NIRI Overall membership trends leading to 2010:  

Historically, NIRI membership fluctuates in correlation with the number of listed U.S. public companies and recruitment of new members tracks with IPOs.  Membership peaked at about 5,000 members in 2000, and declined with the .com bust. It remained flat at about 4200 members from 2004 - 2007, and then began a slight decline as the recession began to kick in during 2008.  We ended 2008 with about 4,000 members, and 2009 saw a decline of about 7% to about 3,700 members at year end.  

Retention:  Renewals began to slip with the market meltdown in the fall of 2008, with a low point over the summer of 2009.  Renewal rates improved in the fall of 2009.  

Recruitment:  The drop in the number of new members was more dramatic.  This began again with the market meltdown in the late fall of 2008 in correlation with the market decline and the dearth of IPOs. The number of new members declined about 18% in 2008, and then 19% in 2009.           

This membership trend follows those in other membership associations, which NIRI tracks through the American Society of Association Executives (ASAE) – an association for association staff.  Some groups have had much larger declines in membership, such as realtors and educators; many financial associations are measuring about the same as NIRI, and some are flat, such as health care associations.    

NIRI surveyed non-renewing members this summer, and found the top reasons for cancellations were: 


Budget constraints (52%) 


No longer in IR (19%) 


Lack of value for dues (13%)

Now, where are we headed in 2010 for membership?  Based on an examination of research (association studies and NIRI past history) and input from our national board, particularly the audit committee, we are projecting that membership will experience a very slight 2.5% increase in 2010.  This is based on increasing IPOs and the continuing value of membership NIRI – with our new focus on advocacy, e-groups, and other programs.  There is also the conjecture that the members who renewed in 2009 are the core NIRI members, not the “marginal” members where NIRI may be a secondary or tertiary affiliation.  

One program we’ve seen a gradual increase in since the fall of 2008 is the Career Transition Program; members who become unemployed can extend their NIRI membership for a year.  Our original projection for 2009 was 75 member participants; yikes, we’re up to 115 now, although about a dozen members have started new jobs and renewed their memberships through their new employers.  

NIRI wants to make you aware of some of marketing programs for member recruitment through a variety of communication channels; some of them may prove useful to you in your own recruitment efforts.  We would be happy to partner with chapters on some.  

Recruitment: 

Direct mail and e-mail recruitment:  

We use prospect lists downloaded from Hoovers and purchased through other sources.  We also research prospect names through various online alerts, such as Google.  We send about 4 or 5 large-scale campaigns each year.  We can provide lists of prospects in your chapter area – we recently provided a list to the Silicon Valley chapter.  Most of the Hoovers names don’t have e-mail, but we have other lists that do.  Please contact NIRI’s Dave Meisner at dmeisner@niri.org for lists.    
Search Engine advertising:  

We use “Adwords” through Google searches where we sponsor links to the NIRI website based on key investor relations words or terms.   

Print advertising: 

With our very limited marketing budget, we do ad “swaps” with several publications.   We run recruitment ads in IR Magazine and the O’Dwyer directory.  

Inquiry, seminar attendees, and product purchaser conversion: 

We reach out to non-member prospects who have attended a NIRI webinar or seminar, purchased a book or product, or inquired into membership.  Dave can provide you with these “hot prospect” in your area as well.  

Retention:  
We run periodic articles in IR Update magazine noting the specific value of membership – for example, a NIRI benefit is worth x number of dollars.  We also send e-mails and direct mail to at-risk members – usually those who have been members for four years or less.  
We also use a professional telemarketing firm to reach non-renewing members before they lapse.  

