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WebLink by the Numbers
In the last 12 months, WebLink…
• Managed 695,000 members

and 9.7 million profiles
• Added 112,000 new members
• Delivered 1.04 billion 

directory impressions and 368 
million leads

• Held 115,000 events with 1.5 
million attendees

• Sent 29.2 million emails
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My Story
Chris Landis
Vice President, Finance and Administration
WebLink International
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Who is this Guy?
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No arrests on my permanent 

record

Convinced my wife, Heather, 

to marry me

Convinced my wife that I was 

suitable to be a Dad

Convinced my wife that I was 

suitable to be a Dad (again)

1999

2003

Majored in Economics at DePauw 

University

Public Accounting with Arthur 

Andersen and Ernst and Young

Led Customer Service Operations 

for BMG/Columbia House

Led Customer Service 

Turnaround for Indiana BMV

Launched and Grew the Online 

Division for a Publicly Traded For-

Profit College

2007

2011
Convinced my wife that I was 

suitable to be a Dad (again)

Joined WebLink Team!!!
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In Pursuit of Greatness
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What If?
Association for Member Acquisition

• 1,000 members in year 0

• Adds new 250 members per year

• 75% member retention rate
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Retention Rate

10 

Years 

Later ?

Association for Member Retention

• 1,000 members in year 0

• Adds new 250 members per year

• 90% member retention rate

10 

Years 

Later ?

1,000 members 1,977 members

97% more!



Growth Curve
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Membership
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Membership Growth 

Association 1 - 75% Retention Association 2 - 90% Retention

By year 5, you will 

already have 61% more 

members 

By year 10, you will 

have doubled your 

size



What If?
Association for Member Acquisition

• 1,000 members in year 0

• 75% member retention rate

• Adds new 250 members per year

• $300 annual dues

• $300,000 annual budget year 0
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Retention Rate

10 

Years 

Later ?

Association for Member Retention

• 1,000 members in year 0

• 90% member retention rate

• Adds new 250 members per year

• $300 annual dues

• $300,000 annual budget year 0

10 

Years 

Later ?

$300,000 budget $593,095 budget

$293,095 more!



Growth Curve
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Revenue
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$345,000 

$385,500 

$421,950 
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$556,290 
$575,661 

$593,095 

YEAR 0 YEAR 1 YEAR 2 YEAR 3 YEAR 4 YEAR 5 YEAR 6 YEAR 7 YEAR 8 YEAR 9 YEAR 10

Membership Revenue Growth

Association 1 - 75% Retention Association 2 - 90% Retention

By year 10, you will 

have doubled your 

revenue/budget



What If?
Association for Member Acquisition

• 1,000 members in year 0

• 75% member retention rate

• Adds new 250 members per year

• $300 annual dues

• $300,000 annual budget year 0

• $100 per member in non-dues 
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Revenue 

10 

Years 

Later ?

Association for Member Retention

• 1,000 members in year 0

• 90% member retention rate

• Adds new 250 members per year

• $300 annual dues

• $300,000 annual budget year 0

• Also able to get 5% annual 

increase in non-dues 

revenue per member

10 

Years 

Later ?$400,000 budget



What If?
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Revenue

$400,000 

$645,706 

$790,793 

$400,000 

$690,305 

$915,124 

YEAR 0 YEAR 1 YEAR 2 YEAR 3 YEAR 4 YEAR 5 YEAR 6 YEAR 7 YEAR 8 YEAR 9 YEAR 10

Revenue Growth

Association 1 - 75% Retention Association 2 - 90% Retention Association 2 - 90% Retention + 5% Non Dues

By year 10, your 

association has grown 

by 126%



What is Great?
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Retention Rate

Doubling Membership

Increasing Your 

Revenue/Budget by 126%



Welcome

Part 1 - How Do the 
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WebLink by the Numbers
In the last 10 years, WebLink…
• Increased directory 

impressions by 6,478% (65x)
• Increase number of events 

managed by 366% (4x)
• Increase the number of event 

attendees by 317% (3x)
• Increased the volume of emails 

sent by 96,825% (968x)
• Increased our Revenue by 

460% (5x)
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Plan & Strategy
TIP 1 << Find Happy 

Members

TIP 2 << Work Your 

Short-Term Plan

TIP 3 << Work Your 

Long-Term Plan

TIP 4 << Use All Your 

Tools

MEMBERSHIP RETENTION
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Find Happy Members
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TIP 1 << Find Happy Members

 Identify your promoters using a Net 
Promoter Survey

 Identify personas that are 
representative of your member base

 Analyze personas to understand 
what motivates them and how they 
find value  

 Determine what personas are your 
promoters

 Ask your promoters for referrals
 Build your plans around recruiting 

developing more promoters



Plan & Strategy
TIP 1 << Find Happy 

Members

TIP 2 << Work Your 

Short-Term Plan

TIP 3 << Work Your 

Long-Term Plan

TIP 4 << Use All Your 

Tools

MEMBERSHIP RETENTION
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REMEMBER:
A goal without a plan is a wish
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Choose the Person for the Job
WHO?

Choose a staff person who…

• has the time to contact 
your members

• has the demeanor to work 
with your members

• can follow a process

TIP 2 << Work Your Short Term Plan
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Within 24 hours of…
 “Welcome Email”- sent encouraging 

member to visit website members-only 
area via email with login credentials

 Member added to new member section 
of website for 60 days

 Member added to weekly 
email/communication lists (WebLink 
Connect utilizes Affiliations)

 Schedule subsequent tasks via Project 
Template

 Member listed in new member section 
of monthly newsletter

TIP 2 << Work Your Short Term Plan
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Within 2-3 days of…
 Check to see if member has accessed Members Only Area 

yet
 If not accessed –member contacted to encourage use and 

extend invitation to next event 
 If accessed – contact member to answer any questions 

about Members Only section or other benefits
 Survey sent through communications tool asking for join 

reason and track involvement to make sure they are 
receiving and utilizing the benefits important to them

 Graph these for reporting/marketing staff
 Make the communication specific to what they said they 

wanted when they joined

TIP 2 << Work Your Short Term Plan
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Within 2-3 weeks of…
 Administrative staff – calls 

member to schedule ribbon 
cutting

 Staff inputs ribbon cutting 
date and time onto social 
media sites (Facebook, 
Twitter, Ambassador site, 
SMS text message system)

 Member mailed an invitation 
to an upcoming Ambassador 
Committee lunch meeting

TIP 2 << Work Your Short Term Plan
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Within 30 days of…
 Member receives 

handwritten note from 
salesperson with invitation 
to next Member Orientation

 Ambassador or salesperson 
delivers new member 
packet/membership plaque

 Member receives welcome 
letter from President/CEO

TIP 2 << Work Your Short Term Plan
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Within 30-60 days of…
 Member receives 

personalized welcome 
letter from Chairman of the 
Board on company 
letterhead

 Ribbon cutting photo 
delivered by Ambassador

 Ribbon cutting photo 
published in monthly 
newsletter and on 
organizations/associations 
website and social media

TIP 2 << Work Your Short Term Plan
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Within 3 months of…
 Administrative staff mails 

another post card to 
check in with member 
and encourage event 
attendance

 Postcard includes listing 
of calendar of events

TIP 2 << Work Your Short Term Plan
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Within 4 months of…
 Account executive (sales 

person) calls to discuss 
upcoming events, referral 
reports and encourages 
attendance at Member 
Orientation (if has not 
already attended)

 Member Orientation –
used to showcase 
benefits of membership, 
website and staff 
introductions

TIP 2 << Work Your Short Term Plan
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Work Your Short Term Plan
HOW?

• Use the tools in
WebLink Connect® to 
keep your retention tasks 
at your fingertips!

TIP 2 << Work Your Short Term Plan
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Plan & Strategy
TIP 1 << Find Happy 

Members

TIP 2 << Work Your 

Short-Term Plan

TIP 3 << Work Your 

Long-Term Plan

TIP 4 << Use All Your 

Tools

MEMBERSHIP RETENTION
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Within 6 months of…
 Staff sends a reminder 

email or places a call to 
encourage member to 
log into Members-Only 
section on website to 
verify profile information 
and review referral report

 Important to keep 
member information up 
to date!

TIP 3 << Work Your Long Term Plan
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Within 8 months of…
 Staff places a retention 

call to new and renewing 
(one year) members to 
thank them for 
membership

TIP 3 << Work Your Long Term Plan
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Within 10 months of…
 Member receives renewal letter and membership dues 

invoice (sent out during 10th month of membership)
 Letter outlines all the organization has done
 Includes information organization will continue to do for 

them!
 Bullet points of information

TIP 3 << Work Your Long Term Plan
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After 1 year…
 After renewal for first year received, a thank you post card 

is mailed
 Encourages continued support
 Offer a special for 2nd year of membership
 Downloadable marketing booklet
 Complementary expo ticket
 Early-bird pricing on major event/item

TIP 3 << Work Your Long Term Plan
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After 2 years…
 Continue to encourage support via 

weekly emails
 Personal phone call or member visit 

for ALL year 2 members made by 
staff

 Encourage engaged members to 
create testimonials for video and 
print and locate on organization 
website

 Promote additional engagement via 
social media and blogs

 Encourage “sharing” of information 
to others (members or not)

TIP 3 << Work Your Long Term Plan
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Work Your Long Term Plan
HOW?

• Use the tools in
WebLink Connect® to 
keep your retention tasks 
at your fingertips!

TIP 3 << Work Your Long Term Plan
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Plan & Strategy
TIP 1 << Find Happy 

Members

TIP 2 << Work Your 

Short-Term Plan

TIP 3 << Work Your 

Long-Term Plan

TIP 4 << Use All Your 

Tools

MEMBERSHIP RETENTION
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Tools for Success
A FEW ITEMS YOU’LL NEED FOR THE JOURNEY
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It Was Born to Do This!
 HTML templates for letters set up
 Project Templates can be created to automatically set up 

tasks
 Contacts can be automatically added to member profile 

from project/task area
 Contact Types set up for reporting
 Referrals automatically added to member profile
 Referral reports can be generated and emailed
 Add affiliations to sort members for communication

WebLink Connect

#wlsummit



Lifetime Value Report
This report shows:
• Join date
• Longevity
• Dues revenue
• Non-dues revenue
• Yearly averages
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HTML Templates 
 Tool to quickly set up 

recurring communication 
with membership

 Easily created
 Can be as “fancy” as you 

can create
 Contact records tracked 

(WLC)
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Project Template



Referral Reports
Your AMS referral 
report is a valuable 
tool to show 
membership ROI 
and retain 
members.
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Affiliations
 Allows you to parse/filter your profiles by using 

affiliations
 Can be added in mass
 Easy to add in “To” field in communication tool
 Unlimited number can be setup
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TIP 1 << Find Happy 

Members

TIP 2 << Work Your 

Short-Term Plan

TIP 3 << Work Your 

Long-Term Plan

TIP 4 << Use All Your 

Tools
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Chris Landis
Vice President
Phone: 317-872-3909 ext. 174
chris.landis@weblinkinternational.com

WebLink International
Toll-free: 1-877-231-4970
sales@weblinkinternational.com

mailto:chris.landis@weblinkinternational.com
http://www.weblinkinternational.com/

