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Membership is about relationships.  



Increase your rapport.



Encourage the next generation.



Connect face-to-face.



Delight your members into loyalty!



Relationships are like customer service



What is a membership campaign?

• 3-4 touch points of contact

• Pretend like people never lapsed

• Treat renewals and new members 
differently
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Components of a membership campaign

• Reply device

• Ask letter

• Thank you letter



Design the reply device first.





































Online Forms

• Less is more – both online and off

• Mobile optimization

• Downloadable forms

• Auto-fill

• Digital form providers
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Best Practices – Reply Devices

• Separate, personalized reply device
• Mail merging / Online forms
• Larger text or spacing
• Option for online giving
• Simple is better
• Giving options
• Branding and consistency
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The Ask Letter 









































































Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



Best Practices – Ask Letters

• Use YOU more than WE
• Reference prior giving and 

amount
• Mail merge if possible
• Personalize
• “The human touch”

• Multiple ask points repeating 
call to action

• Bolding
• P.S.
• Power of a photograph
• Use of white space



The Thank You Letter 











































Best Practices – Thank You Letters

• Get creative.
• Mail merge if possible
• Personalize
• “The human touch”
• P.S.
• Power of a photograph
• Write like you’re writing to…
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Sign up for e-News!

• Shorelines
• Advocacy Alert
• Member Matters

There are many ways to stay connected with NH LAKES!



Find out more!

www.nhlakes.org



Please join us! 
Jump into NH LAKES & New Hampshire’s lakes!
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