MEMBERSHIP RECRUITMENT PROCESS 

Set Your Goal
Establish a SMART goal for your association’s membership direction. Specific, Measurable, Attainable, Relevant and Time-based. 
Value proposition: 
· What are the greatest benefits in your state? 
· What products/services do you have that are unique v. your competition?  
· What does national have that you can leverage in your backyard?  Best Practices, Ask an Expert? E&O?  Market Access?
Audience: 
· How can you divide your benefits to speak to smaller, more targeted groups of potential members?  
· What member subgroups in your state do you think need differentiated marketing----larger vs. smaller agencies? Coastal vs. rural?  Newer vs. established? 

Application Process audit:
Review your new member application and the ‘Join’ area of your website. 
· How are you positioning your benefits to prospects who may find you on the web? 
· Is staff contact info readily available if prospects have questions? 
· Is the application easy to complete? Can it be electronic or fillable PDF?  Can any information be collected at a later date in order to make the initial application easy?
Prospect:
· Create and update a prospect list. Sources include members who did not renew, your state department of insurance, members or company reps.  
· The following data points may be helpful: Principal, address, website, social handles, email address (for a person, not an info box). 
· The more you know about an agency the better so other helpful information includes number of employees, revenue, history with the association, membership with competing associations, carriers represented, E&O carrier, former Big “I” Markets user
· Connect with the Big “I” national to see if they have potential prospects 
· Rank agencies by hot, warm, cool and cold based on likelihood of joining (past members, still participating in some products, etc.) Select your top 20 prospects and divide those agencies by size for a more targeted approach
· Share prospect list with board of directors and carrier field reps to determine any relationships
Testimonials:
· Tap into board members and volunteers to talk about your benefits. These can be used in print, email and social media deliverables. 

Processes:

Email: 
· Utilizing an email service like magnetmail, mailchimp or constant contact will allow you to see who’s opening what and where they are clicking. This will help you refine your outreach based on individual and quantitative results of the marketing initiative. This information can be tracked in your prospect database or reviewed quickly before a meeting. 
· If possible, use the personal email address of the membership personnel within the system. 
Members to Member Outreach: 
· Share your prospect list with your board, membership or other appropriate committee. Determine if they have relationships with any of the principals. Encourage them to be part of the vetting process. See if they have other agencies to add to the prospect list. 
· Provide volunteers tools to be part of the recruitment process. Ask them to make phone calls or schedule in person meetings. Provide them with the appropriate membership information to support their efforts.  
· Try to pair prospects and members that have a similar size and make-up for outreach efforts. 
Carrier to Member Outreach: 
· Identify carrier representatives in volunteer positions or friends of the association who can champion association membership during their scheduled agency visits.  
· Offer co-branded copies of membership materials to share on agent visits.
· If appropriate, offer them recognition as membership ambassadors on the website.
· Ask to join the carrier representatives on visits.  
Current Membership Discovery
· Retention is just as important as a recruitment. Get to know your current members during the recruitment campaign. 
· Spend some time finding current members on social media, follow and like them. Follow your prospects also to help familiarize yourself with the agency.   
· Begin monitoring their efforts and responding/liking when appropriate. (Community work applause is always welcome.) 
· Depending on trends, you could create a campaign where you share the efforts of your members on your state feed—for example, a “Feel Good Friday.”



OUTREACH STRATEGY   

According to Brandie Hinen of Powerhouse Learning, “Most buyers are ready to buy after 10 contacts and most of us quit at four, according to a recent study. Another study says 80% of sales close between the fifth and 12th contact. That’s a big variable. Here’s the point: If you make a call, leave a message, stop by, send a letter and then follow up, you’re just getting started. Don’t get discouraged—get determined.”

Mail: 
Postal service: send a copy of the membership brochure with a letter from your current chairman to your prospect list, 
Magazine ad: 
Run the co-branded ad in your magazine (The ad will be more retention oriented) 
E-newsletter ads 
Email: 
· Utilize the national drip campaign to send an email to your prospects every other week. Each email will target a few of the benefits. Track engagement and use that information to determine what to send next or possible talking points for in-person meetings. 
· Create an email campaign leveraging current member testimonials to emphasize the benefits of membership. (The board is a great place to start.) Allow national to create an E&O testimonial with a current policyholder (see SMAC for examples) National can create an HTML template to help, or provide some testimonials.
· Attach the latest Big I Advantage® newsletter and/or Product Guide to your website and invite prospects there to peruse it.  
· Repurpose the monthly RLI PUP/IHB e-blast and send to prospects.
· Send the Swiss Re Corporate Solutions quarterly E&O email.  
Phone call: 
· Review prospect list and select 4-5 agencies weekly to reach out to. 
· Utilize board and company volunteers to share their perspective on the benefits of membership.
· Document progress in the database and try to schedule in-person if appropriate.  
· National can help by creating a call script or other resources. 
In person: 
· Membership visits: Meet to discuss the value of membership and make “the ask”. If possible, help the prospect by completing the application as you ask questions. Send an email thanking them for their time or welcoming them to the association. 
· Travel with carrier field reps.  They can get you in front of key people and in return, you can introduce them to members they don’t represent.  Selective Flood TMs often travel with state staff and it works very well.  
· Soft in-person visits: Staff or volunteer leaders can stop by and meet with the agency. Track any feedback and if they want to join, staff to follow-up. Send an email thanking them for their time, or welcoming them to the association.  (This may be the most difficult approach because the person who make decisions may not be available to discuss, but if a member is in the area or runs into a lead at a community function, this is a possible approach.) 

On-board
Week one: 
· Send a welcome email the day the member joins. 
· Send a new member resources package via mail with a welcome letter. (include log-in information, product and service brochures, etc. this is something you hope they keep on the shelf in their office.) 
· Welcome new members with a handwritten thank you card from staff. 
· Assign the member to a board of directors for contact .
Week two:  
· Send welcome letter from the chairman (this can be sent with your publication or separately). 
· If you have an area of the website that lists agency members, be sure the agency is recognized.
· Send a reminder email about website access, publication subscriptions and Virtual University and enter it in data rec. Follow-up with phone call from staff. 
· Invite new member and staff to attend an orientation session (if applicable) 
· Welcome phone call from board of director member. 
Week three: 
· Communications staff to reach out about creating a TrustedChoice.com profile and see if they are applicable for current reimbursement activities, also suggest they do the web check-up with Trusted Choice national staff. 
 Week four: 
· 30 days out follow-up with a phone call from staff to see if they have any questions about membership or agency staffers they’d like added to communications. (Now that they’ve seen everything once.) 
· Invite members to sign-up for various national opt-ins include Trusted Choice social calendar, Diversity Newsletter and more. 

Week six:
· Follow-up email about TrustedChoice.com profile and other benefits they may not be taking advantage of yet. 
· Phone call from staff to obtain E&O policy expiration date if they aren’t insured by the Big “I”. Be sure to follow-up 60 days in advance asking for opportunity to quote, if now is not the time. Get them registered for Big “I” markets and RLI. 
Week eight: 
· Phone call from education staff about education opportunities 
Week 10:
· Reminder email to sign up for top benefits they may be missing out on. 
· Phone call from staff about Big “I” markets and RLI
Week 12: 
· Send quick membership satisfaction survey 

Before next conference/meeting: 
· Before next meeting/conference have a member from the board/membership/events committee make a personal phone call to invite them to the conference or event.

Outreach schedule
Week one: 
· Mail membership brochure with a letter from your chairman 
· Targeted email: Advocacy
· Social media: testimonial 
· Call 4-5 agencies
· Board/company volunteers to reach out to one agency
· Track analytics and feedback
Week two: 
· Social media: Advocacy blurb or infographic 
· Call 4-5 agencies
· Board/company volunteers to reach out to one agency
· Office visits: 1-2 
· Track analytics and feedback

Week three: 
· Mailing of IA magazine with letter from national  chairman 
· Email two: Best Practices (large and small agency targets) 
· Social media: General Best Practices 
· Call 4-5 agencies
· Board/company volunteers to reach out to one agency
· Office visits: 1-2 
· Track analytics and feedback
· Begin on-boarding follow-up 

Week four: 
· Forward News and Views wrap-up edition (Top 10 things that happened in the agency system) 
· Social media: note from chairman thanking members for a great year
· Call 4-5 agencies
· Board/company volunteers to reach out to one agency
· Office visits: 1-2 
· Track analytics and feedback
· Begin on-boarding follow-up 
Week five: 
· Email: E&O 
· Social media: General E&O
· Call 4-5 agencies
· Board/company volunteers to reach out to one agency
· Office visits: 1-2 
· Track analytics and feedback
· Begin on-boarding follow-up 

 
