
VMAE Membership Engagement Summit

-Ralph Johnson

“Listen with new ears  
and look with new eyes.”



 end of an era 

three key reasons
Declining Economy

Changing  
Technology
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62%  
experiencing flat or declining membership

Greatest Challenge:         
Engaging membership of younger generations
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Trickle Up Effect 
  



What do the youngest 
generations value?  

What are their needs 
and interests?

They have no concept of loyalty. 
They don’t plan for the future. 
They want constant feedback. 
They want everything online. 
They don’t value experience. 
They can’t make decisions. 
They have no work ethic. 
They aren’t reliable. 
They’re demanding. 
They’re annoying. 
They’re lazy. 



What if?

Dominant generations in the workforce today
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CHANGE



in 3 steps

What event do you 
remember garnering 

widespread media 
attention during your 

childhood?  

How do you prefer  
to be communicated 

with? 



DETAILED 
DIALOGUE

LIKES 
 MEETINGS

CALLS

baby boomers Gen X gen y

CLEAR 

PREFERS 
E-MAIL

CONCISE

FREQUENT  
FEEDBACK

TEXTS

how would you describe 
the ideal leader in two 

words?

Experienced  

reliable

honest  

motivational

honest 
innovative

baby boomers gen x

gen y

What is especially 
challenging for people in 
your age group right now? 



retirement  

finances

work-life  

balance

student loan  

debt

baby boomers gen x

gen y

What one word would you 
use to describe success? 

salary balance

happiness

baby boomers gen x

gen y

step 1: acknowledge our differences



step 2 : make a choice

Belong

step 3 : lean in and engage



4 conversations

 4 weeks

The Millennial Mindset 
Knowing Y

Four Defining  
Characteristics 
of Millennials

Recessionists



i don’t need a drill.  
i need a hole in the wall.





Digital  
Natives





Migrators

Migrators





77% volunteer 

84% make charitable donations 

“More than 85% of Gen Y 
 link commitment to a cause  

to their purchasing decisions 
 and their willingness to  

recommend a company's  
brand to others.  

trophy  
kids



Four Defining  
Characteristics 
of Millennials

I ain't trading my youth for no suit and jacket
I ain't giving my freedom for your money and status
So don't say I'm getting older
'Cause I'll say it when I do
'Cause everybody I know, everybody I know
Is growing old, is growing old too quickly
And I don't wanna go
No, how am I supposed to slow it down 
so I can figure out who I am?
And I ain't trading my dreams for no 401k
And I ain't giving this fire for a cold, cold heart
So don't say I'm getting colder
'Cause I'll say it when I do

-Suit and Jacket, Judah and the Lions



Survey 

SAYS
Why do most people join MEMBERSHIP  
associations? 

• TO NETWORK/MEET PEOPLE 
• To support the INDUSTRY 
• To solve a problem

Survey 

SAYS

On average Millennials Carry How Much in Debt? 

• $15,000 
• $30,000 
• $45,000

Survey 

SAYS
WHAT percentage of MILLENNIAls prefer 
social networks for communication? 
• 15% 
• 35% 
• 55% 

Survey 

SAYS



On average, how many baby boomers retire 
everyday in the united states? 
• 1,000 
• 5,000 
• 10,000 

Survey 

SAYS
how much do u.s. employers lose each year 
to employee turnover? 
• $30.5 thousand 
• $30.5 Million 
• $30.5 Billion 

Survey 

SAYS

In what year did employee job satisfaction 
start to decline? 
• 1987 
• 1997 
• 2007 

Survey 

SAYS
Ghosts Legends Myths 

What ghosts are holding 
your chapter back and 
preventing it from 
reaching its full 
potential? 

What would keep the 
chapter relevant and 
future-focused? 

What amazing work has 
your chapter done that 
few people know 
about? 

What information 
would inspire others in 
the chapter mission? 

What commonly-held 
beliefs exist about your 
chapter that aren’t 
necessarily true?  

What changes would 
build trust and 
relationships? 



BELONGING 

Belonging, by definition, means you have a sense of ownership and a 
secure relationship. When members feel like they don’t belong, 
there’s a high risk of disengagement and dropped membership.  

1.) Highlights of the discussion, as well as challenges and       
              discoveries;  

     and 
2.) A list of recommended strategies for solving this issue. 

MILLENNIALS 

As the first generation of the post-Industrial Era, Millennials are 
a unique generation, coming of age alongside recession, terrorism, 
technology, and disruption. However, contrary to popular belief, 
Millennials are ‘joiners’. They value collaboration, community, and 
causes.  

1.) Highlights of the discussion, as well as challenges and       
              discoveries;  

     and 
2.) A list of recommended strategies for solving this issue. 

2030 

The year is 2030. Picture the world in your mind. What has 
changed? What new technologies and careers have evolved? How 
are children educated, people transported, healthcare and 
information delivered?  

1.) Highlights of the discussion, as well as challenges and       
              discoveries;  

     and 
2.) A list of recommended strategies for solving this issue. 

MEMBERSHIP EXPERIENCE 
Some economists believe experiences have emerged as the most 
valuable commodity because they are more memorable than goods 
and services. The same is true for associations. Your association 
could be doing amazing projects or providing unique services, but if 
members don’t feel good about their membership experience, they 
won’t engage.  

1.) Highlights of the discussion, as well as challenges and       
              discoveries;  

     and 
2.) A list of recommended strategies for solving this issue. 



WORKFORCE DEVELOPMENT 
Our nation is experiencing a workforce crisis, losing $30.5 billion in 
employee turnover each year. Leadership is aging, talent 
management practices are failing, and we’re moving into the cyber 
age which will undoubtedly change skillsets and jobs. Every 
entity everywhere is struggling to adapt, engage, and grow talent 

1.) Highlights of the discussion, as well as challenges and       
              discoveries;  

     and 
2.) A list of recommended strategies for solving this issue. 

Membership-Building Strategies

StrategY 1: member benefits



BABY  
BOOMERS

Declining Economy

What’s in it for me? 
What’s the value? 

What do i get in return?





is it valuable to me? 

What do millennials Want and need? 

What services or products could we 
provide that would be immediately  

useful and valuable to them?

StrategY 2: membership experience



34%

Customer Service



Adventure/ESCAPE



Community/connectivity

Making a difference



How can our membership experience be 
improved to deliver on the expectations  

of younger generations? 
  

Customer Service 
Adventure/escape 

Community/Connectivity 
Making a Difference

StrategY 3: marketing

Evidence-Based 
Brand Loyal

personal 
inspiring



Inspiring
Cause-related

outcome-based INCLUSIVE



Visually appealing

TRUSTworthy



what steps do we need to take in order to 
become a bonfire brand? 

  
Inspiring 

Cause-related 
outcome-based 

Inclusive 
Visually appealing 

Trustworthy

StrategY 4: community

INVITE

BELONG

DOTHANKS

REPEAT



what steps do we need to take in order  
to Build a better community? 

  
Where do we exclude? Where do we stereotype?

 
 Inclusive 

diverse 
reflective of our industry 

StrategY 5: problem-solving

StrategY 5: problem solving
student loan debt

emotional health

growing a client base

employee turnover 48%

22%

14%

37%

22%

32%



What problems are we  

helping our members solve? 

What’s keeping them up at night?  

Are there problems that we aren't solving  

that we need to be?  
  

membership building plan
PURPOSE 
Why our association exists and how it is 
unique and valuable in comparison to any 
other industry association

marketing 
3 things your target market members need 
from your association and how you will 
respond to those needs  
(Target market - age, income, city, role, etc)

One-Year Goal 
Why your association needs to achieve by 
November 4, 2018 to set it on the path 
towards your 5-year vision

five-year vision 
a BHAG (big, hairy, audacious, goal) your 
association is very inspired and excited to 
achieve by 2021 to better serve more 
members

challenges and solutions 
identify any obstacles your association may 
face as it works towards its membership 
goals, then identify solutions or ways to 
avoid those obstacles

90-Day Priorities 
actions your team needs to take in the next 
90 days to start implementing your 
membership building plan and engaging more 
members. update every 90 days



step 1: acknowledge our differences

step 2 : make a choice step 3 : lean in and engage
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