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What is Member Engagement?
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The interactions between a membership organisation and its 
members, or the relationship members have with their membership 
organization – The Member Experience

Member Value is the positive outcomes delivered via member 
benefits, then Member Engagement is the relationship to achieve 
those outcomes

Member Engagement leads to increased member loyalty, or retention, 
as when members are engaged then they are more likely to stay. It 
aims to take the relationship beyond the transactional and into the 
emotional or meaningful
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The Importance of Member Engagement

Get Feedback Gather Data

Engagement can 
be deployed to 
gather feedback 
on services and 
respond to 
members’ ideas 
and feedback.

Engagement can 
be  used to gather 
data on 
membership 
interests and 
demographics. 
This data can be in 
turn used to 
power better 
personalisation.

Increase Usage

Engagement can 
be used to 
increase usage of 
services by 
members



Challenges



• Cut through with comms in busy inboxes and social channels
• To continue to reach and engage them throughout the year and not just around and during our 

congress
• As there are more and more events to attend, it proves quite difficult to generate registrations 
• People are bombarded with mailshots and invitations to events, and we might not be able to put our 

communication afloat on all that ocean of noise
• Members not reading at all or not reading correctly
• Very busy members; not enough engagement opportunities; trying to move away from the Association 

being define by the Congress only, want people to know the society for other things too
• The different level of engagement between members and a certain fatigue of attending meetings (too 

many, especially on-line) and sharing data
• Getting employees of member firms to engage
• Members are busy and frequently travelling so difficult to reach
• Our members are mostly owner-manager SME businesspeople.  Trade association membership is 

always a 'nice to have' when your order books are busy, or you have a staffing crisis to manage.  So we 
are a low priority in our members' day to day lives, which makes engagement sluggish

• Finding something attractive enough for students to get engaged on a long-term basis

• Time ... they are very solicited and you have to help them and not ask them to fill in 100 question 
questionnaire - simplify and essentialize is key



• Lack of interest.

Financial restrains.

• Always the same people in volunteer groups volunteer, but then do not show up at meetings or do 

not contribute

• We would like to see more new faces in discussion, in forums

• Getting members to realise that the more they participate, the more the build their relationships and 

the more business they potentially get.

• We need to be clearer on our value proposition.

• Analysis ongoing to understand what stage of the engagement cycle our members are at and how we 

turn more members into advocates

• Non-member engagement - monitoring and policing while trying to recruit new members and still 

providing membership benefits.

• Our membership area suffers from having members that have high responsibility and large budgets to 

manage, but little autonomy and authority in order to innovate or suggest change. This means they 

also have a difficulty in justifying enrolling in a course, coming to an event etc .

• Curating our engagement to speak to the seasonality of our industry - Winter and Summer / Northern 

and Southern Hemispheres

• The sense of a Gentlemen's Club and inner circles.
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Who are IABM

IABM helps make sense of 

the digital transformation 

happening in the Broadcast, 

Media & Entertainment 

technology landscape. We 

are the trusted, effective and 

influential source for 

business intelligence, 

engagement and skills 

development. We connect, 

share knowledge and 

promote collaboration.

.

Annual Corporate Membership

£12,300

£4,500

£1,750/£900

£550

£750
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IABM – Where we were

• We had no engagement strategy

• Our applications were not integrated

• Time consuming, there was no one dedicated

• Usage of IABM services were too low according to both quantitative and qualitative research conducted. Most 
members blame time pressure for low usage and in some cases, that is certainly the case

• However, it is not just time. Some research participants also mentioned lack of personalization, lack of content 
curation and the fact that what IABM provides is not essential to what they do

• The content and services provided by IABM often went to a gatekeeper – generally an IABM promoter – before 
reaching other employees at member organizations.  

• Lack of data and understanding on our potential members and potential to convert together with historical info



THE STRATEGY

• Engagement Strategy

• Invested in Technology ££

• Onboard the team  and employed a dedicated resource

• Personalisation

• Deepened the existing database of member contacts to 
improve penetration in member and partner organisations

• Implemented annual member benefit & value statements

• Online self-service member areas

• Used member engagement strategy as a data gathering 
tool

• Actively promote the benefits
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.

Annual Corporate Membership



Considerations

Not just transactional

Emotional
• Positive and negative experiences
• Personal engagement year round
• Challenge – full team buy in is crutial

A tailored approach

Make engagement easier 
Automation
Self Serve
Integration
Central point of contact

Can you make engagement regular throughout the year?
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What we Measure – what you said

• Top – events, congress participation

• Survey responses

• Taskforce/Chapter engagement

• Downloads

• Social Media Interaction

• Voting at elections

• Digital activity

• Newsletter opens

• Renewal of membership

• Email opens

• WhatsApp conversations

Only 53% of member 
organisations measure 

engagement





IABM Copyright 2021@THEIABM www.theiabm.org





IABM Copyright 2021@THEIABM www.theiabm.org



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



ANALYSE

• Benefits Usage

• Members at Risk

• Upgrades

• Benchmark
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SUMMARY
Do you have a clear strategy for member engagement? 

Do you have a solid Member Value Proposition? 

Can you articulate the value of membership? 

Are you making it easy for members to engage with you?

Are you engaging routinely throughout the year? 

Do you have an emotional relationship with members?

Are you delivering personalisation and relevance for members?



Case Studies



THANK YOU

Email
Lisa.collins@theiabm.org


