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Optimising Membership Engagement: 
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Success Measures



Key Topics
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►Engagement The Fundamentals

►Key Challenges

►Research

►Digital Transformation

►Tracking – tools and metrics

►Member Feedback

►Case Studies



True Engagement and its Impact
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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.

Enhance Retention

Engagement can 
be used to 
increase usage of 
services by 
members



Checking the Pulse of  the Room

◆  Percentage of Member actively engaging with your benefits

◆Current Engagement Levels



Current Engagement Level
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What percentage of  your members actively engage with 
your benefits offering on an annual basis?
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Some Reasons For Poor Engagement

► Inadequate website and integration

► Inability to measure online member engagement

► Inability to automate administrative tasks

► Multiple databases and silos of  information

► Inadequate online member self-service functionality

► Lack/limited personalisation on your website

► Lack of  data or inadequate data management

► Inadequate reporting tools

► Silo working/staff  culture

► Inability to effectively communicate member value

► Poor experience/service

► The needs of  our members are changing, are we changing to accommodate?



Understanding and Enhancing 

Member Engagement
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The more you understand your Members and connect 

with them in meaningful ways, the more likely you are to 

increase retention 
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Your data can reveal valuable information about who your customers 

are, what motivates them, and what they’re interested in. 

These insights can help you craft improved experiences and 

communications that suit individual needs.



TECHNOLOGIES

LeagalTech Taxonomy

STRAGEY

FRAMEWORK

BUSINESS

AI
Blockchain & Smart 

Contracts
Contract Automation E-Signature Cyber Security

Legal Industry 

Transformation

Legal Strategy -

Law firms/Legal 

Depts

Business & 

Entrepreneurships

Legal 

Design/Change of 

Business Model

Legal operations 

& procurement

Skills & Education Funding & 

Investment

ESG Initatives Rights & Legal

Open Legal Data

Collaboration

Regulations

Global Markets

Support 

Infrastructure

Supply Chain

Key themes for events, editorial and special interest groups are all focussed around ELTA's taxonomy





The Membership Experience

►How do you want your members to feel?

►Net promoter score

►Service levels

► Upfront contracts – what was the member hoping to achieve

►Is it easy to work with you, access services and benefits

►How do you respond to queries – should there be a KPI

►Despite digital tools, people want to talk to REAL people



Onboarding

► Ask them why they are joining and 
record– helps with personalisation 
and end of year check ins

► Schedule a call 

► Do the hard work for them

► Ensure they know who to contact
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Regular Check-ins

► Make them feel special

► Let them know you have noticed 
their lack of engagement

► Schedule another call



Ensure Your Benefits Are Clear and Concise
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Ensure Your Benefits Are Clear and Concise
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Ensure Your Benefits Are Clear and Concise



B
E

N
E

F
IT

S
 P

A
C

K
A

G
E

Ensure Your Benefits Are Clear and Concise



Checking the Pulse of  the Room

◆  How often do you engage to obtain feedback (surveys)



How, and how often, do you engage with your members to 
obtain their feedback?
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Annually

Various touch points throughout the year

Biennial survey

Once per month

Bi-weekly

Ad-hoc

Quarterly

Responses







Changing Member Needs
M

e
m

b
e

r 
E

n
g

a
g

e
m

e
n

t



Digital Transformation

◆ AI – Seize the opportunity

◆ Personalised content recommendations

◆ Chatbots

◆ Personalised Self Service

◆ Integration

◆ Online Community Platforms

◆ Video Content

◆ Mobile Apps

◆ Podcast series

◆ Gamification

◆ Digital Membership Cards
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◆ Social – Are you using 

the right channels?

◆ Is your website fit for 

purpose

◆ Email campaigns  - 

Need to rethink tactics



Checking the Pulse of  the Room

◆  What is the biggest challenge you face in increasing 

engagement



Specific 

Engagement 
Issues
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◆ Encouraging 

Volunteers

◆ Online Community 

Engagement

◆ Responses to 

surveys 

◆ Engaging the 

‘silent’ member

◆ In person event 

attendance 

What is the biggest challenge?

◆ Maintaining interest and offering 

something of value. 

◆ Not having the measuring tools in 

place to measure.  

◆ People who do not renew 

membership don't answer the 

survey, so we don't know why they 

did not renew. 

◆ The diversity of our membership. 

◆ We get lost in the noise.

◆ We have too many benefits and not 

advertise them enough.  

◆ Language barrier

◆ Lack of understanding of the 

member benefits

◆ Demonstrating value. 

◆ Participation to activities. 

◆ At a Chapter Level, there seems to 

be low engagement even though 

the chapters create relevant events. 

◆ Logistics and servicing requests. 

◆ The ability to segment effectively.   

◆ We don't have the systems and 

processes to offer specific member 

only activities.   

◆ Disparity between those very keen 

and engaged and those who never 

respond. 

◆ A tough business landscape for 

members which creates an 

environment where they are 

desperate for support but struggle 

to find the time to engage. 
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What Resources Do you Lack to Effectively Engage Your Members?

◆ There is not enough time to collect their input, 

Sometimes I feel like we're just leading them 

and offering them information (one-way 

communication and guidance) rather than 

asking for feedback on their daily or general 

difficulties.

 

◆ Effective communication and use of social 

media

◆ An improved CRM that would support tracking 

engagement or involvement of members in our 

activities. It would help us and them to see 

how much value/worth they got from their 

membership.

◆ CRM/AMS

◆ Dedicated Staff Member

◆Online Engagement Tools

◆ I need more time to work on the membership 

side to find new ideas, to implement new 

things. And I need more support from the 

Board committee/Directors.

◆ Time and Energy



Let's Discuss – Addressing the Challenges

►Share experiences

►Brainstorm Solutions





Success Case Studies

o Marco Calabrese - Co-Founder and CEO, Senis AI

o Theodore Spyrou - Advisor, Voxiberate

o Helen Mandl - Chair, World Administrators 

Alliance

o Haitham Shaheen - Regional Director. Middle East 

& Asia Pacific, International Coaching Federation
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Checking the Pulse of  the Room

◆  Tools/methods being used to measure engagement



Tools or methods used?
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We do not measure

A Simple Spreadsheet

Tracking tools integrated with CRM/AMS

Event attendance

Website Visits

Email Tracking

Participation in Working Groups

Online Community Stats

 Survey to Members

Based on payment of annual fees

Responses



Tracking Engagement



Measuring Engagement



Measuring Engagement
Member x pays £500 for membership

Attends one event - £50 / 2

Has a Podcast Interview - £1000/1

Uses General Resources - £100/2

Total £ value of  benefits used £1,150

5 points

Member Y pays £2,500 for 

membership

Attends one event - £50 / 2

Uses General Resources - £100/2

Total £ value of  benefits used £150

4 points

AT RISK



Measuring Engagement



Filter on 
Type of 

member

Filter on 
Renewal/join 

dates

Filter on 
Segment

Taxonomy

Filter on engagement 
by £ service used and 
highlight those at risk!



Below demonstrated the different benefits the member has used and at what date.  The website is integrated tracking all 
page views behind the member gate – the document viewed is clearly highlighted and rules are set to recommend further 

documents that could be of interest based on this activity



Member Benefits Statement



Regular Evaluation of  Your Benefits Offering



Considerations

45

► Measure both transactional and emotional benefits

► Measure the experience.



Checking the Pulse of  the Room

◆  Do you have a dedicated resource?



Do you have a dedicated resource focused on membership 
engagement?
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Working on it

Online Community

Response rate



Let's Discuss – Measuring & Increasing Engagement

►Business Member Organisations

►Individual Member Organisations



“Change is the law of life. And those who look
only to the past or present are certain to miss the
future,” 
John F. Kennedy



Creating, empowering, and 

scaling powerful networks of 

likeminded professionals

WORKSHOPS WITH QR CODE

Upcoming Workshops

► Microsoft Dynamics User 
Group

► Digital Transformation

► Leveraging Video

► Mastering Segmentation 
& Personalisation

► Data Driven Content

► All Things Membership



Creating, empowering, and 

scaling powerful networks of 

likeminded professionals
Creating, empowering, and scaling powerful 

networks of likeminded professionals
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