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• Increase member retention.

• Acquire more members that are better for your association.

• Assess your benefits to determine what needs to be improved or possibly 
eliminated.

• Determine which processes need to be improved and prioritize them.

• Measure and manage the relationship you have with your members.

• Provides more diagnostics than satisfaction studies with results that are 
actionable.
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In our research model, the desired behaviors (recommend, renew, In our research model, the desired behaviors (recommend, renew, and and 
buy) are driven by loyalty, which in turn is driven by images, dbuy) are driven by loyalty, which in turn is driven by images, dues, ues, 
benefits, and experiences.  Our mathematical models calculate thbenefits, and experiences.  Our mathematical models calculate the key e key 
drivers of value for your associationdrivers of value for your association’’s membership, as determined by s membership, as determined by 
membersmembers’’ perceptions.perceptions.

All the analyses All the analyses 
described in this handout described in this handout 
can be accomplished can be accomplished 
with a single member with a single member 
survey.survey.
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Loyalty Profiling by SegmentLoyalty Profiling by Segment

This analysis shows where loyalty segments exist, and which segmThis analysis shows where loyalty segments exist, and which segments ents 
are more loyal (or less loyal) to your association.  This allowsare more loyal (or less loyal) to your association.  This allows for the for the 
development of demographic and behavioral profiles of loyal and development of demographic and behavioral profiles of loyal and 
vulnerable members, and ultimately, more precise targeting of mavulnerable members, and ultimately, more precise targeting of marketing rketing 
communications and other retention efforts.communications and other retention efforts.

This can also be used to fineThis can also be used to fine--tune acquisition efforts.tune acquisition efforts.



4

Level of Performance

Lower Higher

Significant

Insignificant

• Member Benefits
• Communications

• Member Services

• Membership Dues 

Value

• Website
• Government Affairs/Advocacy

• Images

Value Driver AnalysisValue Driver Analysis

This analysis shows what drives the perceived value of This analysis shows what drives the perceived value of 
your membership and which drivers need to be improved. your membership and which drivers need to be improved. 

• Local Chapter Experience Level 

of

Impact
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Level 

of

Impact

Level of Performance

Lower Higher

Significant

Insignificant

• No Fee Credit Card

• Journal/Publications 

• Member Discounts

• Referrals

Member Benefits

• Continuing Education

Benefits Assessment AnalysisBenefits Assessment Analysis

Using member feedback, this analysis calculates the Using member feedback, this analysis calculates the 
impact that each benefit has on the overall benefits impact that each benefit has on the overall benefits 
package, and which benefits should be improved, package, and which benefits should be improved, 
expanded, or possibly eliminated.expanded, or possibly eliminated.

• Use of Association Logo 

• Marketing Materials

• Group Insurance

• Job & Resume Posting
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Level of Performance

Lower Higher

Significant

Insignificant

• Reps treating callers as valued members

• Knowledgeable Reps 

• Handle issues in one call

Member Services

• Follow-up if necessary

Process Improvement Analysis Process Improvement Analysis –– Member ServicesMember Services

• Professionalism of Reps

• Time spent on hold

• Ease of reaching a rep

Unlike satisfaction studies, loyalty studies provide Unlike satisfaction studies, loyalty studies provide 
actionable results for improving member services that actionable results for improving member services that 
matter the most to members. matter the most to members. 

Level 

of

Impact
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Level of Performance

Lower Higher

Significant

Insignificant

• Allowing members to speak and be heard

• Networking
• Camaraderie

New York Chapter

• Continuing Education

Improvement Analysis Improvement Analysis –– Local ChaptersLocal Chapters

• Making all members feel welcome 

• Volunteer opportunities

• Chapter communications

Loyalty studies provide actionable results for improving the Loyalty studies provide actionable results for improving the 
key drivers of the local chapter experience key drivers of the local chapter experience –– by chapter. by chapter. 

Level 

of

Impact
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Level of Performance

Lower Higher

Significant

Insignificant

• Information that is useful

• Easy to read 

• Educational

• Information that is relevant

Publications

• Amount of advertising

Improvement Analysis Improvement Analysis –– PublicationsPublications

• Easy to understand 

• Information that is complete

• Information that is timely

• Publication frequency

With a loyalty study, you can use member feedback to With a loyalty study, you can use member feedback to 
develop an action plan for improving the key drivers of develop an action plan for improving the key drivers of 
your journal and other publications. your journal and other publications. 

Level 

of

Impact
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Level of Performance

Lower Higher

Significant

Insignificant

• Ease of renewing membership

• Page load speed 

• Ease of providing feedback

• Ease of navigation

Website

Improvement Analysis Improvement Analysis –– WebsiteWebsite

• Ease of finding information 

• Ease of enrolling - continuing education

• Sufficient information being available

• Ease of enrolling - conferences

Websites can be improved by using feedback from members Websites can be improved by using feedback from members 
to prioritize what matters most to members. to prioritize what matters most to members. 

Level 

of

Impact
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Level of Performance

Lower Higher

Significant

Insignificant

• Keynote speaker

• Facility

• Session scheduling

• Location

Annual Conference

• Learning sessions

Improvement Analysis Improvement Analysis –– Annual ConferenceAnnual Conference

• Cost 

• Vendor marketplace

• Social activities

Any process area can be broken down into its attributes with Any process area can be broken down into its attributes with 
member feedback used to calculate the impact and member feedback used to calculate the impact and 
performance, allowing you to prioritize improvement efforts. performance, allowing you to prioritize improvement efforts. 

Level 

of

Impact
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Using member feedback, this analysis provides a prioritization oUsing member feedback, this analysis provides a prioritization of f 
improvement efforts for key drivers based on their overall contrimprovement efforts for key drivers based on their overall contribution to the ibution to the 
value of your membership, the percentage of members affected, anvalue of your membership, the percentage of members affected, and their d their 
performance by loyal members compared to vulnerable members. performance by loyal members compared to vulnerable members. 



12Verbatim Analysis Verbatim Analysis –– Suggestions for ImprovementSuggestions for Improvement
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Verbatims are content analyzed and used with quantitative Verbatims are content analyzed and used with quantitative 
analyses for more robust results and delivering insights for analyses for more robust results and delivering insights for 
change management.change management.
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Our problem analysis shows which problem types do relatively litOur problem analysis shows which problem types do relatively little damage if tle damage if 
successfully resolved, and which ones need to be prevented from successfully resolved, and which ones need to be prevented from ever ever 
occurring.  occurring.  
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Percentages in the graph indicate the percentage of respondents who give an 
“excellent” or “very good” rating.

Little damage is done if successfully resolved. Successful resolution is of little benefit –
problems in these areas need to be 
eliminated.
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This gap analysis uses a separate employee survey (employee mirrThis gap analysis uses a separate employee survey (employee mirror) to or) to 
gauge how well employees understand membersgauge how well employees understand members’’ perceptions.  Employees perceptions.  Employees 
can serve members better, the more employees understand how membcan serve members better, the more employees understand how members ers 
view the association.view the association.
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Percentages in the graph indicate the percentage of respondents who give an 
“excellent” or “very good” rating.
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