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Two Broad Areas of Focus




Back to Basics: Board of Directors Selection,
Structure and Size




Back to Great way to get referrals for your practice
Basics: Value,

Value, Value

Networking and consultation opportunities

Best continuing education in the state

Multiple in-person events - emphasis on connection

Opportunities to be mentored or to mentor students and/or
ECPs

Strong advocacy




Back to
Basics:
Structure of
Membership

- many levels,
including Gold and
Silver

Lower cost for
Masters-Level

members and similar
ECP discount

Academic option,
Applied Option

Monthly payment
option

Affiliate Members:
Undergraduates are
free, Grad students

have a nominal cost
of $10

Emeritus option

Lower costs for ECPs
for & years

Out-of-State option

Right now, 14 free
memberships for 1st
or 2nd year ECP

memberships



https://kpa.memberclicks.net/kpa_membership_categories
https://kpa.memberclicks.net/kpa_membership_categories

Membership committee reaches

BaCk to out quarterly to graced and lapsed

members to encourage renewal or

Bas | cCs: to check if there is an issue
Pra Ct | CeS Many opportunities for students

Regular social events and with scholarships, grants and the
communication with members annual Kentucky Psychology
Student Conference

Not just recruiting members, Outreach to clinical training
growing them directors of programs

Mentoring program for students



How Masters-Level Members Make KPA Stronger

Substantial
portion of our
overall
membership

_/

Provide
opportunities for
revenue for
doctoral members

W

Current Boarad
Make-Up




Masters-Level: Details




Masters-Level: Board Make-Up




Growing the

Growth Frame

Meeting Today’s Challenges,
Expanding CPA Membership Worktoce



Workforce

Service
Need



Where We Are Growing

California Psychological Association | Challenges. Impacts. Strengths

Workforce
Service
Need
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Elise Oehring, PhD

Licensed Psychologist
TPA Executive Director and Strategic Planning Co-Chair

Chair-Elect of the Council of Executives of State and Provincial
Psychological Associations (CESPPA)



Broadening the Tent

Reaching psychologists across career stages, roles, and practice settings

* How many categories of * Members must be able to see
psychologists can you identify?  themselves in the association
* Stage of career » Different audiences look for
* Workplace setting different value

* Area of specialization
Population served

* Professional role
Training level
Practice model
Geographic context
Leadership role

* Diversified benefits and
outreach make membership
feel relevant, not generic



Membership by Design

Strategic planning turns membership goals into organizational action

TPA Model of Strategic Planning

* 2019 survey of members and
non-members informed the
initial strategic plan

* A standing Strategic Planning
Council (SPC) has met monthly
since then

* Member feedback and emerging
needs are continuously routed
into planning priorities

Strategic Planning Built Around
Member Needs

* When member feedback visibly
shapes decisions, trust is built

* Membership should be
embedded across the strategic
plan, notisolated to one
committee



Lower the Barrier, Extend the Relationship
Use event registration as a built-in membership conversion point

How does your non-member event mark-up compare
to the cost of one year of dues?

* Use non-member pricing as a membership conversion
tool

* Price the difference to approximate one year of regular
dues

* One purchase becomes both event registration and
membership entry

* The goal is not just attendance, but a full year to
demonstrate value



Remove Friction from Renewal
Shifting from a calendar-year dues cycle to an anniversary-year dues cycle

* Calendar-year dues can unintentionally penalize
members who join or renew later in the year, especially
around major events

* An anniversary-year model gives members a full 365
days of membership from the date they join or renew,
which feels clearer and more reasonable

* The change improved member experience, reduced
renewal friction, and spread revenue more evenly
across the year



Hawali Psychological
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Director

Raymond Folen, PhD

https://youtu.be/ImeMpiO7U-U
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Raymond Folen, PhD https://youtu.be/Ime
Hawaii Psychological Association, Executive Director MpiO7U-U
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