DIGITAL TRANSFORMATION:
NEW MEMBER JOURNEY
SALES MEETS MARKETING

STORY: THE WHY
As an organization we place a high priority on first-year retention, and track it as a data point on our
company scorecard. Recognizing that the first year of membership is critical to developing a lifelong Chamber
member, the West Coast Chamber embarked on a journey to create a new member journey that is
remarkable, replicable, and scalable.
After benchmarkeing best practices and challenges to first year renewals, we developed a robust new member
journey plan that involves, among other things, delivering key benefit messages to new members at strategic
points along their journey. As a marketing and sales staff of two, we recognized that to execute the plan
effectively, we had to solve a capacity issue. So many members, so little time.
Further benchmarkeing revealed that the best way to consistently and effectively hit the touchpoints with the
messaging we identified was to embrace technology, and we set about developing and launching an
automated digital new member journey. The tech end of this was steep, as it involved significant customization
of Chambermaster fields and an integration with Mailchimp, and much of our buget went into the coding and
intergration of the two platforms, as well as the development of a dashboard to track response data.
The focus of this journey is to build familiarity with the professionls on staff and to communicate the Chamber’s
value proposition frequently, stressing how members can tap into member benefits. The journey wraps up at
the tail end of year one, with a video that congratulates a member on a great year, and welcomes them into
year two.
OBJECTIVE:
The objective of this digital transformation was to provide a remarkable welcome and new member
experience, address issues of staff capacity to deliver the experience in an efficient and effective way, to
identify opportunities for intervention with non-responsive new members, and to create custom options within
our CRM and email server to allow for future projects.
The following pages illustrate the project that began in mid-2018 and was launched in January 2019.

NEW MEMBER JOURNEY: MONTH ONE
The first month of the new member journey is personal and includes a customized video that features
our leadership team and welcomes the new member to the Chamber. We call it the “Airplane Video,”
as that’s the part that really gets members excited. This video contains sophisticated special effects.
Part of our budget went into working with an outside firm to shoot and create the template for the
video using Adobe Premier Pro and After Effects. Since we also have those skills in house, we can
now customize each video ourselves, incurring no additional expense.
When the new member clicks on the button to watch the video, it takes them to a custom landing
page on our website, where they can view the video as often as they would like. Once they’ve
finished watching the video, they find themselves on our website, set up to explore and engage.
See video on the following page.

New Member Journey
- new member
onboarding
- social welcome
- automated email:
video

week
one

- welcome email
- social
- MIC
- postcard

- automated email:
feedback survey

- maximize your
membership
- automated email:
member benefits &
video

month
one

month
two

quarter
one

month
six

- postcard
- automated email:
MIC
- CONNECT
magazine
- ambassador call
- automated email:
video

month
nine

month
eleven

- renewal notice
- automated email:
video

NEW MEMBER JOURNEY: MONTH ONE

NEW MEMBER JOURNEY: MONTH TWO +
After the first month of membership, the touchpoints are automated, and trigger at strategic points
along the first year of membership. Several include videos created specifically for the campaign.
New members are now tagged in a custom field in Chambermaster when they join, and automatcally
funneled into the journey, which is housed on Mailchimp. No staff time is necessary to add or remove
people from the sequence, which is key to delivering the messages in a timely manner without
adding to staff workload. These emails are sent to all representatives listed in the member account (not
just the primary), which enables us to get deeper into the organization and get more representatives
engaged.
See emails following the workflow plan.
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