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Objectives 
I. Membership Plan Objectives 
 
The overarching purpose of this membership plan is to evaluate and increase the value 
of ASSOCIATION membership. 
 
This plan consists of three primary objectives: 

• retain existing members 
• attract new members to the association 
• welcome back non-renewed members to the association 

 
To achieve these primary objectives, the association leadership—steered by 
Membership Committee—and staff will: 
 

• examine current member benefits and practices 
• enhance and implement new membership initiatives 
• identify target audiences to grow membership 
• establish a process to measure and analyze membership plan performance 

 

II. Strategic Plan 
This membership plan is a component of ASSOCIATION’s strategic plan. The 
membership plan integrates with the strategic plan in the following areas: 
 

• ASSOCIATION is the recognized focal point where the frame building community 
comes together (Goal 2 of Strategic Plan) 

o Objectives include: 
 grow membership 
 enhance the Design Expo experience 
 enhance communication within the community 
 enhance engagement and community experience for small 

business owner 
 enhance ASSOCIATION’s relationship with Chapters 
 provide professional development opportunities and continuing 

education in business management, construction practices, and 
safety principles and practices 

• All supplier and builder members are accredited and participate in continuing 
professional development. (Goal 3 of Strategic Plan * May be incorporated into 
Goal 4.) 

o Objectives include: 
 review and refine the accreditation program 
 create review and enforcement processes 
 increase the number of ASSOCIATION accredited builders 

 
 
 
 



III. Member Information and Prospects 
ASSOCIATION’s membership database captures current members’ basic 
demographics, company name, contact name, mailing address, phone, member type 
(e.g., builder, supplier), and if provided, email address. 
 
ASSOCIATION’s prospect list includes names and contact information for thousands of 
building industry professionals from the following sources: 

• Non-member Expo attendees 2009-2013 
• Former members 2008-2013 
• Frame Building News and Rural Builder subscribers (NEW: now includes email!) 
• Miscellaneous: Non-unified Chapter non-ASSOCIATION members, builder trade 

shows, Google alerts, referrals, online store purchases, etc. 
 
As of April 30, 2013, ASSOCIATION has over 20,000 member leads. Of these leads, 
ASSOCIATION has approximately 6,900 email addresses. 
 
Additional leads may be obtained by purchasing lists through list brokers such as 
Hanley Wood, LBM Journal, and InfoUSA. 

 
IV. Membership Research 
 
2013: 
Some insight into membership can be gleaned from the Design Expo Strategic Planning 
Session that took place at ASSOCIATION Headquarters on April 17, 2013. The session 
was facilitated by Tradeshow Logic, an event management firm that helps develop and 
implement new operational strategies. Tradeshow Logic provided the following 
observations: 
 

• The Expo is one of, if not the, key benefit to being an ASSOCIATION member. As 
a result, the success of the 

• Expo is currently inextricably tied in members’ minds to the success of the 
association itself. 

• One of the issues facing ASSOCIATION is that the majority of attendees at Expo 
(58%) are non-members. The non-members are primarily the Amish and 
Mennonites who do not join ASSOCIATION since their belief systems prohibit 
them from doing so. Since ASSOCIATION members see Expo as the primary 
member benefit, the fact that this benefit is being enjoyed by more non-members 
than members, is contributing to the divide between the two distinct communities. 

• There is agreement that ASSOCIATION needs to increase the value of 
membership by creating more benefits and value for ASSOCIATION members. 

• Tradeshow Logic proposed the following: 
o Members Only Education: Create more education sessions, which provide 

“members only access.” 
o Members Only Club: Reward members by creating an exclusive area for 

them to network. 
• Tradeshow Logic recommends that ASSOCIATION focus on education as a 

primary way to add value, improve the Expo and increase attendance. 



2012: 
While not exhaustive, 2012 membership research provides us with insight into builder 
members’ needs and wants, as well as insight into why non-member builders do not join 
the association. 
 
The following research was conducted as follows: 

1. Electronic survey geared toward commercial builders – both members and non-
members – although all member types were able to participate. 170 respondents 
took the survey with 69% members, 9% former members, and 22% non-
members. Key findings: 

a. Members who have actively participated in ASSOCIATION events, 
educational sessions, and volunteer opportunities have obtained 
significant business through their professional ASSOCIATION network. 

b. Members primarily view ASSOCIATION as a resource for industry 
education and information needs. 

c. The top three reasons members join and renew is to:  
i. Support the commercial building industry 
ii. Stay current on new products and technologies 
iii. Stay current on safety and legal issues. 

d. Nearly one third of members would not recommend membership to a 
friend or colleague. These members are most likely those who did not 
obtain business through their ASSOCIATION network. These members 
also tend to be newer to the association and work in smaller organizations. 

e. Members who attend the Expo are more engaged in the association and 
are more satisfied with their membership. 

f. ASSOCIATION accreditation has provided organizations with competitive 
advantages and new business opportunities. However, those eligible 
organizations that are not accredited do not perceive the potential value of 
accreditation. 

g. ASSOCIATION members are online, and are using technology to promote 
their business. 

2. Written survey conducted onsite at the 2012 Design Expo. 25 non-member 
attendees participated. Key findings: 

a. 10 respondents stated they would have greater interest in membership if 
ASSOCIATION offered more educational opportunities. 

b. 7 respondents stated they would have greater interest in membership if 
ASSOCIATION offered business training. 

c. 5 respondents stated they would have greater interest in membership if 
they could obtain discounts on tools through ASSOCIATION. 

3. Breakfast meeting for Small Business Owners held onsite at the 2012 Design 
Expo. Key findings: 

a. Technical & Research offerings are of great value. 
b. DESIGN BUILD MARKET INITIATIVE (DBMI) is an important goal within 

the strategic plan. 
c. A Membership Committee is necessary. 
d. Create more educational opportunities and training. 
e. Target technical schools with a commercial curriculum. 



f. Getting contractors to attend Expo is the best way to reinforce 
membership because the Expo is where ASSOCIATION adds the greatest 
value. 

4. Small focus group on membership held onsite at the 2012 Design Expo. Key 
findings: 

a. Participants view the Expo as ASSOCIATION’s most valuable offering. 
b. Participants read the highlights of the member newsletter, but they only 

read the full articles if the topic is applicable to their business. Participants 
are satisfied with the frequency of the newsletter’s distribution. 

c. None of the participants access the ASSOCIATION Members Only 
website section. 

d. Participants were uninterested in accreditation, however they were not 
builders. One participant described the program as disorganized. Another 
piece of feedback was that the program has no meaning and that some 
builders use it to “knock down their competitors.” 

e. Participants recommend more education for architects, engineers, and 
designers, especially designers in lumberyards. Recommendations also 
included more interaction with architecture and engineering schools, and 
more promotion of non-agricultural uses of commercial buildings. 

 

V. Situational Analysis 
The construction industry as a whole has been challenged by harsh economic 
conditions. Members report their greatest business concerns are keeping current clients 
and winning new business. And the Internet has also impacted the success of many 
trade shows. To examine the impact of these challenges on ASSOCIATION and taking 
into account the membership research above, a summary is presented below. 
 
Strengths include: 

• ASSOCIATION has a strong, respected educational program through the Design 
Expo. 

• ASSOCIATION provides a network of industry professionals to connect with each 
other. 

 
Weaknesses include: 

• ASSOCIATION needs to provide more value in its technical resources. 
• ASSOCIATION needs to provide more value in the accreditation program. 

 
Opportunities include: 

• ASSOCIATION has an opportunity to develop the existing educational program at 
Expo, and to consider online educational opportunities for members. 

• ASSOCIATION has an opportunity to increase the value of the accreditation 
program. 

• ASSOCIATION has an opportunity to develop and update more technical 
resources as a member benefit. 

 
Threats include: 

• Cost of membership 



• Cost of Expo 
• The idea held by some that there is not enough value in membership to join or 

renew 
• Budget: ASSOCIATION’s 2013 membership marketing budget, totaling $14,200, 

is as allocated as follows: 
• $4,000 postage/shipping (includes mailing invoices) 
• $6,200 marketing to include printing new material (e.g., updated logo), ordering 

items (e.g., pens), advertising 
• $4,000 pre-press/publishing time on brochure and other membership marketing 

projects 
 
By comparison, ASSOCIATION’s 2012 membership marketing budget totaled $18,400. 
 
Due to a very conservative budget, ASSOCIATION’s 2013 membership marketing is 
most aggressive in electronic format – by reaching targeted prospects with customized 
messaging via e-blasts. 
 

Strategy 
I. Target Audiences 
As stated previously, this plan consists of three primary objectives: To retain existing 
members, attract new members to the association, and welcome back non-renewed 
members to the association. 
 
In order to reach these individuals, ASSOCIATION must determine the audiences we 
would like to target for membership.  
 
Due to the conservative membership budget, focus is imperative on where to spend 
dollars on efforts to reach targeted audiences. Online communications clearly will be the 
membership marketing driver for 2013. 
 
In 2012, the Membership Committee considered the following parties, and where the 
focus should be on promoting membership. 
 

• Commercial architects 
• Residential architects 
• Structural engineers 
• Academics 

 
The committee concluded that—while we should continue to promote membership to 
lumberyards and BMD, and while we will want to promote membership to the design 
community—immediate focus should be on the builders/contractors and the 
suppliers/manufacturers. 
 
In 2012, the Membership Committee and ASSOCIATION staff considered the following 
topics: 

• Small builders 
• Messaging to builders 



• Messaging to suppliers 
• Lumberyards and building material dealers 
• Membership promotions to leads/designers 
• Homebuilders 
• Amish builders 
• Steel building professionals 
• Trade school, construction management program academics 

 
The committee agreed that it is a priority to provide focus on and services to small 
builders. The committee also agreed that we need to tap our resources and encourage 
member builders to promote membership to their non-member suppliers, and member 
suppliers to promote membership to their non-member builder clients. 
 

II. Tactics 
RECRUIT NEW MEMBERS 
 
Method  Vehicle Contact Demographic Date Comments 
Prospect kits Direct 

Mail 
Prospects 
(designers) 

Ongoing Customized 
messaging 

Membership 
promotions 

E-blast Prospects (designers) Ongoing Customized 
messaging 

Articles 
featuring 
benefits 

Magazine Subscribers (builders, 
designers) 

5x/year Design Build 
Magazine 

Ads Magazine Subscribers 
(builders, designers) 

Ongoing Design Build 
Magazine 

Copy and 
supporting 
resources 

Website Visitors Ongoing Website 

Member & 
chapter 
involvement 

Flyers Participants Ongoing Networking 

Membership 
booth & demo 

Expo Attendees Annual Networking 

Miscellaneous Multiple  Ongoing  
 

 
RENEW EXPIRED MEMBERS 
 

Method  Vehicle Contact Demographic Date Comments 
Prospect kits Direct 

Mail 
Prospects 
(designers) 

Ongoing Customized 
messaging 

Membership 
promotions 

E-blast Prospects (designers) Ongoing Customized 
messaging 

Articles 
featuring 

Magazine Subscribers (builders, 
designers) 

5x/year Design Build 
Magazine 



benefits 

Ads Magazine Subscribers 
(builders, designers) 

Ongoing Design Build 
Magazine 

Copy and 
supporting 
resources 

Website Visitors Ongoing Website 

Member & 
chapter 
involvement 

Flyers Participants Ongoing Networking 

Membership 
booth & demo 

Expo Attendees Annual Networking 

Miscellaneous Multiple  Ongoing  
 

 
MAINTAIN EXISTING MEMBERS 
Method  Vehicle Contact Demographic Date Comments 
Prospect kits Direct 

Mail 
Prospects 
(designers) 

Ongoing Customized 
messaging 

Membership 
promotions 

E-blast Prospects (designers) Ongoing Customized 
messaging 

Articles 
featuring 
benefits 

Magazine Subscribers (builders, 
designers) 

5x/year Design Build 
Magazine 

Ads Magazine Subscribers 
(builders, designers) 

Ongoing Design Build 
Magazine 

Copy and 
supporting 
resources 

Website Visitors Ongoing Website 

Member & 
chapter 
involvement 

Flyers Participants Ongoing Networking 

Membership 
booth & demo 

Expo Attendees Annual Networking 

Miscellaneous Multiple  Ongoing  

 
Q3&Q4 

• Post member newsletter on website - public facing to engage readers and 
stimulate renewed interest in ASSOCIATION. 

• Create snappier, more reader-friendly, simplified web copy pages on 
ASSOCIATION.org for non-renewed lapsed members. 

• Electronic prospect kits - Work underway 
 

Membership Initiatives 
What’s happening in 2013: 

• Communications around membership dues increase 
• Finalization of customized, electronic prospect kits 



• Website revamp and refresh (to include videos, more member recognition, 
enhanced lead generation, possible forum, strengthened copy, enhanced 
resources, etc.) 

• Updated Commercial Design manual (Q4) 
• Convention Planning Committee examining strengthened educational program at 

Expo 

 
Potential/Desired Initiatives 

• Possible EDUCATIONAL PARTNERSHIP program partnership (2013/2014) 
• Membership flash drive of resources (2014) 
• Quarterly member newsletter-hard copy (2014) 
• On-line advertising for membership (2014) 
• PowerPoint templates for non-unified chapters on value of membership. (2013) 
• PowerPoint template for unified chapters to demonstrate how to take advantage 

of their resources.(2013) 
• Development of “members only” webinar or online course (2013/2014) 
• Development of membership recruitment video (2014) 
• Staff is examining possible new services or programs to add greater value to 

membership. 
 


