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Membership lifecycle
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Where is your component's strength? 



But what is engagement?
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Engagement

Communication
s

Activity Satisfaction Sentiment Promotion



ENGAGEMENT AT AIA DEFINITION

Engagement

Communication
s

Activity Satisfaction Sentiment Promotion

Individual Aggregate



ENGAGEMENT AT AIA DEFINITION

Engagemen
t

Comm Activity Satisfaction Sentiment Promotion

Individual
Aggregate



MEMBER AND VOLUNTEER ENGAGEMENT 

Volunteer 
management and 
development 

More diverse set of volunteers

Define Engagement Develop agreed upon definition

Audiences Right categories and codify

Modern membership 
models

Government and firm models, create value

Dues standardization Simpler, less than 5,000 possible dues rates
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Customer experience frameworks
- B. Joseph Pine II is a cofounder of Strategic 

Horizons LLP, a lecturer at Columbia’s School of 
Professional Studies, and a coauthor of The 
Experience Economy (HBR Press, 2019).

“…consider charging for the value of the transformation 
that an experience offers. Goods and services…are no 
longer enough. Experiences and transformations are the 
basis for future economic growth.”



Stop clip at 1:30



Through that valued 
experience more 
engagements are 
sought out.

Engagement

ExperienceValue

Engagements 
become experiences 
that deliver value.



Does anyone have an example of an experience 
you delivered that drove value at your component?
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Top member experiences



National
Digital Platforms

Knowledge Communities

Conference

Federal Policy

Continuing Education

Leadership

Member & Provider Support

Onboarding

State

State Policy

Continuing Education

Volunteering

Meeting Events

Member Support

Local

Programming & Social Events

Volunteering

Leadership

Onboarding

Continuing Education

Member Support



Commodities
• Extract

Goods
• Make

Services
• Deliver

Experiences
• Stage

Experience Economy: Moving toward experiences



Stop clip at 6:32



National

Build customer-
centric, 

member-first, 
digital 

experiences

State
Scaling 

personal 
interactions 

through 
legislative 
policy and 
localized 
support

Local

Focus on 1-to-1 
personal 

interactions as 
memorable 

and unique as 
possible

Enhancing member experiences



National
Create more human-

to-human interactions 
through strategic 

outreach and 
centering on the 

“Everyday Member”

Enhancing member experiences

Opportunities 
at each tier:



State

We’d like 
to hear 

from 
you!

Local

We’d like 
to hear 

from 
you!

Enhancing member experiences

Opportunities 
at each tier:



Supporting each other



Onboarding follow-up

Prospect List feedback

Permission for MVO

Component Update

Component Connect

Brandfolder Assets

CACE Message Boards



Commodities
• Extract

Goods
• Make

Services
• Deliver

Experiences
• Stage

Experience Economy: Staging experiences

Time well spent

Time well saved



“Our philosophy is 
delivering happiness 
to customers and 
employees. People 
may not remember 
exactly what you did 
or what you said, but 
they always 
remember how you 
made them feel.”



What does a new member’s experience at your 
component look (or feel) like during their first year?
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Component Recruitment & Retention Outreach

Direct Mail / E-mails



Recruitment & Retention Outreach

Magazines



Recruitment & Retention Outreach

Website & Newsletters



Recruitment & Retention Outreach

Blogs, Videos & Recordings



Data and analytics

Component Portal





Questions?

Gina Calabro, Hon. AIA CT, NOMA - gcalabro@aiact.org
Steve Broadwater - stevebroadwater@aia.org

Tiffany Jolly, MBA - tiffanyjolly@aia.org

Mike Skiados, MBA, CAE - mikeskiados@aia.org

mailto:gcalabro@aiact.org
mailto:stevebroadwater@aia.org
mailto:tiffanyjolly@aia.org
mailto:mikeskiados@aia.org
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