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DON’T BE THE BOILED FROG!

Image credit  Purpleslog on Flickr.com

http://www.flickr.com/photos/purpleslog/2881603057/
http://www.flickr.com/photos/purpleslog/2881603057/
http://www.flickr.com/photos/purpleslog/2881603057/


What We Want to Accomplish 

Today

• Input from the experts (this means YOU)

• Four trends

– What are they, why should you care?

– And the survey says...

– Put your thinking caps on!



Not-For-Profit Pulse

www.resources4associations.com



• Social Media (December, 2009)

• Generation Gap (February, 2010)

• Volunteerism(June, 2010)

• Member/Donor Recruitment & Retention 

(August, 2010)

• Revenue Streams (October, 2010)



TREND #1

Social Media (December, 2009)
Image credit: Matt Hamm, Flickr



Social Media...What’s the Deal?

• Two-way communication 

• Consumer = producer of content

• Word of mouth on steroids

• A toolbox:

– Blogs

– Social networking (Twitter, Facebook, LinkedIn)

– Social bookmarking

– Wikis

– File sharing (Flickr, slideshare)



Social Media...Why Should I Care?

• Enhance ability to listen and respond to 

member needs

• Engage members and help to put them in the 

driver’s seat

• ‘Forced’ transparency



Social Media...The Survey Says...



Social Media Usage by NFPs

Currently 
Using
49%

Planning
20%

Follows 
Others, 
But No 
Active 

Presence
5%

Would 
Like To

19%

No Plans
7%

Primary Reasons

• Don't understand 

enough about it/don't 

have enough expertise 

68%

• Don't have staff 68%

• Don't have time 60%

• Don't have budget 52%

Secondary Reasons

• Concern over control of 

content 36%

• Members aren't 'web-

savvy’ 24%

• Concern over privacy 

issues 16%

Reasons for Not Using



Social Media Tools Being Used

0% 20% 40% 60% 80% 100%

Social Networking

Blogs

E-Commerce

RSS

File Sharing

Wikis

Mashups

Other

90%

43%

40%

33%

33%

10%

10%

8%



All Reasons Primary Reason

0% 25% 50% 75% 100%

Communication

Networking

Marketing

Promo/marketing 
of members

Fundraising

Commerce

Administration

Other

89%

80%

75%

50%

30%

18%

13%

9%

Reasons for Using Social Media

0% 15% 30% 45%

Marketing

Communication to 
members

Networking for 
members

Fundraising

Promotion/marketing 
of members

Other

39%

30%

20%

5%

2%

4%

Notes: Base is not-for-profit organizations who currently and/or plan to use social media.

Percentages for all reasons sum to more than 100% due to multiple responses.

N=56



Social Media Success Measures

0% 10% 20% 30% 40% 50% 60%

Hits to our website, blog etc.

Buzz (comments, postings etc.)

Other buzz (referrals, call to action, etc.)

Link bw web traffic & membership growth

Fundraising revenues

Other

No measurement

57%

38%

9%

9%

7%

5%

36%

Notes: Base is not-for-profit organizations who currently use social media.

Percentages for all measures sum to more than 100% due to multiple responses.

N=40



TREND #2

Generation Gap (February, 2010)



The Generation Gap...What’s the 

Deal?

• Aging population

• Multigenerational workplace

• Multigenerational consumer



The Generation Gap...Why Should 

I Care?

• Leadership

• Human Resources

• Members

• Volunteers and Donors



Generation Gap...The Survey Says...



Level of Concern Over the Impact of 

the Generation Gap

0% 20% 40% 60% 80%

Overall (mean-4.4; n=95)

Regular Members (mean-4.5; n=83)

Volunteers (mean-4.6; n=83)

Board Members (mean-4.3; n=94)

Donors (mean-4.1; n=49)

Management (mean-3.9; n=94)

Other Staff (mean-3.8; n=91)

56%

60%

59%

48%

47%

41%

40%

(percent rating concern at 5 or higher out of 7)

Notes: Base for overall is all organizations.  Base for other groups is those for whom the stakeholder 

group is relevant.

Mean is the average score on a 1 to 7 scale where 1 is “Not at all Concerned” and 7 is 

“Extremely Concerned”.



When is the Generation Gap Expected 

to Become a Critical Issue?

It is critical 
now
11%

Within the next 
5 years

36%

5-10 years
28%

11-15 years
14%

More than 15 
years
3%

Never
8%

Note: N=89



Level of Preparedness to Deal With 

the Generation Gap

0% 20% 40% 60% 80% 100%

Overall (n=83)

Management (n=81)

Other Staff (n=78)

Board Members (n=80)

Regular Members (n=68)

Volunteers (n=67)

Donors (n=34)

1%

3%

1%

12%

28%

21%

13%

7%

8%

66%

54%

55%

46%

50%

46%

44%

Extremely Well Prepared Very Prepared Somewhat Prepared



Level of Impact From Each Age Group

0% 20% 40% 60% 80% 100%

Baby boomers (Born 1946 to 1964) 
(mean-5.2; n=90)

Generation 'X' (Born 1965 to 1980) 
(mean-4.8; n=88)

Generation 'Y' (Born mid 1970's -
early 2000's) (mean-4.6; n=89)

Generation 'Z' (Born mid 1990's -
late 2000's) (mean-4.2; n=82)

76%

64%

62%

48%

(percent rating concern at 5 or higher out of 7)

Notes: Base for overall is all organizations.  

Mean is the average score on a 1 to 7 scale where 1 is “No Impact” and 7 is “Significant Impact”.



Expected Impacts (top mentions)

0% 10% 20% 30% 40% 50% 60% 70%

Incorporating more technology and/or social 
media into the way we operate

Difficulties in recruiting and retaining qualified 
board leadership

Change in needs and priorities of the evolving 
member makeup

Changes in the way different demographics 
volunteer their time

Recruiting and retaining quality volunteers

Different values and priorities of changing 
volunteer age-groups

Different communications tools used by different 
demographics

Evolving fundraising tactics

Different donating characteristics of different 
generations

51%

47%

61%

59%

54%

50%

49%

43%

36%

Notes: Base is those for whom the stakeholder group is relevant.

Staff, Management & Board

Members

Volunteers

Donors



TREND #3

Recruitment & Retention (August, 2010)

Image from: http://www.brps.org.uk/imagelibrary/recruit.JPG



Recruitment & Retention...The 

Survey Says...



Member Recruitment & 

Retention...What’s the Deal?

• Relevance, Value & Meaning

• Meeting diverse member needs

• Industry consolidation (trade & industry orgs)

• Retiring boomers

• Economy

• Time Crunch



Degree of Concern About Member 

Retention and Recruitment

0%

5%

10%

15%

20%

25%

30%

35%

1 2 3 4 5 6 7

3%

8%
7%

11%

32%

20%
19%

Notes: Mean – 5.0, N=90



Issues Affecting Member 

Recruitment
People don’t join our organization 

because they don’t know about us or 

what we do

Members join our organization because 

we are well-known and highly regarded 

in our sector

Members aren’t joining because of belt-

tightening associated with the economic 

downturn

Member recruitment hasn’t been 

adversely affected by the economic 

downturn

New membership is down because 

people feel our dues are too high

Members feel joining our organization is 

well worth the membership dues they 

pay

Our new membership numbers are 

down because other organizations are 

offering similar products and services

We attract members because of our 

unique value proposition

The internet & social media is offering 

for free many of the resources we have 

traditionally offered as part of the value 

proposition to our new members 

Our value proposition has not been 

adversely affected by the internet social 

media

We are seeing/expect to see a negative 

impact on membership due to fewer 

people entering our profession/industry

We are seeing/expect to see growth in 

membership due to more people 

entering our profession/industry

Potential members don’t have time to 

invest in belonging to our organization

Time constraints are not a factor 

adversely affecting member recruitment

Current members do not recommend 

our organization to their colleagues

Many new members come through 

recommendations from our current 

membership base

1 2 3 4 5 6 7

4.8

4.4

4.9

5.2

5.2

4.3

4.1

5.0

Worst 

Case

Best

Case



Issues Affecting Member Retention

People don’t renew because they don’t 

think they are getting bang for their 

buck

Members feel they get great value and 

meaning for their membership dollars

Members are leaving because of belt-

tightening associated with the economic 

downturn

Members are staying with our 

organization despite tough economic 

times

We are losing members because they 

feel our dues are too high

Members feel belonging to our 

organization is well worth the 

membership dues they pay

Members are leaving because there are 

other organizations they feel better 

meet their needs

We are the only organization that 

adequately addresses the needs of our 

members

Members are leaving because they are 

finding for free online many of the 

resources and services that are part of 

our membership offering 

Our value proposition has not been 

adversely affected by the internet social 

media

Members are leaving due to retirement 
The aging population has not affected 

our current membership numbers

Our members are too busy to belong to 

our association

Time constraints are not a factor 

adversely affecting member retention

Members are leaving because they 

don’t feel involved or engaged with the 

association or the decision-making 

process

Members renew because they are truly 

excited about what is going on and 

want to play a role in helping the 

organization achieve its goals

1 2 3 4 5 6 7

4.7

4.9

5.1

5.2

5.3

4.7

4.6

4.6

Worst 

Case

Best

Case



Actions With Respect to Member 

Recruitment & Retention

0% 20% 40% 60% 80% 100%

55%

51%

40%

40%

39%

38%

38%

38%

30%

7%

6%

2%

17%

13%

17%

28%

21%

13%

23%

23%

10%

2%

9%

1%

7%

18%

20%

20%

21%

20%

16%

22%

15%

10%

17%

5%

Currently Doing Planning Considering

Following up with lapsed members

Aligning with like orgs. to incr. presence/value

Public education about our org. or cause

Using internet/soc. med. to offer value-added services

Media relations strategy to get word out about org./cause

Adopting a grassroots focus to mobilize members

More 'connection' with new members

Using social media/internet to engage potential members

Expanding member categories

Changing to an 'à la carte' fee structure

Changing our value proposition

Reducing membership fees



TREND #4

Volunteerism (June, 2010)

http://www.valevolunteers.org.uk/images/volunteer_shirt.jpg



Volunteerism...What’s the Deal?

• The Time Crunch

• Standing out from the Crowd

• Role of technology 



Volunteerism...The Survey Says...



Changes in the Ratio of Volunteers to 

Staff

0% 20% 40% 60% 80% 100%

Past 5 Years (n=67)

Past 2 Years (n=79)

Next 5 Years (n=63)

22%

17%

25%

57%

65%

37%

21%

17%

38%

Decrease in number of volunteers to staff

No change

Increase in number of volunteers to staff



Types of Volunteer Opportunities 

Offered

0% 20% 40% 60% 80%

Ongoing volunteer opportunities

Micro-volunteering or virtual 
volunteering

Short volunteer opportunities

Project based volunteer 
opportunities

51%

45%

45%

31%

25%

30%

28%

72%

Currently Most Prevelant in 5 Years

Notes: Percentages do not sum to 100% due to multiples responses.

N=72



Types of Training offered to Volunteers

0% 10% 20% 30% 40% 50% 60%

Informal, 'on-the-job' training

Education about the organization

Skill specific training

Leadership training

Team-building

Professional certification/education

We don't offer any kind of training

58%

51%

32%

20%

18%

9%

21%

Notes: Percentages do not sum to 100% due to multiples responses.

N=71



Changes in the Difficulty in Recruiting 

in the Past 5 Years

0% 20% 40% 60% 80% 100%

Board of directors (N=66)

Committees (N=60)

Fundraising (N=26)

Program/Service Delivery (N=29)

Community outreach (N=22)

20%

15%

8%

17%

23%

44%

57%

35%

45%

41%

36%

28%

58%

38%

36%

Easier No Change More Difficult



Don’t Be the Boiled Frog!

• How to Stay out of the pot:

– Ongoing & frequent stakeholder feedback

– Involve everyone in watching for trends, issues, 

challenges on the horizon

– Benchmark against other organizations

– Continuous and flexible strategic planning 

– Don’t be afraid to innovate and change
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Thank You!

Connect With Us!

www.resources4associations.com

@arctweeter

Association Resource Centre Inc.

/carolannemoutinho, /geoffreythacker

www.associationconsultants.com

http://twitter.com/ARCTweeter
http://www.resources4associations.com/
http://www.linkedin.com/in/carolannemoutinho
http://www.facebook.com/album.php?profile=1&id=121653117860798

