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INTRODUCTION

In January 2023, VMAE engaged QNA Group to conduct benchmarking research with its 
member associations. 

Objectives: 

Understand how veterinary associations are tackling key issues related to: 
• Driving member engagement
• Managing member dues
• Recruiting/retaining members
• Generating non-dues revenue

Share learnings with VMAE members in order to facilitate the dissemination of best 
practices.
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RESEARCH OVERVIEW

Phase 1: Member Survey

• 23-question survey sent to all 92 VMAE organizational members

• 56 responses received (some are partial) – 61% response rate

• Information on association activities in three primary topic areas: member engagement, 
non-dues revenue, member recruitment and retention

Phase 2: Follow-Up Discussions

• One-hour conversations with nine associations who volunteered to share more 
information on their activities and success stories
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Sharing research highlights today. 
Full summary report will be available to VMAE members.
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• Survey Highlights
• Promising Practices



State, 71%

National or 
International, 

25%

Regional or 
Local, 4%

Membership Type

RESPONDENT PROFILE
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Most participating associations 
identify themselves as primarily state-
based (71%), while another 25% 
have a national or international 
membership. 

Most respondents identify themselves 
as the Executive Director or CEO of 
their associations.

Q2. Which of the following best describes the majority of your membership?



RESPONDENT PROFILE
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Participating associations represent a wide range of annual budgets, from less than 
$100,000 to more than $5,000,000.

More than half of respondents report that their annual budget is over $500,000.

19%

36%

26%

19%

0%0%

14% 14%

50%

21%

$50,000 to $100,000 $100,000 to $500,000 $500,000 to
$1,000,000

$1,000,000 to
$5,000,000

Over $5,000,000

Annual Budget

Q4. Indicate your organization’s annual budget size



RESPONDENT PROFILE
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A diverse mix of association sizes are represented in this research, with the number 
of dues-paying members ranging from fewer than 50 to almost 10,000. 

More than half of participating associations have five or fewer full-time employees.

11%

23%

46%

9% 7%

0 or less
than 1 FTE

1 2 to 5 6 to 15 More than
15

Number of Full-Time Employees

Q3. Approximately how many full-time employees does your organization have?

22%

13%

41%

24%

Less than 500 500 to 999 1000 to 2999 3000 or more

Number of Dues-Paying Members

Q5. Approximately how many dues-paying members does your organization currently have?
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MEMBER ENGAGEMENT
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Respondents were asked to review a list of activities and identify which they undertake on 
a regular basis. CE and annual conferences are offered by nearly all participating associations, 
followed by student scholarships and advocacy work

27%

20%

25%

39%

43%

43%

68%

84%

84%

91%

93%

Other

Establishing clinical or practice guidelines

Certification programs

Publishing a professional journal

Communicating with or educating the general public

Educational programs (not CE)

Networking events or programs

Lobbying or advocacy work

Supporting veterinary students through scholarships…

Hosting an annual meeting/conference

Continuing education programming (for credit)

Association Activities

Q10. Which of the following types of activities does your organization undertake on a regular basis? Please choose all that apply.
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25%
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Q10. Which of the following types of activities does your organization undertake on a regular basis? Please choose all that apply.

• Social Events
• Newsletters/Pubs
• Philanthropy
• Grants



MEMBER ENGAGEMENT
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National or International associations are much more likely to publish a journal and establish 
clinical guidelines.

State or Local associations are much more likely to conduct lobbying or advocacy work and 
provide networking events. 

31%

7%

21%

29%

38%

38%

74%

95%

81%

93%

95%

14%

57%

36%

71%

57%

57%

50%

50%

93%

86%

86%

Other

Establishing clinical or practice guidelines

Certification programs

Publishing a professional journal

Communicating with or educating the general public

Educational programs (not CE)

Networking events or programs

Lobbying or advocacy work

Supporting veterinary students through scholarships or…

Hosting an annual meeting/conference

Continuing education programming (for credit)

Association Activities

National or International
State or Local

Q10. Which of the following types of activities does your organization undertake on a regular basis? Please choose all that apply.



MEMBER ENGAGEMENT
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A majority of participants offer wellness/mental health tools and credit card processing as 
member benefits. 

The remaining benefits tested are offered by fewer than half of participating associations

29%
9%

4%

11%

15%
16%

22%

24%
29%

29%

29%
40%

56%

66%

Other
None of these

Retirement savings plan

Insurance (other than health)
Health insurance

Proprietary research/data

Legal services
Other professional services (e.g., accounting, financial…

Client education materials

Marketing tools
Practice management tools

Employee Assistance Program (EAP)

Credit card processing
Wellness or mental health tools

Member Benefits

Q11. Which of the following benefits do you currently provide to members (either included with membership or for an additional fee)? Please choose all that apply.
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29%
9%

4%

11%

15%
16%

22%

24%
29%

29%

29%
40%

56%

66%

Other
None of these

Retirement savings plan

Insurance (other than health)
Health insurance

Proprietary research/data

Legal services
Other professional services (e.g., accounting, financial…

Client education materials

Marketing tools
Practice management tools

Employee Assistance Program (EAP)

Credit card processing
Wellness or mental health tools

Member Benefits

Q11. Which of the following benefits do you currently provide to members (either included with membership or for an additional fee)? Please choose all that apply.

• Advocacy work
• Free CE
• Purchasing discounts
• Grants



MEMBER ENGAGEMENT
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There are substantial differences in the types of benefits offered by associations based on 
their audience. 

State or Local associations are more apt to provide credit card processing, while National or 
International associations are more likely to offer client education materials.

29%

7%

5%

10%

17%

17%

29%

27%

22%

29%

29%

44%

68%

68%

29%

14%

0%

14%

7%

14%

0%

14%

50%

29%

29%

29%

21%

57%

Other

None of these

Retirement savings plan

Insurance (other than health)

Health insurance

Proprietary research/data

Legal services

Other professional services (e.g., accounting, financial…

Client education materials

Marketing tools

Practice management tools

Employee Assistance Program (EAP)

Credit card processing

Wellness or mental health tools

Member Benefits

National or International
State or Local

Q11. Which of the following benefits do you currently provide to members (either included with membership or for an additional fee)? Please choose all that apply.



MEMBER ENGAGEMENT
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Among the educational programs tested, most participants say they put on an annual 
conference, as well as other in-person events, live and on-demand webinars. 

2%

12%

15%

17%

67%

73%

73%

89%

None of these

Self-guided online courses

Videos

Podcasts

On-demand webinars

In-person events or meetings (other than
conference)

Live webinars

Annual conference

Educational Programs Offered

Q15. Which of the following types of educational programs do you offer?



MEMBER ENGAGEMENT
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Associations are almost three times as likely to report offering live webinars today than they 
were in 2014.

26%

73%

2014 2023

Live Webinars Offered

Q15. Which of the following types of educational programs do you offer?



MEMBER ENGAGEMENT
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Email is the most used member communication platform, followed by social media and 
electronic newsletters. Fewer than half continue to send printed newsletters. 

98%
90% 89%

39%

19%
8%

15%

Emails Social media Newsletters -
electronic

Newsletters -
print

Mobile app Text messaging Other

Communication with Members

Q17. Which of the following do you regularly use to communicate with members?
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Email is the most used member communication platform, followed by social media and 
electronic newsletters. Fewer than half continue to send printed newsletters. 

98%
90% 89%

39%

19%
8%

15%

Emails Social media Newsletters -
electronic

Newsletters -
print

Mobile app Text messaging Other

Communication with Members

Q17. Which of the following do you regularly use to communicate with members?

• Phone calls
• Magazines
• Mailings
• Annual Reports
• Press Releases
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Compared to 2014, associations are about half as likely to print and mail newsletters to 
members. Reliance on e-newsletters has increased significantly. 

78% 79%

39%

89%

Mailed Newsletter Electronic Newsletter

Newsletter Format
(Total Sample)

2014 2023

Q17. Which of the following do you regularly use to communicate with members?

90%

77%

46%

85%

Mailed Newsletter Electronic Newsletter

Newsletter Format
(State/Local)

2014 2023

29%

86%

15%

100%

Mailed Newsletter Electronic Newsletter

Newsletter Format
(National/International)

2014 2023



MEMBER ENGAGEMENT
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Among those who use social media (90%), nearly all report using Facebook, with many also use 
Instagram. Fewer than half report using other social media sites, with TikTok the least utilized.

98%

68%

40% 40%

19%

2% 2%

Facebook Instagram Twitter LinkedIn YouTube TikTok Other

Regularly Used Social Media Sites

Q18a. Which of the following social media sites does your organization regularly use?



MEMBER ENGAGEMENT
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Two-thirds of respondents indicate that Facebook is the social media site they consider to be 
most productive when it comes to member engagement, followed distantly by Instagram.

Twitter, 2%LinkedIn, 7%

Facebook, 
67%

Instagram, 9%

None/don't 
know, 11%

Most Productive Social Media Site

Q18b. Which social media site is the most productive when it comes to member engagement?
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To drive member engagement, most participating associations report providing CE 
programming. Many also survey their members, promote the benefits of membership, and host 
in-person networking events.

2%
12%

16%
18%
20%
22%

28%
32%

36%
40%

44%
50%

54%
56%

60%
60%

66%
88%

None of these
Other

Inviting members to submit social media content
Hosting contests or giveaways

Networking events (online/virtual)
Allowing members to customize the…

Member-only social networks
New member programs or benefits

Organizing volunteer activities
Distributing educational materials

Personal, one-on-one communication with members
Wellness resources or programming

Awards or recognition programs
Involving members in legislative or advocacy efforts

Networking events (in-person)
Promotion of member benefits

Requesting feedback through surveys or polls
Continuing education programming

Member Engagement

Q19. Which of the following activities has your organization used over the past year in order to drive member engagement?
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There are many differences in how associations engage members. 

For example, while State or Local associations are more apt to host in-person networking 
events, National or International associations are more apt to host virtual events.

3%

8%

11%

22%

14%

22%

30%

30%

38%

43%

49%

57%

60%

62%

65%

62%

62%

92%

0%

23%

31%

8%

39%

23%

23%

39%

31%

31%

31%

31%

39%

39%

46%

54%

77%

77%

None of these
Other

Inviting members to submit social media content
Hosting contests or giveaways

Networking events (online/virtual)
Allowing members to customize the…

Member-only social networks
New member programs or benefits

Organizing volunteer activities
Distributing educational materials

Personal, one-on-one communication with members
Wellness resources or programming

Awards or recognition programs
Involving members in legislative or advocacy efforts

Networking events (in-person)
Promotion of member benefits

Requesting feedback through surveys or polls
Continuing education programming

Member Engagement

National or International

State or Local

Q19. Which of the following activities has your organization used over the past year in order to drive member engagement?
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.

In follow-up discussions, respondents offered examples of practices they 
believe have been successful at increasing member engagement.
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• Engagement with non-veterinarian practice staff – Practice managers, HR staff, and vet techs 
often serve as practice gatekeepers, manage membership renewals, and make decisions about job ads.

• Opportunities for casual social interaction – Following the pandemic, associations have 
developed successful online and in-person social events, often in unique and appealing locations, and not 
necessarily for CE credit.

• Programs for all constituent audiences – Provide programs for all types of members, even 
though they are not always profitable (e.g., hybrid conferences/virtual events, large animal CE, wet labs). 

• One-on-one interactions and personalized communications – Placing phone calls, dropping 
in on practices, and interacting with members at events. Valuable for gathering feedback. 

• Increased frequency of communication – Increased frequency of newsletters or other touch 
points with members. Makes it easier for members to engage with content on their own schedule.

In follow-up discussions, respondents offered examples of practices they 
believe have been successful at increasing member engagement.
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27

.

In follow-up discussions, respondents offered examples of practices they 
believe have been successful at increasing member engagement.
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• For state VMAs, offer a mix of in-person and hybrid events around the state – Multiple 
in-person events and hybrid delivery are more costly and labor-intensive, but are valuable for extending 
reach and creating engagement opportunities. 

• Use member applications and renewal forms as an opportunity to capture volunteer 
interest – Include a question on forms to capture interest in volunteering, and for what type of activities. 
Future asks can be targeted and specific.

• Increase the visibility of advocacy work – If advocacy is the primary way in which value is 
delivered to members, communications about this work should be highly visible and frequent. 

• Ask members what they want and use the results to guide decision-making – Listening 
directly to “rank and file” members to help guide programming decisions is critical to building programs that 
are responsive to their needs. 

• Use technology to automate touch points – Email programs can send automated follow-up 
messages based on what members have clicked on in previous emails.

In follow-up discussions, respondents offered examples of practices they 
believe have been successful at increasing member engagement.



MEMBER ENGAGEMENT

29Q21.Please describe what you believe has been the most successful way in which your association has increased member engagement.?

“Through our increase in 
wellness programs and 
talking about this issue 

more.”

“Weekly email communications 
with relevant content.” 

“Diversifying our offerings so we're not 
focusing too heavily on companion 

animal veterinarians.” 

“Doing joint advocacy 
campaigns, making our 
annual meetings more 

interactive.”
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MEMBER RECRUITMENT AND RETENTION
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Almost half of participants report that their member retention rate is at least 90%. 
More than one in ten are not sure of their retention rate.

11%

36%

29%

5%
7%

13%

More than 95% 90% to 95% 80% to 89% 70% to 79% 60% to 69% Not sure

Most Recent Member Retention Rate

Q7. What was your most recent member retention rate?
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More than half of participants report that their membership has increased over the past two 
years. 

Only about a quarter say their membership has decreased.

7%

52%

18% 20%

4%

Increased
significantly

Increased slightly Stayed about the
same

Decreased slightly Decreased
significantly

Membership Change (past 2 years)

Q8. How has your membership changed in the past two years? Has it…
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In order to recruit new members or retain existing ones, a strong majority of respondents 
reach out to lapsed members. Fewer than half report use of other approaches such as direct 
mail or advertising. 

4%
11%

2%
9%
9%

13%
13%
15%

19%
19%
19%
21%
23%

26%
32%

45%
79%

None of these
Other

Requesting and/or rewarding referrals for new members
Allowing dues to be paid in installments

Recruitment events/”bring a friend” 
Allowing dues to be paid monthly

Gifts/giveaways
Offering discounts or bonus months for early renewal

Automatic renewals
Introducing new membership categories

Partnering with other organizations
Free trial memberships

Group discounts/customized benefits to national…
New member welcome kit/program

Advertising
Direct mail campaigns

Reaching out to lapsed members

Member Recruitment and Retention

Q22. Which of the following has your organization engaged in over the past year in order to recruit new members or retain current members?
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When comparing the member renewal rates of different organizations, two strategies stand out 
as being associated with better retention. 
Those who provide new member welcome kits or programs and those that partner with 
other organizations report much higher renewal rates, compared to associations that do not 
employ these strategies.

Q22. Which of the following has your organization engaged in over the past year in order to recruit new members or retain current members?

33%

29%

17%

11%

New member welcome kit/program Partnering with other organizations

Renewal and Retention Strategies
90%+ Renewal Rate

<90% Renewal Rate
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State or Local associations are more apt to offer a variety of inducements for renewal. 
Examples: Group discounts or benefits for national corporate practice members, new 
membership categories, and early renewal discounts.

0%

9%

3%

9%

12%

15%

12%

18%

18%

24%

18%

21%

29%

27%

29%

47%

77%

15%

15%

0%

8%

0%

8%

15%

8%

23%

8%

23%

23%

8%

23%

39%

39%

85%

None of these
Other

Requesting and/or rewarding referrals for new members
Allowing dues to be paid in installments

Recruitment events/”bring a friend” 
Allowing dues to be paid monthly

Gifts/giveaways
Offering discounts or bonus months for early renewal

Automatic renewals
Introducing new membership categories

Partnering with other organizations
Free trial memberships

Group discounts/customized benefits to national…
New member welcome kit/program

Advertising
Direct mail campaigns

Reaching out to lapsed members

Member Recruitment and Retention

National or International

State or Local

Q22. Which of the following has your organization engaged in over the past year in order to recruit new members or retain current members?
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In follow-up discussions, respondents offered examples of practices they have 
used to recruit and retain members.
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• Continue engagement with lapsed members – Continuing to send renewals on the assumption 
they don’t know they lapsed, providing content and communications to demonstrate value.

• Use an attention-grabbing approach to renewal notices – Using humor and high frequency 
communications (both electronic and traditional mail) to break through the clutter and alert members.

• Provide practice level memberships and consolidated billing – Associations benefit by 
being alerted if a doctor leaves or a new one joins the practice, while practices benefit when memberships 
can be transferred when a doctor leaves and another joins.

• “Bundle” membership with CE offerings – When associations offer free CE to members, they 
can position membership as “free” when enrolling in a paid CE program; joining in conjunction with CE 
registration is also an easy way for members to renew membership.

• Provide unique member benefits that address both personal and professional needs 
– Examples include access to wellness apps, mental health resources, legal advice, mentorship, or social 
events

In follow-up discussions, respondents offered examples of practices they have 
used to recruit and retain members.
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In follow-up discussions, respondents offered examples of practices they have 
used to recruit and retain members.
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• Make renewal as easy as possible – Offer multiple paths to renewal (phone, mail) rather than 
requiring members to remember their login and password to renew online.

• Build a pipeline of youth engagement – Student scholarships for those who intend to practice in-
state, emerging leader events that pair young veterinarians with experienced leaders.

• Offer transferrable group memberships to corporate practices – Group membership 
options offered if all networked practices join, with transferrable memberships for employees.

• Engage with local veterinary schools and technician programs – Have an active presence 
at local schools, co-teach classes, offer student chapters or scholarships, academic/faculty memberships, 
and events/programming geared toward veterinary students.

In follow-up discussions, respondents offered examples of practices they have 
used to recruit and retain members.
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“Market to former members who may 
reside in a close radius to the site of 

the Annual Convention.”

“We are also working to reach 
veterinary teams and not solely 

veterinarians.” 

“Very systematic renewal process that 
includes email reminders, print invoices 

and short timeline for a discount.” 

“Invoice members who are past due 
by two years as if they are current 

members.”
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NON-DUES REVENUE
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About nine out of ten respondents say they receive non-dues revenue in the form of 
sponsorships or exhibit fees from meetings and events, as well as job board fees. 

14%
5%
7%

13%
16%
18%
18%

27%
45%
46%
48%

52%
64%
64%

82%
88%
89%

Other
Sponsored social media posts

Insurance programs
Career events

Certification programs
Advertising - other location (please describe)

Sponsorships in other settings (please describe)
Online store/merchandise sales

Advertising – in emails 
Advertising – on website 

Training, workshops, or other events (other than…
Discount or affinity programs for products and services

Advertising – in print publications 
Continuing education programming

Annual conference
Job listings/classified ads

Sponsorships/exhibitors at meetings or events

Sources of Non-Dues Revenue

Q12. Which of the following has your organization used over the past year in order to generate non-dues revenue?
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About nine out of ten respondents say they receive non-dues revenue in the form of 
sponsorships or exhibit fees from meetings and events, as well as job board fees. 

14%
5%
7%

13%
16%
18%
18%

27%
45%
46%
48%

52%
64%
64%

82%
88%
89%

Other
Sponsored social media posts

Insurance programs
Career events

Certification programs
Advertising - other location (please describe)

Sponsorships in other settings (please describe)
Online store/merchandise sales

Advertising – in emails 
Advertising – on website 

Training, workshops, or other events (other than…
Discount or affinity programs for products and services

Advertising – in print publications 
Continuing education programming

Annual conference
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Sponsorships/exhibitors at meetings or events

Sources of Non-Dues Revenue

Q12. Which of the following has your organization used over the past year in order to generate non-dues revenue?

• E-Pubs
• Podcasts
• Webinars
• Events
• Blue Coat ceremonies
• Redirected ads
• Social media
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State or Local associations are more likely to report revenue from most sources measured, 
especially affinity programs. 

National or International associations are more apt to derive revenue from merchandise sales, 
certification programs and other sponsorships.

12%

2%

10%

12%

12%

17%

12%

14%

45%

50%

50%

64%

67%

69%

86%

88%

93%

21%

14%

0%

14%

29%

21%

36%

64%

43%

36%

43%

14%

57%

50%

71%

86%

79%

Other
Sponsored social media posts

Insurance programs
Career events

Certification programs
Advertising - other location

Sponsorships in other settings
Online store/merchandise sales

Advertising – in emails 
Advertising – on website 

Training, workshops, or other events (other than…
Discount or affinity programs for products and services

Advertising – in print publications 
Continuing education programming

Annual conference
Job listings/classified ads

Sponsorships/exhibitors at meetings or events

Sources of Non-Dues Revenue

National or International

State or Local

Q12. Which of the following has your organization used over the past year in order to generate non-dues revenue?
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In follow-up discussions, respondents offered examples of practices they have 
used to increase non-dues revenue.
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• Monetize recorded CE sessions – Record live CE programs and make them available online for 
several months after the event. Attendees can review them for free. Non-attendees can pay for access.

• Develop exclusive sponsorship opportunities – Limit the number of sponsors at selected 
events to provide sponsors with a higher profile, more interaction with attendees, and greater value, 
potentially justifying a higher price point.

• Deliver conference sessions that address members’ top needs – Asking members what 
they want most from conference content, rather than volunteers or sponsors.

• Communicate with practice managers when promoting job boards – Practice managers 
are often the ones making decisions about where to place job listings.

• Offer a more robust slate of CE offerings toward the end of state license renewal 
years –State associations have developed uniquely branded high volume CE events that are offered 
when they know demand will be highest in their state due to license renewal timing.

In follow-up discussions, respondents offered examples of practices they have 
used to increase non-dues revenue.
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In follow-up discussions, respondents offered examples of practices they have 
used to increase non-dues revenue.
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• Offer added value services alongside CE – Offer to track and upload CE hours as a benefit to 
taking CE through the association.

• Build a strong brand and address issues that sponsors want to be associated with – 
Work closely with sponsors to tailor sponsorship opportunities to the issues and topics sponsors want to 
associate with their brand (e.g., DEI, mental health and wellness, student scholarships, client education).

• Set higher expectations for board members – Increase expectations of current board members 
to be active in seeking out sponsorships; set this expectation when interviewing new candidates.

• Affinity programs – Although the percentage earned from affinity programs may be small relative to 
other income sources, they can still be a meaningful part of membership for some audiences and 
demonstrate the ongoing value of membership.

In follow-up discussions, respondents offered examples of practices they have 
used to increase non-dues revenue.



NON-DUES REVENUE

49Q12. Which of the following has your organization used over the past year in order to generate non-dues revenue?

“Offering more virtual continuing 
education options and/or hybrid 

events.”

“The implementation of a paid job board 
has resulted in a significant amount of 

non-dues revenue with little time 
investment.”  

“We do not have an Annual Conference 
but were able to bring in more 

sponsorship revenue through our online 
CE platform and sponsorship of smaller 
events featuring non-scientific topics.”

“Communicating with both 
members and nonmembers is the 
key. Non-members may not join 

but they will participate in 
programs of interest and pay the 

higher price.”
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Full summary report includes all survey results and case studies from interviews.


