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    Book Abstract


    MAIN IDEA


    Many of the heavy hitters of the corporate world – like Apple, Amazon and just about every big start-up around – are busy at present changing their business models from selling individual products to offering memberships which generate ongoing recurring revenues. This is indicative of the rise in the membership economy which looks set to become much larger in the future.


    So what is the "Membership Economy"? Pure and simple membership means customers engage with an organization or a group on an ongoing basis. It's where an organization puts the customer relationship at the center of the business model rather than the product, the customer experience or even making a one-time sales transaction.


    Today, the rise of social media and other technology makes it easier than ever for customers to have an ongoing relationship with your organization. If you can get them contributing to the experience of other customers in positive ways, you'll have a powerful competitive edge over companies which merely act as product or service vendors.


    "I'm convinced that the Membership Economy will have as profound an effect on society as the Industrial Revolution or the spread of the automobile. Today, the promise of membership is greater than ever. Evolving technologies have dramatically enhanced the ability of a broad range of industries to take advantage of membership models. The relationship between customer and organization is ongoing and formal, a 'forever transaction' that has implications across the organization, changing everything."


    – Robbie Baxter


    About the Author


    ROBBIE KELLMAN BAXTER is the founder of Peninsula Strategies, LLC, a strategic marketing consulting firm. She has consulted with clients in 20 industries including Netflix, SurveyMonkey and Yahoo! Before starting Peninsula Strategies, Ms. Baxter was a consultant at Booz Allen & Hamilton and a Silicon Valley product marketer. She is also an accomplished public speaker and has had articles published in the Wall Street Journal, The New York Times and Consumer Reports. She is a graduate of Harvard College and the Stanford Graduate School of Business.


    The Web site for this book is at www.membershipeconomy.com.


    Important Note About This Ebook


    This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, view points and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.


    Summary of The Membership Economy (Robbie Kellman Baxter)


    1. What exactly is the Membership Economy?


    Membership means organizations build their businesses around generating recurring revenues by connecting with their customers on a long-term basis. It means winning the hearts and voices of customers rather than viewing every purchase as a one-time event.


    Memberships are not new. They have always been around in one form or another. What is different is that consumers are now starting to show their willingness to pay a premium if they can connect with a community of like-minded individuals who can help them get more done.


    This preference for connection with others is being driven by several transformative business trends:


    
      	The general ubiquity of online access via multiple devices, especially mobile phones.


      	The dramatic decline in the cost of data storage and processing – which enables companies to provide access at very low prices.


      	The decline of face-to-face communities and their replacement with virtual alternatives.


      	The availability of news providers, photo sharing sites, video sharing services and more.

    


    The membership economy is growing rapidly because even in the face of technological advancement, humans have a deep and abiding need to connect with others who share our values. The membership economy is energized by helping people form genuine connections to meet those needs.


    Most membership businesses leverage some kind of subscription payment. The size of that payment varies widely. The funds generated are then used to pay for the infrastructure and to fund the acquisition of additional material and content. If there is no ongoing subscription payment, then the business model is more part of the sharing economy than the membership economy. Sharing is big as well but it's really just a subset of the overall membership economy.


    Traditionally, much of the economy has operated on the principle of ownership. Companies and consumers buy assets, own them and therefore are free to do what they like with them. Ownership is good but it always comes with its own set of responsibilities and costs. Membership suggests that rather than owning something you will only use occasionally, you're better off renting access as and when you need it.


    Ownership and membership are at opposite ends of the spectrum:
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    The pendulum right across the economy is swinging from ownership to membership at the present time. People are becoming frustrated by the burdens of having too much stress and are increasingly looking for meaningful connections and a sense of community. Membership-based businesses provide that.


    The membership economy's growth in dozens of different industries in recent times has been driven by three major advantages:


    
      	The membership business model creates recurring revenue – which is often described as the "Holy Grail" of business. Membership also removes the lumpiness in revenue streams which arises due to seasonality.


      	Membership builds a direct relationship – which ultimately strengthens the brand. By putting customers at the center there is more loyalty and less likelihood competitive threats will arise.


      	Membership creates an ongoing data stream – which companies can use to improve products and services and identify opportunities to increase customer satisfaction. Membership organizations are learning organizations and it shows.

    


    While membership organizations can come in a wide variety of flavors or formats, there are really just six basic types which get used most frequently:


    
      	Digital subscriptions – where members pay a recurring fee for access to content, features, services, etc. May use the "freemium" model where some members pay nothing and others pay for premium add-ons. Examples: Netflix, Dropbox, etc.


      	Online communities – members pay to interact with like-minded peers. LinkedIn, Facebook, etc.


      	Loyalty programs – where members get rewards for their ongoing commitment and business. Starbucks, Caesars Entertainment, frequent flier programs, etc.


      	Traditional membership organizations – like those offered by American Express to its cardholders or Weight Watchers.


      	Small businesses and consultancies – which can offer memberships for ongoing services. Examples: Million Dollar Consultant Alan Weiss and Kepler's Books.


      	Non-profits, professional societies and trade associations – which typically reinvest surplus revenues into projects rather than distributing them as dividends to owners. Examples: Sierra Club, AARP, the Association of Professional Photo Organizers, etc.

    


    2. Membership economy strategies & tactics


    There are seven strategies which you need to know and use effectively in order to join the Membership Economy.


    1. Build the right organization


    To excel in the membership economy, you have to change your culture and your attitude, not just your marketing tactics. You have to get the right people involved and prioritize the right values to grow a successful membership-based organization.


    Specifically, building a membership organization requires that you change your marketing. Retention matters far more than acquisition for membership entities and you will need to keep doing new and better things to attract attention. You'll also need to align the entire organization behind the ideal of creating a delighted long-term user rather than generating as many one-off transactions as possible.


    Membership marketing has to be honest because you're trying to sustain a long-term relationship. Instead of a customer service department, many membership organizations have a customer success department which is dedicated to helping members excel.


    The right kind of organizational model for the membership economy is one which is relationship-driven. Rather than going after big sales, you're seeding and growing sales over the long haul. You'll also need to have lots of two-way communication happening all the time.


    Many membership organizations outsource their IT and operations so they can focus on making members happy. You will also need to empower your frontline people to do whatever it takes to help members accomplish what they're trying to do.


    Great membership organizations keep tinkering with their offerings all the time based on what members are saying they want and need. Innovation is continuous and ongoing because membership is not taken for granted. If you have the mindset that each day, you will win over your existing customers and find new and better ways to help them achieve more, the membership model will work well for you.


    The customer-company relationship is always based on good value in exchange for a fair price. To retain members over the long haul, you have to keep looking for new ways to improve their condition and deliver more value. That's why you'll always be on the lookout for innovations and new technology which will help you deliver this. You have to keep investing in your community and do some creative tinkering to retain your long-term members.


    2. Develop a great acquisition funnel


    Most companies have a sales acquisition funnel which they work to acquire new customers. In the membership economy, the best way to optimize the effectiveness of your sales funnel is to engage and retain your most loyal members and get them to help you attract more members in the future.
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    By using your loyal members/customers to craft the messages that will appeal to others and to identify which channels are likely to be most effective, you can refine and improve your marketing over time. This won't be a one-time thing but you should be rinsing and repeating this cycle again and again.


    The great thing about attracting and recruiting members using a bottom-up funnel like this is you can track your conversion ratios accurately and make ongoing changes to improve them. You can figure out where any problems are and address them using the ideas and input from your current members.


    Building an effective acquisition funnel from the bottom up in this way is a great way to work. You can also figure out new and better ways to deliver immediate value each step of the way so as to reward the desired behaviors which will drive future success,


    3. Integrate an effective on-board orientation


    To strengthen and grow your membership organization, you need a robust orientation program which gets new members up-to-speed quickly and effectively. If you do this, they will stop by and participate more.


    To get new members into the habit of stopping by your membership site often, three steps are involved:


    
      	Remove friction – make the new member feel welcome and make using what you offer as easy and painless as feasible.


      	Deliver immediate value – so the new member feels good about getting involved. It's great to ask for their feedback right away and to point out their strengths compared to their peers.


      	Start offering rewards – which will encourage the behaviors you're after. Ask for referrals. Customize the customer experience to match their preferences. Provide them with user tips so they can optimize their use. Communicate.

    


    Your new member orientation is really designed to lay the foundation for the newcomer to make the transition to becoming a "superuser" of your products and services. Superusers are members who spend significant time using your offerings and participating in the community helping others. Superusers attract, engage and then help new members get going so the more superusers you can grow, the better.


    "Superusers are the flywheel for many Membership Economy companies. They are responsible for causing a viral network effect, content creation, and peer support and sharing. Also, by carefully cultivating superusers, an enterprise can make itself more valuable."


    – Robbie Baxter


    4. Offer simple yet flexible pricing


    One of the key advantages of building a membership base is recurring revenue. Membership business models tend to make overall revenues less lumpy and far more predictable.


    The seven potential revenue streams of membership enterprises are:


    
      	Subscriptions – you charge members for value created. Savvy businesses typically offer three tiers of subscription packages to give people options.


      	A la carte services – where members pay for one-time services as required.


      	Ancillary products – discretionary purchases which are available to enhance the ongoing service.


      	Partnership revenues – where you share revenue in exchange for referrals or cross marketing opportunities.


      	Aggregated analytics – where data from survey results, membership information or even behavioral data is sold to a big data vendor.


      	Advertising – providing advertisers access to your audience for a fee or commission.


      	Free products and services – which can generate surprising amounts of revenue when properly utilized.

    


    Numerous studies have shown giving people too many pricing options is confusing. The majority of membership business models end up with three tiers of pricing with most members opting for the middle choice. You can price on usage, value provided, duration, features and service level.


    It's always difficult to raise your prices later on unless you "grandfather" your existing members at the old prices. You've got to be careful not to price against a competitor who is using a loss leader approach where they price their competitive product at a loss so they can make money elsewhere. Whatever you do, keep your pricing simple – that's a must when it comes to getting your pricing right.


    5. Use "free" as a tactic, not your strategy


    In many membership business models, the fixed costs are high but the variable costs of adding another member are virtually zero. This opens up a range of possibilities for "free" – free trials, free content, free gifts with purchase, free upgrades, a free meal for hearing a pitch, a free product for reaching a higher loyalty level, etc.


    Just keep in mind "free" is not a sustainable business strategy. It's a marketing tactic. Use free to build interest and reach critical mass but never lose sight of the fact sooner or later someone has to pay for something or you won't be able to keep the doors open. Free should be the growth engine which underpins your other profitable lines of business rather than an end in and of itself.


    Many successful digital companies use the freemium approach – they have a lite version which they offer for free indefinitely and then make money when users upgrade to the premium version of the product. The real key in making this work is you have to provide enough value to be clearly better than your free product and then offer strong enough incentives or added value to motivate free users to upgrade to the more powerful paid version. That's a hard balance top get right.


    Also be aware there are products where free doesn't work at all. If someone offered you "free brain surgery while the surgeon learns his craft" that's not too appealing. Or there might be considerable set-up required before someone can access what you're offering for free. You also don't want to cannibalize your main offering to get on the free bandwagon. Experiment by all means but don't worry if free isn't for you.


    6. Track your member data and use it


    Technology is the key enabler of the membership economy. You can and should be using technology to build strong relationships with your members and track what they want if you aspire to excel in this kind of business.


    At a minimum, you should be using technology to:


    
      	Automate your marketing – so you can track what works and what doesn't. Marketo, Hubspot, etc.


      	Handle customer management – so you can keep progressively adding more of what your members want. Salesforce.com, Act-On, RightNow, etc.


      	Do your customer billing – so you have more time to design services that will add value for your members. Vindicia, Zuora, etc.


      	Run your member community – so members can communicate with each other and thereby become more engaged. Many start with LinkedIn, Pintrest or Facebook but Jive or Lithium are better because they give you more control as you grow.


      	Run your loyalty program – where you track member behavior and provide recognition and rewards. Belly, Punchcard. etc.


      	Track your leading indicators of customer success – so you can increase engagement and have good success stories to use in marketing. Gainsight, Preact, Totango, etc.

    


    Having a membership provides a rich vein of useful member data which can be used in all kinds of useful ways. The challenge is to have the right tools to be able to make maximum use of that data. The technology is readily available and you just have to leverage it appropriately.


    "As a result of the declining costs to start a business, the cost to acquire new customers have gone through the roof, and retention has become more important than ever."


    – Michael Geller, CEO, software company Preact


    7. Retain good members, let others go


    While it may sound counterintuitive, sometimes the best way to grow your membership business is to let your worst members go somewhere else. If you do that, you will have more time and energy to focus on building loyalty in the kinds of members you want to keep serving forever.


    So how do you build and increase loyalty with members?


    Some ideas:


    
      	Make it easy to join up – give value immediately and have the payment process go smoothly. Devote attention to your new member onboarding process.


      	Make it personal – ask members to connect with you incrementally for added value.


      	Connect members to others – let them build relationships with each other. Having your current members help create the marketing assets used to attract new members is a great situation to be in and many membership businesses achieve that.


      	Don't trick your free trials – if they are going to automatically be billed at the end of the trial period, remind them they can cancel. Be transparent.


      	Keep your sign-up process simple – and limit the number of options you offer. Three is about right.


      	Simplify your pricing – along the lines of "For $2 more you can get unlimited access." You'll find offering simplified upgrade options to members increases the complexity of managing your members for you but it's well worth it for your members.


      	Offer personalization of your experience – based on what you learn about the member's behavior and preferences.

    


    If your churn rate is high, always survey why people are leaving so you know what to address in the future. By all means make the cancellation process easy and clear but use the survey to figure out what it will take to nurture those who leave back into the fold. Obviously, the more members you have, the higher your recurring revenue stream will be so it makes good sense to invest time and effort into doing this.


    3. Membership organization shapes and sizes


    Membership economy organizations come in a wide variety of shapes and sizes. All of them have their advantages and disadvantages. To find one that will work for you – even if it ends being a hybrid of different models – explore and experiment to find what works. There is no one-size-fits-all option.


    There are six organizations which have prospered in the membership economy in recent years. You should explore the benefits of each type of business model for clues you can use to build a successful membership organization.


    1. Digital subscriptions


    When you analyze the successful online companies which use subscription business models – digital natives like SurveyMonkey or Egnyte are good examples – several commonalities are apparent:


    
      	They have tiered subscription levels so they can stay true to their early customers but also add features and value for those willing to pay more.


      	They don't tend to do big reveals but instead tinker and fine-tune their offerings constantly, even daily.


      	They try and design their services so they can be integrated into the daily routine of their members. In this way, they hope to building an ongoing relationship rather than enjoying one-off transactions.


      	They usually start out serving one specific market niche first and then gradually branch out and add more market segments as they grow.


      	They find most subscribers prefer the convenience of annual subscriptions rather than fiddling around with monthly renewals.

    


    The real key in making digital subscriptions work is to offer more value than your subscribers are expecting. Exceed their expectations and keep innovating and you give subscribers reasons to stay with you. Fail to do that and churn will be a major factor.


    2. Online communities


    Online communities are an interesting part of the membership economy because there is no "product" as such. Instead, you're hoping to profit by offering access to the community itself and to the content created by other members of the community. The perfect examples of this are LinkedIn, Pintrest and Match.com.


    When you think about it, being known is what drives the membership economy. People want to be connected, to reach out to others and to be acknowledged. Online is a faster and richer way to share, to engage and to build relationships. People join a community so they can achieve their goals faster.


    With this in mind, if you're looking to build a interesting and vibrant online community:


    
      	Promote an ongoing two-way conversation with members.


      	Build value by letting members interact with each other.


      	Have a long-term perspective. Anticipate happy members will stay engaged forever.


      	Understand that the member's needs for belonging, friendship and a sense of community can be met online.


      	Make belonging fun, easy and if possible visual.


      	Offer clean and engaging introductory experiences.


      	Use the data you gather to create more personalized experiences.


      	Try and create a network effect where the more people who join, the more valuable your community becomes for everyone.

    


    Building a strong community can be a bit of a chicken-egg style challenge. You might try starting with a tight focus on just one key benefit and then grow from there. It might also be worth your while to pay your early users or to do a partnership with someone else to get a critical mass of members. Build your community first and then monetize by making whatever your most passionate users are asking for in a product. Let your most engaged users lead the way.


    3. Loyalty programs


    Loyalty programs offer a great way for transactional companies to join the membership economy. Studies have shown that program members are less price sensitive, more open to being up-sold and around 70 percent more likely to tell their peers than non-members.


    One key to success with loyalty programs is to track your members so you can learn how to transition your program from being viewed as a marketing tactic. You've got to build your digital loyalty program around the idea the ongoing customer relationship is valued and important. That's what companies like Starbucks, Caesars and Punchcard do exceptionally well with their loyalty programs.


    To use loyalty programs effectively:


    
      	Track everything – and then use that data to offer customized experiences in the future.


      	Be creative. Starbucks uses gift cards to draw people into their loyalty program and members can continue to load those cards with credits to make purchases. Punchcard allows users to gather points from any restaurant they visit. Keep innovating because competitors will copy what you do.


      	Provide immediate benefits to new members, even before they demonstrate loyalty.


      	Put the relationship at the center of everything. Act in ways which stays true with your brand promise.


      	Have the mindset you want to offer your members the best things that money cannot buy. Provide access to unique experiences for your best members. Remove friction or give them access to people they would otherwise not meet. Dazzle them.


      	Think carefully about what kind of behavior you want to reward and if necessary start over. Try something fresh that genuinely stands out.


      	Look for something you can offer which your competitors cannot or will not match. Base this on your unique capabilities and offer it solely and exclusively to your members.


      	Be authentic, be loyal and build something special.

    


    4. Traditional companies


    Big corporations have been using membership programs effectively well before online enterprises came along. American Express has been suggesting "Membership has its privileges" since 1958. And newcomer T-Mobile hit a very responsive chord when it introduced simplified month-to-month mobile device contracts in 2011 to replace the industry standard two year contracts.


    So what can you learn from these old hands?


    
      	They have endured because they worry more about their members' needs, frustrations and satisfaction than bureaucratic rules or even the competition. Stay close to your members and focus on what they really want.


      	Be willing to take a different path from your competition.


      	Keep your message the same but stay on the lookout for newer and better ways to deliver it.


      	As you develop new products, look at them through the eyes of your members. Be sure you understand how they will serve your members.


      	Invest in being able to deliver newer and richer customer experiences.


      	Respond to what your customers ask for rather than making superficial competitive moves.


      	Simplify your pricing.


      	Make your members' problems your organization's problems – and provide some practical solutions.


      	Invest in continuous improvement.


      	Run some small experiments and see if you can find some new ways to deliver value to your members using today's technology.


      	Keep the user experience simple – even if that means more complexity in your back-end systems.


      	Think more about long-term business trends and less about justifying everything from a short-term perspective.

    


    5. Small businesses


    Small businesses are flexible and personal. They can provide some great ideas on how to tap into the potential benefits of the membership economy when you don't have deep pockets. Being small can even be a competitive advantage because it means you can focus on the evolving needs of a specific audience.


    Small companies have a personal connection to the customer which is difficult for big companies to match. The secret is for small operations to find ways to combine both online and offline channels seamlessly and advantageously. Bottom line – you don't have to be big to leverage the power of the membership economy.


    Some suggestions for small businesses:


    
      	Build your membership program around your best customers with whom you have a personal relationship. Create experiences they love and then open them up to like-minded individuals.


      	Take your processes, turn them into products and license them. Have trainers and mentors available who can educate your members on your content.


      	Run some in-person events once you have a critical mass of members in a region. Make those events memorable and fun.


      	Consider structuring your membership program around a "research institute" or "learning lab." Members like being involved in testing new ideas.


      	Have a big mission. Explain how the world will be better off for your efforts.


      	Take advantage of your size and customer immediacy to offer a customized experience the big players cannot match. Turn your weaknesses into strengths.


      	Offer exclusivity and access to the principal movers and shakers.


      	Offer advisory circles where members can meet privately with you.


      	Run regular webinars and invite everyone. Have nonmembers pay a small fee to participate. Give your attendees white papers, e-books, video materials and more. Expand your network.

    


    6. Non-profits, associations


    Non-profits, professional societies and trade associations have been in the membership economy longer than anyone else. While they like to stand apart, there are more similarities to profit-making enterprises than is commonly assumed.


    For a non-profit, the mission or vision is everything. That won't change but enduring non-profits reinvent themselves periodically to stay fresh and relevant. This even extends to having members make automated monthly donations rather than relying on annual fund raising promotions. Savvy non-profits align with what's happening elsewhere in the membership economy.


    To make a non-profit more successful:


    
      	Identify some partnerships which will supplement what you do and promote them. This will keep things fresh in the minds of your members.


      	Understand your ideal member's interests and preferences. Grow and evolve in ways they will like and approve. At the same time, also keep in mind your future members may not look like your traditional members so be open to change.


      	Always try and find new segments to serve. Optimize what you offer for each new niche.


      	Have a big picture perspective on who your true competitors are. Pretty much anyone who delivers attractive services to your members is going after the same dollar. Stay alert and respond.


      	Do everything you can to stay fresh and relevant. Make sure your members are not embarrassed by associating with you.


      	Always work collaboratively with your members to achieve your mission. Keep your members at the epicenter of everything that's happening.


      	Find effective ways to engage the broader community. Enlist them in your crusades.


      	Work at a sustainable pace. In practical terms, that usually means fewer sprints and more marathons. Don't burn out your members and always keep in mind they have other interests and responsibilities as well.

    


    4. How you can start transitioning to membership today


    Memberships are fine when things are going well but for most companies, the best opportunities to apply membership economy thinking come during major transitions. If you face a major point of inflection, figure out how to use that to your advantage. Make a proactive decision to join the membership economy.


    There are at least five points of inflection in a business where it makes good sense to figure out whether you should go the membership route:


    1. Idea Start-up


    The early days of starting a membership economy business can be hard going. You'll probably face a "chicken and egg" style situation where you need a critical mass of members before you can start providing value. You'll also have to figure out your pricing, your value proposition and how you can acquire customers cost effectively.


    Other companies have cleared this hurdle. To follow their examples:


    
      	Start at the bottom of your acquisition funnel. Make sure your product and your benefits align before you invest in acquiring members.


      	Be membership-oriented from the get-go and reflect that in your job titles, etc.


      	Start small with a tightly focused audience and grow from there. Don't try and "boil the ocean" by setting out to be all things to all people. Instead, identify your ideal customers and then excel with that specific audience.


      	Try different ideas, find what works for you and then scale it up. Don't do this backwards.


      	See if you can import a group from somewhere else to seed your membership community. This might be feasible if you provide some value which in completely independent of social benefits.

    


    2. Start-up Mature


    Going from being a scrappy start-up to a mature enterprise is a challenge. In practical terms, what got you here won't get you to where you want to head. You'll need new processes, enhanced skillsets, a better infrastructure and maybe even a new culture to keep growing.


    To use this transition to join the membership economy:


    
      	Evolve your acquisition funnel into more of an hourglass shape by increasing the engagement of your members.


      	Once you have a proven model for new business generation, automate your processes and build structure so you can scale.


      	Look for new benefits you can add.


      	Be prepared for attention from the big players – you will suddenly appear on their radar. Be prepared to respond appropriately.

    


    3. Offline Online


    Going from operating offline or merely having an online storefront to engaging members fully online is another key transition. You have to have an online mindset and change your approach to take full advantage.


    To use this transition advantageously:


    
      	Focus on delivering a high quality experience. If there's obvious value, people will pay.


      	Watch what your members do with all the new online tools you provide and adjust your approach. Align with what they use, not what you think they should be using.


      	Encourage your members to speak up and use what they suggest. They will likely have more innovative ideas than you.


      	Measure everything that matters – starting with retention – and get to work steadily improving.

    


    4. Ownership Access


    Historically, what you owned counted. Today, almost everything is moving to the cloud and it's what you can access that's interesting. That's why Amazon is weaving membership into its business model (Amazon Prime) and why Adobe has transitioned from selling software in a box to cloud-based subscriptions.


    To pull this off, you have to rebuild your product so it can be offered as a subscription, rejig your pricing and communicate those changes to your existing customers. Also:


    
      	Make sure you offer additional value in order to justify the ongoing membership fee.


      	You will need to support your loyal owners who don't need to transition to online memberships.


      	It's vital that you're transparent about the reasons for the changes and respond to any concerns which your existing customers, vendors and employees have.

    


    5. As usual Disruption


    The membership economy takes advantage of new technologies to enable cheaper delivery of value to members. As a result, they replace business-as-usual with a highly disruptive approach. New market entrants can disrupt established entities in that kind of environment.


    To avoid being disrupted yourself:


    
      	Understand the ethos of membership economy principles and stay close to your members. Know what they want to achieve and how technology helps.


      	Look for underutilized assets which have the potential to drive disruptions.


      	Try and leapfrog technology advances before a new entrant can step in.


      	Be wary about passing on legacy system expenses to your members – that has risks.

    


    In all, there can be little or any doubt the membership economy is going to expand rapidly on the back of new technologies coming to the marketplace. You should now be identifying one or two opportunities where you can run some small tests in offering memberships. Pick something manageable but something which will have big implications for you if it works and get started.


    
      	Start building an online community with your current customers and ask them what they'd like to see in a next-generation product.


      	Evaluate how you can incorporate a loyalty program into your business and how you could use it to add value or remove friction for your members.


      	Think proactively about the challenges your best customers face and how you can help those people by using the delivery mechanisms of the membership economy.


      	Blow up all your existing membership and loyalty programs and build new ones from scratch which use new technology. Do this before a new competitor arrives and does it to you.


      	Become more customer-centric. That is, after all, the driving force of the membership economy.

        "No matter what kind of organization you're associated with, stay hungry. Keep innovating. Keep testing your assumptions. Keep questioning. Keep looking at macro trends. Most importantly, look outside yourself. Find people who can go on this journey with you. Maybe they're inside your organization, and you are lucky to have like-minded colleagues. But if you don't have colleagues, and maybe even if you do, look for mentors, peers, and kindred spirits who believe in membership and can work side-by-side with you, even if not for the same organization."


        – Robbie Baxter
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