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Today’s Agenda

* Introductions & Presentation
* Richard Gott, Membership Champion, MemberWise Network

* How We Make Personalisation Happen
« Jonathan McLellan, Digital Consultant, PixI8 Group
» Laura Scherf, Marketing Strategist, PixI8 Group

+ Interactive Questions and Answers (Q&A)
» Kerrie Fuller, Associate Director of Engagement, MemberWise Network
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Today’s Learning Objectives

How to develop a strategic personalisation plan
» Identify information silos and the available data to personalize
+ Considerations to create inspiring - not creepy - member experiences
+ Gain confidence to find the right systems

Interact



One Size Doesn't Fit All 0

Member\Wise

43% of membership bodies not yet personalising content
Multiple Channels of Communication available
Increased member value expectations

An assumption of a personalised experience (online and offline)

More thought/time required versus more basic generic offerings

More personalised approaches may be more difficult to copy (competition)
A requirement to use appropriate platforms (online and offline)
A real opportunity to engage more deeply with members




Basic Personalisation

Rendering basic information

Name / Organisation

57% of membership bodies doing this
Using basic analytics to measure success

Most information gained via online joining,

preference centres, web analytics

Some membership bodies still manually
entering this information

Too many still using systems and processes
that are either outdated or not fit for
purpose

Bchord « Your Augest Newsletter by here|

M

Virtual
Summer School
o URImne CAide f

MemberWise




More advanced approaches

MemberWise
. Contentrendered by knowledge (43%)
M Mumber,
©) Location
s | bt & Wb v | o St | 138 | ep b
O Special Interest Bchord « Your Augest Newslether by herel
M Virtual
O Membership Grade/Category Summer S
Mot fessiring Mere

O Length of membership

. O Status — Recently lapsed (within 30 days)
Contentrendered by behaviour/Interaction (11%)

O Visits to specific content on website
O Opens/click-throughs and subsequent journeys
O Downloads of specific materials
v e wreven bevmwraes anhe
@) Online Purchases wil Baseatient ) Meesteeras
‘ The vast minority are rendering via behaviour

Linked to tool functionality available. E.g. MailChimp V dotdigital



The Right Time. The Right Place. The Right Personalised Content 0

MemberWise

® Content needs to be clear, contextualised and targeted

® |engthy text heavy content is not good

® Use of images/illustrations to complement personalised
content — Powerful!

® Test, Test, Test — Dear [First Name]

® |f segmenting, don’'t go to mad - Think ‘Key Segments’

® Create 4 or 5 Member Personas and consider key journeys
(online/offline)

® Regularly review any templates if automation is in place

® |etfslook at some personalisation examples...




Digital Welcome Packs

® The Chartered Governance Institute

® Replacement of the fraditional
personalisesd membership Pack

® Personadlised content

O  Member Details
O Imagein header

O Virtual Membership Card

® View this on MemberWise Connect

® Thanks to Jane Galbraith for letting us
share this with you.

Hello
Ms Jane Smith

Member\Wise



Personalisation Example

Member\Wise

L
. It may be that you have more than one audience. w I n s
O Different types of members t r u s t °

O Donors
. (@) General Public
Personalising their online experience will help to engage

s Twins Trust Website
Different calls-to-action linked fo status:

Welcome Nick 2 R

(@) Non-Members — Join! (Nick)

Welcome Sarah
@) Members — Donate (Sarah)

Welcome Emma
O Membership Due — Renew Membership (Emma)

A PixI8 Group Client



How we personalise the member experience 0

Community — Professional profile / polls

Enabling self personalisation of professional profiles
Ability to join sub-groups relevant to you

Content is linked to activity/non-activity

Automation rules make the experience feel more
personal

Only 5% of membership bodies are currently doing this
This type of activity generates immediate value

MemberWise




How we personalise the member experience 0

® We record membership body type
® We provide content recommendations linked to this
® We will shortly be launching 12 segmented Hubs

New Member Acquisition

Introduction

Dont take our wor

MemberWise

d for it

cdadl o4 e2D]RELED>




Powering Up Personalisation

Focus on the positive outcomes (member value drivers)

Link these to personalised experiences (web/email/community)
If new to this consider focusing on a segment at a time

Ensure the right systems and processes are in place

Make sure adequate resource is available (human/tech)

Be clear on how you are going to measure success?

Consider linking member engagement scoring

MemberWise




Don't Forget Hard Copy 0

MemberWise

Personalisation of letters/envelopes

Web to print enabling easier personalisation of actual literature
Membership cards still valued - |IF they have a purpose e T T
Rise above the ‘digital noise’ ~ mioht now peo
Even Google gets this X ‘ ,gges;‘;jfgsi““
Over to Jonathan to find out more about online personalisation... /

N -
© Right now, people

T




"P|>53|_8
How we make

personalisation
happen

Laura Scherf ‘ Jonny McLellan

Tweet: @pixI8 Visit: www.pixI8.co.uk



. What is personalisation?
. Why Is it important?
Planning framework
Quick-wins

. Systems

. What good looks like

oOUhWNPR

pixI8.co.uk

‘PIXL8

Group



Do you wish to start or enhance your levels of “PIXLB
personalisation and automation?

Group
:
Other “

71 respondents

pixI8.co.uk



What is
personalisation?



Understanding terminology PIXLS

Group

What is personalisation in the context of websites and email?

Personalisation

VS

Segmentation

VS

Customisation

pixI8.co.uk



Who makes it happen? ‘PIXL8

Group
Strategy Delivery
e Setting personalisation priorities e Established or dynamic segment
e Personalisation plan set up
e Objectives & KPIs e Content production

e Email or website production

pixI8.co.uk



Why is it
important?



Why use personalisation for your

website and email?

Engagement Retention
Conversion UX
Loyalty Empathy
Efficiency Longevity
Focus Insights

pixI8.co.uk

‘PIXL8

Group



Recent research into
personalisation

N% 14%

of consumers are more of respondents said they
likely to shop with brands would find “living profiles”
who recognise, remember, valuable if they could be
and provide relevant offers used to curate the

and recommendations. experiences, offers, and

products they receive.

pixI8.co.uk

‘PIXL8

Group

83%

of consumers are willing to
share their data to enable a
personalised experience.



Planning
framework



Personalisation planning ‘PIXL8
framework o

5. Wireframe

1. Define data up with
opportunities personalised
zones
2. Identify 4. Allgn_ Wlt_h 6. Develop copy
personalisation deck and source

relevant tactics :
content model images

3. Establish
7. Implement
segments and
and measure
targets

pixI8.co.uk



1. Define data opportunities

‘PIXL8

Group

Interests Update personal details
Please tell us what topics are relevant to you. o Pt camg”
[] corporate governance MO R
[[] Fair competition Simome®
[] Humanrignts i
Current CPD activity s

Speak Up

D Technology

12 results

 name

Attended online webinar (live delivery)

5 Dec2019 o

<>
(4]

Mddle nama

Honours ttle

Known as - Sumaome

Smith

Male

pixI8.co.uk



2. ldentify relevant tactics

Geolocation
Campaign based
Time based
Account profile
Related content

‘PIXL8

Group

POPULAR PERSONALIZATION TACTICS RELATIVE TO USER BEHAVIOR

MVM&D SEGQLNTATTON ] y m d“l 1o-L
Behavioral @ Machine @
@ GeoFencing Profiling Learning
Clicksor @
Pages Viewed

@ Campaign Source

Number of Visitors

@ SIC/NAICS Codes

® Quizzes &
@® Geo-location Profile Info
BASIC SEGMENTATION DASIC SELF-SELECTION

Session Time

V@Gl A Cagen ME X0

pixI8.co.uk



3. Establish segments and targets

Segment

Non-member

Identifier

Not logged in

Goal

Increase membership
applications by 5%

‘PIXL8

Group

Strateqy

Enhance and better
promote member
benefits.

Existing Student
member

Logged in, student
subscription grade

Increase student event
sign-ups by 20%

Increase local events
and offer early-bird
discounts.

Soon to lapse
Associate member

Logged in, associate
subscription grade

Increase retention rates of
Associate members by 10%

Introduce monthly
payment options to
help spreads costs.

pixI8.co.uk



4. Align with personalisation content model ‘PIXLS

Group

Segment

Non-member

Newsletter
registration
Sign-up to emails

Quick links
Taking user to
sign-up pages

Existing Student
member

Geolocation
events banner
Display to any
student member
with region details

Soon to lapse
Associate member

Renewal
reminder
Display to any
member due to
renew in <30 days

Quick links
When logged in,
taking user to
manage their
region details /
complete
renewals

Annual
conference
campaign
Tailor message
and key benefits
by audience

Member benefits
Clearly list out all
member benefits

Testimonials
Highlight
networking
benefits at local
events

Case studies
Showing what
other associate
members have
gained in long run

pixI8.co.uk




5. Wireframe personalised zones

Homepage

(>

Navigation

Subpage

Alert ba

«g Who we are

Navigation

Static content

Footer area

Ale Da

Sub
navigation

Page content

Footer area

‘PIXL8

Group



6. Develop copy deck and source images

‘PIXL8

Group

Element Content
Conference Headline
campaign Accelerate your employment prospects
Student
members Copy

Next year’s member only conference is taking place in

the vibrant city of Dublin, featuring invaluable

networking opportunities and an exciting social

programme - an event that no member should miss

out on. Source: Student-attendee.jpg

Full-size: 900%x450

CTA Thumbnail: 300x200

Book my discounted spot now!
Etc Etc Etc

pixI8.co.uk



7. Implement and measure

Total Impressions

17.6K 1.3%

pixI8.co.uk



Watch outs

Blindly trusting technology
Out of date user data
Over-restricting content
Stretching yourself too thin
Not providing an ‘out’
Assign roles carefully

pixI8.co.uk



Quick wins
P



First things first: information source

Logged in users Inbound link Analytics data
Build up a 360-view of Understand what people Capitalise on Google’s
your members in your CRM are looking for audience profiles

. &)
lH—

/ 1\

> 9



Quick wins

‘PIXL8

Group

Personalised
outcome

First visit experience

Post event experience

Data you need Available
where
New user? } CMS, App
Event attendance } Email,
CMS, App
Previous member status } CMS, Email

Welcome back
experience

pixI8.co.uk



Systems
. A



Integrating data sources PIXL8

XX
PER<

pixI8.co.uk



Systems

As a content producer, you will
benefit from:

Conditional content widgets
Selection of rules

Content tagging

A/B testing

Google Optimise

Google Analytics goals

Edit condition

User ! is | logged in
and

User last visited | Events || within
the last 10 days

and

Date created is | within the last 1
years

pixI8.co.uk

‘PIXL8

Group
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What good looks like




TED case study

TED Recommends

Talks recommended just for you, delivered to your Inbox

What interests you?

' Business | Collaboration | Innovation Social change

tivism | | Child development Personal grawth | Humansty

How it works

»

Jonathan, your recommendation for May 14,
2020 1s.. Bikivthad

@ TED Recommunds = endat g2 My 14 502 M -

TED

Recommended for Jonathan

What makes a good life? Lessons from the longest
study on happiness

Fobeet Walkifingar  32.6M viows

=v SAVE TOLIST




m n’ b

Sam, we hope you enjoyed our webinar!
Did you know...

Every Wodnosday. we host lunchtims live webinars from
12:30-13.00 wath giflerant speakers from arcund the world.

Each webinar is comamnd sround @ aifferent 1opic refated 1o lssderstep,
ovurything #om the Uniockerg Hagoiness al Work 10 Mgyl Leadenship

Leam. grow and davelop from the camion of your dese

Take 8 0ok ¥l 0w upComIng webingrs Snd svents and see which onds Insping you

Sam, how do you lead?

Assaus your lnadership shils for FREE wih MyLasdurshin.

Through our ¢ wiva o 49 of b £ - aN& you Sum
you sacel in sl of them?
Teaty it on 00 comg , Sell A and 406 how you Stk up.
¥/
.
-
=
TESY YOURSELF FOR FREE

Wow
m-':

Sam, get more with membership!

Bacoming & kader is & jcumey 30 ITs mportant thal you contivus 1 develop your
SIS ang Keap shaad of T Curve. 10 @NENoE yYOUr Creer opportunities.

Membarsnip will giva you this and more...
« Enh your with pe

9 fetters aftor your name
« Find out where you need support with our award winning o-leaming tool,
AtyLeacership.

* Network with like-minded pecple at cur axchusive Webinars & Events

+ Keap informed of best pvactcs and thought-provoking Ssoussion with o
quartery EDGE leadecship journal

* Stay up to date with weskly News & Views. pod and tical )

JOWN US

pixI8.co.uk




Tailored announcements PIXLS

Group

Try your first networking event x|

Early access to latest report [
Each month we run a special networking

event for new members just like you. 50% of

Members say networking is the main benefit
of membership.

You have priority access to a new report

published by Ready Membership. Get your
copy now.

Invite a friend to membership B

Save a friend 15% in membership by
referring them today.

Free member only webinar [ |

Sign up now and reserve your place for one
of the upcoming member only webinars

pixI8.co.uk



ReadyMembership PIXL8

Group

m READY/

Welcome James

ReadyMembership

can accelerate your
digital setup

pixI8.co.uk



Top 3 takeouts

1. Understand where data
comes from and how it can
be used

2. Start simple

3. Align with org goals, don’t
do it just because you can

pixI8.co.uk
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& 2 Photo by Clem Onojeghuo on Unsplash




"PIXLS ‘PIXL8

Group
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What we think

The more you know abaut your members and prospects, the
easier it is to make sure your communications resonate,

Membership Forecast: July 2020 S e S S S

ar s urcing chil erges, dglad graects sre bines an atiumptons thal Seve yet
2 be vertted.

Insights, statistics and recommendations st s
s Of those who told us they were actively trying

to increase thelir online conversion, which areas
Wiy' tram did they focus on?

Guiding membership organisations to business and digital otjectven el

opportunities in times of flux

ELLFTE P "

pixI8.co.uk



Making change happen PIXL8

Group

How we make conversion happen
September 10th

How we make effective reporting happen
October 15th

How we create great member experiences
November 12th

pixI8.co.uk



Want to hear more? P"ﬁ';uap

The

Forward

Packed full of digital tips, tricks, and insight

O@ pixI8 @/PlxISGroup

p|xI8 co.uk

pixl8.co.uk/forward.html



https://www.pixl8.co.uk/sign-up-to-the-forward.html
https://www.pixl8.co.uk/sign-up-to-the-forward.html
https://twitter.com/pixl8
https://www.linkedin.com/company/pixl8-interactive/

Talk to us about ... ‘PIXL8

Group

ReadyMembership
Digital strateqgy
Ul & UX design
Bespoke development
Systems integration
Cybersecurity

pixI8.co.uk



