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DATA TO DRIVE 
ENGAGEMENT: USING 
SURVEYS TO UNDERSTAND 
YOUR MEMBERS
Chief Communications and Outreach Officer Sara Niegowski

I took a pole and found out …
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100 percent of the people in the tent were angry 

when it collapsed. 

TODAY’S GOAL

Learn how to design meaningful member surveys and 
use data to better understand what your community 
needs. This workshop highlights simple strategies for 
gathering input, interpreting results, and turning 
insights into engagement actions that strengthen 
affinity and county bar associations. 
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ARE YOU 
COLLECTING 
FEEDBACK?

TYPES OF SURVEYS
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TYPES OF SURVEYS

Net Promoter Score

Quick check to measure loyalty, satisfaction, perception.

• “How likely is it that you would recommend the [bar association] to a colleague or friend?”

• Generally served up to members as a follow up to an interaction or transaction.

TYPES OF SURVEYS

Program or Decision Specific

To collect data to gauge the usefulness of a program or to inform a decision

• Usually promoted to and open to all who access or are impacted by a program or decision.

• Can be precisely tailored. 
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TYPES OF SURVEYS

Program or Decision Specific: CLE Evaluations

TYPES OF SURVEYS

Program or Decision Specific: Oath Review Task Force 
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TYPES OF SURVEYS

Program or Decision Specific: Oath Review Task Force 

TYPES OF SURVEYS

Program or Decision Specific: Oath Review Task Force 
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TYPES OF SURVEYS

Program or Decision Specific: Oath Review Task Force 

TYPES OF SURVEYS

Program or Decision Specific

Other examples: 

• Member Well-Being Task Force

• Technology Task Force

• Sections Membership

• Equity and Justice Plan

• WSBA Volunteers

• Deskbooks
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TYPES OF SURVEYS

Program or Decision Specific

Final thought: The most important design consideration for a program or 
decision-specific survey is openness to change. If you are not asking for 
input with a genuine curiosity and intent to learn and get better …

 … don’t ask at all. 

TYPES OF SURVEYS

Ongoing Perception Measurement

In-depth measure of loyalty and satisfaction.

• Randomized—not a general open survey invitation.

• Often can require anonymization to get honest feedback. 

• Need a certain sample size to achieve acceptable 
confidence level and margin of error.
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TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

What’s running right now—yes, right this very minute! 

• Partnership with NBRI to run a randomized, anonymours, statistically valid member 

perception survey each quarter. 

• Three quarters annually devoted to regular perception questions; one quarter to be used 

for special purposes.

• Annual report goes to the Member Engagement Council and the Executive Leadership 

Team for trend analysis and action items. 

TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey
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TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

What have we learned and what actions have we taken?

• Our lowest ranking for member agreement is consistently for 

the sentiment: “The WSBA listens to its members.”

• Communication strategy that equips leaders with strategies to seek 

understanding if not agreement; talking points for leaders as they 

attend events; focus on flagging “we listened!” in our messaging.
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TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

What have we learned and what actions have we taken?

• Many services and resources were unknown or unused.

• Promotions!

• Flyer consolidating all our resources and programs (value-add) into 

one place, available for staff and liaisons to distribute at events.

• Rotating spotlight on a service or resource in Bar News issues.

• Presentations to the Member Engagement Council. 
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TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

What have we learned and what actions have we taken?

• Many services and resources were unknown or unused.

• Promotions! Socia

TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

What have we learned and what actions have we taken?

• Sections marketing

• Membership campaign based on data! 
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TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

What have we learned and what actions have we taken?

• Perception of liberal and Seattle-based bias

• Travel, outreach, engagement.

• Communicate the clear nexus between equity and inclusion work and 

the quality of justice for Washingtonians (aka, germaneness).

• Representation of all perspectives on volunteer entities.

• WSBA staff in communities across the state.  

TYPES OF SURVEYS

Ongoing Perception Measurement: NBRI Survey

What have we learned and what actions have we taken?
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FROM THE PROS

KEY FINDINGS ASSOCIATIONS CAN EXPECT

• Top drivers of membership value: networking, relevant 
CLE, advocacy impact, career support.

• Actionable outcomes: program prioritization, targeted 
outreach to at-risk segments, evidence for advocacy and 
funding requests.
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PRACTICAL TIPS AND TRICKS FOR SURVEY DESIGN

1. Start with clear goals: What do you need to know?

2. Keep surveys short and purposeful: Essential questions only.

3. Use segmentation: Analyze by demographics to reveal hidden patterns.

4. Don’t forget demographic questions! Practice area, years of practice, geography … 

5. Focus on drivers, not just scores: What factors are most impact outcomes?

6. Pair quantitative with qualitative: Open-ended questions get to the “why.”

7. Close the loop: Share findings and planned actions.

8. Make data actionable: Translate results into improvement plans.

SAMPLE SURVEY SECTIONS AND QUESTIONS

• Core membership value
• How important are the [bar association’s] resources and services 

to you? 

• What makes you feel most connected with the [bar association]?

• Open-ended
• What is one change the [bar association] could make that would 

increase the value of your membership?

• What resources would help you manage your workload?
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GO FORTH AND 
SURVEY!

HOMEWORK & PARTING GIFT

Brainstorm

• What programs or decisions would benefit from survey data?

• How are you continuously checking in with your members to 
gauge their satisfaction level with your association?

• What assumptions are you holding on to about members that 
you have not validated by asking?
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HOMEWORK & PARTING GIFT

County bar associations within Washington: Mailing labels or 
lists will be provided to county bar associations of WSBA licensed 
legal professionals in their respective counties at no charge, to 
further the WSBA's goal of providing support to county bar 
associations.

Minority and specialty bar associations within 
Washington: Mailing labels or lists of WSBA licensed legal 
professionals will be provided to minority and specialty bar 
associations at no charge, to further the WSBA's goal of providing 
support to minority and specialty bar associations.

35


	Slide 1: Data to Drive Engagement: Using Surveys to Understand Your Members
	Slide 2
	Slide 3
	Slide 4: Today’s goal
	Slide 5: are you collecting feedbacK?
	Slide 6: Types of surveys
	Slide 7: Types of surveys
	Slide 8: Types of surveys
	Slide 9: Types of surveys
	Slide 10: Types of surveys
	Slide 11: Types of surveys
	Slide 12: Types of surveys
	Slide 13: Types of surveys
	Slide 14: Types of surveys
	Slide 15: Types of surveys
	Slide 16: Types of surveys
	Slide 17: Types of surveys
	Slide 18: Types of surveys
	Slide 19: Types of surveys
	Slide 20: Types of surveys
	Slide 21: Types of surveys
	Slide 22: Types of surveys
	Slide 23: Types of surveys
	Slide 24: Types of surveys
	Slide 25
	Slide 26
	Slide 27: Types of surveys
	Slide 28: Types of surveys
	Slide 29: From the pros
	Slide 30: Key findings associations can expect
	Slide 31: Practical tips and tricks for survey design
	Slide 32: Sample survey sections and questions
	Slide 33: Go forth and survey!
	Slide 34: Homework & Parting gift
	Slide 35: Homework & Parting gift

