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CREATING, ARTICULATING AND DELIVERING VALUE FOR MEMBER BENEFITS AND SERVICES

Feature Article for Info Inc.

By: Stephen C. Carey, Ph.D., CAE

In May 1997 we published the first value articulation article in association management, entitled True Value is not a Hardware Store, published in a May edition of Association Trends.
We feel as strongly now as we did back then that for associations to survive in this mile-a-minute and increasingly difficult to reach association world, they must begin to define and deliver products, programs and services from a quantifiable position by giving members a tangible return on their dues dollar investment. Unlike their predecessors, most newer members today, especially our young execs demand a more immediate return on investment than “just belonging,” so associations must prove their value in order to recruit and retain the member of the future.

Associations Still Don’t Get It

Unfortunately, most associations have never had quite the same degree of urgency for quantifying the dollar value of products and services as do corporations that depend on quantified value for their very existence. 

When browsing a variety of association Web sites, we still see that same old laundry list of benefits and services, which has existed forever, and which doesn’t provide a dollar amount or tangible value for the dues-dollar the individual or the company pays. Unfortunately, after a variety of benchmarking and review of best practices in Associationland, it remains a mystery to many association executives as to exactly why their members join, why they retain those members, or lose the members that move on.

Now, in the age of e-business, members are looking for even more than they were several years ago, when they were simply looking for the value dues-dollar.  Members today are looking for benefits that actually mean something to them in the performance of their daily business activities.  After all, since the beginning of association time, members joined because they are in a like profession, business or trade, or sell services to a business or trade, and expect their dues-dollar to, in some way, enhance their profitability or knowledge value to improve their bottom line down the road.

For example, in engineering societies, tenured university professors value the ability to provide knowledge to their fellow academicians and practitioners, partly because that particular article or lecture can be placed in a curriculum vita, and used for ammunition in tenure situations.

It is no wonder that our members find it difficult to see the value in the dues dollar at times, when we continue to just tell them that, “we are looking out for your interests on Capitol Hill, and giving you an opportunity to meet with your peers and attend some education or get certified.”  

Although these observations are somewhat skeptical, they point to a continuing void in the value articulation and delivery equation among many associations; namely, our inability as business enterprises to show value for dollars exchanged for services.  

Value Methodology

In order for the association to survive going forward, it must buy into to the following value methodology:

· Define tangible and intangible products and services in a meaningful, quantified way;

· Define the segments, to which these products are to be integrated and delivered;

· Define unique delivery vehicles to deliver these products and services;

· Summarize and compare quantified products and services to the dues or nondues dollar, and,
· Communicate amplified value equations as often as possible in multiple communications vehicles, including an interactive website, e-news, and provide them with value-laddened quantifiable testimonials and examples that demonstrate value for dues.

 As we move forward, it will become increasingly more important to find and demonstrate the articulated value of that dues-dollar to the member or the company, if we are to remain vibrant and competitive business, political, social and educational enterprises. If we are not able, in future years to demonstrate and articulate our value beyond internet search vehicles and words with no meaning, it will be difficult to maintain our viability as the “go to” community for our constituencies.

By using some of these tips and techniques, we can continue to articulate the value of our products, programs and services to our members by using the appropriate content and delivery vehicles of choice. 
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