea for several 
months in its correspondence, and some fellow student 
members are talking about converting to full membership. A 
lecturer has also mentioned the value of converting to a full 
member. 

Q2: What are the 
touch points 
involved? 

 Ongoing communications from the organization

 Student meetings

 Discussions in various social media channels about
upgrading membership
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Q3: What factors or 
criteria do they 
use to evaluate 
their experience 
during this 
phase? What 
might frustrate or 
upset them? 

 What has my experience been as a student member?

 What messages am I getting about the value of
converting to a full member? What extra benefits will I
get from full membership?

 Who else do I know who is considering becoming a full
member and what are they thinking?

Potential Dissatisfiers 

 Takes a lot of time and effort to find actual members to
talk to about how they found membership

 The cost of full membership seems very high

 Few lecturers recommended the organization

Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 
(great) 

 Historically, less than half of your student members have
converted to full membership after graduation

 Student members say they are getting the information,
but most haven’t decided yet whether they will convert
their membership

 Based on a survey of current student members you score
2.1 

Q5: Where are the 
opportunities to 
improve the 
experience?  

 Work with lecturers to increase the chances they will
either mention or recommended membership

 Provide tools for student Chapter leaders to use to
promote the value of upgrading to full membership

 Create a series of YouTube videos featuring testimonials
from recent graduates who have made the conversion

Mapping the event journey 

Here is an example of how MembershipMapping might be adapted for an event 
experience, for example, what happens before, during and after attending a 
conference.  This is the type of journey that is regularly mapped in the commercial 
sector, with the results allowing companies to improve customer experiences and 
increase repeat buying. 
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The context of this journey 

Q1: Who is on this 
journey? 

Charles has been a member for three years and has 
participated in a few meetings and conferences. 

He might be classified as a Relevant Participant who 
values: 

 Meeting others and social activities

 Attending relevant events

Q2: What triggers or 
prompts this 
journey? 

He saw the direct promotion materials for the event that 
the organization sent to all members. 

Q3: What expectations 
do they have about 
service?  

His first priority is to get the conference basics (price, 
date, location, hotel and travel options and deals, etc.). 

He expects: 

 Clarity—easy to find the information he needs

 Speed and efficiency—an easy booking process

 Recognition—you know him, his previous history and
any preferences

Q4: What do you want 
members to 
experience? (Your 
Member 
Experience 
Statement.)  

Our aim is for members to feel energized and included. 

We need to understand their interests and passions, and 
take the time to carefully connect them with other 
members so they become part of the community.  

Q5: Who needs to be 
involved? 

These activities and tasks might be assigned to a team that 
would include the: 

 IT/Web Department

 Finance Department

 Conference Department
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Charting the phases of the event journey  

Charles’s journey through the event booking might contain the following three phases: 
Investigating, booking and attending. 

Investigating  Booking  Attending 

Outcome Outcome Outcome 

He finds some 
interesting relevant 
presentations in the 
program and his boss 
has agreed to pay.  

He experiences a 
simple and easy 
registration process. 

He leaves feeling 
energized, better 
prepared and having 
made some useful 
new contacts. 

Charting the booking phase of the event journey 

Q1: What happens 
during this phase? 

Charles has decided to attend the event and is going to 
register. 

Q2: What are the touch 
points involved? 

 Web

 E-mail

 Telephone

Q3: What factors or 
criteria do they use 
to evaluate their 
experience during 
this phase? What 
might frustrate or 
upset them? 

 Ease of registration

 Booking confirmation and joining instructions

 Incentives (early registration discount, etc.)

Potential Dissatisfiers 

 Organizers provided little information about nearby
hotels and it took a lot of effort and time to do this

 Registration form hard to fill out on his mobile device

 No confirmation e-mail of booking and payment being
received—so can’t be sure that it has all gone through
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Q4: How do they 
currently feel 
about the 
experience? Rate 
it: Scale of 1 
(awful) to 5 (great) 

 You score 3.4 in this area

Q5: Where are the 
opportunities to 
improve the 
experience? 

 Website updated to handle registrations and pre-load
information. Include pre-loaded registration information
for previous attendees and known dietary preferences
from the member record

 Provide links to updated event information with each
correspondence and nearby hotels

 Brief the entire staff about registration procedures

Q6: What resources 
need to be 
allocated to make 
this happen? 

These activities and tasks might be assigned to a team that 
would include: 

 IT/Web Department

 Finance Department

 Conference Department

Other journeys 

Once you have started using the MembershipMapping process, it is useful to have an 
organization-wide brainstorming session to uncover other areas where you can use 
this to improve the experience for members, or with other organizations with which 
you want to build relationships. 

Here are a few ideas of other journeys to get you going: 

Member Journeys 

 Engagement—the journey from a non-active or passive participant to becoming a
more active member

 Lapsed member—the journey out of and beyond membership for members who,
although they have moved on, want to support you and are happy to recommend
membership to others they meet
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 Re-joining member—the journey to reconsidering and reinstating their
membership

 Ambassadors—the journey from being a regular member to an active recruiter or
spokesperson for the organization

 Mentors—the journey to becoming a mentor for members

Stakeholder Journeys 

 Foundation contributions or donors—the journey to becoming a financial
supporter

 Sponsors—the journey to becoming a sponsor or exhibitor

 Strategic alliance partner—the journey to becoming an organizational partner

 Customers—the buying journey for those who will never join, but would still like
to purchase products and services

 Others—the journeys of other supporters, who believe in your mission and want a
relationship with you, but not just membership.

Note: In the future, a drive to explore different value opportunities in the sector and 
network, to build a resilient association that is not as dependent on membership 
income, may make mapping and understanding stakeholder journeys just as important 
as member journeys. 

Chapter 8 Summary 

Use the  
MembershipMapping 
tool in various parts of 
your organization helps 
to ensure delivering a 
consistent experience 
for members 

 Mapping interactions such as upgrading
membership or meeting attendance can
pinpoint member experience
opportunities.

 The MembershipMapping tool is very
flexible and can be used to map many
different journeys for members.

 You can also use the concept to map
journeys for sponsors, contributors and
other stakeholders.
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Part 3 What’s Next? 

9. Measuring The
Experience 

10. Using Value
Groups to 

Customize the 
Member Experience 

11. You Have
Reached Your 

Destination 
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Chapter 9: Measuring the Experience 

What you’ll take away from this chapter 

 How to measure progress in a journey map through:

 A willingness to recommend membership rating – the Net Promoter Score

 A member effort score

 An overall experience rating

 Member retention rate

 Member engagement score

 How to choose the best measures for your organization

 Ways to combine measures to identify your Key Performance Indicators

Measuring progress in a journey map 

 “If you can’t measure it, you can’t manage it.” Peter Drucker 

How in the world can you measure the level of your organization’s success in trying 
to become truly member-centric? 

It can be done, and you can use your MembershipMapping tools to do it. 

During your journey mapping exercises you were asked to find various points at 
which you can pause and take stock along each journey to measure how you can help 
members. You were also asked to identify what is causing frustration for members 
and prospects. There are several ways to use this information to help you measure 
your progress in creating the experiences your members want. 

 You can stop and take stock of a specific touch point or moment of contact

 You can pause and reflect on key or important phases

 You can think about the journey as a whole

Only you can decide exactly when and what to measure. Working through the 
MembershipMapping process will alert you to the best places to stop and take 
readings. That is why Question 4 in each of the phase templates asked you to take 
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some current (baseline) measurements for your efforts prior to implementing some of 
the new ideas. 

The following are a number of “bigger picture” measurement options for you to 
consider. These are the types of measurements that give you a broader view of your 
overall member experience performance. Some pros and cons of each type of 
measurement are listed. 

Note: Regardless of what measure you choose, when using member evaluations it is 
worth noting that your more active members tend to be the most likely to respond, and 
respond more favorably. It is therefore useful to group responses by the member’s 
level of involvement, to see if there is a difference and take this into consideration. 

A willingness to recommend membership - The Net Promoter Score 

One very important way to measure whether or not your organization is becoming 
member-centric is to measure if current members would recommend membership to 
others. The assumption is that if members enjoy and find value, they will happily 
tell others.  

People enjoy recommending what they value because —if it works out well—they can 
then take the credit for it and feel pleased with themselves (this is sometimes referred 
to as gaining the reward of ‘reflected glory’).  

Also people enjoy receiving recommendations from someone they know and trust, 
because they know that what they recommend is likely to be relevant. It also reduces 
the time and effort involved in research and decision-making. 

A popular methodology for calculating a recommendation rating is known as the Net 
Promoter Score (NPS). The question to ask members is: On a scale of 0 (not at all 
likely) to 10 (extremely likely), how likely would you be to recommend membership 
to a colleague or friend? 

To find out more, you can follow the above question with an open-ended question 
asking what the main reason(s) are for giving that score. 

Here is the methodology used to calculate your NPS: Subtract the percentage of 
members who scored 0 to 6 on the willingness to recommend question (known as 
detractors) from the percentage of members who scored 9 or 10 (called promoters). 

Members scoring 7 or 8 are known as fence sitters, and are excluded from the 
calculation. 
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On a scale of 0 to 10, how likely is it you would you 
recommend membership to a friend or colleague? 

Detractors Fence 
Sitters Promoters

0 1 2 3 4 5 6  7 8 9 10 
Net Promoter Score = % Promoters - % Detractors 

Example % Promoters % Detractors NPS 

Organization A 45 20 +25 

Organization B 35 42 -7 

Two examples showing how to calculate a Net Promoter Score 

The higher the positive score, the better the news for your organization. 

A lower, negative score reflects few advocates, and may indicate a higher level of 
member dissatisfaction.  

Research17 in the membership sector has confirmed that the more active members are, 
the more likely they are to recommend membership compared to non-active members. 

Pros: The NPS is useful as a top-level indicator. It is popular in the commercial 
sector, with a significant amount of interest and evidence. The impetus for using this 
metric is often driven from the very top of an organization, so it is well supported. 

Cons: If your members are very competitive, members may not want to recommend 
membership to anyone else. You could find yourself in a situation with a low rating, 
but members are very happy with the membership experience! 

17  Dalton, James, Monica Dignam, Decision to Join: How individuals determine value and why they choose to 
belong, 27 
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As an overall rating, it is the sum of all their experiences, so smaller experiences can 
be overwhelmed by others and you lose the ability to make valuable changes. Also 
just because you say you are likely to recommend, this does not infer that you have 
done or will do so in the future. 

Key Point: The NPS is an emerging and increasingly popular metric in membership 
associations. This is useful to consider in an annual membership survey. 

Some organizations have simplified the question by reducing the number of ratings to 
five and included a ‘don’t know’ option. 

Reducing hassle – The member effort score 

As noted in Chapter 3, people are using the amount of effort expended (sometimes 
called the hassle factor) as a measurement of whether or not they want to continue 
being involved with an organization.  

Determining in some way what that point of diminishing return is (for the member) 
can help the organization design a plan to lessen the dissatisfaction and retain more 
members. 

The Customer Effort Score® is used in the commercial sector to measure people’s 
experiences. It has been developed in the USA by the Corporate Executive Board. 

This score examines the amount of effort involved in a touch point experience. 

Research has 
shown that the 

NPS increases 
with the level of 

member 
involvement 
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There is much discussion about this measure. Some studies have found that it 
correlates with higher loyalty and higher spending when compared with the Net 
Promoter Score (indicating that a less stressful member experience might be more 
important to emphasise than a willingness to recommend member mind-set).  

Here are some questions you might use to establish this member effort rating. To what 
extent do you agree or disagree with the following statement:  

 The organization made it easy for me to handle my issue18

 The organization is easy to interact (or do business) with

 The amount of personal effort involved in handling my requests (or issues) is
acceptable

This would give a useful effort rating that could be tracked and compared across 
different parts of the organization. 

Responses could be captured using a scale option of 1 to 7: Strongly disagree (1); 
Disagree (2); Somewhat disagree (3); Neither agree or disagree (4); Somewhat agree 
(5); Agree (6); Strongly agree (7). 

Pros: This is a very practical and actionable measure. It presents clarity and 
operational insights because it shines a spotlight on, and pinpoints where, the issues 
and obstacles are, and what needs to be resolved.  

For example, when members leave the website and phone you because instructions 
were not clear, or when members go to search the web for clarification following 
unclear advice from the call center, there is a clear indication that their level of effort 
is going up, and their potential dissatisfaction is going up with it.  

It also gives you a reason to contact members who give the organization low ratings in 
this area to find out more about their experiences. It gives a more responsive measure 
because member input can be tracked on a continual basis. Unlike an annual survey, 
you gain instantaneous insight. 

Cons: The actual wording of the question has been evolving, and because few 
associations are currently using this, it may be difficult to benchmark. 

At the point in time when you ask the question, how do you know if an issue has been 
fully resolved? Related downstream issues have not yet surfaced.  

If this effort rating is only used after an issue has been recorded, it does not include 
views of people who did not report an issue but were frustrated by the experience. 

18  Customer Effort Score V2.0, developed by the Corporate Executive Board 
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This is a little more detailed and involved than some of the other measurement 
systems, but if your organization has the resources to undertake this process it would 
probably be worth investigating.  

An overall experience rating 

MembershipMapping lends itself to an overall experience-rating question at a number 
of points along different journeys. 

To obtain this rating you can survey members using some basic member experience 
ratings and measurement scales, such as: 

Using a scale of 1 to 5, how would you rate the overall membership experience? 
Much worse than expected (1); Slightly worse than expected (2); As expected (3); 
Slightly better than expected (4); Much better than expected (5). 

It is useful to ask an additional question with the above. Given that a basic purpose of 
the Membership Experience Statement is to deliver a consistent experience, this 
second question would help you uncover if this is happening: 

Using a scale of 1 to 5, how strongly do you agree or disagree with the following 
statement:  

 The organization delivers a consistent experience for members

Responses could be captured using a scale option of 1 to 5: Strongly disagree (1); 
Disagree (2); Nether agree or disagree (3); Agree (4): Strongly agree (5). 

Pros: While this overall evaluation by members is useful as a top-level indicator, this 
could be also be modified and used at other levels, e.g. How would you rate the 
experience of attending the conference?  

Cons: Many organizations use satisfaction ratings in a general sense, but only a few 
organizations are currently using these in their membership operations so it is 
somewhat difficult to benchmark an experience rating.  

This is definitely worth piloting, as it will help you refine your member survey 
techniques for future efforts. 

Member retention rate 

The retention rate is the most obvious and most-used top-level metric. 

Pros: Very popular, easy to calculate and useful for benchmarking with other 
associations.  

Cons: You might be unable to assess (from looking at the available data) why a 
member resigned. Was it due to a bad membership experience or because of other 
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factors? For example, they might have changed professions so membership is no 
longer relevant; they may have closed or merged their business; or the initial reason 
for taking out membership no longer exists. 

Members who feel forced into membership to be able to practice or operate might 
renew, but would rate the overall experience as poor. This is known as the “golden 
handcuff” situation. 

You are probably already using this measure. However, because of the factors just 
cited, you should develop at least one other measurement tool to determine your level 
of member-centricity. 

Member engagement score 

Engagement has been shown to correlate with increased retention, so this has become 
increasingly popular. 

Pros: Some members might not want an experience that involves engagement. They 
might want to remain passive members. 

Cons: Requires a good membership system which can capture and track all 
engagement in order to get a holistic view of how the member has been interacting. 

Which of these measures should you use? 

This is the big question. 

There is debate about the best, and there is no single answer. Every association is 
different, so only you will be able to judge. You have to decide what correlates best 
with what you are trying to achieve and what you want the organization to focus on. 

It is unlikely you will find one measure that will give you all you need. Some 
measures provide the best overall insights, while others shine a spotlight on the issues 
and actions needed. 

Start with more practical measures. Sometimes what looks and sounds like a great 
measure might in reality be too costly or impractical.  

Your final choice from the options should focus on what correlates with what is 
important, i.e. those which help most in delivering on your member experience 
promise and the emotions you are trying to evoke.  

But you don’t have to choose one. You can combine several measures into a metric. 

The most important measures or metrics often also become Key Performance 
Indicators (KPIs). These are so vital in strategically guiding an organization that they 
are written into strategic plans.  
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KPIs depend on many factors, including the type of members you have, your 
organization’s priorities, your organization’s culture, your overall goals, etc. Retention 
rate is frequently chosen as a KPI. If managing the membership experience becomes a 
strategic imperative in your organization, then some combination of the other 
measures covered in this chapter might also become a KPI. 

For more on the differences between a measure, metric and KPI, see Appendix D. 

In your mix of measures consider: 

 Which measures are association-centric vs. member-centric? Remember: the
Membership Experience Statement (MES) is about members, but for the
association.

 Which are objective (actual behavior that is tracked and recorded) and subjective 
(how the organization rates itself or what members say they would do)?

What’s really important is that regardless of the measurement criteria you are using to 
determine how effective your efforts to be member-centric are, everyone in your 
organization needs to understand and accept these criteria and use them as a guide to 
future actions.  

Chapter 9 Summary 

Without measures in 
place, you can’t 
manage the member 
experience 

 It is extremely important to include
meaningful and specific measurement
criteria throughout the member experience.

 These measurements allow you to keep on
track and make necessary adjustments as
you go through the various phases of each
journey.

 There are a handful of key measures to
understand. Start simple, but strive to
combine several measures into one Key
Performance Indicator (KPI).
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Chapter 10 - Using Value Groups to Customize the 
Member Experience 

What you’ll take away from this chapter 

 Why you need to identify the specific needs of members on the various journeys

 How to develop your organization’s unique value groups

 Techniques to build profiles of each group to create exceptional value

It’s not enough to just provide members with the programs, products, services and 
other benefits they need. To sustain the relationship over a long period, it is a real 
asset to the organization, and value to the member, if they feel a true sense of 
belonging. This means that you have to do everything possible to communicate with 
members in a way that makes them truly believe that you understand them and what 
their concerns are.  

Why you need to identify the specific needs of members on the journeys 

Before starting any trip, it is a good idea to become acquainted with who is on the 
journey in order to find out more about them, their motivation, what they are hoping 
to achieve and what their expectations are. This concept of identifying expectations is 
known as a back story. The MembershipMapping process involves adding them to the 
maps (as shown in Chapters 5, 6, 7 and 8). 

However, unless you only have a handful of members, it is impossible to develop 
journey maps for each individual member. 

To address this challenge, organizations use a technique referred to as ‘segmentation’. 
This divides a large group into smaller sub-groups based on something they share in 
common, something that other groups either don’t have, or have very little of. 

Without segmentation in place, all members end up being treated the same, and 
opportunities to address specific needs and increase value are missed. The payoff of 
using segmentation is that it makes the mapping process easier to complete because 
the map is more focused, and the results provide clearer insights into the experience 
that is important to that type of member. Research is needed to understand the 
different types of members you have. 
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Segmentation experts maintain that the best way to segment, is to identify groups with 
different needs because this is often how customers segment themselves.20 

Segmentation divides a large group into smaller sub-groups based 
on something similar that they have in common. 

How to develop your organization’s unique value groups 

The simplest way to segment a group is to choose characteristics or demographic 
attributes that are easy to identify, usually information that is already in the 
membership database. For example, the location of a member, age, industry sector, 
position in the supply chain, or their business volume, etc.  

Many organizations start segmentation using this approach. This is a relatively easy 
and practical way for the organization to determine the different segments. 

As was noted earlier, individual professional membership associations often use the 
different stages of a career progression to define different segments. For example, a 
useful way for an organization to define a professional pathway might be students, 
career starters, career builders, mid-career, late-career and retirement.  

However, it is a classic illustration of an organization-centric approach, and might not 
be helpful from the member’s perspective. For example, just because one member is at 
a different stage of their career, or in the case of a trade association, is in a different 
production category, it may not best predict what they value. 

An organization-centric segmentation may fail to pinpoint any differences that will 
help deliver the experiences they value. The danger is that the distinction among 
members and prospects is irrelevant, ineffective, or misleading. Why? It lacks 
consideration of what they want.  

A member-centric approach is needed. To be really useful, it is better for the groups to 
reflect a real distinct difference in what these members are looking for. 

To use MembershipMapping at its most effective level, we should look at moving 
beyond traditional segmentation practices and focus on identifying Value Groups 
instead.  

20  McDonald and Dunbar, Market Segmentation: How To Do It And Profit From It, 18 
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We suggest the specific term Value Group because the term drives home a point and 
clearly articulates what to focus on for each segment—the value or outcome they 
desire. Member needs often become clearer when looked at through this value or 
outcome perspective. 

In the context of MembershipMapping, Value Groups are clusters of members and 
prospects who have a common vision of what they value. 

If we develop the journey maps for various key Value Groups and create fuller 
profiles for each, this extra layer of refinement and insight renders our maps much 
more meaningful, and we become member-centric. 

A model developed for the membership sector 

An interesting value-oriented segmentation model was scientifically developed for 
membership organizations by Dale Paulson, PhD, of the Allegiance Research Group 
(ARG). This is called YTheyJoinTM (and also known as Allegiance). It is research 
based on why the individual member belongs. 

Dr Paulson identified the existence of nine segments or value groups in most 
professional associations by asking the reason for being a member: 

 Mailboxers: These members primarily want involvement and contact via electronic
documents, e-mail, or via the mail.

 Relevant Participants: This group wants to attend social activities and relevant
conventions and seminars.

 Shapers: These members are the most active. They want to help shape association
policy and tend to be elected volunteers.

 CompShoppers: People in this category compare the association to others that are
similar in terms of services, and they are looking to save money by “shopping
around.”

 Cognoscenti: These members want the association to extend their base of
knowledge. They are the thought leaders, writers and industry speakers.

 Boosters: For this group, association membership means improving their
professional image or standing.

 Altruistics: This segment shares the values of the association and will help provide
advocacy.

 Doubters: This group tends to resist change and new initiatives. (The glass is half-
empty!)

http://www.ytheyjoin.com/
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 Non-Relevants: Members in this category are on the move. Their status and/or
situation has changed, so membership may not be relevant and they may be at risk
of leaving.

The organization determines what group a member is in by asking each member a 
specific question. Using YTheyJoin, members allocate points against a series of 
statements which reflect the above categories. This enables the association to 
determine the member’s primary and secondary reasons for being a member. (Note: 
The YTheyJoin segments are trademarked.) 

By using effective techniques to determine why members join, this approach starts 
getting more to the point of guiding members on their journey to their desired 
outcome.  

How to produce your own Value Groups 

This involves analyzing your membership data to identify and confirm different 
groups or clusters based on what they do, letting behavior indicate what they value. 
Past behavior is often a good predictor of future value. The addition of a member 
survey can also fine-tune what you find. You can ask about future value, desired 
experiences and motivations. 

A specialist data consultant or your membership systems supplier might be able to 
help your organization with this process. This involves various statistical techniques, 
including cluster analysis and a factor analysis.  

Examples 

Here are a few more examples that will help cement the idea of Value Groups. Each 
has been developed by looking at the different types of membership organizations. 

 A trade or business association might discover the following value groups:

Value Group The value and outcomes they are looking for from 
membership 

Start-ups  To establish their new business

 To gain market awareness of their company

Business builders  To increase sales by growing their customer base

 To learn about new products

 To investigate partnerships
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Connectors  To make new contacts and establish one-to-one personal
relationships

 To raise their profile and gain visibility

Informed  To keep on top of and ‘plugged into’ what is happening

 To be seen as well briefed and raise their profile as a
valuable source of information

Influencers  To shape decisions that affect the sector and contribute to
key discussions

 To be recognised as an industry leader and role model

 An organization with individual members might find that different groups value:

Value Group The value and outcomes they are looking for from 
membership 

Recognition  To give them status amongst fellow professionals

 To give employers or prospective customers confidence in
their skills and abilities

 To give themselves a sense of pride or social identity

Security  To provide helplines

 To provide insurance so they are protected

 To provide employability

Influence  To provide opportunities to have their say in what happens
in the sector and/or feel a sense of importance

Contribution  To provide opportunities to co-create, volunteer, or give
back so they can make a difference
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Growth  To continue their education so they keep their knowledge
and skills moving forward

 To help them climb the career ladder

Informed  To keep on top of what is happening or ‘plugged in’

Connections  To help connect them with others with similar interests

 To help them make friends and feel cared for

 Special interest organizations, for example an equestrian group, might discover the
following value groups:

Value Group The value and outcomes they are looking for from 
membership 

Keep fit and 
healthy 

 To help them keep riding to reduce stress and keep fit

 To expose them to new techniques or equipment to
enhance the health benefits of riding

Nature lovers  To keep them connected with their love of riding and the
countryside

 To expose them to affiliated conservation efforts

 To introduce them to like-minded people

Competitors  To learn of opportunities to get a thrill and buzz from
competing

 To find out about new competitions

 To gain recognition for their skills

Passionates  To keep them connected with their love of horses (they no
longer own a horse)

 To provide them with information on the state of the
equestrian field
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 To have a social media outlet for their passion

 A charitable organization might define its Value Groups by the type of
relationship the members want with the organization, i.e. a fan, friend, best friend,
teammate, partner, or old friend. The relationship metaphor drives home a point
and can accurately represent the type of experiences members value.

The key point in all these examples is that each group is interested in different values 
and outcomes. The type of membership experiences they value, and journeys they are 
on, are likely to be different. 

Knowing and confirming your different Value Groups will help you develop more 
meaningful and relevant journey maps. 

Build profiles of each group 

The final step is to bring each Value Group to life to help give everyone in your 
organization a clear understanding of who is travelling along this journey.  

Personal profiles, also known as personas, are built of fictional characters that 
describe in more detail this type of member.  

Developing a profile of each group helps you: 

 Gain a deeper understanding of who they are and how each group is different

 Design better experiences because you think more like them and understand the
issues they are addressing

 Design communications that will motivate and help them choose the next and best
step

 Provide a common language and a consensus

 Produce some amazing insights

Note: When building profiles it is also useful to consider the experiences that are 
valued by the different age groups and generations. 

Understanding preferences will help you better manage the membership experience 
for different types of members. 

Appendix C contains a template to build a profile for an individual member and an 
organizational member. There are also further suggestions on how to build on what 
you have created with even more detail. These templates capture details about who 
they are, their likely membership activity, their journeys, and the messages they 
respond to. The profile we recommend also highlights their importance to the 
organization.  
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It is common practice to give them a name and include a photo. This helps them really 
come to life! 

Profiles for individuals in different Value Groups added to a journey map diagram. 

Create exceptional value 

Having an in-depth and intimate knowledge of members creates the opportunity to 
provide value at significantly higher levels than other providers and suppliers. 

Knowing who the members are and understanding where they are now and where 
they want to go enables you to offer a relevant ‘guided transformation’ experience. 
You can help them get from point A to B.  

Are you already there? Ask yourself if your organization can offer members a series 
of guided communications to help them reach the next phase they are aiming for, 
given a specific starting point.  

 “The ‘holy grail’ is to get to know your members better than they 
know themselves.” Mark Levin 

Chapter 10 Summary 

Use Value Groups to 
really understand what 
members want from 
their membership 
experience

 Use Value Groups as your basis for
segmentation. Value Groups focus on
desired outcomes.

 Understand these outcomes can guide your
member interactions.

 The end result is members who perceive
personalized, exceptional value.
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Chapter 11: You Have Reached Your Destination 

What you’ll take away from this chapter  

 How to transfer experience engineering techniques to the membership world

 A review of the benefits of what managing the membership experience brings

 How to make your journey through this book worthwhile

Experience engineering in the membership world 

As we mentioned earlier, the concept of ‘experience engineering’ has been used in the 
commercial sector for quite some time. The term engineering may sound a bit harsh, 
but in fact it has a softer implication. It is simply thinking through the possible 
outcomes of interactions between a company and its customers and creating the right 
environment, using technology and behaviors that stimulate emotions that facilitate an 
experience. This results in a better outcome for the customer.  

In the association world, we use the term “managing the member’s experience” in 
place of “experience engineering,” but that doesn’t mean membership organizations 
can be any less effective in implementing these techniques. 

Managing the membership experience typically starts with a repair. Experiences that 
result in negative emotions are eliminated and replaced with physical or verbal cues 
that result in a positive experience and positive emotions. Look at what makes 
members anxious, stressed, or confused. Hunt for inconsistences, inconvenience and 
where members feel like they are losing control. This is the place to start your 
journey mapping work because it represents the greatest opportunities to show the 
value of membership and build loyalty. 

Next, look to create the type of experiences that reinforce and support the positive 
emotions that members want to feel, because in doing that you enhance their sense of 
self and their connection to your organization.  

For new members, develop joining experiences that connect them with other new 
members and make them feel like they can break into the larger community through a 
smaller subset of members. Have experiences that build comradery.  

Use stories to connect them with others like them and where they have come from. 
Knowing the history of what has been achieved by the community can give a real 
sense of pride.  

As your confidence grows with managing experiences, you can start enticing 
members down side roads that are full of surprises. Many commercial organizations 
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are finding that by deliberately stimulating as many senses as possible, they are able to 
enhance the experience. They are orchestrated with visuals, sound, touch and even 
smells. These may hold opportunities in the future for associations to get really 
creative and start thinking like producers in a theatre.  

“When you start looking at things through the lens of experience 
management, it will be impossible to look at the world in the same 

way again.” Sue Froggatt 

The benefits of investing in experience management 

As you progress with mapping, it is likely that organizational leadership will want to 
understand what benefits they can expect from investing in managing the membership 
experience. Here is a checklist to which you can refer:  

Strategically it can: 

 Provide the process and tools for member engagement and lifelong commitment.
Developing effective engagement strategies requires an ability to evaluate the
journey a customer is on and align and adapt experiences and measurement
accordingly.

 Give you better insight into member and prospect needs, and how to help them be
successful

 Allow for a guided transformation of your organization’s membership culture to
one of constant improvement

 Provide a clear understanding of how to evaluate your delivery of member
benefits

 Position your organization to be the organization of choice for current and future
members and prospects

Tactically it can: 

 Enhance your relevance, because you can better anticipate member needs and
behavior

 Lead to higher member retention through increased engagement, loyalty and
advocacy

 Increase your brand awareness

 Make it easier to attract and qualify new members so fewer prospective members
fall out of the recruitment pipeline
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 Present golden opportunities to guide members in times of stress or upset. Such
experiences are rarely managed, so you can stand out and leave a highly positive
and long-lasting memories of how you helped them when things were difficult

Organizationally it can: 

 Enhance overall performance by establishing measurement criteria for all aspects
of the membership experience

 Increase staff loyalty, as studies show that organizations with established service
criteria and accountability realize gains in employee morale and productivity

 Increase non-dues revenues because of the correlation between member
engagement and increased spending

The journey through this book 

What we’ve tried to do is to show you how managing the membership experience is 
the most effective technique available on your journey to becoming a more member-
centric organization. Journey mapping (or as we call it MembershipMapping) is the 
tool you can use to map out and implement your organization’s transition to member-
centric. 

In the course of doing that, we’ve taken you (the reader) on a journey of your own. 
You may not have realized it, but that’s what it has been. The journey actually follows 
the same course as the membership journeys we used as examples in the book. In this 
case, the phases of the journey might look something like this:  

Discovering  Understanding  Considering  Testing 

Outcome Outcome Outcome Outcome 

You were 
introduced to 
experience 
management 
and wanted 
more 
information. 

You liked and 
understood the 
journey 
mapping and 
wanted to see if 
it has potential 
to help your 
organization. 

You’ve been 
through a 
sample 
mapping 
process and are 
ready to try to 
use it to make 
your 
organization 
more member-
centric. 

You looked at 
all of the 
information 
and agree that 
this is 
something 
your 
organization 
should 
undertake. 
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During the Discovering Phase you got an overview of what managing the membership 
experience meant, and why becoming member-centric could help you achieve your 
organization’s goals of greater member loyalty and participation. You looked at the 
benefits of delivering a consistently good member experience, and how reducing 
effort was a key to giving members more value. 

In the Understanding Phase, you were able to grasp the basic tenets of the 
MembershipMapping system and see how it could be used in a number of different 
ways to help you better understand your members’ viewpoints and meet their needs. 
The mapping templates graphically showed at each of the touch points you have with 
members what criteria they used to evaluate the quality of that interaction. You were 
also given examples of the kinds of things your organization can do to meet their 
expectations along the way. 

During the Considering Phase you gained insight into some unique and impactful 
ways to measure your performance, reinforcing the fact that unless you measure your 
performance, there is no sure way to improve it. You discovered that by using 
measures that reflected members’ input and actions, you can even keep the evaluation 
process member-centric. This phase also allowed you to consider using Value Groups 
to segment your members and prospects, again showing that the membership 
experience is about fulfilling member needs rather than merely providing products and 
services. 

Finally, this journey through Managing the Membership Experience has brought you 
to the Testing Phase. This is the point at which your organization needs to determine 
which concepts, ideas and tools you’ve been exposed to and considered will work best 
for you. The templates and examples are provided to make getting started easier. 

Now you need to start trying to make the move to being more member-centric. Not 
every idea or system will provide immediate results, and not every technique will 
work as effectively as you had hoped. The idea is to start making progress and fine-
tuning your activities as you measure their impact. The ultimate goal is to become 
more member-centric in everything you do, and to give members the best possible 
membership experience. 

Best wishes for a successful journey! 
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Chapter 11 Summary 

Managing the 
Membership Experience 
is based on the need for 
your organization to 
become more member-
centric 

 Use MembershipMapping to pinpoint
how to meet member expectations from
the members’ perspective.

 Reduce effort for members and offer
more guided experiences.

 Measure your efforts realistically so you
can track your progress.
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Appendices 

Appendix A – Membership Experience Statement Template 

Our aim is for members to feel 

To achieve this we need to 

We need to remind ourselves that 
we will destroy value and loyalty if 

We will know when we are 
delivering on this when 

Our target is 

The current initiatives we have 
planned to deliver on the above 
are: 
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Appendix B – MembershipMappingTM Templates 

B.1: For the organization to complete

Part 1 – Context 

Q1: Who is on this journey? 

Q2: What triggers or prompts this journey? 

Q3: Expectations about service? What 
service attributes are important to them? 

Q4: What do you want members to 
experience? What is your Member 
Experience Statement? (Ref. Chapter 2) 

Q5: Who needs to be involved? 

© Sue Froggatt and Mark Levin, 2015 

Part 2 – Charting the Phases of the Journey 

Q1: What happens during this phase? 

Q2: What are the touch points involved? 

Q3: What factors or criteria do they use to 
evaluate their experience during this 
phase? What might frustrate or upset 
them?  

Q4: How do they currently feel about the 
experience? Rate it: Scale of 1 (awful) to 
5 (great) 

 😠😠   😡😡   😐😐   😥😥   😂😂

Q5: Where are the opportunities to improve 
the experience? 

© Sue Froggatt and Mark Levin, 2015 
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B.2: For members to complete 

Part 1 – Context 

Q1: Describe who you are. What key value 
or outcomes are you looking for? 

Q2: What triggers or prompts this journey? 

Q3: What expectations do you have about 
service? What service attributes are 
important to you? 

Q4: What do you want to experience? 

© Sue Froggatt and Mark Levin, 2015 

Part 2 – Charting the Phases of the Journey 

Q1: What happens during this phase? 

Q2: What are the touch points involved? 

Q3: What factors or criteria do you use to 
evaluate your experience during this 
phase? What frustrates or upsets you? 

Q4: How do you currently feel about the 
experience? Rate it: Scale of 1 (awful) to 
5 (great) 

😠😠   😡😡   😐😐   😥😥   😂😂

Q5: Where are the opportunities to improve 
the experience? 

© Sue Froggatt and Mark Levin, 2015 
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Appendix C - Member Profile Template 

C.1: For individual members 

Segment/Value Group Name Photo or visuals 

General 

information 

Demographic profile; Communication preferences; Web usage and 

behavior; Goals; Interests; Motivations; What they value; Likely 

concerns and questions; The issue, problem or challenges they want 

help with.  

Names of members who fit this profile. 

A narrative of 

their life 

Past Present Future 

Typical quotes A typical day in their life 

Experiences 

What experiences are important to them? What experiences do they 

value and what frustrates them? What experiences reinforce their 

self-image, resonate with their values, or leave them feeling good 

about themselves? What clues and cues do they respond to 

emotionally (positively and negatively)? 
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Likely 

membership 

activity How they use membership; What they most and least value; What 

experiences they value and what frustrates them; What they want to 

do online and offline; The time and energy they are likely to invest in 

membership; What they are likely to need assistance and support 

with; Who in the association they are most likely to interact with; 

Likely objections to involvement; Their likely relationship with other 

members, e.g. collaborate or compete; What they bring to 

membership, e.g. how they might help other members and the 

association. 

Their 

journeys 

Describe the key journeys that they are on that membership can help 

them with. 

Messages 

The messages they respond to; Emotions to evoke; What to avoid. 
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Importance to 

the 

organization 

Key statistics 

Typical retention rate; If they recommend membership; Percentage of 

members with this profile; Their average lifelong value; The 

percentage of revenue they generate; How active and involved they 

are; Opportunity to encourage more like this group to join. 

Other information that can be added to the profiles. In the General Information 

section: 

 Education

 Knowledge and skills

 Media preferences

 Psychographic profile

 Emotional needs

 Success—what does this look like for the member?

 Importance of brands and which brands they are loyal to (what does that say about

them?)

 Typical possessions that you associate them with (and others like them)

 Work

 Constraints or clashing objectives they have to deal with

In the Likely Membership Activity section: 

 The type of relationship they want to have with you and the unspoken rules of that

relationship—for example, using a relationship metaphor, do they want to be

more like a casual acquaintance, a friend, a best friend, partner, or old friend?

 Any social or economic trends or drivers that might affect the context of their

usage
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 If they were a prospect, how they would sum up benefits of membership

 Testimonials

 The alternatives they might consider or use to achieve the same result

 The documentation they need

 What experiences do they share or pass on about membership

 What might be their most memorable moments of membership

 What they might expect other members to do for them

 What they are most and least likely to be happy with

 What does your brand say about them?

C.2: For corporate/organizational members

Segment/Value Group Name Photos or visuals 

About the 

organization

Size and type; Year established; Stage of development (e.g. start-up, 

young, prime, mature); What they do (activities and processes 

undertaken); The issue, problem, or challenges they want help with; 

Support needs; Important stakeholders and influencers; Culture; 

Leadership style; Aspirations of the leader for the organization.

Names of members who fit this profile. 
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Key contacts 

Details of the main contact(s) in the organization.

Activity 

timeline

Past Present Future 

Likely 

membership 

activity 

How they use membership; What they most and least value; What 

experiences they value and what frustrates them; What they want to 

do online and offline; The time and energy they are likely to invest in 

membership; What they are likely to need assistance and support 

with; Who in the association they are most likely to interact with; 

Likely objections to involvement; Their likely relationship with other 

members, e.g. collaborate or compete; What they bring to 

membership, e.g. how they might help other members and the 

association. 
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Their 

journeys 

Describe the key journeys that they are on that membership can help 

them with.  

Messages 

The messages they respond to. 

Importance 

to the 

organization

Key statistics
Typical retention rate; If they recommend membership; The 

percentage of members with this profile; Their average lifelong 

value; The percentage of revenue they generate; How active and 

involved they are; Opportunity to encourage more like this group to 

join. 
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Appendix D - Measurement Terminology 

What is the difference between a measure, a metric and a KPI? 

Some clarity of terminology might be useful to create a common understanding. 

Measure and metric are often used interchangeably, and you are likely to get different 

interpretations from different people. These thoughts are offered: 

 Measure—Focuses on one single thing, e.g. height, weight, or retention rate. You

measure something.

 Metric—Combines a number of measures to create a value. Value is added by

combining different measures together, for example:

25% of Measure 1 + 35% of Measure 2 + 40% of Measure 3 

For example, BMI, a person’s body mass index, is a metric that combines weight 

and height. 

 KPI (Key Performance Indicator) —This has become an important private-sector

measurement. It defines how successful an organization has been in terms of

achieving a strategic objective or operational goal, for example retention rate or

growth in number of members. Not all metrics and measures are KPIs.
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Understanding the 
importance of the 
experience 
Using mapping tools to 
capture and manage the 
experience 
Focusing on effort during 
experiences 

Using MembershipMapping® to engage members and give them the experiences they want and value 
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