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Imagine this: You’ve spent months 
mining for gold, and you’ve finally 
unearthed a pile of it. But after you’re 
done hauling it away, you notice 
something troubling about your hard-
won pile of gold: It has shrunk.  

You realize that during the hauling process, a bunch of 
precious nuggets tumbled off your cart. Will you put effort 
into recovering some of that gold you worked so hard to 
identify and extract? Or will you say, “Nope, I’d rather just 
start from scratch, toiling long hours with my pick and 
shovel. I’ll chip away at replacements for that gold, instead of 
trying to collect the stuff I already mined.” 

You’ll probably pick the first option. And it makes sense: If 
you’ve already invested so much effort in getting something 
so valuable, why waste it? But that’s exactly what happens 
when associations overlook the critical role of member win-
back campaigns.

Here’s the thing: Your members truly are like gold. Yes, 
each one has monetary value (both for dues and non-dues 
revenue). But the similarities extend beyond that. 

Gold is a scarce resource — and so are your members. 
Because most associations appeal to a specific industry, that 
automatically limits the number of people who will have any 
interest in joining. And like mining for any precious metal, it 
takes plenty of work to acquire those hard-to-find members. 

While you should always cultivate relationships with potential 
new members, don’t undervalue the connections you 
already have with lapsed members. It’s true that some will 
never return — but others can be enticed, with the right 
messaging.

Here you’ll find strategies and tactics to help create win-back 
campaigns that compel former members to return — and 
we’ll explore how other associations have already done that 
successfully. 

WHAT'S INSIDE

Use This Proven 4-Step Strategy to 
Encourage Members to Return

Put Your Insights into Action with an 
Automated Email Campaign

5 Ways to Write Win-Back Emails Your 
Members Won't Ignore
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Motivate 
Lapsed 
Members to 
Return with 
These 4 Steps

When the American Association for Respiratory Care (AARC) 
noticed their membership was declining, they used a customized 
win-back campaign to boost their membership numbers and regain 
former members. Those efforts paid off: In only 45 days, AARC’s 
strategy brought back 800 members and generated more than 
$64,000 in revenue.

How did AARC accomplish this? The association used member data 
to construct a targeted, personalized strategy for its messaging — 
with four steps that you can apply to your own win-back campaign.
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STEP 1: ANALYZE LAPSED 
MEMBERS’ EXPERIENCES 
To create a solid foundation for your messaging strategy, 
begin with a clear understanding of what lapsed members 
have experienced. Look for answers to these questions:

• What happens after the lapsed grace period? 

• What communications do they still get? 

• What do they still have access to? (Note: If your lapsed 
members can still access most of your resources, it 
will be a tough sell to get them to pay membership 
dues again – what do they really gain with a paid 
membership?)
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It’s important to understand why members don’t renew in the first place. 
Ideally, your association will have a lapsed membership survey to help 
you gain valuable insights. If not, consider the top six reasons associations 
believe their members aren’t renewing (according to the 2020 Membership 
Marketing Benchmarking Report): 

say it’s because of a lack of engagement with the organization

feel members don’t renew due to budget cuts/economic hardship of 
company

report that members couldn’t justify membership costs with any 
significant ROI

believe it’s because members left the field, industry, or profession

say it’s because members forgot to renew

find it’s because of a lack of value

To meet these needs, you should match up which aspects of your association 
will be most likely to draw lapsed members back. What do you offer that they 
can’t find elsewhere? And what resources do you have that might be under 
the radar or under-utilized by members? Use feedback from any membership 
surveys you have to help define your unique value proposition and determine 
where you need to create more awareness.

43%

29%

28%

25%

25%

25%

https://www.marketinggeneral.com/knowledge-bank/reports/
https://www.marketinggeneral.com/knowledge-bank/reports/
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STEP 2: TARGET YOUR 
AUDIENCE
You might be tempted to use a one-size-
fits-all message that lumps all former 
members together. Don’t make that 
mistake. Instead, try segmenting your 
lapsed members by reasons for not 
renewing, membership type, length of time 
lapsed, and other demographic data. 

For example, AARC developed two 
communication strategies and personalized 
messaging for two member segments: 
those who lapsed within three to six 
months, and those who lapsed between 
seven and 24 months. 

For the first group, AARC focused more 
on continuing education and invitations 
to enroll in those courses online. For the 
second group, AARC highlighted new 
enhancements and developments from the 
last year that added value to the member 
experience — and asked this group to 
“take another look” and “rediscover” the 
association. 

STEP 3: CREATE THE CAMPAIGN
You’ll gain important insights from Steps 1 and 2 — use them 
to map out your messaging game plan for specific lapsed 
member segments.

Need an example of what that means? Consider AARC’s 
approach for its win-back campaign. Their lapsed member 
survey revealed many members had forgotten to renew. They 
leveraged that information to construct messaging for the 
members who had recently lapsed, focusing on getting them 
signed up for the next class. Renewal was simply the pathway 
to gain access to that member benefit. 

Above all, remember that the most successful win-back 
campaigns don’t focus on your needs or priorities. Instead, 
let your lapsed members’ point-of-view inform your strategy. 
For example, “We miss you!” subject lines are ineffective. 
This isn’t a member-centric approach and won’t ignite 
members' curiosity — they need to know you understand 
their perspective. Emphasize how you plan to make their 
professional lives easier, and show them you have the tools to 
help navigate new developments in their field. 



YOUR GUIDE TO WINNING BACK LAPSED MEMBERS  7 

800 LAPSED MEMBERS 
REJOINED — IN 45 
DAYS?

That’s what the American Association 
for Respiratory Care (AARC) achieved 
it when created a personalized, 
targeted win-back campaign. As part 
of that strategy, AARC focused on 
lapsed members’ needs, and divided 
the audience into segments to help 
ensure highly relevant messages. The 
association also tested versions of 
subject lines and message content, to 
create an optimized version of their 
final campaign. 

Automation helped make this win-
back campaign possible, thanks 
to Higher Logic’s Communications 
software. Says Sherry Milligan, 
Associate Executive Director of 
Membership AARC: “None of us have 
the time to constantly be manually 
sending out emails of this kind. It 
makes perfect sense to automate.”

LEARN MORE

STEP 4: EXECUTE THE PLAN
Before sending messages to every former member, AARC tested 
segments of lapsed members to see what types of content worked 
best. That included testing different subject lines, message copy, and 
“friendly from” fields. After they refined those options and felt they 
had effective messaging components, AARC put that together and 
sent out the final version to the remainder of lapsed members.

https://www.higherlogic.com/solutions/communications/
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Put Your 
Insights into 
Action with 
an Automated 
Email 
Campaign 

To make the most of your win-back campaign, 
you need to approach it as a critical year-round 
effort. 

And if you’re going to continually pursue renewals from lapsed 
members, you want that win-back campaign to be efficient. That 
means finding a way to avoid constantly sending out emails manually. 

Automating this process lets you skip those clunky time-wasting 
tasks. Instead, you can run campaigns that draw from lapsed 
member data and segment your data to send personalized 
messages. Consider the advantages your campaign will experience 
by switching to automation:

• Save time and money. Instead of having your staff waste time 
on mundane tasks, you’ll create an efficient process that allows 
your staff to use their time strategically and focus on high-value 
initiatives. 

• Grow revenue. Because automation leads to more effective 
campaigns, it improves your ability to regain lapsed members — 
and that helps maintain your association’s overall financial health.

• Monitor message success. With the analytics available in Higher 
Logic’s Communications software, you can see which emails are 
being opened and succeeding – and which ones are falling flat. 
This gives you key insight into subject lines, content, calls-to-
action and more, which helps you optimize your win-back email 
campaign. 
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Higher Logic’s Communications software 
helped the Society of Nuclear Medicine 
and Molecular Imaging (SNMMI) bring back 
lapsed members. Before SNMMI updated its 
approach with automation, it had minimal 
strategy behind marketing outreach to former 
members. SNMMI would send generic “we 
miss you” messages to members, hoping they 
would renew.

That changed with automation — SNMMI 
targeted lapsed members by member 
type, using member personas developed 
around their profession. With an automated 
workflow, SNMMI was able to repurpose 
emails to target lapsed members who hadn’t 
opened any previous emails. 

This allowed SNMMI to use content that 
had been well-received, but with different 
subject lines. As a result, SNMMI had 237 total 
renewals from its lapsed member campaign 
and saw $28,206 total reinstatement revenue 
in 60 days.
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Getting Tactical: How to Build a Lapsed Member Campaign
Although the detailed structure of your automated win-back email campaign will depend on which email automation 
software you use, there are some basic steps that help demonstrate the fundamentals:

• Determine who belongs in this campaign. 

• Add your email list through your Association 
Management System (AMS) integration (more on this 
in the next section!)

• Send your first email.

• If a lapsed member renews, roll out the red carpet 
with a “Welcome Back” campaign to highlight (and 
provide access to) your most desirable benefits. In 
this campaign, you’ll provide the latest resources and 
information about how to get involved — it’s a key 
part of getting members re-engaged. 

• If the lapsed member doesn’t open the first email, 
re-send it.

• Determine how long you want to wait before sending 
a follow-up. Maybe it’s one week, or two weeks, or 30 
days — you choose what’s best for your audience. 

• If the lapsed member still doesn’t renew, send a 
second email (after your predetermined waiting 
period).

• If the lapsed member renews, send them to your 
“Welcome Back” campaign.

• If they don’t renew, stop the campaign. 

Don’t send more than two messages — your lapsed 
members know how to find you. If you start filling their 
inboxes with “give us another try” messages, that can 
become a turn-off.
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TIP
When your lapsed members renew, don’t end your automated 
campaign there. If you don’t showcase the value of membership, 
you’ll come across as a bill collector. And that means you’ll miss 
critical opportunities to keep members engaged long-term. 
Renewal itself is a transaction. It’s not something that motivates 
members, because it means money just left their bank account. 
What are you going to do to reassure them that renewal was the 
right decision? Immediately invite them to sign up for a course 
or a webinar — something that’s happening soon. 
Make them feel like they got their money’s worth 
right now, not weeks or months from now. TEST AND REFINE: 

THE KEY TO EMAIL 
SUCCESS

With Higher Logic’s Communications 
software, you can continuously adapt 
and improve the content for your 
win-back campaign emails. That’s 
because you’ll see which subject lines 
are driving opens and which calls-to-
action are driving clicks. By tracking 
your email effectiveness, you can 
optimize what’s working (and stop 
doing things that don’t work). 



YOUR GUIDE TO WINNING BACK LAPSED MEMBERS  12 

AMS INTEGRATION:  
How to 
Use Data 
Strategically 
for Member 
Win-Back 
Campaigns

Want to work smarter, not harder? 

That’s what you’ll achieve with an automated win-back email 
campaign — because you can move away from pulling manual lists. 
Instead, integrate your Association Management System (AMS), 
with your automated campaign software. Here’s why that matters:

• Don't waste time on clunky processes that require you to 
upload lists. When you integrate your AMS with your automated 
email campaign software, you gain efficiency.

• Improve your return on investment (ROI). Thanks to integration, 
your systems can communicate with each other. Your data 
is easier to manage. That allows you to improve membership 
strategy more quickly, with less work.

• Create personalization with a purpose. With the data available 
from your integration, you can tailor your communication for 
different audience segments. This will help you send a more 
compelling message to groups based on their member data and 
their behaviors. 

TIP: If you’ve never tried using A/B testing (also known as split testing) 
for any of your email campaigns, this is a great opportunity to experiment. 
Compare different parts of your messages to see what’s driving clicks 
and opens. You can test subject lines, “friendly from’s,” the length of your 
message, the message content — keep comparing different options to see 
what works best for your audience.  
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Content Creation: 5 Ways to 
Write Compelling Emails Your 
Lapsed Members Can’t Ignore
Win-back emails campaigns represent a powerful way to 
reconnect with former members and pique their interest, 
reminding them that your association provides outstanding 
value. But your emails will fall flat if lapsed members feel like 
they’re reading a sales pitch. 

Instead, your audience needs to believe you’re speaking 
directly to their needs. To that end, here are five suggestions 
for effective win-back email campaigns that grab lapsed 
members’ attention:

1. FOCUS ON WHAT MATTERS TO LAPSED MEMBERS. 
Pretend you’re on the phone with a former member who 
wants you to share reasons they should rejoin. Let that 
feeling guide the content you choose. This is the time to 
highlight your association’s value proposition. Show lapsed 
members you’re aware of their most pressing issues— and 
explain how your offerings can address their priorities.

2. LET CURRENT MEMBERS HELP YOU SHOWCASE 
WHAT’S NEW. Resist the urge to use a photo of your 
association president in these messages. Instead, use images 
of current members. You can include quotes from those 
members talking about your association’s specific new 
benefits. This kind of social proof is a powerful marketing 
tool. Feature members from different segments — such as 

a young new member who’s recently renewed, and long-
time member who’s enjoyed the community for decades. 
When these passionate advocates share their stories about 
association involvement, it’s a persuasive message for lapsed 
members.

3. INCLUDE QUICK LINKS TO RESOURCES. Don’t tell the 
lapsed member, “We have some cool stuff that you should 
check out sometime.” Instead, provide a specific call to 
action, like a brief blog post for them to read, or a popular 
recorded webinar to watch. 

4. SHOW YOU UNDERSTAND. Use language that makes 
your audience think, “Hey, they really get me.” Make your 
audience feel you’re speaking directly to their needs. Will 
your association be a one-stop resource that helps them 
develop a meaningful career? Will you provide on-demand 
access to industry news, the latest research, or continuing 
education that helps them flourish? Spell out what 
membership will do for them.

5. SEGMENT FOR A PERSONALIZED APPROACH. When 
you segment former members by membership type, length 
of time lapsed, length of tenure, and other demographic 
data, you can write more effective messages that speak 
directly to them. This allows you to tailor email subject lines 
and content based on targeted member segments. The 
more relevant your communication, the more likely it will be 
for members to keep reading and consider your offer.
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LET’S CONNECT  

Automated Win-Back Campaigns Generate Results 
That Bring Back Hundreds of Members 
With a personalized, targeted win-back campaign, you can motivate lapsed members to revisit 
your organization as a place to learn, network, and build their careers. That’s what associations 
like AARC and SNMMI have discovered. With their automated campaign, they brought back 800 
members in 45 days, and 237 members in 60 days, respectively.

By highlighting the latest developments for your association’s resources and speaking directly to 
your audience’s needs, a strategic win-back campaign can prove to lapsed members that your 
organization is indispensable, both now and for the future.

Want to win back former members? We’re happy to show you how Higher Logic’s 
Communications software can make your marketing campaigns more efficient, help improve 
lapsed member campaigns, and accelerate your growth.

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

