
Not All Members Are Create Equal

Maureen Healey, ABC, CAE, LPM
Executive Director

Bronte BIA



Bronte BIA

- Oakville: between Hamilton and 
Toronto
- Harbour district on Lake Ontario
- Major waterfront park 
- 175 BIA members
- BIA started in 1990
- Two full-time staff



History of Me

- Career in non-profits: health 
care, credit union, 3 BIAs 
(Calgary, Vancouver & Oakville)
- Vancity Credit Union ‘share of 
wallet’ member segmentation 
marketing strategy
- Bronte BIA January 2020



Don’t Re-invent the Wheel

- Re-purposed the segmentation 
engagement strategy at 
professional association, DVBIA 
and Bronte BIA
- DVBIA = 90 square blocks, 8,000 
members
- Limited engagement



In a Nutshell

- Define member ‘engagement’ 
as it relates to the BIA
- Sort members by engagement
- Spend the most time with the 
most engaged = biggest return
- Spend no time on un-engaged



Rational for Model

- Share of Wallet = fewer 
members with more credit union 
products
- Fewer resources spent for 
increasing loyalty
- Create & track ‘sticky factor’



More Rational for Model

- BIAs understaffed; limited time
- Joiners & non-joiners 
- Engagement begets 
engagement
- More engaged members = 
stronger BIA



True End Game

A full complement of fully 
engaged Board of Directors



Brainstorming…….

Defining ‘Engaged’



BIA board member, past board 
member, committee member, 
read the enewsletter, sponsor, co-
advertising, event volunteer, DMS 
grant, Taste of Oakville resto, SM 
tags x2, Bronte Forward!, parking 
maps, attend AGM 

‘Engaged’ Defined



Segments

Nearest and Dearest (3%)
Sit on the Bronte BIA Board

Loyals (16%)
Members who have shown commitment to the association by 
volunteering; pride in their association with the BIA

Potentials (31%)
May engage in BIA-related activities in some capacity, but are less 
likely than Loyals

Mailing List Members (50%)
Low-to-no engagement with Bronte BIA initiatives; difficult to 
reach/communicate with







EFFECTIVE ORGANIZATION

Goal: BIA members, stakeholders and staff are engaged in the well-being and success of the association.

Actions Milestones & Metrics

a) Create and implement a change 

communication strategy.  

a) BIA embraces inclusivity and anticipates change.  

1. Readership of the weekly members’ enewsletter increases by 10% (60%) with newly 

branded construction information added by Spring 2023. 

2. At least 25 businesses incorporate construction branding or information in 

communication with their customers. 

b) Evolve the member engagement strategy to 

grow and diversify district leadership. 

a) Strong governance model guides decision-making. 

1. Increase from 10 (2021) to 20 voting members at the 2022 AGM in Spring 2023. 

2. Net 50 ‘Loyal’ members by September 2023 from 41 (2022).

3. At least one (1) additional board member is recruited by June 2023. 

c) Deepen relationships with Town staff and 

other relevant stakeholders. 

a) A champion for Bronte issues. 

1. Members of the Economic Recovery & Resiliency Group continue to be advocates for 

Oakville recovery under the Bronte BIA’s chairpersonship. 

2. The Town includes the BIA early in discussions/plans around redevelopments, 

infrastructure upgrades and policy changes. 



Lessons Learned

- Takes dedicated time
- Tell your board often about the 
strategy
- Track changes (1-2 times/year)
- Stick to the plan
- Be prepared for surprises
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