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What has become | |
clear: '

1. We simply will not snap
back to pre-recession levels [ |
or practices. 4 4
2. We really can survive with
less.
But can we do what is
required today with
those same resource
levels?



CEO Ouvutlook

Biggest impact of the
economic downturn felt in
late 2008 until 2010.

Outlook for 2011-12 was
more optimistic — current
economic turbulence raise
questions & doubit.



Association CEOs:
Anticipated Change in Overall Revenue
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A deeper dive shows

what is keeping these
same CEOS awake at
Nnight.



What impact do you think the current
economy will have on your membership
revenue in the coming years?
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Top five issues CEOs are more
concerned about now than they were

last year
Membership retention
Sponsorship revenue
Membership recruitment
Volunteer participation
Annual meeting attendance

Live Education AHtendance
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What Members Tell Us: My Likely Action on Next
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Do you expect any of the following to occur

IN tThe upcoming year in or to your

organization as a result of economic

conditionse

Funding for staff to attend association
meetings will be eliminated

Funding for staff to attend association
meetings will be curtailed.

Layoffs caused by lack of revenue.

Staff travel budget cuts.

Funding for staff association membership will
be eliminated.

Funding for staff association membership will
be curtailed.
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Meetings & Education: Members
reported aftendance last year
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Meetings & Education

Increased Revenue from Programs Longer
than 1 Day
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Our challenges are not
obrought about by the
economy alone.



Evolving Nonprofit Landscape®

Demographic Technology
Shifts Advances
Sector Blurring Neftworks
Organize/
Enable

Volunteerism

*Adapted from Convergence: How five frends will reshape the social sector,
The James Irvine Foundation and La Piana Consulting, November 2009



Trends iIn Motion Converge

Demographic

shifts Technology
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Sector bl
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organizing
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Convergence of Trends
+
Accelerated speed of
change =
Distraction from creafing
and delivering on core
value.




Associations Must

...learn to share leadership across generations
and cultures.

...compete with for-profits and thrive in a
blended economy.

...effectively chose among communications
channels.

...apply new ways of networking to traditional
models. No longer “institutions.”

...align volunteer opportunities with an
increasingly diverse pool of volunteers.



Three Operating Imperatives

Risk — Question the proven
path.

Balance - Earn the right to lead
by delivering on the core.

Communications - Put at the
forefront of operations.



CROSSROADS
DISCUSSION

Your association’s
recent results and..
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...your impressions
with the convergence
of trends




Exploring the
Membership Value Proposition




McKinley EIA Studies: 2009-2011

Quantify economic impact on:
* Budget

« Staffing

* Membership

» Conference attendance
 Advertising & sponsorship
» Marketing effectiveness

 Use of reserves




Membership Trends

Is the annualized frend in full, paid memberships
for your association over the past 5 years:

mCESSE m2011 EIA m®m2010 EIA

44%
Higher 44%
44%
Lower
Flat 18%

23%



One size fits none...

Is the annualized frend in full, paid memlberships
for your association over the past 5 years:
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Current State
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Likely Future State
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How membership looks to some...

Pay us in advance so that
you'll have lots more to read
and the ability to pay us
again for access things that
may or may not be relevant
for you...

...because it's the “right
thing to do” and you'll feel
guilty if you don't.




The “Half-Full” argument...

There WILL be markets anc
members to serve in the future.

Certain membership drivers are
ETERNAL.

Membership is a LAG INDICATOR
of a viable value proposition.

Our challenge is to create a
BALANCED AND COHERENT
membership value proposition.




Behavioral Drivers

Product Drivers Membership Drivers

Price Pride
Convenience Status
WOM Advancement

Placement Access
Reputation/Brand Relationships




Living with a
mature model

We typically focus new
efforts around existing
processes and
resources...

...this can have acute
Impact on the
membership value
proposition.




Think about...

@ @ @ @

@

Conference committees
Website navigation
Presidential initiatives
Chapter meetings

e-newsletters




Some of our processes
and decisions that
erode the MVP:

Product development
Pricing

Brand strategy
Incentive compensation
Promotional mix
Technology platforms
Service levels

R&D investment

O)x O)x O) O) O) O) O) O




Membership is NOT DEAD for...

WY el

NETELIN

amazon.com
Prime




What within your membership offer:

|s avallable EXCLUSIVELY to members?
Addresses ONE job to be done, not ten?
Is CHEAPER, FASTER or EASIER to obtain?

Is relevant to nearly ALL of your target
audience?



Core Competency

Balance

Emotional

“©
c
RS,
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Strategies to Enhance the MVP

- REWORK Internal structures

- Seek BALANCE in the MVP

- EXPAND DEPTH within member organizations
- Focus on the USER EXPERIENCE

- Determine what can be made EXCLUSIVE

- Test low/no cost CONTENT alternatives

- TARGET communications (REALLY)

- Investin MOBILE

« Increase FLEXIBILITY in membership policies



CROSSROADS
DISCUSSION

What recent changes
have you seen within
your association that
have had the biggest
Impacts (positive or
negative) on the
membership value
proposition?




Exploring Your Business
Model




Reinventing Your Business Model
EX Harvard

T TYY Y Mark Johnson, Clayton Christensen and
” Review LGEUGIGEREGEEGERT




Business
Model

Key Profit
Processes Formula




Business Model Innovation
involves the whole-scale

reformulation and realignment of an
organi zati onos valu
profit formula, key resources, and

key processes.



HELPFUL FLOWCHART #1

4 )

Do not undertake
whole-scale
business model
iInnovation.

- /

Do we need whole-
scale business model
iInnovatione

l YES
\

Are you crazye
No, you don't.

\ WV

-

* Accurate for about 90% of you.



HELPFUL FLOWCHART #2

Could elements of / \
our business model YES

be changed to Innovation needed

pbetter address the around key elements
needs of our of business model or

market? products

\_ J
lNO
- ~

Are you crazye Of
course they
could.

V

* Accurate for about 90% of you.



Business
Model




Elements of the Customer
Value Proposition

Job to be done: solves an important
problem or fulfill and important need for
the target customer

Offering: satisfies the problem or fulfills
the need. This is defined not only by what
is sold but also by how it's sold.



Value Proposition
Creation

A4

C

ldentify op
satisfy rea
needs a jo

nortunities to
customers who

D done.

ldentify how your association

can fill the

need better than

existing market solutions.

Compare new model to your
existing model.




“People don’'t want a quarter inch
drill - they want a quarter inch




Education is not a value proposition.
Information is not a value proposition.

IS not a value proposition.

Networking IS not a value proposition.



Value Propositions address a job to
be done, not twenty jobs.




job to be done common drivers

o

C Insufficient wealth

o

C Insuffic




possible association value propositions

We give small companies in our industry access to

resources typically only available to bigger companies.
[INSUFFICIENT WEALTH]

We pool the power of our members to ensure their views
are heard at the federal level and to drive regulatory
change that benefits our industry. [INSUFFICIENT ACCESS]

We provide exclusive professional development and
credentialing programs that give our members an edge an

today’s challenging employment market. [INSUFFICIENT
SKILL]

We offer turn-key solutions and resources that our
members can employ immediately. [INSUFFICIENT TIME]



CROSSROADS DISCUSSION

Think about your association:

What do your members lack the time
to do for themselves?

What do your members lack the
financial resources to do themselves?

What do your members lack the
access to do themselves?

What do your members lack the skill
to do themselves?



The Big One

The best value propositions address the most
Important jobs with the lowest level of
satisfaction with existing options, at the
lowest price.




CROSSROADS
DISCUSSION

Think about your association:

If you could only address one “job
to be done” for your members, what
do you believe would have the
greatest value?

Why makes your organization
uniquely positioned to deliver on it?
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