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WHAT DOES MEMBERSHIP 
MEAN?
When we talk about membership we are referring to 
the people who either pay an annual subscription to 
be part of their club, or have paid a subscription for life 
membership. In community owned clubs the members 
are the club owners and therefore have an opportunity 
to influence how the club is run.

This resource has been developed as a guide to assist 
clubs in developing their membership, it signposts 
other useful resources and provides a short case study.

WHY IS MEMBERSHIP 
DEVELOPMENT IMPORTANT?
In a community owned club, developing the membership 
is important for a variety of reasons. Of course, the fees 
paid by members are a vital source of income, but the 
membership also provides the club with a wider network 
of people who may be willing to assist the club through 
volunteering.

Many community owned clubs have members from 
outside of their usual catchment area of support and, 
in some cases, have people who never attend a match 
including some living abroad. 

Some clubs have developed membership offers that 
attract people from within the local community who 
have no interest in football, but do align themselves 
with the community values of the club.
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WHAT DOES GOOD MEMBERSHIP 
DEVELOPMENT LOOK LIKE?
All membership organisations face two key challenges, 
recruiting and then retaining members.

To recruit members there is a need to tap into the 
club’s traditional supporter base but also get the 
message out to a wider audience within the community. 
There is a need to understand what people want from 
membership, this might differ from those who want to 
come along to games and feel part ownership of the 
club, to those who recognise attractive membership 
benefits, for example, discount cards for local shops.

There are different ways of recruiting members 
including:

•  Face-to-face: engagement with people in the 
community. 

•  Word of mouth: using existing members to “spread 
the word.”

•  Website: providing information about the club’s 
community activities and benefits of membership, 
and

•  Social media: potential to quickly reach a mass 
audience.

 Whatever method of engagement is used, it is 
important to develop a clear brand and have consistent 
messaging.

 Having recruited members, the next challenge is 
retaining them. Key to this is making people feel 
valued by providing opportunities to engage with the 
club. By listening to feedback you can ensure that you 
are providing members with what they want. Clearly, 
those who attend matches hope to see success on the 
field, but that should only form part of the member 
experience. 

 A good way of enabling members to feel engaged is to 
ensure that they have access to the club’s directors, 
manager and players. This can be achieved, for 
instance, by ensuring all of these people are available 
to meet members in the bar after a match.

Developing and retaining membership needs a plan and 
strategy. It is worth thinking about:

•  How did our existing membership find out about us?

•  What recruitment methods worked (and did not)?

•  How can we get feedback from our members?

•  What can we provide for members?

•  In what ways can we engage with members?

•  How many members have left and why?

Having either an individual or a committee within 
the club responsible for leading the development 
of membership has proved useful in many cases.
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COMMUNITY ACTIVITY – CASE STUDY
Case Study: Lewes FC

Lewes FC has consistently increased its membership over the last five years. During this time the Club has seen little 
success on the field. How have they managed to increase membership without winning games?

Ownerships – The story to date

The club decided to create a niche for themselves that would attract people to be part of it. They identified seven 
strategic development areas within the club: Football Operations, Financial Management, Commercial Excellence, 
Volunteers, Facilities & Infrastructure, Community Engagement and Owners.

The community engagement and owners strands relate directly to membership recruitment and retention. However, 
because the members are the owners of the club, Lewes FC uses the term “Owners” rather than members.

For all of the strategic strands there is a sub-committee with lead responsibility.
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Community and Fan Engagement

Ownerships

The Club have developed their own distinctive, way of communicating with the community, building on their particular 
niche appeal, for example specially designed posters are displayed around the town promoting home matches.
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The club has also worked with local community retailers in developing a discount card that enables members 
(owners) to obtain savings in shops around the town. This attracts people to join the club even if they have no 
interest in attending matches.
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MEMBERSHIP DEVELOPMENT 
TOP TIPS
• Develop a strategy for engaging with potential 

members.

• Value members, listen to their views and respond 
to feedback.

• Provide opportunities to engage with members.

• Develop your own style and particular ways of 
attracting and retaining members.

• Be transparent and communicate regularly.

• Provide benefits for membership.

• Share best practice within the SD Club network.

LINKS TO USEFUL RESOURCES 
https://www.lewesfc.com/




