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Picture this...we've all been to the beach, and we've all seen that adorable, slightly heartbreaking scene where a young child,
bucket in hand, sprinting excitedly to the water's edge. They scoop up a full bucket of ocean water, turn around, and run as
fast as their little legs will carry them back to the hole they've spent all morning digging in the sand. They tip the bucket... and

nothing comes out. Barely a dribble. Somewhere between the water and the hole, it all disappeared.

They look confused for a moment, they shrug, and run back to the ocean to do it all again.
What's obvious to us and what the child hasn't noticed is, the hole in the bucket.
If you've ever sat in a board meeting feeling quietly proud of your recruitment numbers, only to realise at year's end that your

total membership hasn't really moved, you already know this feeling. You've been the child with the leaky bucket.

As association executives, we work hard to bring new members in. Campaigns, events, referral programs, early-career
initiatives, real effort, real budget, real results at the recruitment end. And yet, somehow, the overall numbers stay stubbornly

flat. The water keeps disappearing before it ever reaches the hole.

The problem isn't the recruiting. It's that we're so focused on filling the bucket that we haven't stopped to look for any holes in

our buckets.

This is one of the most common and costly challenges facing associations today. Members are leaving quietly, not with a
complaint or a phone call, just a lapsed renewal, and because member data often lives across different systems, the full
picture is easy to miss. Decisions get made on the headline numbers, the ones that feel good, while the story underneath goes

untold.

This workbook was created to help you see the full picture. To give you something practical - a clear starting point for
understanding the true health of your membership before you spend another dollar on acquisition.
Because a good strategy doesn't start with the next campaign. It starts with knowing exactly what's happening with the

members you already have.
This workbook will help you:

e Quickly assess the current health of your membership base

e Identify "leaking bucket" problems

e Spot the quick wins that can make an immediate difference

e Create reports that tell a compelling story to your board and leadership team

e Show the real impact of your retention efforts with clear evidence
Before you run back to the ocean for another bucketful, let's plug the holes in your bucket.

Let's begin.

Kind regards,
Olena Lima
Membership Marketing School Host
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We recommend starting
with the Membership
Health Dashboard

If you haven't used the Membership Health Dashboard yet, we highly encourage you to do so
before continuing with this workbook. The dashboard is a quick diagnostic tool that takes your
association’s raw membership numbers and calculates the core health indicators, such as:

¢ Retention rate

e Growth rate

e First-year retention

Think of it as your baseline. Within minutes, you'll see whether the membership is growing,

stable, or declining, and where the biggest opportunities or concerns lie.

CALCULATE YOUR MEMBERSHIP HEALTH

Get Personalised Support

Once you've run the numbers, you might want to know more about what they mean
for your association or how to address the gaps you've uncovered. Or perhaps you

might have questions about how to apply the frameworks from this workbook in your

specific situation.

Book a call with our team to discuss your membership health, get guidance on
the workbook exercises, identify strategic priorities, and explore how we can

support your growth.

BOOK A CONSULTATION CALL
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How to Use This Workbook

This isn't a textbook, it's a reference guide. When starting with a new client or conducting

annual reviews, come back here to identify which metrics matter most for their situation.

Tier System: Who Needs Which Metrics

TIER 1: TIER 2: TIER 3:
CEO/BOARD MANAGEMENT TACTICAL/
TEAM SPECIALIST
Strategic metrics reviewed Operational metrics for Day-to-day optimisation
monthly or quarterly. These department heads and metrics for channel
are your "vital signs" that tell account managers. Review specialists.
if the organisation is healthy more frequently to spot
or in crisis. trends.
Examples: Retention Rate, Examples: First-Year Examples: Email Click-
Growth Rate, LTV:CAC Ratio. Retention, Engagement Through Rate, Website
Score, NPS. Bounce Rate, Social
Engagement.

Frequency Guide: How Often to Check

Different metrics need different attention spans:
* Real-time/Daily: Operational monitoring for things that can break unexpectedly

Weekly: Tactical adjustments for current campaigns
Monthly: Trend tracking (your bread-and-butter reporting frequency)

Quarterly: Strategic assessment and board reporting

Annually: Long-term planning and benchmarking
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Essential Data Collection:

What You Need to Track

Before diving into metrics, let's establish the foundations. These baseline data points make

everything else possible.

MEMBERSHIP DATA:

MEMBER SEGMENTATION:

FINANCIAL DATA FOR
STRATEGIC DECISIONS

www.membershipmarketingschool.com

Number of members at start of year
Number of members at end of year
Number of new members joined within a
reported period

Number of members who lapsed/cancelled
Number of members who renewed
Number eligible to renew

Member types (Student, Professional, Corporate, etc.)
Join dates (if analysing cohort differences)

Renewal dates (needed for forecasting)

Member Personas (if different from Member types)
Industry/sector (if applicable)

Demographic data (gender, age, geographic location)

Required for financial calculations:

Average annual dues from one member
Average annual non-dues revenue per member
Marketing spend on membership activities
Cost to retain one member per year

Cost to recruit one member (CAC)

N
/

' '~ Most associations track dues religiously but have no
\T idea what acquisition or retention costs. These
numbers exist in your budget. You just need to dig

them out.
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Benchmarking: Making
Data Make Sense

85% retention sounds good, but is it? You can't know without context. Data without comparison is just
noise. Think about it. If your doctor says your blood pressure is 120/80, you need to know what "normal" is.
Membership metrics work the same way.

The Four Layers of Benchmarking

Compare your metrics across four dimensions for the clearest picture:

GLOBAL DATA: THE UNIVERSAL BASELINE

How do you stack up against global data? Use this to catch obvious problems. If retention is 60% and
global average is 80%, you need to understand the causes.

ASSOCIATION SECTOR DATA: YOUR PEER GROUP

How do you compare against other associations? Associations operate differently than traditional businesses.
Email open rates often run higher, retention rates are stronger, event dynamics differ.

INDUSTRY-SPECIFIC DATA: MARKET REALITIES

This is where benchmarking gets really useful. Different industries have radically different dynamics:

¢ High-noise industries (marketing, finance, tech): Professionals are bombarded with messages. Expect lower
email open rates. Breaking through is exhausting.

¢ Low-noise industries (agriculture, specialised manufacturing): Starved for content. Everything gets opened.
When you're the only game in town, engagement is easy.

¢ High-retention industries (healthcare, licensed professions): Membership connects to licensure. 90%+
retention is a norm, not excellence.

¢ Volatile industries (real estate, startups): High churn isn't always a retention problem; it's market reality. High
business failure or frequent merger rates drive member loss.

HISTORICAL PERFORMANCE: YOUR OWN TRACK RECORD

The most important comparison: How do you compare to yourself? Are you getting better or worse? Year-over-
year tells you if strategies are working.

WHERE TO FIND BENCHMARKS

Marketing General Incorporated (MGl) Benchmarking Report
ASAE Research —

Campaign Monitor / Mailchimp email benchmarks When benchmarks don't exist, create

Industry trade publications (Various) your own baseline. Your first year

L : : becomes the benchmark for year two.
Government statistical agencies (Various)
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Core Membership Metrics:
The 6 That Matter Most

If you track nothing else, track these six metrics. They form the foundation of membership health and
will quickly reveal where problems exist and where opportunities hide.

O

AEMIEIE R CLICK-THROUGH
GROWTH & RATES (CTR)
RETENTION

Pages 12-14 Pages 31, 34

&,

LEAD GENERATION

(NON-MEMBER CONI:\Q/AE$|58|ON
AUDIENCE GROWTH)
Page 22 Page 23
MEMBER FINANCIAL
SATISFACTION HEALTH
Page 28 Page 36

& other financial data in collaboration
with your Financial Department
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At a Glance

. CORE MEMBERSHIP HEALTH

. ENGAGEMENT & VALUE DELIVERY

. ACQUISITION & PIPELINE

. MEMBER VOICE

. DIGITAL AND COMMUNICATIONS

REVENUE & UNIT ECONOMICS
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e Retention Rate

e Membership Growth Rate (Net Growth)

First-Year Retention Rate
Average Member Tenure
Engagement Score
DAU/MAU for Community,
Platform (Stickiness)

Market Penetration Rate

Prospect List Growth Rate
Prospect-to-Member Conversion Rate
Lead Source Performance

Reinstatement Rate

Net Promoter Score (NPS)
Customer Satisfaction Score (CSAT)_
Customer Effort Score (CES)_

Email Click-Through Rate (CTR)
Website Metrics
Social Media Metrics

Member Lifetime Value (LTV)
Customer Acquisition Cost (CAC)
LTV:.CAC Ratio
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CORE
MEMBERSHIP
HEALTH

Your vital signs, the baseline indicators of organisational health. These
metrics tell you if your association is thriving, stable, or in crisis.

RETENTION RATE MEMBERSHIP GROWTH RATE
(NET GROWTH)
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A Note on the Data and
Benchmarks in this Workbook

The metrics, benchmarks, and targets contained in this workbook have been developed
through a combination of sources: our direct experience working with professional
associations across Australia, APAC, and the USA; secondary research from publicly available
studies including the Marketing General Incorporated (MGIl) Membership Marketing
Benchmarking Report and ASAE Research; and analysis of data patterns observed across the
associations we have worked with over time.

While we have made every effort to ensure the information is practical and grounded in real-
world association contexts, there are important caveats you should keep in mind before
applying these benchmarks to your own organisation.

These benchmarks are guidelines, not targets. The most meaningful benchmark for any
association is its own historical performance. Improvement against your own baseline over
time is a far stronger indicator of progress than hitting an industry average. Use the figures in
this workbook as orientation points, not pass/fail thresholds.

Significant variation exists between organisations. Association type, industry sector,
membership model, dues structure, geographic context, organisational maturity, and member
demographics all influence what "good" looks like. A benchmark that signals health for a large
professional body may be entirely inappropriate for a small niche association or a newly
established organisation.

External factors matter. Economic conditions, workforce changes within your sector, industry
consolidation, generational shifts in membership behaviour, and broader digital trends all
affect membership metrics in ways that are outside your control. Context always matters when
interpreting your data.

Not all benchmarks have equal evidential backing. Some metrics in this workbook, such as
membership retention rates and NPS, have well-established industry benchmarks drawn from
large-scale research. Others, such as prospect list growth rates, reinstatement rates, and
Customer Effort Score for associations, have little to no published association-specific
benchmarking data available. Where this is the case, we have noted it and suggested using
internal baselines instead.

We recommend using this workbook as a thinking framework and starting point for

conversation, not as a definitive prescription for what your association must achieve.
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Retention Rate

CORE MEMBERSHIP HEALTH

What it measures: Percentage of members who renew their membership when eligible.

i

Formula:

Retention Rate = (Members Renewed / Members Eligible to Renew) x 100 TIER

Rolling 12-month calculation:

= (Renewals in last 12 months / Renewal opportunities in last 12 months) x 100

Frequency: Monthly (using rolling 12-month window to smooth seasonality)

WHY IT MATTERS:

e Single most important membership health
indicator

e Acquiring new members costs 5-7x more
than retaining existing ones

* Predicts future revenue stability

e High retention = strong value proposition

COMMON PITFALLS:

e Using annualised instead of rolling
calculation (masks seasonality)

* Not tracking by member type/cohort
(averages hide problems)

* Including lifetime members in the
denominator

www.membershipmarketingschool.com

TARGET/BENCHMARK:

e 75-80%: Minimum acceptable for most
associations

e 80-85%: Good, indicates healthy value
delivery

e 85-90%: Excellent, world-class retention

e >90%: Outstanding (or possible data issues

- verify!)

\\I’/
/ AN

Note: Attrition Rate is simply the opposite
of retention. If retention is 85%, attrition is
15%. Some organisations prefer thinking
in terms of loss rather than retention, but
it's the same metric viewed differently.
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CORE MEMBERSHIP HEALTH

Membership Growth
Rate (Net Growth)

What it measures: Overall change in membership size, accounting for all gains and losses

ﬂ Net Growth Rate = ((New + Reinstated) - (

Members x 100

Lapsed + Cancelled)) / Starting

TIER
OR simpler:
Net Growth Rate = (Ending Members - Starting Members) / Starting
Members x 100
Frequency: Monthly (for trends) and Quarterly (for reporting)
WHY IT MATTERS:
e Combines retention + acquisition into single growth indicator
e Shows whether organisation is growing, stable, or declining
e Critical for long-term sustainability and strategic planning
e Board's #1 question: "Are we growing?"
TARGET/BENCHMARK: COMMON PITFALLS:
« Positive growth: Goal for most * Celebrating gross acquisition
associations without accounting for losses
» 3-5% annually: Healthy, sustainable » Not accounting for market size
growth changes (your total addressable
e >10% annually: Exceptional (verify market)
quality and sustainability) e Seasonal fluctuations create false
e Flat (0-2%): Stable, but monitor patterns
closely e One-time events (mergers,
e Negative: Urgent intervention conference spikes) distort trends
needed
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Membership Health

Quadrant

Where is your association positioned?

RETENTION RATE

LOW GROWTH, HIGH RETENTION

Value is good.

Market doesn't know.

Strong retention indicates the value proposition is
solid and the member experience delivers. The
barrier to growth is awareness, not product.
Review acquisition channels, assess market
visibility, and evaluate marketing investment
levels. The retention success provides the
blueprint for acquisition messaging. It translates
what keeps members engaged into what attracts
prospects. This represents opportunity, not crisis.

LOW GROWTH, LOW RETENTION

The Burning Platform

Fix retention first.

Then worry about growth.

Low membership growth combined with low
retention signals fundamental issues. The critical
decision: prioritise retention over acquisition.
Recruiting more members while retention
remains poor accelerates loss without
addressing the root cause. Focus on
understanding why members leave, address
value delivery gaps, and improve onboarding
processes. Once retention stabilises, redirect
resources toward acquisition. Sequential
problem-solving prevents resource waste.

www.membershipmarketingschool.com

MEMBERSHIP GROWTH RATE

HIGH GROWTH, HIGH RETENTION

The Healthy Zone

Sustainable growth.

Scale what's working.

This is where you want to be. Effective
recruitment processes are bringing members in,
and strong value delivery is keeping them. The
focus shifts from problem-solving to
optimisation. Identify which acquisition channels
produce the highest-quality members, invest
more heavily in those channels, and scale what's
working.

HIGH GROWTH, LOW RETENTION

The Leaking Bucket

Stop acquisition.

Plug the leak first.

High acquisition paired with low retention creates
a particularly damaging scenario. Effective
recruitment masks the underlying retention
problem while generating dissatisfied former
members who negatively impact market
perception. Beyond wasted marketing investment,
each lost member represents potential negative
word-of-mouth. The counterintuitive solution:
pause acquisition efforts and redirect all resources
to retention improvement. Diagnose why
members aren't renewing and address those
fundamental issues. Resume acquisition once
retention reaches 75%-+.
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ENGAGEMENT
& VALUE \i%
DELIVERY

These metrics measure whether members are actively using their
membership and receiving value, the leading indicators that predict
whether they'll renew long before the renewal date arrives.

FIRST-YEAR AVERAGE MEMBER
RETENTION RATE TENURE
ENGAGEMENT DAU/MAU FOR COMMUNITY
SCORE PLATFORM (STICKINESS)
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++

ENGAGEMENT & VALUE DELIVERY @

First-Year
Retention Rate

What it measures: Percentage of new members who renew after their first year.

First-Year Retention = (New Members from Year X Who Renewed / Total
New Members from Year X) x 100

TIER

Example: Of 100 members who joined in 2023, 65 renewed in 2024 = 65%

Frequency: Quarterly (requires 12+ month lag to calculate)

WHY IT MATTERS:

The first year is make-or-break for long-term retention

Indicates the quality of onboarding and initial value delivery

Members who renew once are 3x more likely to become long-term members
Early warning system for acquisition quality issues

TARGET/BENCHMARK: COMMON PITFALLS:

e >70%: Excellent first-year e Forgetting to track cohorts (need
onboarding 12-18 months of data)

* 60-70%: Good, room for e Not connecting back to onboarding
improvement experiences

* 50-60%: Concerning, fix onboarding o Treating all new members the
experience same regardless of type

e <50%: Critical issue with value
delivery or expectations
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++

Average Member ENGAGEMENT & VALUE DELIVERY @
Tenure

What it measures: Average length of time a member stays with the organisation

Formula:

Average Tenure = Total Years of Membership Across All Members / Total

Number of Members TIER
OR

Tenure =1/ (1 - Retention Rate)
Example: If retention is 85% (0.85): Tenure=1/(1-0.85)=1/0.15=6.67 years

Frequency: Annually

WHY IT MATTERS:

e Tenure directly impacts Lifetime Value - longer tenure means more revenue per member

¢ Indicates member satisfaction and organisational stickiness

¢ Adeclining tenure signals that newer generations aren't staying as long as previous cohorts

¢ Helps predict future revenue and informs retention strategies

e |f average tenure is dropping, investigate generational differences and onboarding
effectiveness

TARGET/BENCHMARK: COMMON PITFALLS:

Varies by association type: e Not segmenting by member type (students

naturally have shorter tenure).

e Not tracking trends over time.

e Treating high tenure as only positive (could
indicate lack of new member influx).

e 5-7 years: Good for most professional
associations

e 8-10 years: Excellent

e 10 years: Outstanding (or indicates aging
membership)

e <5years: Concerning, focus on retention
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ENGAGEMENT & VALUE DELIVERY

Engagement Score

What it measures: Aggregate measure of member activity across touchpoints

WE RECOMMEND A SCORING SYSTEM APPROACH TO PROVIDE
AN INDICATION OF AVERAGE MEMBER ENGAGEMENT.

DEFINE ENGAGEMENT METRICS FOR Use a SCORING SYSTEM to Analyse your members' activities
YOUR ORGANISATION. The examples can prioritise, or weight, each activity and evaluate how they are falling
be: email open rate, number of times and determine which metrics are within each score category.
people log in to their member profiles, most important for you. For Segment your members by
upgrading membership or acquiring example, you can score 10 out of engagement groups, e.g. Passive -
certification, participation in events or 10 for volunteering and sitting in Active - Engaged. This analysis will
online discussions, additional service the committee, 5 for attending a help you to identify gaps in your
purchases or using membership webinar and 1 for clicking an engagement initiatives and
discounted rates; participation in email. develop strategies to increase
committee meetings and volunteering. their engagement score.

Formula:
Weighted scoring example:

WHY IT MATTERS:

TIER
Committee Participation x 25 points
Event Attendance x 15 points Strong predictor of renewal
Content Downloads x 2 points each likelihood. Identifies at-risk
Logins x 1 points members before they lapse.
Email Clicks x 1 point Validates that members use
Training Completion x 15 points benefits. Unless members

engage (like going to the
gym) they won't see value
and won't renew.

Normalise to 0-100 scale
Segments: Highly Engaged (>70), Moderate (40-70), Low (<40)

Frequency: Monthly calculation, real-time component tracking

TARGET/BENCHMARK: COMMON PITFALLS:

e >60% scoring Moderate or higher: Good * Weighting all activities equally (not all

e <20% in Low Engagement: Healthy engagement is equal).

e Highly engaged: 90%+ retention expected e Including passive activities (email receipt) too

heavily. Making score too complex.

e Not acting on data (for example, not running
re-engagement campaigns for “sleeping”
members).

www.membershipmarketingschool.com Page 18



ENGAGEMENT & VALUE DELIVERY

DAU/MAU for Community
Platform (Stickiness)

What it measures: How often members return to your platform, showing
whether it has become a regular habit rather than an occasional drop-in.

Formula:
Stickiness Ratio = (Daily Active Users / Monthly Active
Users) x 100

Where:

DAU = The number of unique members who actively use
the community on a given day

MAU = The number of unique members who are active at
least once in a 30-day period

WHY IT MATTERS:

TIER

For example:
e DAU 500, MAU 5,000 = 10 percent DAU/MAU
e DAU 1,500, MAU 5,000 = 30 percent DAU/MAU

The second community is far more embedded in members’
routines.

¢ Stickiness measures habit formation — a high-stickiness platform is essential to member workflows
e Low stickiness indicates occasional, optional usage rather than embedded daily habits
e For community platforms, learning management systems, or member portals, stickiness predicts long-term sustainability and

engagement depth

e Only as an example - Facebook achieves ~60% stickiness because users return daily; LinkedIn reaches ~25% as it serves

professional needs less frequently

e Most association platforms achieve 5-15%, as members tend to visit when they need something specific, not habitually

TARGET/BENCHMARK:

e 20%: Highly sticky, platform embedded in daily routine.
e 10-20%: Regular usage, strong engagement patterns.

e 5-10%: Moderate usage, occasional touchpoints.

e <5%: Low stickiness, members rarely return.

www.membershipmarketingschool.com

COMMON PITFALLS:

¢ Benchmarking against consumer platforms like
Facebook or LinkedIn — association platforms
naturally score lower and that's okay

e Tracking overall stickiness without segmenting by
member type, as heavy users can mask low
engagement across the broader membership

e Optimising for visit frequency rather than genuine
value — notifications that drive clicks will inflate the
metric without improving real engagement

¢ Ignoring seasonal patterns, which can significantly
skew monthly comparisons around conferences,
renewals, or CPD deadlines
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ACQUISITION
& PIPELINE

Your growth engine measures how effectively you attract new members.
Think of this as filling the bucket while retention plugs the leaks.

Remember that associations don't just work for members, they work for
their entire industry or sector. Your email subscriber list growth is your
community growth. Build the community, then convert to membership.

MARKET PROSPECT LIST PROSPECT-TO-

PENETRATION RATE GROWTH RATE MEMBER
CONVERSION RATE

LEAD SOURCE REINSTATEMENT
PERFORMANCE RATE
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M

ACQUISITION & PIPELINE

arket Penetration Rate

What it measures: Percentage of your total addressable market (TAM) currently

holding membership

i

Formula:
Market Penetration = (Current Members / Total Addressable Market) x 100
TIER

TAM = Total number of eligible individuals or organisations in your defined market
Frequency: Annually (TAM changes slowly)

Example: Association X targets 10,000 people working in Industry Y. 4,300
professionals are currently members of the Association X. This represents a market
penetration of 43%.

WHY IT MATTERS:

e Market penetration determines your growth strategy; low penetration signals opportunity, but possibly also
awareness challenges

¢ High penetration indicates market maturity and shifts focus from acquisition to retention and value deepening

e Grounds growth expectations in reality, a 5% penetration rate allows aggressive acquisition targets, while 40%
penetration requires a fundamentally different approach

TARGET/BENCHMARK: COMMON PITFALLS:

e <5%: Massive growth potential, awareness is likely
the primary challenge
e 5-15%: Good growth runway, focus on efficient

¢ Defining the Total Addressable Market too
narrowly or broadly — an inaccurate TAM makes
the metric meaningless

EEg e ¢ Not revisiting the TAM regularly as industries
e 15-30%: Moderate penetration, balance growth and evolve and eligible populations change
retention e Treating low penetration as purely a marketing
e 30%: High penetration, retention becomes critical problem, when high dues or weak value
priority

proposition may be the real cause

¢ Using penetration rate in isolation without
pairing it with retention data — high penetration
with poor retention signals a leaky bucket
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ACQUISITION & PIPELINE

Prospect List
Growth Rate

What it measures: Rate at which your pipeline of potential members expands.

Formula:
Prospect List Growth = ((Prospects End of Period - Prospects Start) / Prospects Start) x 100

Also track:

- New prospects added per month TIER
- Prospect list size over time

- Prospect list quality score

Frequency: Monthly

WHY IT MATTERS:

e Your prospect list is a leading indicator of future membership growth — an empty pipeline today means no new members
tomorrow, regardless of how effective your conversion process is

e Adeclining prospect list provides 30-90 days advance warning of acquisition problems, giving you time to intervene before
membership growth stalls

e Quality matters as much as quantity, 1,000 qualified, engaged prospects outperforms 10,000 poorly targeted contacts

e Track list health alongside list size: what percentage of prospects are actively engaged, properly segmented, and likely to
convert?

e Monitor the ratio of list growth to conversion — if your list grows but conversion rates are dropping, you're adding lower-
quality prospects, which wastes resources and damages brand perception

TARGET/BENCHMARK: COMMON PITFALLS:

Unlike membership retention, there are no widely
established industry benchmarks for prospect list growth
rates in associations.

¢ Being reactive rather than proactive, only focusing on
pipeline growth when membership drops, rather
than maintaining it as an ongoing discipline

e Forgetting that prospects are still part of the
professional community you represent, even without
paying dues, they are potential members within your
sector, not just cold leads

e Confusing a large list with a healthy one — a poorly
maintained, unsegmented list creates a false sense of
security while conversion potential quietly erodes

This is itself a reflection of how few associations actively
manage their pipeline. A useful rule of thumb: your monthly
prospect list growth rate should at minimum match your
monthly conversion rate to avoid a shrinking pipeline.
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ACQUISITION & PIPELINE

Prospect-to-Member
Conversion Rate

What it measures: Percentage of identified prospects who become paying members

Formula:

Conversion Rate = (New Members / Total Prospects in Pipeline) x 100 TIER

Frequency: Monthly

WHY IT MATTERS:

e Reveals the efficiency of your acquisition process and identifies precisely where prospects drop out of your
funnel

e A healthy pipeline with poor conversion wastes marketing investment — both metrics must work together

e Powerful when segmented by source — event attendees might convert at 20-30%, cold outreach at 5-10%,
allowing smarter resource allocation

e Exposes friction points in your joining process — complexity, cost, or slow approvals that silently kill
conversion without you realising it

COMMON PITFALLS:

e Focusing on pipeline growth while ignoring conversion. A list that doesn't convert is just an expensive
contact database

e Not segmenting by source, so poor-performing channels continue to receive investment without scrutiny

e Qvercomplicating the joining process, lengthy forms, slow responses, and unnecessary approvals create
silent drop-off

e Measuring overall conversion without tracking where in the funnel prospects actually disengage

TARGET/BENCHMARK:

e 2-8%: Cold outreach e 10-20%: Warm e 20-40%: Event e 40%+: Highly qualified
or broad marketing referrals or targeted attendees or highly leads with strong
campaigns campaigns engaged prospects follow-up process
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Lead Source ACQUISITION & PIPELINE
Performance

What it measures: Conversion rate and quality from each acquisition channel (includes
events, trials, landing pages, ever-green webinars and other sources).

Formula:
By source:
TIER
Conversion Rate = (Members from Source / Prospects from Source) x 100
Cost per Acquisition = Marketing Spend / Members Acquired
Quality Score = First-Year Retention Rate by Source

Examples of sources: Website, paid ads, events/conferences, member referrals,
partners, social media, trials, landing pages.

Frequency: Monthly (quarterly deep analysis).

WHY IT MATTERS:

¢ Not all leads are equal, understanding which sources deliver the highest conversion rates allows smarter marketing
investment

¢ Reveals quality differences between sources, some channels produce loyal long-term members, others convert well
initially but churn quickly

TARGET/BENCHMARK: COMMON PITFALLS:

e Best sources combine high conversion + low cost per
acquisition + strong first-year retention

e Track relative performance across sources rather than
chasing a single universal benchmark

e Poor attribution: not consistently tracking which
source each new member came from, making the
data unreliable from the start

e Measuring conversion only, without factoring in
retention quality, a source that converts well but
churns early is not a good source

e Drawing conclusions from small sample sizes, which
can make a weak channel look strong or a strong one
look weak

e Continuing to invest in familiar channels out of habit
rather than regularly reviewing comparative source
performance
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Reinstatement Rate (Lapsed ACQUISITION & PIPELINE
Members Who Return)

What it measures: Percentage of lapsed members who rejoin within a specified timeframe
(typically 12-24 months)

Formula:
Reinstatement Rate = (Lapsed Members Who Rejoined / Total Lapsed Members) x 100

Track within: TIER
- 12 months of lapsing
- 24 months of lapsing

Frequency: Quarterly

WHY IT MATTERS:

e Reveals whether members are leaving due to temporary circumstances (budget constraints, career transitions, life changes)
versus fundamental dissatisfaction with value

e High reinstatement rates suggest temporary departures — low rates suggest a deeper value delivery problem worth
investigating

e Measures the effectiveness of your win-back campaigns and whether you're treating lapsed members as the valuable
prospects they are

¢ Lapsed members already know your association — reactivating them is significantly cheaper and faster than acquiring new
members from scratch

TARGET/BENCHMARK: COMMON PITFALLS:

e Given the wide variety of reasons members tend to
lapse their membership, benchmarks are not reliable
for Reinstatement Rates

e Focus on improving your own baseline over time

e Recency is the strongest predictor of return, recently
lapsed members (within 12 months) should reinstate
at a meaningfully higher rate than those gone lon

¢ Not segmenting lapsed members by reason for leaving,
financial constraints require a very different win-back
approach than a perceived lack of value

e Treating all lapsed members the same, regardless of
how long ago they left. Someone who lapsed 3 months
ago is a very different prospect to someone who lapsed
18 months ago

e Approaching lapsed members like cold prospects rather
than acknowledging their past involvement, generic
outreach ignores the relationship that already exists

¢ Running a single win-back offer for all lapsed members
rather than tailoring by barrier - payment plans for
financial constraints, trial periods for value uncertainty,
and special pricing for quick returns will each
outperform a one-size-fits-all approach
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MEMBER
VOICE

%

While engagement metrics show what members do, satisfaction
metrics reveal what they think and feel. The perception gap that
often explains why seemingly engaged members still leave.

NET PROMOTER CUSTOMER CUSTOMER EFFORT

SATISFACTION
SCORE (CES
SEORE (M) SCORE (CSAT) BEs
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MEMBER VOICE

Net Promoter
Score (NPS)

What it measures: Likelihood of members to recommend your association

Formula:

Survey: 'On scale 0-10, how likely to recommend? T1ER
9-10 = Promoters

Would you recommend us?
7-8 = Passives

03 e 0000
NPS = % Promoters - % Detractors ° ° @

Example: 40% promoters, 45% passives, 15% detractors To measure

NPS=40-15=25 customer loyalty

Frequency: Quarterly for full membership, Post-event for specific NPS

WHY IT MATTERS:

e Simple, standardised, comparable across industries. Promoters: Request testimonials, referrals

e Predicts organic growth through word-of-mouth. * Passives: Understand what would make
¢ |dentifies vocal advocates vs at-risk members. them promoters
e Follow up with 'Why?' to understand drivers. e Detractors: Personal outreach within 48
hours
TARGET/BENCHMARK: COMMON PITFALLS:
e >50: Excellent, world-class e Surveying too frequently (fatigue).
e 30-50: Good, healthy advocacy e Not following up with detractors.
e 10-30: Acceptable, room for improvement e Not asking 'Why?' follow-up.
e <10: Poor e Over-reliance on scores without context of -
¢ Negative: Crisis why follow up

e Comparing to unrelated industries.

www.membershipmarketingschool.com Page 27



MEMBER VOICE

Customer Satisfaction
Score (CSAT)

What it measures: how satisfied members were with a specific experience at a specific moment,
such as an event, course or transaction, rather than their overall relationship with the association.

Formula:
Survey Question: "How satisfied were you with [specific experience]?"
Scale: 1-10 (Very Dissatisfied to Very Satisfied) TIER

CSAT = (Satisfied + Very Satisfied / Total Responses) x 100

OR
Are you satisfied with...?

o o o« o
— -~

To measure quality
of a service/product

Average Score = Sum of all scores / Total responses

Frequency: Immediately post-experience (event, course, transaction)

WHY IT MATTERS:

¢ Provides immediate, actionable feedback on specific experiences rather than overall membership value

e While NPS measures advocacy and relationship health, CSAT identifies what's working and what's failing at the program level

e |ts power lies in specificity and timing — surveying members within 24-48 hours of an event, course, or support interaction
captures reactions while they're still fresh

e Ask about the specific experience, not general membership sentiment — this is what makes CSAT data genuinely actionable

4

TARGET/BENCHMARK: COMMON PITFALLS:
e 80%: Excellent satisfaction, program is working e Waiting more than 48 hours reduces both response
e 70-80%: Good, meeting expectations with room for rates and accuracy

improvement Asking about general membership satisfaction

e 60-70%: Acceptable but needs attention
e <60%: Poor, requires immediate intervention

www.membershipmarketingschool.com

rather than the specific experience

Collecting feedback but failing to act on it, members
who see no change will stop responding and
eventually disengage

A strong average score can mask a subset of
members having a consistently poor experience
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vemsER voice <RI
Customer Effort Score (CES)

What it measures: How easy it is for members to accomplish tasks with your association

Formula:
Survey Question: "How easy was it to [complete specific task]?"
Scale: 1-10 (Very Difficult to Very Easy) TIER

CES = Average of all scores

OR
How easy was it...?
Low Effort % = (Somewhat Easy + Easy + Very Easy / Total Responses) x 5 4 3 2 1
)
100 Gl

To find out how it would be

Frequency: Transaction-based (after joining, renewing, registering, easier to be our customer

accessing benefits)

WHY IT MATTERS: TARGET/BENCHMARK:

e Research consistently shows that effort predicts onalty e Treat your own baseline as the primary reference point

better than satisfaction - makes thing hard, and
members leave even if they're otherwise satisfied with
the value

CES reveals friction that satisfaction scores miss. A
member might rate their conference 9/10 but score
registration 7/10 (difficult); they enjoyed the outcome
but resented the process

That friction creates vulnerability, next time, they might
skip the hassle entirely

Low-effort experiences reduce support costs while
improving retention, when joining, renewing, or
accessing benefits is effortless, members do it
themselves without contacting support

When processes are difficult, support tickets multiply
and member frustration builds

KEY PROCESSES TO MEASURE:

Joining/application process

Renewal process

Event registration

Accessing member portal or benefits
Getting support or answers

Updating profile information
Claiming continuing education credits

www.membershipmarketingschool.com

and focus on consistent improvement over time

As a general guide across industries, most companies
target an average of around 4 on a 5-point scale -
meaning members find interactions straightforward
rather than effortful

COMMON PITFALLS:

e Only measuring CES for support interactions and

ignoring high-friction processes like joining,
renewing, or accessing benefits

e Tracking an overall average without breaking it

down by process
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DIGITAL AND -
COMMUNICATIONS

Channel performance, measuring effectiveness of member
touchpoints. Your email system is your main indicator of
engagement.

Important note on email open rates. In 2022, Apple included
privacy protection that reads every email, inflating open rates by
~15%. Focus on click-through rates instead, they show actual

engagement.
THROUGH RATE neeee TR
METRICS METRICS
(CTR)
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DIGITAL AND COMMUNICATIONS

Email Click-Through
Rate (CTR)

What it measures: The percentage of email recipients who clicked on one or more links within an
email, indicating active engagement rather than passive receipt.

Formula: CTR = (Total Clicks / Total Emails Delivered) x 100

Check your email software for accurate data.
TIER

Frequency: Per campaign + Monthly aggregate

WHY IT MATTERS:

e More important than open rates as it shows actual engagement — a member opening an email
proves nothing if they don't act on it

¢ Indicates whether your content is relevant and your calls-to-action are compelling enough to drive
behaviour

e A better predictor of engagement than opens alone, particularly since open rate data has become less
reliable due to email privacy changes

e Email engagement is your primary indicator of member attention and interest, declining CTR is an
early warning sign of disengagement before it shows up in renewal data

TARGET/BENCHMARK: COMMON PITFALLS:
CTR e Too many links in a single email dilutes
o >5%: Excellent attention and makes the desired action
e 3-5%: Good unclear
e 1-2%: Acceptable for newsletters e Weak or generic CTAs that don't clearly
e <1%: Poor, review content relevance and CTA communicate what happens when you click
strategy e Content that doesn't match the subject line,
eroding trust and reducing future
engagement

e Links buried in body text rather than
presented as clear, visible buttons
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WebSite MetriCS: DIGITAL AND COMMUNICATIONS
Essential Tracking

Your website serves as your digital front door. While there are dozens of metrics you could track,
three tell you what you actually need to know about your website's performance: how many people
are visiting, how they're engaging, and where they're coming from.

TIER

OVERALL WEBSITE TRAFFIC

What it measures

The total number of visitors to your website over a specific period. This provides a baseline view of whether your

digital visibility is growing, stable, or declining. Tracking monthly and reviewing annual trends helps identify

patterns over time, including seasonal fluctuations that are common for associations.

Why it matters

Traffic volume alone does not indicate success. Sustained growth combined with quality engagement signals
effective digital presence. Establishing a 12 to 24 month baseline allows you to distinguish between normal

variation and genuine performance issues, helping you make informed strategic decisions rather than reacting to
short-term spikes or dips.

PAGE VIEWS AND BOUNCE RATE

What it measures

Page views show how deeply visitors explore your website and whether they move beyond a single page. Bounce
rate represents the percentage of visitors who leave after viewing only one page.

Why it matters

Together, these metrics reveal whether your content meets visitor expectations. A high bounce rate may indicate
unclear messaging, weak calls to action, or navigation issues. As a general guide, key conversion pages such as
membership information or homepages should aim for bounce rates below 40 percent. Blog content may
naturally sit higher, often between 60 to 80 percent, as readers consume an article and leave. Monitoring these

metrics helps identify where to refine headlines, strengthen value propositions, and improve user pathways.

WEBSITE TRAFFIC SOURCE

What it measures

The channels driving visitors to your site, including organic search, direct traffic, email campaigns, social media,

and paid advertising. It captures both the volume and relative contribution of each source.

Why it matters

Not all traffic is equal. Some channels may generate high visitor numbers but low engagement, while others drive
fewer visitors who convert at stronger rates. Analysing traffic sources highlights where to invest more resources
and where adjustments are needed. Relying too heavily on a single channel increases risk, particularly given
algorithm changes or market shifts. A diversified traffic mix supports long-term stability and growth.
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DIGITAL AND COMMUNICATIONS

Social Media Metrics

Social media serves multiple purposes for associations, including raising awareness

among prospects, engaging current members, building community, establishing TIER
thought leadership, and driving website traffic. Effective measurement focuses on

metrics that indicate progress toward these goals rather than vanity numbers that look
impressive but mean nothing.

FOLLOWER GROWTH AND REACH

What it measures

Baseline visibility indicators across your social platforms. This includes total follower count,

monthly growth rate, reach, and impressions. Reach reflects how many unique users see your
content, while impressions show the total number of times your content is displayed. Tracking
trends over time helps identify whether your audience is expanding and how widely your
content is being distributed.

Why it matters

Audience size alone is not enough. An account with 5,000 engaged followers is far more
valuable than one with 50,000 passive ones. Monitoring reach and impressions helps you
understand whether your content is extending beyond your existing audience. Declining reach
can indicate reduced engagement or algorithm shifts. Consistent growth paired with strong

reach signals that your content is resonating and gaining traction.

ENGAGEMENT RATE

What it measures

The level of interaction your audience has with your content, including likes, comments, shares,

and clicks. Engagement rate is typically calculated as total engagements divided by followers,
expressed as a percentage.

Why it matters

Engagement rate is a stronger indicator of content effectiveness than follower count. It shows
whether your audience finds your content relevant and compelling. While benchmarks vary by
platform, LinkedIn engagement of 2 to 3% is strong, and Facebook engagement above 3% often
signals high-performing content. High engagement increases algorithm visibility, meaning your
content is shown to more people. Tracking which content types generate the most engagement

helps refine your content strategy based on evidence, not assumptions.
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DIGITAL AND COMMUNICATIONS

Social Media Metrics
(cont.)

TIER

CLICK-THROUGH RATE TO YOUR WEBSITE

What it measures

The percentage of users who click from your social media content through to your
website. It reflects how effectively your posts move people beyond passive
engagement such as likes or comments and into action. Tracking CTR alongside
website analytics shows how social traffic behaves once it arrives, including pages

viewed, time on site, and conversion activity.

Why it matters

Clicks indicate intent. While engagement builds awareness, CTR signals deeper interest
and potential qualification. A high engagement rate with low clicks may mean your
content is entertaining but not aligned with your organisational objectives. Conversely,
strong CTR suggests your messaging resonates enough to prompt action. The balance
between engagement and clicks helps determine whether you are building

community, driving conversion, or both.

Platform selection also influences results. Different platforms serve different
purposes. LinkedIn often supports professional associations well through thought
leadership and sector insights. Facebook may support community building but often
requires paid support for reach. Instagram excels at visual storytelling but may not
align with every demographic. Focus on where your audience genuinely engages

rather than spreading effort thinly across every channel.

Beyond immediate metrics, social media plays a longer strategic role. It introduces
prospects early in their membership journey, builds brand recognition, and reinforces
messaging across touchpoints. Tracking how social contributes to event registrations,
content downloads, or membership enquiries provides a clearer picture of its broader

value within an integrated marketing approach.
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Financial sustainability, measuring the economics of your
membership model. These metrics determine if growth is
affordable and sustainable.

CUSTOMER
MEMBER LIFETIME
VALUE (LTV) ACOUI?&TAIEI)\I COST LTV:CAC RATIO
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Member Lifetime
Value (LTV)

What it measures: Total revenue generated from a member over their entire duration

0 Formula:

Simple LTV: Average Annual Dues x Average Lifespan
Comprehensive: (Annual Dues + Annual Non-Dues Revenue) x Average Lifespan
Advanced: Annual Value x [1 / (1 - Retention Rate)]

TIER

Example:
$500 dues, 85% retention
LTV =$500 x [1 /(1 -0.85)] = $500 x 6.67 = $3,335

Frequency: Quarterly calculation

WHY IT MATTERS:

e Determines affordable acquisition spend. * Compares value of member segments.
e Guides pricing strategy. e Essential for LTV:CAC ratio calculation.

e Informs marketing budget allocation.

TARGET/BENCHMARK: COMMON PITFALLS:
e Should be at least 3x CAC e Only counting dues (ignoring events,
e Growing associations: LTV increasing courses).
e Mature associations: LTV stable * Not segmenting by member type.
e Segment by: Member type, Acquisition e Using historical data without adjustments.
source, Engagement level ¢ Not updating as retention changes.

e Treating LTV as static.
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Customer Acquisition

Cost (CAC)

What it measures: Total cost to acquire one new member

o Formula:

CAC = Total Acquisition Costs / New Members Acquired
Costs include:

e Marketing spend

e Sales/BD staff salaries

e Technology costs

e Agency fees

e Event costs

e Promotional discounts

Example: $200,000 total costs, 500 new members
CAC =$200,000 / 500 = $400

Frequency: Quarterly (monthly component tracking)

WHY IT MATTERS:

TIER

e Determines if growth is affordable. * Essential for LTV:CAC ratio.
e Compares channel efficiency. e Reveals if costs are increasing (bad) or

TARGET/BENCHMARK:

Should be <1/3 of LTV

Varies by association type

Trend more important than absolute number
Calculate by source for optimisation

www.membershipmarketingschool.com

decreasing (good).

COMMON PITFALLS:

¢ Not including all costs (staff time, overhead,
technology).

¢ Including retention costs in CAC.

e Not tracking by source.

e |gnoring volunteer time costs.
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LTV:CAC Ratio

What it measures: Relationship between member value and acquisition cost

0 Formula:

LTV:CAC Ratio = Member Lifetime Value / Customer Acquisition Cost TIER
Example: LTV $3,500, CAC $500
Ratio = 3,500 / 500 = 7:1
Frequency: Quarterly
WHY IT MATTERS:
e (Critical metric for membership model sustainability.
e Shows if you're making or losing money on acquisition.
e Guides investment in growth vs profitability.
TARGET/BENCHMARK: COMMON PITFALLS:
o <1:1: Losing money (unsustainable) L4 Celebrating hlgh ratio without considering
e 1-3:1: Marginal, little room for error growth opportunity.
e 3-5:1: Good, healthy economics * Not segmenting by member type.
e 5-10:1: Excellent, strong unit economics * Ignoring changing market dynamics.
e >10:1: Outstanding (or underinvesting in * Not acting on insights.
growth)

e Low ratio (<3:1): Improve retention OR
reduce acquisition costs

¢ High ratio (>7:1): Room to invest more in
acquisition
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Final Recommendations:
Putting It All Together

You now have a comprehensive toolkit for diagnosing membership
health. Here's how to use it effectively:

START SIMPLE, BUILD GRADUALLY

Begin with the Core 6 metrics. Once you're tracking those reliably, add more. Better to track
10 metrics well than 30 poorly.

QUALITY OVER QUANTITY

Ensure data quality before building dashboards. Garbage in, garbage out. Spend a day on
data cleanup now, save hours every month.

SEGMENT EVERYTHING

Averages hide opportunities and problems. Always look at metrics by
e Member type / persona

Acquisition source

Engagement level

Geography
Cohort (join year)

CONNECT METRICS TO ACTIONS

Every metric should answer: Where are we? Where are we going? What should we do? If a
metric doesn't inform action, stop tracking it.

TELL THE STORY

When presenting to clients or boards, don't just show numbers. Provide context:
* What happened, how does it compare (the data)
e Why it matters (the implications)
e What to do next (the recommendations)

REMEMBER THE ANALOGIES

Use stories to make metrics memorable:
* The Gym Membership: Unless members engage and see results, they won't renew
* The Leaking Bucket: Fix retention before pouring money into acquisition
e The Marriage Proposal: Don't ask for commitment without building the relationship first
e The Treadmill: Growing numbers without retention means working harder to stay in place

www.membershipmarketingschool.com Page 39



Focus on the Quick Wins

When you start with a new client, look for these high-ROI opportunities:

Core membership health metrics

First-year retention

Email list growth (build the community, then convert)
Engagement scoring (identify at-risk members before they lapse)
Data quality (foundation for everything else)

Good luck!

Remember, you're not just tracking numbers, you're
helping associations thrive, serve their industries, and
make a difference in their members' professional lives.

The data is the tool, but impact is the goal.
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MEMBERSHIP
MARKETING
SCHOOL

POWERED BY MEMBERBOAT

Start learning with MMS today!

Membership Marketing School (MMS) is an online learning platform

powered by MemberBoat, designed exclusively for association
professionals who want to move from reactive marketing to strategic,
results-driven membership growth. Founded by Olena Lima CAE, MMS
offers practical courses, live bootcamps, workshops, and ready-to-use
templates covering everything from member engagement and email

marketing to personalisation, market research, and marketing technology.

With 500+ participants and 150+ associations represented globally,
MMS is a community where association marketers, membership
professionals, and executives gain the skills, tools, and peer support to

build stronger, more engaged membership communities.

EXPLORE OUR COURSES

membershipmarketingschool.com
ﬁ in| @membershipmarketingschool


https://www.membershipmarketingschool.com/courses
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