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SeSSion 006
Rethinking What it MeanS to be a MeMbeR With elizabeth WeaveR engel

beth: Hi, this is Beth Brodovsky with Iris Creative. I am here with Elizabeth Weaver 

Engel today who is the CEO and Chief Strategist at Spark Consulting [http://

getmespark.com/blog]. Thanks so much for being on the call with me today, 

Elizabeth.

elizabeth: Oh, you’re welcome!

beth: So, we have been connected online for a while, but I think this is probably the 

first time we’ve ever actually spoken directly.

elizabeth: I think so.

beth: It’s good to connect with you. So, I think we probably know each other from 

the association world, but if you could tell me a little bit more to share. How are you 

involved in marketing membership consulting in the worlds that involve participation?

elizabeth: Sure. I’ve been involved in the association sphere since 1997, and that’s 

a little over sixteen years now. During that time I had been working directly for 

associations in some capacity that relates to membership marketing communications 

and PR, etc. I’ve worked for a variety of associations over the years and have done 

some consulting as well. Then summer a year ago, I launched Spark Consulting as a 

sole proprietorship consulting in the associations space. Spark is organized to help 

associations grow by providing strategic membership and marketing advice and 

assistance.

beth: First of all, congratulations. That’s a big leap. 
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elizabeth: Thank you. Yes, it was.

beth: You’re such a great person to be able to talk to about this because you’ve 

had the experience actually working and doing this in different organizations and 

now a lot of times, I find that people that are in a consulting space are such a great 

person to give perspective on what it’s like because you interact with so many 

different organizations and you see that it works this way in one organization and a 

different way in a different organization so that perspective across organizations is so 

interesting to me. Being in this world in so many different roles, I’d just love to know: 

Is participation an important factor in a membership organization or even in any 

sort of organization that’s interested in building a sense of community and growing 

through involvement? How does that factor in to happy members and the success of 

an organization?

elizabeth: This is the truism of the association world- engage members to renew. You 

can’t get more simple than that in talking about why participation matters. Now one 

thing that I’ve been thinking about a lot recently and have written about for the Spark 

blog is the concept of why is membership the only relationship we really seem to care 

about? I think I might be about to take this in a slightly different direction here, but 

we complain a lot as associations about lack of resources, and it’s a fair complaint. 

We’re not, think your large companies, Coca Cola, Google, Microsoft, whatever. We 

don’t have these large tactics and unlimited marketing budgets and all this kind of 

thing. We’re dealing with constraints. Our focus on the membership relationship, I 

think in some ways, hurts us a little bit with that. What do I mean by that? We don’t 

use this term as much anymore, but the conversation about “mailbox members” 

has exploded in and out of the association space over the years. We have all these 

mailbox members and they don’t participate and we’re trying and trying and trying 

to get them more involved with us because if they are more involved with us they are 

more likely to renew and we need our members to renew and this is really important, 

too. We’re going to bombard them with messaging and communications about all the 

great stuff they could be doing with us if only they would get more involved. I’m 
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not sure that’s really the best use of our resources. The reason for that is “mailbox 

members” look very much like something else we’re all familiar with: subscribers. 

beth: Right.

elizabeth: So you subscribe to the Harvard Business Review or the New Yorker or 

whatever. They’re not trying to get you to do all this additional stuff with them. No, 

you’re a subscriber. That’s cool. Hopefully you continue to like our publication. We 

probably have a lovely iPad edition, other newsletters you can get and you write a 

blog and we would love for you to look at that, too, but you’re a subscriber and that’s 

cool. If associations could switch online setup a little bit, I think it would allow us to 

invest our limited resources in ways that are likely to have more return for us. Right 

now, with the exception of our volunteer leaders who get appropriately an enormous 

amount of time and attention and money spent on them, we pretty much treat 

everyone equally. We’ve got subscribers and attendees and speakers and authors 

and people who buy books and people who come to our webinars and people who 

are members, and there might be overlaps in those other groups, but it’s usually not 

100 percent. All your speakers aren’t necessarily members. All your authors aren’t 

necessarily members, but everybody gets the same amount of attention whether 

they want to be a member who also attends conferences and occasionally speaks at 

conferences, writes articles for us once in a while and bought some books, so this 

person is really involved or they’re that “mailbox member” or subscriber and if we 

can figure out, wait a second. If somebody is a subscriber and they’re happy to be 

a subscriber, all they want to be is a subscriber, that’s great. Let’s stop bombarding 

them with all this other stuff. Now, the problem with all this is segmentation. One of 

the hot topics right now out there in terms of the larger business world is this whole 

concept of big data.

beth: Absolutely, it should.
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elizabeth:  This really relates to what they’re doing with marketing and 

communications. I mean that’s one of the ways that big data is being used by 

companies is to more tightly and more narrowly focus and segment their marketing 

communications. Not only are they tracking the data so they know when a person is 

getting ready to buy, but also what it is that they’re likely to buy. Associations have 

a ton of data that we don’t use. There are a zillion excuses for why that happens, but 

the important fact is we have a timetable that we don’t use. If we were to start using 

that data and saying, wait a second. Who are those members who really just want 

to be subscribers? Who are the members who want to have a deeper relationship 

with us? What kind of deeper relationship do they want to have? What are the 

cues and triggers that they’re ready to move to that stage? How can we encourage 

them? This is kind of shifting from you can have any relationship you want with our 

organization as long as it’s black, you know the old Henry Ford joke about the Model 

T? It incorporates kind of two perspectives that associations know about, but haven’t 

necessarily used as much. One is a customer relationship management mindset, and 

the other one is something out of the fundraising world, which is the concept of a lot 

are engaged and if we can shift our thinking a little bit and say, let’s use all this great 

data that we have on our members and actually start targeting people. I think we can 

do a lot better than just blasting our resources equally out over everyone and then 

complaining about the fact that we don’t have resources. We can say 80 percent of 

these people are happy in the relationships that they’ve got. As long as we continue 

to provide quality products with good service at a reasonable rate, they’re going to 

keep coming back. Let’s look at those 20 percent of people who are in a place where 

they want more and figure out what we need to do to take them to that next level. 

beth: Have you seen any or do you have any thoughts on data points that would help 

you figure that out because one of the tricky things is, how does somebody know 

the difference between a subscriber that is ecstatic about what they’re getting in the 

mail, feels that the membership fee or subscription fee or whatever it is that they’re 

paying is an appropriate value for what they are consuming from an organization and 

they don’t want more and are happier if they’re not bothered with more versus that 

subscriber that didn’t really know what they were getting into, they’re reading this 
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stuff, but if there were some messages, they may up the ante and choose to get more 

involved? Have you seen data models or processes that an association could take 

advantage of that would help them figure that out?

elizabeth: The issue with that is I think it’s idiosyncratic.

beth: Yes, I think so, too.

elizabeth: We all want to be able to view the association as doing this and just pick 

up their entire model and put it into our own association. I don’t think that’s possible. 

You don’t impose the triggers on the data, the triggers come out of the data.

beth: Right.

elizabeth: To me, what’s the missing piece here? The missing piece here is people 

with high level data analytical skills. 

beth: Right. There aren’t usually people that are accessible to associations.

elizabeth: Sure and for a number of reasons, not least of which is it is a pretty 

specialized skill and someone who is pretty good at it is not going to come cheap.

beth: Exactly.

elizabeth: I had the opportunity to go to Digital Now this past spring, and one of the 

keynoters was Alexander Pasik from IEEE [http://www.fusionproductions.com/docs/

default-source/digitalnow-2013/impact-of-technology-on-associations-alexander-

pasik.pdf?sfvrsn=2]. He was talking about a number of things related to emerging 

technology that are affecting associations right now and he had a really interesting 

perspective on the concept of big data. He was talking a lot about the differences 

between operational data and analytical data, and his point was, and I think he’s right 
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about this, that associations have been pretty heavily focused for the majority of our 

existence while we’ve been focusing on data, on operational data. When you think 

about the dashboards that we put together for senior leadership teams, for our board 

or whatever, they tend to report things like this amount of numbers last year, this 

amount of numbers this year, how many are new, what our renewal rate is, here’s the 

number of attendees we had at our annual meeting last year, here’s the number of 

attendees we had this year broken down by all the different categories and revenue 

dollars and all this operational data. That’s all important really. You do need to track 

that kind of stuff. What was your attendance like? What does your membership look 

like? What does your revenue look like? Don’t get me wrong. We don’t want to stop 

doing that, but his point was it’s time for us to look at time to take that next step over 

to analytical data that can help us make decisions.

beth: I think that’s really an important point because I talk a lot about participation, 

but I think it’s so easy to make assumptions about what that means, that we think 

association participation means showing up at events, but the reality is that we 

really need to understand what kind of participation somebody wants. Somebody 

may believe that getting an email journal in their email box and reading it is their 

definition of participation. Sometimes us putting our definitions of participation and 

based on assumptions rather than on actual data that says people that do this tend 

to spend more or people who do this tend to be happier and get what they want and 

therefore they stay longer is an interesting idea that you’re bringing up.

elizabeth: I think that’s one of the big conundrums with the whole cost of member 

engagement. Certainly again that’s a very hot topic appropriately in associations right 

now. One of the problems I see, though, is that we’re just finding it internally rather 

than externally.

beth: Exactly.
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elizabeth: If you think back to when associations were first putting together websites, 

and sadly this does still happen with some websites, although I think there has been 

a shift. If you think back to mid-to-late 90s when we were all putting together our 

first websites, there was Version 0.1 that you took the membership brochure and 

stuck it on the website. Maybe it was just a PDF and you yanked the text out and 

put it in HTML. Then we moved from there and used Version 1.0 of the website to 

having more information, but the information tended to be organized like our internal 

departments and tended to reflect a very inside voice. The places that you would 

look for various pieces of information about the association and what was going on 

there tended to be structured to mirror our internal departmental structure. Well, 

your members don’t know your internal department structure. They don’t care about 

your internal departmental structure and they shouldn’t have to care about it. To 

back up, I think the associations moved on to that to say, wait a second. We need 

to look at our website which is our public face to the world at this point from that 

external perspective. It doesn’t matter where a function lives in our departmental 

structure. We need to think about it from the perspective of what makes sense to our 

audiences. Where would they look for it? Then people started getting into the whole 

thing of information architecture, user experience and it started bringing members 

in and volunteers in, how structured the information is on the website and all of a 

sudden things started making a lot more sense because it was from their perspective, 

not our perspective. I think we’re going through the exact same evolution right now 

around member engagement. I mean you wouldn’t have any members if they weren’t 

engaged at all, they would leave.

beth: Exactly. Just what the definition of engagement really means.

elizabeth: Right and we’re starting to focus on it in a more intentional way and I 

think we’ve got a similar kind of tension happening where we’re in the early stages 

of that really intentional focus on member engagement or I would even argue that 

it should be broadened. It should be audience engagement so we’re back to why 

does membership have to be the only relationship. Well, it doesn’t. We’re focusing 

on audience engagement from an internal perspective. So we are tracking and 
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paying attention to and even if somebody is rewarding what the association values 

rather than saying, well, wait a second. What is it that our audiences value in their 

interaction to us? What do they want? What are they looking to do and shifting what 

we pay attention to and what we track and what we reward over to what are their 

drivers? Now let’s wrap back around to this whole thing about engaged members 

renew and what they initially track and that kind of thing. If you’re only tracking what 

the association values, when you go to find those triggers of interaction in the data, 

you may get false positives. 

beth: Interesting. Tell me more about that.

elizabeth: You’re looking at the data from an internal perspective. We pretty much 

talk in correlation rather than cause and effect. Let’s say you find the correlation 

between somebody who goes to three webinars and after that webinar, that’s who 

they are likely to join. All of a sudden, you say, wait, great. These are things we 

value. They come to our webinars and you join and now every time somebody 

comes to three webinars in a row, we start bombarding them with membership 

messages. Maybe that works, but maybe it doesn’t so what can be the false positive. 

Well, the association values those webinars and think they will join, but if we flip 

the perspective to what is the perspective of the person coming in as that webinar 

attendee, it might be something else they value. Maybe what they valued was the 

ability to connect with their peers through the webinars because they have a fantastic 

chat that runs along the side of them and Q&A session afterwards with the presenter. 

Maybe what they value is the fact that it is vetted, verified information. These days 

information is virtually free online, but you don’t always know what the quality 

is and so we’re valuing the attendance and we’re thinking that they’ve attended 

three times so now they’re ready to join. They’re valuing the connection and the 

vetted information. They’re valuing the ability to access experts or their peers or 

whatever and so the trigger there is something different than what we think it is. So 

they’ve done their three attendances and we’re bombarding them with membership 

messages. Maybe what we need is, they’ve done their three attendances so now we 

need to invite them to join our online community.
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beth: Right.

elizabeth: Or we need to provide them with some additional vetted information 

resources and that’s really the trigger to join.

beth: Which really kind of also brings us to the point of the fact that the ultimate 

thing that associations and all kinds of member-driven organizations want is that 

joining and there is a lot of talk in all types of membership communities and I’m sure 

you’re involved in it as well, is what is the definition of a member and what is the 

value of a member? I know I talk a lot about membership being an experiential thing 

and sometimes organizations are structured so that membership is a transactional 

thing. Can you talk a little bit about that and some of the things that you’re talking 

about are about moving that idea of membership towards giving people what they 

want to join as opposed to what the organization defines as joining and becoming a 

member?

elizabeth: Even more than the idea of giving them what they want and are looking 

for, I think it even goes to a deeper level of allowing them to have the type of 

relationship with the association and with the community the association represents 

that they wish to have. I helped facilitate the first Association Chief Executives 

Symposium, the ACE symposium. Shira Harrington and Jeff De Cagna were the 

brains behind it and put the whole thing together, I was just helping with the table 

conversations. One of the people who presented for us was Mark Golden [http://

www.purposefulhire.com/association-chief-executives-ace-symposium]. He’s pretty 

well-known in the association world, and he was talking a lot about the future of 

membership. That was what the segment of his presentation was in and he was 

talking about what is it that makes associations distinct, and his point was that 

membership is a feature of associations, but it is not our defining characteristic. 

There are lots of things you can be a “member” of. His point was that the defining 

characteristic of associations is that we’re volunteer organizations, so volunteer-driven 
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organizations and volunteer-run organizations. I thought that was a very interesting 

perspective on this concept of what is the relationship that people seek from us. 

beth: Back to something that you mentioned earlier that you were comparing and 

possibly considering adopting business models from the fundraising world because 

I use the term membership in my business and the work that I do mostly because 

it’s hard to find another word that really sort of defines that spirit of an elective 

community. I choose to be involved here, and I equate the donor relationship to a 

membership relationship, it’s people that have said I like what you’re saying and I 

like what you’re doing. I’m raising my hand and I’m getting involved either through 

physical service or financial engagement in some way or another and I would love 

to hear about how you think that the donor-centric model of fundraising could be 

applied to other membership organizations, other membership ideas.

elizabeth: Well, if you think about the kind of more cause-oriented organizations, 

they embrace the model of a variety of relationships. There are the people who 

volunteer and there’s one-time volunteers and there are regular volunteers. There are 

people who donate money. That might be a small amount on a monthly basis. That 

might be a larger amount once a year. That might be somebody who is a major donor. 

That might be somebody who does fundraising for the cause-oriented organization. 

That might be somebody who recruits other volunteers for the cause-oriented 

organization. That might be somebody who is going to do plan giving or estate 

giving. They have this whole concept of a variety of relationships built into their 

model and in fact it is a ladder of engagement. A ladder of engagement might start 

with you give us $10 one time or it might start out with you come out to volunteer 

with us one time, and then they’ve got a process for moving you up the ladder and 

they realize that there’s no way that everyone is going to become a major donor and 

that’s OK. You might stop on the rung that is $10 once or you might move to the rung 

and give $10 a month. You might stop on the rung that you’ve volunteered one time. 

You might stop on the rung of you coming to volunteer with us once a year or once 

a quarter, once a month or once a week. There’s this understanding of this multiple 

relationship kind of thing and because a number of the things you can do with a 
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cause-oriented organization are specifically non-transactional, if I’m volunteering 

I’m not writing them a check. I might also write them a check, but I’m not writing 

them a check that day. They understand that while a transaction can be a piece of 

your relationship, it’s not the whole thing. One of the things I think is interesting in 

the association world is we’ve been exhorted to being like businesses and I think 

that’s important because you need to understand the whole concept of profit is not 

evil. We’re not distributed shareholders, but there’s nothing wrong with running in 

the black and having resources and operating in a business-like way or actually fully 

loading the cost of all of our programs into each of their cost centers and looking 

at which things are profitable, which things are not profitable and making conscious 

decisions about that, not saying that associations can’t have loss leaders. I’m saying it 

needs to be a choice, not just an unconscious thing that happens. All of that operates 

like a business, that’s all great and important. The place that I think it gets a little 

dangerous is when we turn membership into a transaction.

beth: Exactly.

elizabeth: Because that’s not what the relationship should be about and historically 

we’ve had a strong position with regard to creating relationships with our audiences 

and creating relationships among them and when social media kind of burst on the 

scene five or six years ago, everybody started to panic about that. All of a sudden 

our natural advantage in this relationship was suddenly going to evaporate. I don’t 

necessarily think that is the case, but I think that we are going to have to shift our 

understanding and expectation of relationship, membership, community, how people 

want to interact, how we can facilitate that, how we can be a part of the conversation. 

I don’t think social media kills us. I don’t think it’s the death of associations. I think it is 

more of a call to change.

beth: Right. You’ve worked so many organizations. Have you seen any associations 

begin to move in this direction, test out some of these ideas and have any sort of 

success or even just lessons learned from it?
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elizabeth: That’s a really good question.

beth: It’s so new. It’s such a new idea. Have you had conversations with people? Are 

people talking about this and beginning to explore how even there is any potential 

for a less traditional business model? There’s so many organizations that are really 

fixed into “We need that transaction of the annual membership fee to come in” in 

order to be financially viable whereas you’ve got fundraising-focused organizations 

that don’t have any expectation that what came in last year is going to come in this 

year and yet they still are also viable. It’s just two different ways to interact with and 

connect with your membership base, but it’s such a huge change for a membership-

fee-driven organization. I’m wondering sort of how they may get from where they are 

now to even being comfortable exploring that or trying that out in some way.

elizabeth: I think there are two trends that are going on in the association world right 

now that have some potential here. One is the conquest of people are willing to look 

differently at their membership model. I’m not saying that everybody needs to run 

out and have free memberships immediately. As soon as you mention change the 

membership model, that’s the first thing that everyone thinks of, “Oh my God, we’ve 

got to go free.” No, you don’t.

beth: Right. There’s a lot between free and what you’re doing now that can all be put 

on the table. 

elizabeth: You bet and I think there’s a lot of motion in that area and discussion in 

that area about people being open to so what are some other models that we can 

look at that deal with benefits differently, that deal with pricing differently, that deal 

with relationships differently, etc., and I think there’s also a movement towards talking 

about “Okay, so what are the variety of relationships that people can potentially have 

with us?” You see some of that around things like online communities are a very hot 

thing in associations right now. You see all these discussions about “So is this member 

only or not?”
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beth: Exactly right.

elizabeth: Or are pieces of it at least not member only. Do we have a broader 

community outside of just people who pay us dues and what do we do to make a 

space for conversation among that? I don’t think anybody really answered these 

questions yet. Again, we’re seeing model experimentation, we’re seeing people 

come to understand. One thing a lot of my clients have been talking about recently 

is, what are we after? Are we after membership growth or revenue growth? They are 

not necessarily the same thing. We use membership growth as a stand-in for revenue 

growth, but it doesn’t have to be. You’re talking about this whole issue around the 

membership model. If you can separate those two out, all of a sudden you start to 

get a little bit of clarity on what is it that we actually really want. Then you can start 

having those types of conversations about, OK, so what are the other segments of 

our community that are not now members and may never be members and what is 

our relationship with them? What is their relationship with each other? What is their 

relationship with our membership base and what does the money look like around all 

of that?

beth: Right, exactly. That’s a key thing. You still have to think about how can this 

concept be funded? 

elizabeth: Yes, absolutely. We would all just love to have everybody be free.

beth: Right. People don’t remember that non-profit doesn’t mean bankrupt.

elizabeth: Right. If a company doesn’t run in the black, sooner or later you have to 

shut the doors.

beth: You still have to fund initiative and there is still volunteer time that really runs a 

lot of these organizations, but one of the challenging things with an association or any 

volunteer-run model is a lot of times there are some expenses against that and some 
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of them mean that there are some staff that needs to be put in or consultants that 

need to be brought in, in order to make sure the initiatives that people believe in and 

want to support actually happen on a regular basis.

elizabeth: Again, that gets us back to the whole issue around it being a little bit more 

hardheaded or clearheaded is the term around our various programs. Back to operate 

a little bit more like a business. Take a hard look at what’s profitable and what’s not 

profitable and what you think about that. Again, it’s okay to run a program that runs in 

the red. That’s fine.

beth: As long as it’s not all of them.

elizabeth: Right, and you want to make sure that you’re choosing to do that 

consciously and with good reasons.

beth: Exactly. Like the concept of a loss leader means you lose on one thing in order 

to gain somewhere else so you have to push forward enough. You’ve got to look for 

and find the gain in some other area that makes losing in this area worth it if that’s 

going to be a viable thing to even consider continuing.

elizabeth: You bet. Just make a conscious choice about it.

beth: Right, exactly. That is incredibly interesting. Are there any other thoughts or 

any other areas you’re seeing coming up a lot in your business, the questions that 

associations are asking around membership participation? What are some of the other 

hot things that are big with your community right now?

elizabeth: I’m trying to think of some of the big questions that my clients have been 

coming up with. It’s a lot of the same things you think about all the time. There’s a lot 

of work around recruitment campaigns, retention campaigns where I think 
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associations are starting to understand more of the campaign mentality so again now 

we’re back to the fundraising world, right?

beth: Yes, exactly.

elizabeth: Where things are run intentionally at the campaign and you understand, 

okay we have to send out the notices and blah, blah, blah, but there’s also more 

of an understanding of this is a marketing campaign. We don’t just drop a couple 

of renewal invoices in the mail. We start thinking about this in more of a campaign 

perspective of what are our messages, and what are we trying to promote? That all 

ties back to, it’s not just, oh you join and now we start to send you a magazine and 

45 days from when you lapse we’re going to send you a real notice on the concept 

of this needs to be, and now we’re back on engagement, this needs to be a year-

round process of finding out what you’re interested in and making sure you know 

about what’s going on related to that and giving you opportunities and showing you 

opportunities to be engaged around and participate in those things that you said are 

of interest to you or that your behavior demonstrates are of interest to you. Back to 

the whole data thing.

beth: Exactly. That really does sort of wrap it around it. If people can begin to 

start to send out these more segmented or streamlined emails or communications 

of some sort and track what these people are responding to, it really will help in 

understanding what to offer when and then to help even for that individual member 

streamline those messages, but that’s where it sort of gets tricky to collect that data 

and then have some sort of a business model where you’re able to then act on what 

the data is showing you.

elizabeth: The thing is, if you can, when you wrap back around to that now it’s time 

to send out the renewal notices, you don’t have the member sitting there thinking, 

“Wait. I did what and I joined who and what did I get out of this?” The value is clear 

and that’s what this is really all about, right? Whether it’s valued membership or value 
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of participation or the value of whatever kind of relationship it is that you’re looking 

to have with your association. It’s about value competition, so when you’re doing exit 

surveying, you never, ever offer as an option the dues were too high.

beth: Exactly. Don’t ask a question you don’t want to know the answer to.

elizabeth: The way you want to ask that question is the value of what I received 

wasn’t commensurate for what I was paying for it, and that’s important because if 

you’re getting fantastic value, $500 a year or $1,000 a year isn’t too much, and if 

you’re getting nothing $5 a year is too much.

beth: Exactly, and understand how people feel about that value relationship and 

begin to learn how to adjust and correct it is incredibly valuable.

elizabeth: A lot of it comes down to we just have to not be afraid of our audiences. 

One thing that Jamie Notter had written about is we talk about being afraid of failure 

and at least in the association world, I think he’s right about this, that we’re not 

actually afraid of failure. What we’re afraid of is criticism. [http://www.humanizebook.

com/]

beth: Oh, that is really interesting! I love that.

elizabeth: I think it’s a fantastic point. You think about how worried everybody 

gets about an upset member or upset volunteer leader or upset board member or 

whatever and because of that, we tend to be afraid of just going out and talking to 

our members and we have to do member surveys because those are important and all 

that, but not just hitting them with yet another survey, but actually talking to people 

whether it is picking up the phone or if you can arrange to do member visits or asking 

your board members, volunteer leaders and chapter leaders to talk to people and ask 

them what they want, how are things going, what do they like about the association, 

what do they not like about the association, what do they wish that you were doing 
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for them that you’re not doing and just because one person says one thing, we 

also get panicked if we ask people that we’re automatically committing to doing 

everything that they ask for, that’s not true. 

beth: Right.

elizabeth: We need to stop worrying about that so much and just get out there. The 

common theme of this whole conversation has been relationships, right? Act like a 

real person and treat your members like real people. I think that’s one of the most 

interesting changes that social media has brought about is it’s added, at least for 

companies and organizations that do it well, it’s added the opportunity or given an 

extra layer of being a real human person. You’re not just this faceless corporate entity 

or faceless association entity. There are real people there. That’s great and that’s 

something I think we really take to heart and use to drive all of our interactions with 

all of our audience is act like a real person. You are a real person. Be a real person. 

Act like a real person. Don’t be so afraid of being a real person and great things can 

happen.

beth: I think that’s phenomenal. This is really great advice and I want to thank you 

for spending so much time with me today to talk about this stuff. The whole concept 

of the relationship and the corollaries between the fundraising world and the more 

traditional membership world. I see that all the time in the work that I do and here 

someone that’s spent so much time in an association-driven, very traditional world, 

that that world is starting to see that, too, and take the good things out of that, the 

relationship. It will be really interesting to see what comes of the new membership 

model and what associations begin to think about it and how they define themselves. 

So thank you so much for joining me today. I appreciate your time and it sounds like I 

probably need to give Jamie and Jeff a call and get them on here, too.
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elizabeth: I definitely think so, and also Mark Golden if you can get hold of him www.

markjgolden.com. I mean his discussion about the whole concept of membership 

being a feature and volunteerism being the core is what I found fascinating.

beth: I love that! I think that would be a great thing to be able to share with the 

broader nonprofit community and I think it would be a terrific story to tell. Thank you 

so much. I appreciate your time and I will talk to you soon.

elizabeth: Absolutely. Thanks, Beth!

beth: Take care. Bye.

elizabeth: Bye.

Questions? Contact beth@iriscreative.com


