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1) Executive Summary 
This member engagement strategy is fully aligned and compliments the [MEMBERSHIP ORG NAME] organisational strategy, mission, and objectives by outlining our structured approach to member retention, engagement, and recruitment.

Key features of this document include projects/initiatives that encompass member personalisation, member journey improvement/optimisation, measurement and automation aligned to member needs and wider sector/profession trends. 

The strategy is complimented by a member engagement plan which enables the organisation to deliver the strategy. It features targets, key performance indicators, and a risk register.


2) Membership Snapshot, Member Value Proposition and Member Benefits Statement

Our current member recruitment and retention figures [and other key targets if applicable] for the year ahead:
 
	 
	THIS YEAR 
	NEXT YEAR 

	Member Retention 
	X 
	X (+X) 

	Member Recruitment 
	X 
	X (+X) 



[Add other member engagement related figures here, e.g. increase in conference attendance, course enrolments, webinar attendances etc] 
Targets for future years, historical member engagement related figures are located later this this strategy/planning document.

Our Member Value Proposition: 
[STATEMENT] 

Our Member Benefit Statement: 
[STATEMENT] 

3) Member Engagement Strategy Summary
From [YEAR] we will focus our attention on providing a deeper and more value driven member experience aligned with their needs. 
Our strategy is focused on increasing existing retention, increasing member recruitment, delivering enhanced member value and optimising member engagement and participation as a whole and with specific focus on core member segments.  
Each member segment has a mixture of similar and unique needs/requirements, so retention and recruitment activity will focus on providing practical solutions in response to demand and also the provision of innovative new help, support and representation.
Activities will include a mixture of more targeted communication of existing member benefits, repackaging/optimising existing member benefits and delivering completely new benefits that will deepen member engagement and improve the perception of it being essential. 
Our approach will be more targeted than ever before. 
The result of this activity (in terms of increases in member retention/recruitment) is outlined in the snap shot and future proposed target tables on the following pages. 
 
[CORE ELEMENTS TO BE OUTLINED FURTHER HERE]


4) Membership Segmentation and Personalisation 
 
We will optimise member engagement by focussing tailoring membership communications and benefits for core member segments.
We will target the following X core segments: 
1) Grade/Category/Audience 
2) Grade/Category/Audience 
The proposed personalised benefits/activity with these segments is outlined in the following Member Engagement Plan located later in this document. 
Membership development focused work will also be conducted with the following initiatives/segments: 
 
3) Grade/Category/Audience – initiative
4) Grade/Category/Audience – initiative 
Membership Journey Mapping and Monitoring
The member journey represents the sequence of interactions and experiences a member has with the organisation, from initial awareness through onboarding, active participation, renewal, and potential re-engagement. Mapping this journey enables targeted interventions, improved personalisation, and enhanced member satisfaction.
We will map, review and improve member journeys across the following stages:
· Awareness: initial exposure to the organisation and its value proposition
· Consideration: evaluation of membership benefits and relevance
· Onboarding: first 90 days post-join; critical for setting expectations and building rapport
· Engagement: active participation in services, events, content, and community
· Renewal: decision-making period regarding continued membership
· Re-engagement: outreach to lapsed or dormant members

5) Use of Online, Automation and Role of Artificial Intelligence
Digital tools now underpin every stage of the member lifecycle – from acquisition and onboarding to engagement, renewal and reactivation. Our strategy leverages online platforms, automation and artificial intelligence (AI) to deliver timely, relevant and personalised experiences at scale. 

Lifecycle Integration

Our digital infrastructure supports member engagement across the following lifecycle stages:

	Stage
	Digital Support Mechanisms

	Acquisition
	Examples include: dynamic landing pages, targeted campaigns, and predictive content recommendations

	Onboarding
	Examples include: automated welcome journeys tailored by segment and behaviour

	Engagement
	Examples include: behaviour-driven prompts, modular content delivery, and event recommendations.

	Renewal
	Examples include: AI-generated “year in review” summaries and personalised renewal nudges.

	Re-engagement
	Examples include: analysis of exit feedback and tailored rejoin pathways.



Automated workflows and AI-driven insights will be integrated into our engagement measurement framework, enabling real-time tracking of member sentiment, participation and value perception.

6) Member Engagement Measurement/Scoring and Outcomes

Measurement Tools and Indicators
It is important for us to ensure we optimise member engagement/participation to ensure effective member retention. It is best practice to measure this activity and we have the following measurement tools in place: 

1) Measure X
2) Measure Y

[ENTER RESULTS FOR CURRENT YEAR HERE AND/OR CONSIDER ADDING RELATED TARGETS TO SECTION 2]
 
Member Engagement Outcome Focus
In response to these measures outlined earlier the following engagement/re-engagement activity will take place in response:

1) Disengaged to engaged
2) Passive to active
3) Active to advocate

More detailed information on the planned activities/campaigns are located in the member engagement plan

6) Membership Targets
Member retention snap shot and targets 
Member Retention is currently X% and by [YEAR] we will improve this rate to X% (an increase of X%). Outlined below is a segmented view of current and proposed future member retention levels: 

	Audience 
	Current 
Retention  
Rate 
(YEAR) 
	Target 
Retention 
Rate 
(YEAR) 
	Target 
Retention 
Rate 
(YEAR) 
	Target 
Retention 
Rate 
(YEAR) 
	Target 
Retention 
Rate 
(YEAR) 
	Target  
Retention 
Rate
(YEAR) 

	GRADE/ CATEGORY 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE/ CATEGORY 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE/ CATEGORY 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE/ CATEGORY 
	X 
	X 
	X 
	X 
	X 
	X 


 
Commentary: 
Member recruitment snap shot and targets 
Member recruitment is currently X% and by [YEAR] we will increase this rate to X% (an increase of X%). Outlined below is a segmented view of current and proposed future new member recruitment levels: 

	Audience 
	Current 
Recruitment 
(YEAR) 
	Target 
Recruitment 
(YEAR) 
	Target 
Recruitment 
(YEAR) 
	Target 
Recruitment 
(YEAR) 
	Target 
Recruitment 
(YEAR) 
	Target 
Recruitment 
(YEAR) 

	SEGMENT 
	X 
	X 
	X 
	X 
	X 
	X 

	SEGMENT 
	X 
	X 
	X 
	X 
	X 
	X 

	SEGMENT 
	X 
	X 
	X 
	X 
	X 
	X 

	SEGMENT 
	X 
	X 
	X 
	X 
	X 
	X 


 
Commentary: 
Subscription income snap shot and targets 
Total membership income in [YEAR] will be approximately £X (X% of total income). By [YEAR] it is projected that membership income will be approximately £X (X% of total income).  

	Audience 
	Current 
Membership 
Subs
Income (YEAR) 
	Target 
Membership 
Subs
Income 
(YEAR)  
	Target 
Membership 
Subs
Income (YEAR) 
	Target 
Membership 
Subs
Income (YEAR) 
	Target 
Membership 
Subs
Income (YEAR) 
	Target 
Membership 
Subs
Income (YEAR) 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 


 
Commentary:  
Membership grade composition snap shot and targets 
 
	Audience 
	% of Total 
Membership 
(YEAR) 
	Target % of 
Total 
Membership 
(YEAR)  
	Target % of 
Total 
Membership 
(YEAR) 
	Target % of 
Total 
Membership 
(YEAR) 
	Target % of 
Total 
Membership 
(YEAR) 
	Target % of 
Total 
Membership 
(YEAR) 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 


 
    
7) Member Engagement Improvement (Member Engagement Scoring)
 
	Audience 
	Measure
	Current MES  
	Target MES (YEAR)

	Target % of 
Total 
Membership 
(YEAR) 
	Target % of 
Total 
Membership 
(YEAR) 
	Target % of 
Total 
Membership 
(YEAR) 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 

	GRADE 
	X 
	X 
	X 
	X 
	X 
	X 


 
Member Engagement Plan 
 
The overarching approach of our proposed member engagement strategy is to take a more personalised (segmented) approach to membership. It therefore follows that planned activity should be aligned the X core member segments: 
1) AUDIENCE/GRADE/CATEGORY X 
 
INTRODUCTION AND FOCUS
 
Recruitment activity (YEAR) 
· Key activity 1 (Deadline / Success Measure) 
· Key activity 2 (Deadline / Success Measure)
· Key activity 3 (Deadline / Success Measure) 
· Key activity 4 (Deadline / Success Measure) 
Recruitment activity (Beyond YEAR) 
CONTENT 
 
Retention/engagement activity (YEAR) 
· Key activity 1 (Deadline / Success Measure)
· Key activity 2 (Deadline / Success Measure)
· Key activity 3 (Deadline / Success Measure) 
· Key activity 4 (Deadline / Success Measure) 
Retention/engagement activity (Beyond YEAR)) 
CONTENT 
 
2) AUDIENCE/GRADE/CATEGORY Y 
INTRODUCTION 
 
Recruitment activity (YEAR) 
· Key activity 1 (Deadline / Success Measure)
· Key activity 2 (Deadline / Success Measure)
· Key activity 3 (Deadline / Success Measure) 
· Key activity 4 (Deadline / Success Measure) 
Recruitment activity (beyond YEAR) 
CONTENT 
 
Retention/engagement activity (YEAR) 
· Key activity 1 (Deadline / Success Measure)
· Key activity 2 (Deadline / Success Measure)
· Key activity 3 (Deadline / Success Measure) 
· Key activity 4 (Deadline / Success Measure) 
Retention/engagement activity (beyond YEAR) 
CONTENT 
 
3) AUDIENCE/GRADE/CATEGORY Z 
 
INTRODUCTION 
 
Recruitment activity (YEAR) 
· Key activity 1 (Deadline / Success Measure)
· Key activity 2 (Deadline / Success Measure)
· Key activity 3 (Deadline / Success Measure) 
· Key activity 4 (Deadline / Success Measure) 
Recruitment activity (Beyond YEAR) 
CONTENT 
 
Retention/engagement activity (YEAR) 
· Key activity 1 (Deadline / Success Measure)
· Key activity 2 (Deadline / Success Measure)
· Key activity 3 (Deadline / Success Measure) 
· Key activity 4 (Deadline / Success Measure) 
Retention activity (beyond YEAR) 
CONTENT 
8) Resource Implications
[IN THIS SECTION YOU SHOULD OUTLINE THE CURRENT OR PROPOSED RESOURCE REQUIRED TO DELIVER ON THE STRATEGY AND PLAN]
9) Budget 
[IN THIS SECTION YOU SHOULD PROVIDE AN OVERVIEW OF THE BUDGET ALLOCATED TO ENABLE YOU TO DELIVER YOUR STRATEGY AND PLAN].
10) Risk Register
[IN THIS SECTION YOU SHOULD OUTLINE ALL OF THE CURRENT MEMBERSHIP RELATED RISKS THAT EXIST. THEY COULD BE SEPERATED INTO INTERNAL AND EXTERNAL CATEGORIES. RED/AMBER/GREEN AND/OR SCORING ON A SCALE OF 1 TO 10 IS RECOMMENDED] 


