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Considerations

Regular engagement throughout the year



www.dovetailcreative.co.uk



DATA

• Understand needs

• Segment

• Make them feel special

• Make the most of what you 

have

• Personalisation

• Do less, be more specific



COMMUNICATIONS

• New Members

• Renewals

• Main contact points

• Find out about them

• Talk them through relevant 

benefits and follow up
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Engaging our Members 365

The annual event comes once per year, how do we keep the conversations going?

• The move to digital

• Doesn’t always have to be transactional activity – emotional/experience related too 

• We can track what our members click on and what events they book –what we really 

want is for them to be involved so that there is also an emotional connection 



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk



www.dovetailcreative.co.uk

.

Annual Corporate Membership



DEMONSTRATE 
VALUE

• Tell them!
• Internal alerts
• Marketing

Silver IABM Members pay £900 
for their membership and on 
average use benefits to the 
value of £3,800 over 12 months
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THANK YOU

Email
lisa@dovetailcreative.co.uk


