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A practical guide for
chambers choosing their
next member CRM.
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Chamber leaders don’t buy software. . What’s Inside
They buy time back.

How Chamber Leaders Think
About CRM Selection

Ask a chamber president what keeps them up at night
and you'll rarely hear “our database.” You'll hear about .
renewals slipping, a sponsor who wants proof the golf ' DEIE Mty Silie el FiertiEs
outing was worth it, a board chair asking for numbers '
you can't pull by Friday, and a staff of four doing the
work of ten. Your CRM sits underneath every one of

Step 1

Step 2
Be Honest About Your Realities

those problems. That’'s why choosing the next one Step 3

matters more than it looks on paper. 8 ' Evaluate CRM Capabilities Through
- a Leadership Lens

This playbook walks through the five steps the most Step 4

effective chamber leaders use to choose a CRM. \ Build a Shortlist Based on Fit

Use it to run your search, get your staff and board on [ ?

the same page, and land on a system that handles e Step S

the daily grind and supports where your chamber is Create a Decision Framework for

headed. Leadership and the Board

Conclusion
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Introduction Chamber presidents look at CRM

options differently than the staff who
HOW Chomber LeOderS use them every day. They skip past the

Thlﬂk AbOut CR/\/\ feature checklist and ask:
Selection ®

Your CRM is the chamber’s
memory. It knows who joined,
who renewed, who has
sponsored the annual dinner
three years running, and who
came to every Business After
Hours last spring and then
quietly stopped showing up.
When it works, your team
spends its time with members.
When it doesn't, they spend

it exporting spreadsheets
and apologizing for duplicate

Will this help us hit the goals in our strategic
plan, whether that's membership growth, more
non-dues revenue, or a stronger voice for local
business?

0 Can I answer my board’s questions without
waiting a week for a report?

0 Will my staff spend less time on admin and more
time with members?

Q Will it still fit when we add a foundation, a young
professionals group, or a second office?

invoices. | W R The steps that follow come from watching chambers of
every size go through this process, some smoothly and

Picking a CRM is one of the most consequential calls some the hard way. Use them to move forward with

a chamber makes. The right system becomes the confidence and bring your staff and board along with

backbone of your operation, from membership and you.

events to sponsorships and the financial reports your
board relies on. The wrong one eats staff time, frustrates
members, and holds the chamber back.
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Playbook Step 1
Define Your
Strategic
Priorities

Before you call a vendor, sit
through a demo, or let anyone
start comparing features,
answer one question with your
leadership team:

What does the chamber
need to accomplish over
the next three to five
years?

Your answer becomes the
yardstick for the whole search.
When every decision ties back
to it, the right system gets much
easier to spot.
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Common Priorities for Chamber Leaders

Give your team answers Move staff from data @ Keep members longer %
without the wait / zﬁ entry to member time @

Staff and board members should Most chambers run lean. Small businesses join for a reason
e able to see renewal rates, event Automating new member and leave when they stop seeing
revenue, and sponsor activity on welcomes, renewal reminders, it. Your CRM should help staff spot
their own, in real time. Relying on invoice follow-ups, and event the member who hasn't attended
the one person who “knows the confirmations frees your team for anything in eight months before
database” to build a custom report the calls, visits, and introductions the renewal notice goes out, and
every month isn't sustainable. that keep members around. make every interaction feel like the

chamber knows who they are.

FROM THE FIELD

Chambers that skip this step usually
end up comparing features instead of
outcomes. That's how a CRM search

Grow dues and non- m Put Al to work on
dues revenue everyday tasks

Tiered investment Ievels, Your CRM data should be available drqgs on for a year, or ends with a System

sponsorships, event tickets, in the Al tools your team already nobody on staff is excited about.

directory upgrades, advertising. uses, like ChatGPT, Claude, or

The CRM should make all of it easy Gemini. That way a staff member

to sell, invoice, and track, and it can ask Claude to pull together a ]

should show sponsors exactly what board-ready membership report Write down your top three CRM outcomes
|O' Y Y P rep before the first demo. Share them with

they got for their money. or tell them how many restaurant

your staff and your board chair so
everyone judges vendors against the
same list.

members renewed this year, and
hand off repetitive tasks without
logging into another system.
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Playbook Step 2
Be Honest About Your
Realities

Every chamber has constraints that shape what a CRM
can realistically deliver. Name them early and you'll biggest constraints and agree internally on which
set fair expectations, ask sharper questions, and avoid ones matter most. Being clear-eyed now saves
surprises halfway through implementation. weeks later.

FROM THE FIELD

Good technology fails at chambers that aren’t ready
for it. Your constraints are useful. They narrow the field
to partners who can work within them.

Before you meet any vendors, list your chamber’s

-

Budget and total cost
of ownership

Look past the annual license fee.

What does it cost to add a user,
build a new report, or change a
membership tier? Will staff save
enough time to offset the price?
Are upgrades included or billed
separately? A system your team
can manage on its own keeps
support costs down and keeps
you moving as the chamber
grows.
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Staff capacity & skills

Plenty of chambers have no IT
person, and the membership
director also runs events and
writes the newsletter. Can your
current team learn the system
quickly? Will a new hire be
comfortable in it within a week?
The CRM should fit the team you
have and make their day easier.

G

Data quality & migration

Be realistic about your data:
how many years of member
history you're bringing over,
how many places it lives today
(the old database, QuickBooks,
your event platform, three
spreadsheets on someone’s
desktop), and how many
duplicate “Smith Insurance”
records are waiting for you. Data
cleanup is the part of every CRM
project that takes longer than
planned.



Playbook Step 3

Evaluate CRM
Capabilities
Through a
Leadership
Lens

Once your priorities and
constraints are clear, the
question changes from “What
features do you have?”to

“How will this help

our chamber serve
members and the
business community?”

Judge each system on how
much clarity, time, and member
value it delivers across your
whole operation.

Visibility That Leads
to Action

Your CRM should turn
data into direction Automation That
Protects Staff Time

A four-person team
can't hand-send every
renewal notice.

Data You Can Trust

You need numbers you
can stand behind in
front of your board.

Member

Experiences That

Build Loyalty

Memlbers expect the
chamber to know
them.

Pemember‘s The CRM Selection Playbook for Chamber Executives

Al Readiness

Think about how
prepared your
chamber, and your
CRM partner, are to use
Al well and responsibly.
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Visibility That Leads to Action

Your CRM should turn data into direction, so staff and
board share one clear picture of how the chamber is
doing. What to look for:

Automation That Protects Staff Time

A four-person team can't hand-send every renewal
notice. The CRM should handle routine work so your
staff can focus on recruitment, events, advocacy, and
the conversations that make members feel valued.
What to look for:

Member Experiences That
Build Loyalty

Memlbers expect the chamber to know them. Every
touchpoint, from paying dues to registering for the
annual luncheon, should feel personal and easy.
What to look for:

Accurate, real-time dashboards
Board-ready reports for monthly meetings

Retention & engagement trends by
membership level or industry

Sponsor & event revenue at a glance

Automatic renewal sequences

Emails triggered by member activity
(or inactivity)

New member onboarding: welcome
emails, ribbon cutting scheduling,
ambassador assignments

Member lists and committee
rosters that update themselves

A simple member portal where businesses
update their own listing and pay invoices

Engagement scores that show who's
active and who's drifting, so outreach
feels personal

Easy registration for Business After Hours,
luncheons, and the annual dinner

Simple online payments for dues,
sponsorships, and tickets



Data You Can Trust

You need numbers you can stand behind in front of
your board. The CRM should connect your systems
and keep information consistent across every
department and tool. What to look for:

One record per member business, with
every contact tied to it

Reliable data for planning & budgeting

Integrations with your website, email
marketing, accounting, events, and
online community tools

Open APIs and room to add tools later

Think about how prepared your chamber, and your CRM partner, are to use Al

well and responsibly. What to look for:

Secure access to your CRM data from the Al tools staff
already use, like ChatGPT, Claude, or Gemini.

Board-ready reports, charts, and summaries built from
your CRM data in minutes.

FROM THE FIELD

The CRM that wins is the one that helps you make better
decisions, give members more value, and run a tighter
operation. The longest feature list rarely decides it.
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Plain-English questions with instant answers, like “Which
hospitality members didn’t renew last year?”

A partner who tracks how fast Al is changing and keeps your team
current on new tools and best practices, so you aren't figuring it
out on your own

Ask every vendor to walk through a real scenario from
your chamber. For example: “A member’s renewal is 30
days out, they haven't attended an event this year, and
their main contact just left the company. Show me what
happens.” How they listen, interpret the problem, and
solve it tells you a lot about how they'll work with you
after the contract is signed.



Playbook Step 4
Build a Shortlist Based on Fit

This is where good leadership keeps the search simple and objective. Run every vendor
through the same four questions.

#1

Does it support our top

three priorities?

If it doesn’'t move the goals you set in Step 1, it
isn't a fit, however impressive the demo.

#3

Will it grow with us over the
next 5 to 10 years?

Look at the product roadmap, the vendor’s
financial health, pace of innovation, Al plans, and
integrations. Ask whether this product is a priority
for the vendor or a side line. Your CRM should be
ready for the chamber you're building.
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#2

Can it succeed within our
constraints?
Budget, timeline, staff bandwidth, and data

all matter. A “dream system” your team can't
implement is a risk.

#4

IS this vendor a real partner?

A good partner learns your goals, invests in your
success, and has a team that supports you
before, during, and long after go-live. Look for
one that listens, reaches out before you have to
call, and understands how chambers work.



FROM THE FIELD

Strong shortlists come from clarity. Chamber
leaders move forward with confidence when they
focus on alignment, readiness, long-term growth,
and the quality of the partnership.

y G

The best CRM for your chamber is the one backed
by a team that understands your goals and is
committed to your success from day one.

Start your search at least 18 months before your
current contract ends. That gives you room to set
priorities, talk to vendors, gather input from staff
and board, and avoid a rushed decision.

Plan your go-live away from renewal season and
large events.

Less than 18 months out? Share your ideal go-live
date with vendors and let them help you build a
realistic timeline that still gets you to a confident
decision.

reThembers



Playbook Step 5
Create a
Decision
Framework for
 .eadership and
the Board

Even the best recommendation
stalls if your executive committee
and board aren’'t with you.
Chamber presidents who get

a confident yes bring a clear,
structured case that covers
strategy, finances, operations,
member value, and risk.

Remember who sits on your
board. They're business owners
and executives who weigh
investments every day. Present
your recommendation the way
they'd want to see a business
case in their own companies.

Pemember‘s The CRM Selection Playbook for Chamber Executives
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Making the Final Decision

Rank the areas below by what matters most to your chamber
right now, then compare each vendor against that same ranking.
Everyone stays focused on the same priorities, the trade-offs
bbecome visible, and dozens of small judgment calls add up to one
well-supported choice. The goal is the strongest fit in the areas
that count most, which may or may not be the vendor with the
highest total score.

What to Include in Your Board Decision Package

(_é_) Strategic rationale: Which goals in your
strategic plan the CRM directly supports @
Operational impact: How staff time,
workflows, and processes will change V=

@ Financial picture: Upfront and ongoing
costs, plus the expected return

© |

0Q Member value: Retention, engagement,
D} and the overall member experience

7

@% Data & reporting: What staff and the
(92 board will be able to see that they can't
today
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FROM THE FIELD

Your board doesn’'t want jargon. They want
confidence and a straight line between the
CRM and the chamber’s success.

Put your ranked priorities and vendor
comparison on a single page. If your board
chair can explain the recommendation in
two minutes, you're ready.

Governance & risk: How the system
supports accurate financials, data security,
and oversight

Implementation roadmap: Realistic
milestones, timed around your chamber
calendar

Long-term partnership: The vendor’s
commitment to your success after go-live

Clear vendor recommendation: Why this
vendor is the best fit based on your criteria



Cconclusion

Choosing a CRM comes down

to more than software. It's about
strategy, readiness, a more efficient
operation, and better experiences for
members and staff.

It's also one of the bigger decisions
your chamber will make, and it will
shape how your team works for
years. The right partner makes each
step clearer and keeps the process
tied to what you exist to do: help local
bbusiness grow.

And selection is only the start.
Preparing your staff for change and
building buy-in is what makes the
transition stick. The right vendor

will guide your team through
implementation, adoption, keep
communication steady, train people
well, and stay with you long after go-
live.

rehembers

Chambers that follow
this framework see:

Faster decisions

Staff & board on the same page
Better vendor relationships
Smoother implementations

Stronger long-term results
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At re:eMembers, we built our approach around the priorities in
this playbook: real-time insight for staff, automation for routine
work, and better experiences for members.

Just as important, we show up as a partner, with a team
invested in your goals and committed to your chamber’s long-
term success. When your CRM partner understands chambers

and supports your team at every step, the whole chamber
moves faster.

Ready to see what's possible for your chamber?

Let’s Talk!
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https://www.remembers.com/associations/sales/
https://www.linkedin.com/company/remembers-associations/
https://www.remembers.com/

