
MEMBERSHIP DEVELOPMENT 

INSIDE / OUT
Give your child a new experience every month



Our time today..
What started it all

Goals

Creation of model(Strategy)

Results to date

What it is / What its not



Where 
it began







Access

Opportunity



OUR JOURNEY
WHERE DO WE BEGIN?
Back to our MISSION….



Key Questions
• Can we be the Destination place for families ?

• Can we provide richer and wider 

experiences for kids ?



How is your YMCA serving Kids and Families ?

CHALLENGE

Persona exercise 
When is family swim 
When is open gym

What programs do you have for 2/3 year olds ?

What programs are relevant for 5-8 year olds ?



Key Questions
• Do we have a strong enough WHY?

• What will we have to transition to do this ?

• How will we have to transition to do this ?

• Where and When………



Key Outcomes

• Increased Experiences for 0-8 yr olds

(program participation)

• Increase Family Membership value (family 

membership Growth)

• Increase Family Satisfaction (retention)



Welcome
August board Retreat
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Total Members using Program by Age 2018

Members Year end 2019 Program Participants

Total Members 5824
Members in paid for program(s) 1101
Percent in paid programs (non-childcare) 19%



Key Outcomes

• Increased Experiences for 0-8 yr olds

(program participation)

• Increase Family Membership value 

(family membership Growth)
• Increase Family Satisfaction (retention)



Key Outcomes

Membership Units
Year Total Units Family Units % Family
2017 6400 2100         33%

Retention 
2017 – 66.08

Community Impact
25,000 members / 450,000 people in County = 6%



If we wanted 
to be 

successful –

Who is the 
decision 
maker ?



Model 
What is mom looking for

Current Model Mom Model
Limited program offerings Experience based for kids – Variety and relevant

Session 6/7/8 week – gaps long sessions More times to engage (12)- low risk intro

Department focused ALL DEPT focused -

Price points different by programs Affordability – easy to communicate 

Not Family friendly Family time drives key areas (pools/gyms)

Pay for all programs Value added (especially for young families / parent and 
child classes

One and done ? Progressive (rec, academy, competitive)



• Member 1st / Kids 1st schedules-
open swim and open gym

• Increase parent / Child classes –
Free and Fee

• Will go to monthly program model 
– more opportunities to engage

• Need to EXPAND programs for 0-8

• Pricing model FIXED at 
$20/month

• “Control” Family time – easy to understand –
create mastheads for mom

• Sign up for months in advance - Add schedule 
to pay 

• Go back to program guide – easy to 
understand – Persona exercise – put yourself 
in staff and moms shoes

• Space – Find space, convert space, share 
space

• Current programs – What programs are not 
earning their square footage 

• Preferred member registration 

• Member rate – community rate

Where did we focus …..1st



FROM
Providing Programs –

Very department 
specific – pricing, 

promo, positioning , 
product 

Feels Final – I learned 
to swim 

TO
Providing Experiences – We 
all collectively do together 
(the model is taken care of 

– pricing, framework of 
days offered per week, 

marketing )

Feels continual – What’s 
my next experience 



Intentionality

Cl
ar

ity

Family 1st / Kids' 1st Model Space

Resources

Clear 
Communication to 
members, staff, 
donors

Alignment of 
language / 
Messaging 

Systematize –
consistent (The P’s)



How does this show up for our 
Members everyday ……consistently 





MONTHLY EXAMPLES



MONTHLY EXAMPLES



MONTHLY EXAMPLES



Monthly 
Program 
Calendar 



Academy 



• Insert Masthead – Family time

S
C
H
E
D
U
L
I
N
G



REIMAGINE

Our current 
spaces



















OUR JOURNEY
WRAP UP | SUCCESS IN THE DATA



MOM Report Card…..

How are we doing 



Invocation
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Total Members using Program by Age 2019

Members Year end 2019 Program Participants

Total Members 12,572
Members in paid for program(s) 5815
Percent in paid programs (non childcare) 46 %



Invocation
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Total Members using Program by Age 2020

Members Year end 2020 Program Participants

Total Members 16,208
Members in paid for program(s) 8255
Percent in paid programs (non-childcare) 51%



President’s Report
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Total Members using Program by Age 2021

Members Year end 2021 Program Participants

Total Members 16,075
Members in paid for program(s) 10,804
Percent in paid programs (non-childcare) 67%



President’s Report
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Total Members 19,301
Members in paid for program(s) 14,102
Percent in paid programs (non-childcare) 73%
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YMCA Report Card…..

How are we doing 
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Branch 2017 Feb 23 Growth Percent 
growth

Griffith 695 1045 350 50%

Hammond 1731 5,538 3807 219%

Southlake 3499 14,139 10,640 304%

Whiting 1640 2596 956 58%

Schererville 7039 7039

Hobart 1003 2100 1097 109%

Total 8,568 32,457 23,889 278%



Branch 2017 2022 Increase in 
Rev

% 
increas

e

Griffith $266,438 $356,511 $90,073 34%

Hammond $677,817 $2,085,122 $1,407,305 208%

Southlake $2,008,162 $6,900,999 $4,892,837 244%

Whiting $657,626 $948,095 $290,469 44%

Total $3,610,043 $10,290,727 $6,680,684 185%

Schererville 2,843,125

Hobart $737,890

Total $3,610,043 $13,871,742 $10,261,699 284%



Branch 2017 2022 Increase in 
Rev

% 
increas

e

Griffith $725,535 $967,034 $241,499 33%

Hammond 406,463 $531,639 $125,176 31%

Southlake 644,350 $2,243,338 $1,598,988 248%

Whiting $190,971 $339,078 $148,107 78%

Total $1,967,319 $4,081,089 $2,113,770 107%

Schererville $411,690

Hobart $571,983

Total $1,967,319 $5,064,762 $3,097,443 157%



Key Outcomes
Membership Units
Year Total Units Family Units % Family

2017 6400 2100         33%
2022 30,108 18,647 62%
Retention -13 month
2017 – 66.08
2022 – 79.50%
Community Impact
2017 - 25,000 / 450,000 = 6%
2022 – 115,000 / 500,000 = 23%



Staff Leadership Report Card…..

How are we doing 



53

5.0 to 4.1 4.0 to 3.1 3.0 to 2.1 2.0 to 1.0



It’s a mindset…It’s a culture…It’s a way of thinking.

It is an everyday journey of getting better.

RE-VISIT 
Mom’s NEW 
EXPERIENCE 
WITH THE Y



It’s a mindset…It’s a culture…It’s a way of thinking.

Parting Thoughts

No Framework looks 
exactly the same 

Start with WHY…NOT HOW



It’s a mindset…It’s a culture…It’s a way of thinking.

QUESTIONS ?
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