Opt-in or Opt-out of association services
Ask the Experts:

Can you tell me whether to use an opt-in or an opt-out strategy to help build our associations programs and services, and, which method we should recommend for our chapters?


You ask an excellent question, and one on the minds of many
associations. Opt-in vs. opt-out is becoming a "chicken or the egg"
question among many association marketers and communicators.

We  discuss and benchmark this very issue in our semiannual marketing
and communications workshops here in Greater Washington, which are
attended mostly by national or international associations, so the data
would apply to them as opposed to regional or state and local groups.
Few associations that attend use the opt-in method, as it requires
"work" on the part of busy members that will not take the time to, in
some instances, do a few mouse clicks or enter a name. The problem is
that your opt-in has to be of such great value that members are willing
to take the time for the resultant reward, and articulating the reward
as quantified value is difficult at best in an e-mail marketing
communication.

The attendees we regularly attract to our marketing workshop,
(directors, managers and coordinators of marketing, membership and
communications functions) indicate that opt-out is the preferred method
based on the discussion above. However, several have indicated that they

use opt-in for premium "sought after" services that are not obtainable
elsewhere.

For a membership organization where your members have essentially
already "opted-in," our advice is to let them opt-out of any product or
service offerings, as opposed to struggling to build a list from
scratch. It is much easier and more manageable to remove a few members
from an opt-out list that build an opt-in list. Many members will
"tolerate" being on the list because they think that something may come
along that they might need, which is the mental "hook" that keeps them
there.

 Also and to me most important, it gives each member an opportunity to
review your association service before saying "no," so they are making
an informed decision, rather not even having an opportunity to know what

it is you are offering.

As far as the chapters are concerned, they should always have an opt-out

option of some type, even though the members would most likely never use

it. Having a uniform template created for them might help them in this
regard. Or, you might have an * on the membership application that asks
members to notify the chapter if they don't want to receive communications.
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