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Welcome to the 
Digital Academy

• Time to focus on your Association Strategy 

• Learn from other associations and your peers

• Use Member Experience techniques to shift your 

strategies 

• Consider new culture, innovation and ideas

• Tools and frameworks to help you 
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About Causeis
Causeis exists to support associations.
Causeis is the complete Digital Partner for your association, and we bring a shared 
vision for your success.

With unmatched experience in association strategy and technology to draw on, every 
aspect of our service is centered around the member experience.

Partnered with global best-in-class technology, we ensure you have all bases covered 
with Causeis.

Recently named by ASI as the Global iMIS Partner of the Year. 



Supported by AuSAE

The home for association professionals.

A place where you belong, connect with others, advance your 

career and be inspired.

www.ausae.org.au
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To a llow for clea r audio please  mute  
yourse lf when presenta tion sess ions  
a re  in sess ion. At times we may 
mute  your line  if you may have  
forgotten. 

Maximise your Workshop Experience

Mute as required

Engage your fellow peers through 
the breakout rooms and the Zoom 
chat. Share ideas, successes and 
learnings. 

Chat and engage

Today’s presentations are being 
recorded however to maximise 
you're sharing and networking the 
breakout rooms will not.

Session recording

Especially in the breakout rooms, 
please don’t be shy and turn on your 
camera to increase your 
engagement. 

Use your camera

Presentation slides and recording 
will be distributed on course 
completion. 

Presentation Slides

So that we know who you are, and 
to let everyone know where you are 
from – lets rename ourselves to 
show our full name & acronym

Update your Name



Michelle Lelempsis
Managing Director

Causeis

Presenters & Facilitators 
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Cassandra Vasovic
Customer Success Manager

Causeis



Thursday 14th 
September

Day 2: Agenda 

• Your review of your associations data 

• Data Management Framework

• Planning for Integration 

• Data Integrity 

• Formulaes

• Excel Cheat Tips: Pivot, Vlookup, & 

Filtering
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Breakout 
Rooms

Day 2: Learning & 
Networking  

• Assessing your associations data

• Data management goals 
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Let’s Recap

Digital Academy: Data Management for Associations
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Data 
Assessment



Data Assessment 



Assessment: Current and Future State
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Current State

List what your current state of data 
is, pain points, frustrations, 

success.

Future State

List what your future state of data 
will look like including goals, 
success, resources, needs.



Data Assessment 



CRM / AMS Website Email Marke ting Survey Tool Event 
Management

Tracking of membership 
da ta  

User accounts  
and online  
information

Subscriber and 
pre fe rences

Responses  
(anonymous  and 

persona l) 

Regis tra tions  
and CPD 
tracking

Name, Indus try profile , 
Membership da ta , contact 

information
Logged in his tory

Email marke ting 
his tory, 

pre fe rence  
management 

Sa tis ifca tion, 
feedback, 
compla ints

CPD, 
a ttendance , 

Software

Purpose

Data Collected 

Gaps Reporting easy for users 
to 

Access 
Gaps from other systems 

Not integrated 
Limited to one 
staff member

Limited to one 
team 

Not used across 
full reporting

Anonymous data Membership data 
not linked

Data Assessment 

Strategies for Data Management and Unified System
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Minimum Data Set
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Presenter
Presentation Notes
If you really just want to get started, then I would encourage you to consider identifying your minimum data set 

This is the absolute critical data that your association needs to collect and maintain for all members. 

This should be no more than 10 data points and should include; 

Join Date 
Financial 
Date of birth, year of birth 
Location (Post code, state) 
Industry relevant info (such as speciality) 






What is the critical minimum data set? 

© Causeis Pty Ltd

Minimum Data Set



Definitions are critical
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Presenter
Presentation Notes
If you really just want to get started, then I would encourage you to consider identifying your minimum data set 

This is the absolute critical data that your association needs to collect and maintain for all members. 

This should be no more than 10 data points and should include; 

Join Date 
Financial 
Date of birth, year of birth 
Location (Post code, state) 
Industry relevant info (such as speciality) 






What are your key association definitions?
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Definitions are critical



Review your member data
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Presenter
Presentation Notes
If you really just want to get started, then I would encourage you to consider identifying your minimum data set 

This is the absolute critical data that your association needs to collect and maintain for all members. 

This should be no more than 10 data points and should include; 

Join Date 
Financial 
Date of birth, year of birth 
Location (Post code, state) 
Industry relevant info (such as speciality) 






Review your member data – what did you see? 
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Review your member data



Breakout Room
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15 minutes and you will receive a 60 second warning 
when ending

Introduce yourself, association 

Data Assessment: Findings, the Good, the Bad and the 
Ugly 

Your Minimum Data Set 



Data Management Strategies

Presenter
Presentation Notes
I’m Michelle Lelempsis from Causeis, and I am here to get you excited about data. 

According to Gartner, McKinsey and other think-tanks rate data is your most valuable asset and competitive advantage. It is your associations data that tells a story, whether good or bad. 

Data is everywhere, you use it every single day, and every hour to make decisions, to respond, adapt. 

Data is used to easily see your performance goals, targets, and data can even evoke emotion. 

As an association leader, how do you create an association powerhouse that collects, maintain and measure the data that really matters.  

We will explore that data you must collect�The questions to ask your team to drive data thinking 
The metrics you need to measure

We will also share an extended version of these slides during the session that include formulaes and ideas. 



Data Management Goals

Good data management strategies will 

ensure your members, staff and 

association are more productive. Data is 

easier to access. 

Productivity 

Reduce duplications, focus your 

association efforts, increase revenue

Cost savings

Data Management will allow your 

association to be more agile and 

respond as your member needs 

change. 

Agility 

Holistic data management strategies will 

include a focus on data security and safe 

guarding the use and transmission of 

data. 

Drive Security Improvements 

Data management will help ensure your 

association staff are accessing and 

analyzing the same data. In turn enabling 

improved decision making. 

Accurate Decision Making 

Back-up practices, internal ownership 

and knowledge. 

Data protection
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Data 
Management

Assessment

Measure 
Quality 

Define key 
Terms

Report on 
data

Identify gaps 
and 

improvements 

Data 
Integrity 

Training 

A framework for data management.
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Identify Gaps and Improvements: 
Planning for Integration 

Presenter
Presentation Notes
I’m Michelle Lelempsis from Causeis, and I am here to get you excited about data. 

According to Gartner, McKinsey and other think-tanks rate data is your most valuable asset and competitive advantage. It is your associations data that tells a story, whether good or bad. 

Data is everywhere, you use it every single day, and every hour to make decisions, to respond, adapt. 

Data is used to easily see your performance goals, targets, and data can even evoke emotion. 

As an association leader, how do you create an association powerhouse that collects, maintain and measure the data that really matters.  

We will explore that data you must collect�The questions to ask your team to drive data thinking 
The metrics you need to measure

We will also share an extended version of these slides during the session that include formulaes and ideas. 
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Planning for 
integration

What are the integration goals? 

What is the purpose of the integration? 

What integration technology is required? 

What scenarios exist for testing? 

How to measure the success? 
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• Not to integra te  for the  sake  of integra ting!

• Idea l goa ls :
• Allow your CRM (like  iMIS) to be  the  source  of truth
• Capture  Engagement da ta
• Allow ease  of use  by members  (SSO)
• Data  integra tion via  an API
• Use  proven – off the  she lf bridges  and integra tions

• A major purpose  should be  to have  a  comple te  picture  of a ll 
members  and the ir inte ractions  with your various  sys tems

What are the integration goals 
and purpose?
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• Does  the  3rd party vendor a llow a  tes t environment?
• Do you have  a  tes t environment?
• Have you planned your project e ffective ly?

What about testing?
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Lowes t Cos t, Lowes t Risk

No need to write  any cus tom 
code .

Custom vs Standard Integrations 

Can your CRM do it out 
of the box?

Is there a third party 
integration already built?

Custom Build

Medium Cost, Low Risk

Bridge handles all versions of 
CRM and you are not 
responsible for changes to 
either the CRM or Vendor API

Highest Cost, Highest Risk

You are responsible for 
learning and using the iMIS 
API's and the Vendor API's. 
You will need to address all 
breaking changes to iMIS 
API's or Vendor API's.
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• An integra tion should be  invis ible  to your users
• Make sure  you a re  clear on the  "Source  of Truth" for da ta
• Be clear on where  a ll of your member da ta  is  loca ted
• Let the  third party sys tem do what it does  bes t and le t iMIS do 

what it does  bes t
• Unders tand what his torica l da ta  you will have  if you change  

vendors  (e .g., LMS vendors )

Considerations
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Don’t over integra te  so nobody 
can remember the  rules , 
reason and why! What is  the  
purpose  and goa l. 

When not to integrate

Nobody remembers the 
purpose. 

Over engineered Process is too complex

Over engineered integrations, 
will cost your association over 
time. Due to lack of business 
rules, complex needs and lost 
opportunities. 

If your process is overly 
complex and you can’t easily 
document then integration 
may not be suitable. 



©Causeis Pty Ltd

• Provides  the  da ta  to improve  your decis ion making 
• Ease  of use  by your members
• Ease  of support by your s ta ff
• Provides  enhanced da ta  about members
• Links  to other se rvices  such as  CPD recording

How to measure success?



Let’s take a 5-minute break

Grab a refreshment Please feel free to mute and turn 
off your camera

Don’t close the Zoom 
session

©Cause i s  P ty  L td



Data Integrity

Presenter
Presentation Notes
I’m Michelle Lelempsis from Causeis, and I am here to get you excited about data. 

According to Gartner, McKinsey and other think-tanks rate data is your most valuable asset and competitive advantage. It is your associations data that tells a story, whether good or bad. 

Data is everywhere, you use it every single day, and every hour to make decisions, to respond, adapt. 

Data is used to easily see your performance goals, targets, and data can even evoke emotion. 

As an association leader, how do you create an association powerhouse that collects, maintain and measure the data that really matters.  

We will explore that data you must collect�The questions to ask your team to drive data thinking 
The metrics you need to measure

We will also share an extended version of these slides during the session that include formulaes and ideas. 
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Data Integrity
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Data Integrity

Data 
Integrity 

Accurate 

Truthful

CompleteRetrievable 

Verifiable
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• Did you know tha t a  member without a  va lid email is  5% less  
like ly to renew the ir membership?  

• What about members  tha t don’t have  a  va lid login to your 
porta l?  

• How can you change  how you proactive ly contact your 
members?  

Data Integrity 
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• Use Exce l if you can’t deve lop reports  

• Export your key member da ta  to identify gaps  

• Start with the  minimum da ta  se t 

• Encourage  pro-active  or automation to connect with members

Data Integrity 
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• Data  integrity should be  comple ted across  a ll da ta ; 
• Financia l 
• Member 
• Engagement
• Website  
• CPD 

Data Integrity 
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• Gamifica tion: Show your members  what percentage  of the ir 
profile  is  comple ted and incentivize  100%. 

• Nudge  them to login if they haven’t accessed the  porta l in 3 
months .

• Notify s ta ff of upda tes  comple ted by the  member via  the  porta l. 
E.g Updates  to address  or company. 

Data Integrity: Automation 
Ideas 
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• Inte rna l notifica tions  to s ta ff about gaps  in se t-up, financia l 
transactions  or important da ta  reviews . 

• End of month reporting to finance  or membership on s ta tis tics  

• Dashboard driven da ta  integrity to identify gaps  or problems . 

Data Integrity: Automation 
Ideas 
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Data Integrity: Automation 
Ideas 
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Data Integrity: Automation 
Ideas 
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Tips for Maintaining Data 
Integrity 

• Validate input: Use the right data type to collect the data 
• Validate data: Update any data that is incorrect 
• Remove duplicates: Duplicates are costly to associations. 
• Back-up data and validate recovery process
• Access controls: CRUD (Create, Read, Update and Delete)
• Audit trail: Financial and contact data



What metrics can you access today? 

© Causeis Pty Ltd

Presenter
Presentation Notes
Ask yourself, what data, metrics, statistics can I access and see today? In the chat, share any metrics that you can easily access today without effort. 

Without the need to ask your Membership Manager, or Education Team, what can you easily access? 

Do you have the ability to see your retention, your churn, your revenue, your website traffic? What is it? 



Data Driven Associations.

 Ability to talk with metrics and performance 
KPIs. 

 Measure past success to enable future 
decision-making.

 Collect the right data for reporting.
 Eradicate data-silos.
 Data managed, secure and maintained. 
 Ability to access real-time metrics (retention, 

conversion, engagement, performance). 

© Causeis Pty Ltd



Data

Experience

Process

Digital Success

© Causeis Pty Ltd



Data. Process. Experience. 

 Ability to talk with metrics and performance KPIs. 
 Measure past success to enable future decision-

making.
 Collect the right data for reporting.
 Eradicate data-silos.
 Data managed, secure and maintained. 
 Ability to access real-time metrics (retention, 

conversion, engagement, performance). 

© Causeis Pty Ltd



Digital Success Project Phase Post 1-Month Live Post 6-Month Live

DATA

Is the right data being 
captured?

Do you have the right 
data?

Can you report on the 
data?

Where is the data 
stored?

Will the data need 
maintenance and 
management?

Can real-time reports 
be developed to 
measure 
performance?

Data. Process. Experience. 
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What are data driven 
associations measuring? 
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Dive into retention across categories, 

segments, and member stage. 

Comparing year on year and impacts.

Retention Rate

Defines how long members stay 

with your association. Average 

retention is 84% then the tenure is 

6.25

Membership Churn or 
Tenure

Beyond the individual email campaign, 

but driving readership, behaviour and 

outcomes through learning your 

marketing impact across 

communication medium, readership, 

action. 

Marketing Effectiveness

Tracking how members are accessing 

your secured, gated content or benefits. 

What number of members are logging 

into your website? How many haven’t 

accessed the site in a few months? 

Online Behaviour

Measure of participation and the ability 

to rank members behavior. To identify 

the utilization of members accessing 

your benefits and services. 20% of 

members access CPD in a year, 4% use 

advisory line. 

Engagement Scoring

Data Driven Associations.

© Causeis Pty Ltd

Presenter
Presentation Notes
DON’T FORGET TO CLICK FOR HIGHLIGHTING THE 5 METRICS 



Dive into retention across categories, segments, and member stage. Comparing year on year and 

impacts.

Retention Rate

Data Driven Associations.

Retention Formulae

© Causeis Pty Ltd



Data Driven Associations.

© Causeis Pty Ltd

Two files:

- All members that were offered to renew 
- All members today  

Explore: Deduping, Vlookup and Pivot

Retention Rate by Excel



Dive into retention across categories, 

segments, and member stage. 

Comparing year on year and impacts.

Retention Rate

Defines how long members stay 

with your association. Average 

retention is 84% then the tenure is 

6.25

Membership Churn or 
Tenure

Beyond the individual email campaign, 

but driving readership, behaviour and 

outcomes through learning your 

marketing impact across 

communication medium, readership, 

action. 

Marketing Effectiveness

Tracking how members are accessing 

your secured, gated content or benefits. 

What number of members are logging 

into your website? How many haven’t 

accessed the site in a few months? 

Online Behaviour

Measure of participation and the ability 

to rank members behavior. To identify 

the utilization of members accessing 

your benefits and services. 20% of 

members access CPD in a year, 4% use 

advisory line. 

Engagement Scoring

Data Driven Associations.

© Causeis Pty Ltd

Presenter
Presentation Notes
DON’T FORGET TO CLICK FOR HIGHLIGHTING THE 5 METRICS 



Defines how long members stay with your association on average. 

Average retention is 84% then the tenure is 6.25

Membership Churn or Tenure

Data Driven Associations.

LAPSE RATE =

1 - Renewal Rate

Tenure Formulae

© Causeis Pty Ltd



Dive into retention across categories, 

segments, and member stage. 

Comparing year on year and impacts.

Retention Rate

Defines how long members stay 

with your association. Average 

retention is 84% then the tenure is 

6.25

Membership Churn or 
Tenure

Beyond the individual email campaign, 

but driving readership, behaviour and 

outcomes through learning your 

marketing impact across 

communication medium, readership, 

action. 

Marketing Effectiveness

Tracking how members are accessing 

your secured, gated content or benefits. 

What number of members are logging 

into your website? How many haven’t 

accessed the site in a few months? 

Online Behaviour

Measure of participation and the ability 

to rank members behavior. To identify 

the utilization of members accessing 

your benefits and services. 20% of 

members access CPD in a year, 4% use 

advisory line. 

Engagement Scoring

Data Driven Associations.
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Presenter
Presentation Notes
DON’T FORGET TO CLICK FOR HIGHLIGHTING THE 5 METRICS 



Beyond the individual email campaign, but driving readership, behaviour and outcomes through 

learning your marketing impact across communication medium, readership, action. 

Marketing Effectiveness

Data Driven Associations.

Marketing Effectiveness Statistics

• Member Segments that are opening your emails 

• Behavior from the marketing effort 

• Percentage of members that open and click any email in the month or year

• Number of members you reach via social media (LinkedIn or Twitter)

• Number of communications sent to each member per week, month or year

© Causeis Pty Ltd



Dive into retention across categories, 

segments, and member stage. 

Comparing year on year and impacts.

Retention Rate

Defines how long members stay 

with your association. Average 

retention is 84% then the tenure is 

6.25

Membership Churn or 
Tenure

Beyond the individual email campaign, 

but driving readership, behaviour and 

outcomes through learning your 

marketing impact across 

communication medium, readership, 

action. 

Marketing Effectiveness

Tracking how members are accessing 

your secured, gated content or benefits. 

What number of members are logging 

into your website? How many haven’t 

accessed the site in a few months? 

Online Behaviour

Measure of participation and the ability 

to rank members behavior. To identify 

the utilization of members accessing 

your benefits and services. 20% of 

members access CPD in a year, 4% use 

advisory line. 

Engagement Scoring

Data Driven Associations.
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Presenter
Presentation Notes
DON’T FORGET TO CLICK FOR HIGHLIGHTING THE 5 METRICS 



Tracking how members are accessing your secured, gated content or benefits. What number of 

members are logging into your website? How many haven’t accessed the site in a few months? 

Online Behaviour

Data Driven Associations.

Online Behaviour Statistics

• What percentage of members log into your website per week, month or year? 

• Which segments are accessing secured content? 

• Which members are participating in online community content? 

• What is the most valuable gated content in your portal? 

• What is the most popular public content? 

© Causeis Pty Ltd



Member Engagement Scoring: 
Ultimate goal for data management

© Causeis Pty Ltd



Dive into retention across categories, 

segments, and member stage. 

Comparing year on year and impacts.

Retention Rate

Defines how long members stay 

with your association. Average 

retention is 84% then the tenure is 

6.25

Membership Churn or 
Tenure

Beyond the individual email campaign, 

but driving readership, behaviour and 

outcomes through learning your 

marketing impact across 

communication medium, readership, 

action. 

Marketing Effectiveness

Tracking how members are accessing 

your secured, gated content or benefits. 

What number of members are logging 

into your website? How many haven’t 

accessed the site in a few months? 

Online Behaviour

Measure of participation and the ability 

to rank members behavior. To identify 

the utilization of members accessing 

your benefits and services. 20% of 

members access CPD in a year, 4% use 

advisory line. 

Engagement Scoring

Data Driven Associations.

© Causeis Pty Ltd

Presenter
Presentation Notes
DON’T FORGET TO CLICK FOR HIGHLIGHTING THE 5 METRICS 



Measure of participation and the ability to rank members behavior. To identify the utilization of members 

accessing your benefits and services. 20% of members access CPD in a year, 4% use advisory line. 

Engagement Scoring

Data Driven Associations.

Engagement Scoring Statistics

• Who are the most engaged members?  

• Who are the least engaged members? 

• What is the most accessed benefit or service? 

• What is the least access benefit or service? 

• What segments are not accessing services or benefits? Is this a gap in your value proposition?

© Causeis Pty Ltd



The best of the best
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Start today to shift to a 
data driven association

© Causeis Pty Ltd



Other Aspects of Data Management

Presenter
Presentation Notes
I’m Michelle Lelempsis from Causeis, and I am here to get you excited about data. 

According to Gartner, McKinsey and other think-tanks rate data is your most valuable asset and competitive advantage. It is your associations data that tells a story, whether good or bad. 

Data is everywhere, you use it every single day, and every hour to make decisions, to respond, adapt. 

Data is used to easily see your performance goals, targets, and data can even evoke emotion. 

As an association leader, how do you create an association powerhouse that collects, maintain and measure the data that really matters.  

We will explore that data you must collect�The questions to ask your team to drive data thinking 
The metrics you need to measure

We will also share an extended version of these slides during the session that include formulaes and ideas. 
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• Educate  your team – Data  security, transmiss ion, breach of 
da ta  

• Move to cloud infras tructure  or managed services  

• Learn the  law – What legis la tion should you be  familia r with?  

Other considerations
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• Educate  your team – Data  security, transmiss ion, breach of 
da ta  

• Move to cloud infras tructure  or managed services  

• Learn the  law – What legis la tion should you be  familia r with?  

Other considerations



Data 
Management

Assessment

Measure 
Quality 

Define key 
Terms

Report on 
data

Identify gaps 
and 

improvements 

Data 
Integrity 

Training 

A framework for data management.
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0404 092 105

michelle@causeis.com.au

Michelle Lelempsis
Managing Director, Causeis

0478 059 620

cassandra@causeis.com.au

Cassandra Vasovic
Customer Success Manager, Causeis
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