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You want your members to be 
more involved and more engaged, 
because you know with engagement, 
you’ll:

• Create happier, more satisfied members

• Keep retention high

• Encourage more volunteering

• Gather valuable feedback from your members

• Grow non-dues revenue

• Attract new members to your thriving association

But how can you actually implement a member engagement strategy 

that works? Especially when everyone isn’t starting at the same level 

of involvement, and personalized outreach with the perfect content or 

opportunity for each member is time consuming.

Meet the Member Engagement Ladder. Read on to understand  
how it works. 



THE PSYCHOLOGY BEHIND GETTING MEMBERS MORE INVOLVED  3 

The Member Engagement Ladder 
demonstrates the ideal member 

journey. You can achieve your goal 

of getting members more involved 

and invested by deepening your 

relationships with members, one step 

at a time. 

It’s not about moving them to the top 

of the staircase from the bottom step 

in one go. 

But it is about talking to your 

members as if you know who they 

are, with the right message, to the 

right person, at the right time. This is 

how you move them up from one step 

to the next, repeatedly, until you get 

them to the top. We like to call this 

journey “Higher Love.”

Understanding the Member Engagement Ladder 



THE PSYCHOLOGY BEHIND GETTING MEMBERS MORE INVOLVED  4 

Every segment of your member base needs an experience that 

will take them to the next level. Of course, the journey won’t 

be the same for everyone. Some will skip steps, some will 

get stuck, but with the right nudges you can accelerate their 

engagement from “new” to “love.”

It’s all about knowing where your members are and then 

personalizing their experience to encourage them to take the 

next step up the engagement ladder.

We’ve developed our engagement philosophy from 13+ years 

in the industry, and these best practices are reflected in our 

Engagement Platform. 

Our online community and email campaign software are 

built with all these steps in mind to help you make those 

nudges – in a way that scales. See how you can use these tools 

in tandem to engage your members in an efficient, automated, 

and personalized way.  

3 Simple Steps to Lead Members 
up the Engagement Ladder

5 KEY ELEMENTS 
OF A WINNING 
MEMBER 
ENGAGEMENT 
STRATEGY

What are the must-have components that every 

member engagement program should have? Find 

out in our guide.

DOWNLOAD NOW

https://www.higherlogic.com/
https://www.higherlogic.com/solutions/online-community/
https://www.higherlogic.com/solutions/communications/
https://www.higherlogic.com/lp/5-key-elements-engagement/
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1 BUILD YOUR DESTINATION

The first step toward a personalized journey that leads members up the 

engagement ladder is to build a digital destination for your members. Get 

everyone into one place. When they gather in your online member community, 

you have the structure you need to start nudging them to the next rung of the 

ladder.

Your online community becomes your members’ best resource. They can connect 

with peers to problem-solve, learn, and share resources – not only with other 

members but also with your staff.

You unlock the knowledge of the group, getting firsthand insights from the 

community about their needs and feedback – data that can be applied across 
your organization.

Be sure to choose an online community platform that’s built for engagement, 

and build a strategy that invites and rewards members to come, participate, and 

return to the community regularly.

Why? Well, the more they’re doing in the community, the greater the value they’ll 

receive. And the greater the value your organization will get in return – we call this 

Return on Engagement.

For example, let’s say you hosted an Ask the Expert session in your online 

community. This tactic can help you achieve multiple community engagement 

goals: Getting unengaged members to log in for the first time (and even post), 

sharing knowledge about an industry topic that members can reference in the 

community moving forward, and even increasing the number of posts for that 

month. With smart, member-centric community content strategies, you can make 

your community a destination that members want to come and return to.

Turn Community Users              
into Members

Plus, you can use online community tools like 

Higher Logic’s automation rules to get users 

engaged in your community, then invite them 

to officially join your association as members. 

Engagement ladder here you come!

The National Association of School Nurses’ 

(NASN) staff set up an automation rule to 

go out to anyone who had never been a 

member but had logged in to their community, 

SchoolNurseNet, in the last six months. Staff 

reached 3,550 people through this campaign, of 

whom 276 became members. From one email 

alone, they achieved a 7.8 percent* conversion 

rate. 

“I’m pretty amazed, because these people have 

never been members before, and the message 

is basic – the value proposition is simple. It 

didn’t take any time to put together.”

Sharon Conley, Web-Based Technology 

Director, NASN

LEARN MORE

https://www.higherlogic.com/blog/online-member-communities-associations/
https://www.higherlogic.com/blog/online-community-data-for-associations/
https://www.higherlogic.com/blog/online-community-data-for-associations/
https://www.higherlogic.com/blog/online-community-engagement-tactics/#ama
https://www.higherlogic.com/case-studies/national-association-of-school-nurses/
https://www.higherlogic.com/blog/five-fun-and-creative-automation-rules/
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2 KEEP THEM COMING BACK

Behind a great engagement strategy is a great content 

strategy. And this means more than just the content items 

themselves – it involves segmenting and personalizing who 

gets what.

Creating a Member-Centric Community Personalized to 
Members’ Needs

When it comes to engaging members in your online 

community, this is a fluid process. They might come for one 

reason, but then stay for another. Your online community is 

all about peers, expertise sharing, learning – and identifying 

how you can make your content more appealing to your 

members. So your online community content should focus 

on the members’ interests and try to get them to participate 

again in another area. This is also where community 

personalization comes in handy (see the next section).

For example, you can see top searched terms in a Higher 

Logic Community. Take that data and apply it to your 

content strategy. 

That’s what the American Society of Association 
Executives (ASAE) did when they reviewed their 

community data. When they saw an uptick in conversations 

around GDPR in their online community, ASAE was able to 

quickly provide content that addressed members’ concerns.

“When we started aggregating data, GDPR was strongly 

searched and frequently discussed in the community. So, we 

created a group and started pushing more GDPR content 

and resources based on the data we had collected,” says 

Reggie Henry, Chief Information & Engagement Officer of 

ASAE.

“This was well before the regulation went into effect – we 

knew we had to be proactive. We put together a GDPR 

program much faster because we saw it growing early.”

If your members are looking for information about 

something like GDPR, set up an Ask the Expert session with 

a GDPR expert for the community. You can encourage even 

more participation by using smart community content 
strategies and focusing on topics that are directly related to 

members’ interests.

https://www.higherlogic.com/blog/know-your-audience-create-a-community-editorial-calendar/
https://www.asaecenter.org/
https://www.asaecenter.org/
https://www.higherlogic.com/case-studies/american-society-of-association-executives/
https://www.higherlogic.com/blog/an-introduction-to-the-eu-global-data-protection-regulation/
https://www.higherlogic.com/blog/know-your-audience-create-a-community-editorial-calendar/
https://www.higherlogic.com/blog/know-your-audience-create-a-community-editorial-calendar/
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Using Email Segmentation to Personalize Messaging

When you connect with your members via email, it’s about sending 

more relevant and personalized content that keeps them engaged 

and gets them more interested in your communications. This 

happens via hyper-targeting and segmentation, which is possible 

when your email campaign platform is fueled by data from your 

online community platform and member database.

Professionals Australia had over 40 diverse member segments, 

and they found it impossible to recruit, onboard, and engage with 

each segment in a personalized way. They had to send one-off 

emails where needed and the same content to everyone due to 

technology and staff limitations. But they realized with a solution like 

Higher Logic’s Communications platform (a marketing automation 

software for associations), they could look comprehensively at 

their audience’s behavior and set up automated, responsive email 

workflows based on that data. 

Now, they’ve set up automated campaigns for onboarding and 

engagement member journeys, enabling them to acquire more 

members, increase renewals, and reduce member resignations. This 

targeted, personalized approach has been especially successful 

at engaging and recruiting more members under age 35. And 

this approach is perfect for helping members get more involved. 

Discover their interests, and send them just the right content at the 

right time.

ASAE also has seen more 
volunteer activity thanks to 
their online community.

ALL ABOUT ONLINE 
MEMBER COMMUNITIES

Not sure if an online member 

community is right for you? Learn 

about what they are, your options for 

starting one, and the benefits for your 

organization and your members.

READ NOW

https://www.higherlogic.com/case-studies/professionals-australia/
https://www.higherlogic.com/blog/automated-email-campaigns-associations-professionals-australia/
https://youtu.be/ZQ3B2XaYHG8
https://www.higherlogic.com/blog/online-member-communities-associations/
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3 TAKE THEM ON A PERSONALIZED JOURNEY

Step three is to encourage your members to get more and more 

involved – both in the community and with your organization 

as a whole. When they enter the community for the first time, 

use segmenting to show them exactly the right content for their 

membership level, tenure with your association, etc. For example, 

you might want a new member to see a “getting started” menu, 

while a long-time member might benefit from seeing a suggested 

article based on their previous activity.

Higher Logic Community uses a special segmentation tool called 

security groups to take information from your member database and 

translate it into the community member’s view. For example, if they 

purchased access to a course or certification, they’d have special 

access to that discussion group or sub-community. If they’re a top-

tier member, they’ll have access to your top-tier member resources 

in the community.

Use automation rules, nudges triggered by user activity, to invite 

each segment to take another action or get more involved. If you 

want to go even bigger, or if you don’t have an online community, 

use automated email campaigns to send a series of emails leading 

your subscribers to connect more, read more content, get more 

involved or step onto the next rung of the engagement ladder.

We previously didn't have much of 

an engagement ladder, because we 

would push resources to our audience, 

ask them to join the email list, and 

invite them to donate. But now, 

with our online community, we have 

another rung in our ladder where we 

can encourage people to share their 

thoughts and advice and meet others 

with the same passion."

–Beth Saunders
Marketing & Communications Director,        

KidsGardening

https://www.higherlogic.com/blog/five-fun-and-creative-automation-rules/
https://kidsgardening.org/
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New Member

Use Higher Logic’s security groups to display only the 

relevant product/membership level communities and 

information to your member. Set up an automation 

rule that encourages new members to complete their 

community profile with a picture and bio. In addition, 

you could enroll them in an automated drip welcome 
campaign where you showcase benefits and resources 

and ways to get more involved in your association as a 

whole.

Growing Member

Find your members who have logged in but never posted 

with an automation rule and invite them to make their first 

post or invite them to contribute a question for your Ask 
the Expert event. Share tips, examples, and resources that 

will help members make the most of your community, 

products, and services.

Supportive Member

Identify your top posters in the community with automation 

rules and invite them to speak on a community webinar. 

Reward them with a special badge on their profile. 

Interweave top-poster session content into any event 
registration email campaigns you run.

Raving Fan

Spotlight your raving fan with a community member 

spotlight. Invite them to be part of your community 
ambassadors program, volunteer program, or a special 

committee-members-only community to continue involving 

them and inviting feedback.

See how this might look in practice at each stage:

https://www.higherlogic.com/blog/automated-welcome-email-campaign-new-members/
https://www.higherlogic.com/blog/automated-welcome-email-campaign-new-members/
https://www.higherlogic.com/blog/online-community-engagement-tactics/
https://www.higherlogic.com/blog/online-community-engagement-tactics/
https://www.higherlogic.com/blog/grow-non-dues-revenue-email-strategy/
https://www.higherlogic.com/blog/grow-non-dues-revenue-email-strategy/
https://www.higherlogic.com/blog/building-an-online-community-ambassador-program/
https://www.higherlogic.com/blog/building-an-online-community-ambassador-program/
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LET’S CONNECT  

Encourage Members to Climb 
the Engagement Ladder with 
Powerful Tools
So what’s the takeaway? Online communities, coupled with personalized and 
automated email campaigns, help you get members more involved in your 
association. And it’s mission-critical for your association’s success. The Member 
Marketing Benchmarking Report from MGI, Inc, reports that a lack of engagement is 
increasingly cited as a reason for why members do not renew. At 43% (in 2020), this 
is up from a low point of 33% in 2016.

As an added bonus, when you support this work with outbound engagement 
programs like direct mailing rewards to surprise and delight your members or one-
on-one calls with a member who hit their two-year anniversary, you’re even closer to 
taking them from average user to super fan.

These tools help you keep users coming back and continuing to engage, nurture 
member relationships, add value, and nudge members up the engagement ladder. 

Our products and services provide the platform you need to build relationships, 
create advocates, and increase revenue for your organization. 

https://www.higherlogic.com/request-demo/
http://higherlogic.com

