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Marketing & Membership:
The Holy Grail –
Successful Member
Engagement and Retention,
and How to Market With 
Limited Staff
Patrick Farrell, MRA
Tim Sater, AAIM
Laura Woods, Employers Council
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New Member Onboarding Campaign

Why?
• Reduce turnover of new members after first year

• Get them off to a good start by using member benefits

• Honeymoon period – first 3 months

• Most amenable to receiving information from Member Relations 
Manager

• Saves Member Relations Managers time!
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New Member Onboarding Campaign

What?

• Use Pardot automation tool

• Mapped out series of 12 emails personalized from MR

• Each email reminds the new member to take advantage of a 
member benefit

• Campaign runs approximately 3 months

• Automatically starts 10 days after they become a new member
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New Member Onboarding Emails
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New Member Onboarding Dashboard
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New Member Onboarding Dashboard
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Questions?
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How to Market With Limited Staff
Tim Sater, AAIM Employers’ Association
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One-person Department – To-do List

• Email
• Website (2)
• Video Production
• LIVE Podcast
• Social Media: LinkedIn, Facebook, 

Instagram, Twitter, YouTube
• Blogs
• eBooks
• Lead Generation
• Speakers (events)
• Trademarks
• Events (5 major)
• Events (small)
• Webinars
• Collateral
• Market Research
• Sponsorships 
• Printing
• Direct Mail
• Photography
• New Product Launch
• Advertising
• Other: PPC/Display, Radio, Billboards, 

Book Publication, Press Releases, etc. 
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Major Challenges

ü Time
ü Budget
ü Priorities
ü Deadlines
ü Product vs. Company Goal 
ü Marketing Research
ü Multiple Business Units
ü Managing Vendors

ü Vendor Selection
ü Shifting Gears
ü Changing Technology
ü Communications
ü Metrics/ROI
ü Multiple Platforms
ü 3 Different Markets
ü Managing Staff

Broad vs. Deep Knowledge of Marketing Tools
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Major Challenges

Other Conflicts/Distractions:
Meetings, reports, travel, vacations (internal & vendors), changes in 
direction/scope, administrative duties, events, vendor availability & 
capability, managing ops roundtable, product managers, last-minute 
requests, supporting others, supporting misc. external projects 
(internal & external), branding vs. marketing, material revisions, 
ensure all marketing assets are current & relevant, accounts 
payable, move to temp office, move to new office, computer 
problems, people changing roles within organization, etc.

12



7/26/22

7

13 | All Rights Reserved. © EAA 2022

Outside Resources

Partner Service Specific Contribution Cost

Abstrakt Marketing Email
Website
SEO/Keywords
Social Media

Member emails/data
Design & build site
Web content/blogs
Create & send content

Project: $3,000/mo
Project: $4,215/mo
(included above)
(included above)

Sapper Consulting Lead Generation Prospect emails Project: $2,400/mo

Galvin Technologies Pardot/Salesforce Marketing automation 
Structure/data

Project: $190/hr

Creative Circle Content Author Email content Project: $72/hr

Feature Group USA Video Production
Graphics
Live Podcast
Communication App
Compliance App

Product/Brand promo
Events, collateral, etc.
Technical producer
Design & build
Design & build

Retainer: $2,500
(included above)
Project: $1,000/mo
Project: $?
Project: $?
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Outside Resources

Pros
• Specialty skills/expertise
• Team input
• Capital vs. Expense?
• Per project basis (complements in-house capability)
• Relationship = Output 
• Quality

Cons
• Expense/Budget
• Speed (slower turn)
• Quality??
• Educating them on AAIM brand
• People turnover (starting over)
• Limited revisions
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In-house Resources

Pros
• Team effort 
• Speed of turnaround
• Quality
• Brand message accuracy
• Unlimited revisions
• Tighter control over people, priorities, timeline

Cons
• Overhead cost
• Retention
• Specialist (narrow focus)
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Questions?
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Innovative Approaches
Online Communities
Laura Woods, Employers Council
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Why Did Employers Council Choose 
Higher Logic?

• The Higher Logic platform is targeted to serve 
associations; they are familiar with membership 
organizations and specialize in our needs.

• The community feature appealed to us as a tool we 
hadn’t used before. It tied in well strategically and from 
a time standpoint with our change in member model 
and updating our website.
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What Is Higher Logic?
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How Is This Innovative Member 
Engagement?
Our primary goal for the community is to give our members a tool 
to connect with each other.
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How Is This Innovative Member 
Engagement?

• We can also use it to refer a question to our service lines 
(including training), create content (blog based on 
discussions, white paper, HB, etc.), create personalized 
landing pages and libraries, or let a consultant know they 
might want to reach out. 

• We don’t make the recommendations in the discussion but 
will contact a service leader directly.
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We Can Create Personalized Landing 
Pages and Libraries

Member Level Services Pages, Hours Used, and Dues Notices
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Nuts & Bolts

• Had to start with a taxonomy, create definitions of subjects and terms
• Members have to agree to the TOS before engaging. They include rules and 

disclaimers for the community.

• How we moderate (inappropriate button) and options for addressing
• HL pulls from our CRM for member information, and we can create reports 

and security groups based on that information.
• The amount of time spent on moderation is minimal after the first couple 

weeks.
— Laura follows all discussions and gets the responses in her email.
— The time spent there depends on how much an EA would like to engage

in the community.

23

24 | All Rights Reserved. © EAA 2022

Data
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• Region and industry forums

• Host micro sites for 
members, associations, 
chambers, etc. 

• Gamification 
— Badges and ribbons 
— Engagement points 

• More detailed/targeted 
personalization forums and 
content 

— Will work with
sales/marketing  

Future/Growth 
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Questions?
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Thank You!
Patrick Farrell, MRA
Tim Sater, AAIM
Laura Woods, Employers Council
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