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YOY STATUS

2017 Goals:

Gain 10 CM’s over 2016 #’s

Retain 90% of CM’s

As of September 12, 2017

CM:  497

AM:  475

TOTAL MEMBERS: 972

OVERALL RETENTION: 90% 

CM Retention: 93%

As of September 12, 2016

CM:  475

AM:  486

TOTAL MEMBERS: 961

Grow 
Members

Retain 
Members

CMS AMS

CM 497AM 475



2017 TARGETS & METRICS

• Increase engagement from 15% to 25% 
of member companies attending 
District Events

• Develop District scorecards with 
engagement metrics discussed at 
monthly meetings

• Fully implement consistent onboarding 
across the Districts

Create thriving 
Districts across the 
State! 

Make New Members Feel 
Like Old Members! 

Engage the 
85%



DISTRICT EVENT ENGAGEMENT
Increase engagement from 15% to 25% of member companies 
attending District Events

2016 (July 2016) 2017 (July 2017)

REGION TOTAL # 
EVENTS

TOTAL EVENT
HEADCOUNT

TOTAL 
COMPANY 
ATTENDANCE

NorCal
4,5,8

9 420 185

CenCal
1,2,3,9,10

6 421 85

SoCal
11,12,13,14

7 883 154

* Does not include District Board Engagement, Liaison Meetings/Events & Grassroots

REGION TOTAL # 
EVENTS

TOTAL EVENT
HEADCOUNT

TOTAL 
COMPANY 
ATTENDANCE

NorCal
4,5,8

10 472 197

CenCal
1,2,3,9,10

4 364 73

SoCal
11,12,13,14

7 925 (+4.7%)
(4 of 7 Sold Out)

183 (+19%)

Engage the 
85%



REGIONAL SCORECARDS
Develop Regional scorecards with engagement metrics 
discussed at monthly meetings

* Does not include District Board Engagement, Liaison Meetings/Events & Grassroots

Engage the 
85%



ONBOARDING
Fully implement consistent onboarding across the Districts

Engage the 
85%



2017 TARGETS & METRICS

• Create and operate Small Business Council both regional and statewide

• Implement and host mega networking events—“Meet the Prime / Cal Con” annually, both in the 
North and South.

• Add 2 Affinity Partners with shared revenue streams

• Add 2 Discount Programs 

• Promote program(s) to membership to ensure awareness and access

Align Services 
to Type of 
Member

Create 
Value



WHAT WE HAVE LEARNED….

• Strong bonds and relationships with District and Regional Membership 
makes us more effective 

- When utilizing a member, a prospect can be closed in 1-3 
calls/meetings

- Relying solely on AGC staff more than doubles the effort 
necessary, taking 7-10 hits to close a prospect

The Secret to Membership Growth: Just ask them to join! 



AGC Colorado
Michael Gifford, President & CEO
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Membership Retention

GC SC Supplier Associate

2016 97% 93% 96% 92%

2017 92% 92% 85% 88%



Membership Growth & Retention

• Strategic Plan has to focus in membership growth & retention

• Branding – Show up in places they don’t expect…but respect

• Board involvement plan – be super specific & easy to complete

• Networking upstream that meets member needs

• Meat, potatoes and veggies on the plate

• Last Word



AGC CO 2015-17 Strategic Plan Goals

• Develop the Contractors of the Future (Workforce Development)

• Be Effective Advocates on Issues Affecting the Colorado Commercial 
Construction Industry

• Provide Quality Services to Members That are Essential to Their 
Success

• Strengthen and Increase Membership

• Ensure AGC Colorado’s Future Financial Sustainability



Colorado Construction & Design Magazine





Board Involvement – Specific & easy

• GC members take AGC SC spreadsheet by division

• Have pre-construction dept. identify 5 SC’s that are not on AGC list

• Have pre-written email template & 3 attachments that can be easily 
sent to 5 prospects

• Copy in AGC membership director to follow-up

• Close sale of at least 1 per board member

• Give award to board members at next meeting to recognize their 
success

• Have fun with it!





Meat & Potatoes on the Plate

• Self-insured Health Insurance

• Leadership Opportunities

• Workforce Recruitment/Hiring Opportunity

• Networking Upstream

• Apprenticeship Training

• Work Comp Insurance



Last Word

• Membership is a totally different mindset than advocacy or labor 
relations or construction

• Chamber of commerce membership sales is the best training ground I 
know

• Membership must be the first thing every day or it won’t happen

• Intentionally build a membership growth & retention culture with 
staff – leadership is the key

• Make it fun!



AGC of America

Christi Beatty, Executive Director 

Chapter Support Services



AGC’s Why Join Campaign

https://www.agc.org/why-join

https://www.agc.org/why-join


www.agc.org

http://www.agc.org/


2-minute video 
with AGC Member Testimonials



New Form Page…
with more targeted questions to help AGC collect quality leads



Why Join Toolkit for Chapters

Marketing Collateral
• Print ads
• Social media ads
• Event Banners
• Posters
• Why Join brochures

Digital Collateral
• Access to digital campaign
• Web banners you can link to

https://chapters.agc.org/marketing/membermarketing/why-join/

https://chapters.agc.org/marketing/membermarketing/why-join/


Membership Retention



AGC can help…Onboard New Members

Automated Email Campaign
• Joint campaign with chapter and AGC 

of America 
• 6 email touches over 12 weeks

Messages
• Welcome to AGC
• Complete your AGC Profile
• Save with AGC’s Discount Programs
• Build Your Contacts
• Learn about Educational Programs
• AGC Protect Your Business



AGC Can Help…with New Member Orientations



A Final Thought…
Have you called your chapter lately?


