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Association Management
Kingston Smith Association Management (KSAM) is
one of the largest association management companies
in the UK and is part of the Kingston Smith group of
companies; a top 20 firm of chartered accountants and
business advisers.
KSAM have an experienced and dedicated team of
specialists who work closely with not for profit
organisations such as trade and professional
associations, membership bodies, learned societies
and charities. For over 20 years, KSAM has refined and
enhanced its services, implementing best practice
methods to drive organisations forward. This
advantage makes us one of the leaders in the
association management sector.
We can provide you with a carefully tailored package
along with a team who are committed to helping you
meet your objectives effectively.
Building an Association
KSAM’s experienced team offers strategic guidance
and tactical support during the crucial stages of an
organisation’s incorporation and launch. We are
committed to delivering the best advice and results to
our clients, including ongoing support.
Our expert account managers assist organisations
through:
•

Initial formation strategies and execution

•

Membership growth

•

Ongoing market leadership

We use industry best practice techniques to ensure our
clients receive seamless execution and quality support,
paired with the highest level of customer service and
response times.
Secretariat Services
We offer the full range of executive management and
secretariat services via our secretariat team. They can
coordinate the implementation of clients’ annual plans,
ensure client meetings are managed effectively and
make sure clients comply with all constitutional and
statutory requirements.
The team also manages awards schemes and client
publications along with providing guidance, expert
advice and strategy direction on all membership and
not for profit organisation matters.
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Membership Lifecycle Management
We understand the challenges faced by many
membership bodies in retaining their membership.
Experts in the lifecycle of a member – from student
to retirement – we can assist clients every step of
the way.
KSAM quickly identifies the challenges our clients may
face and promptly offer effective solutions. Through our
deep understanding of the lifecycle, we integrate
people, processes and systems to create the backbone
for successful growth plans.
Financial Administration
Our experienced financial team’s top priority is to
provide transparent, accurate and efficient
financial management. We work directly with key
stakeholders, providing sound financial insight to
facilitate their success.
Our services cover:
•

General ledger reconciliation and financial reporting

•

Payroll, audit and tax support

•

Budgeting and forecast creation and management

•

Financial policy, procedure creation and compliance

•

Full cycle bookkeeping

Website and Database Services
It is vital for organisations to implement strong digital
strategies to drive the business forward and ensure
they are not left behind. KSAM helps clients to define
their digital transformation through powerful and
effective solutions. We help our clients transact more
efficiently by creating highly responsive, mobile-friendly
websites that are linked directly to membership
database and social media platforms.
GDPR
The General Data Protection Regulation (GDPR) comes
into effect from May 25 2018. Our GDPR consultancy
powered by ClearComm, has the experience and
expertise to work with organisations to ensure they are
not only fully compliant, but through our training
programme, can provide key personnel with the tools
to ensure that their organisation remains compliant in
the future.

Association Management
At Kingston Smith we have taken a very positive view
to the GDPR; organisations should use the regulation
as a framework to ensure they follow the best practice
for managing and making the most out of the data
they have. We provide easy to implement solutions
and closely work with and support our clients to
become compliant.
Event Management
Our team of experienced event organisers aim to
deliver faultless events that exceed the expectations of
our clients.
We define, plan, and stage client events from a fresh
perspective. We like to work closely with our clients and
can help you to prepare your event budget and
programme to ensure your aims are met.
Additional services include:

Membership Management
Our membership experts handle the day-to-day
interaction with clients’ members. We offer exceptional
customer service and unprecedented attention to
detail, while serving as the first line of response to our
clients’ membership bases. Not only does this ensure
that members receive consistent and smooth
communication, but we also free up our clients’
valuable time.
Membership Management services include:
•

Membership application

•

Payment processing

•

Renewal process management and execution

•

Member communication

•

Membership recruitment coordination

•

Mailing list management

•

UK & international event planning

•

Database management and report generation

•

Project management

•

Password issuance and support

•

Venue search and selection

•

Order fulfilment

•

Contract negotiation

•

Certification and CPD facilitation

•

Shipping co-ordination

•

Supplier research & management

•

Onsite support

•

Audio/visual management

•

Catering management

•

Post event co-ordination

Scalable Flexible Services
One of the many benefits of working with KSAM is our
scalable and flexible engagement models, designed to
assist, whether you need help with a single event/
project or full team support.
We offer outsourced, tailored services to supplement
existing staff, one-time project support, or dedicated
teams to act as your organisation’s workforce.
Just tell us your challenge and we will work with you to
customise the right support solution.
Launching an association?
Our experienced staff can provide the strategic
direction to get your organisation off to the best start.
We will make sure you have the right governance,
structure, processes and procedures in place.
To find out more about our bespoke services and how
we can help your organisation, please contact us.
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Kingston Smith Association Management
Contact us
Kingston Smith Association Management, Devonshire House, 60 Goswell Road, London, EC1M 7AD
Tel: 020 7566 4000
If you would like to speak to our KSAM Director directly, his details are below:

Phil Slinger
Director
pslinger@ks.co.uk
020 7566 4000
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Membership Engagement
Over 350 managers and directors working within the membership
and association sector took part in MemberWise’s fourth annual
report “Harnessing the Web Research 2016” and the top goal
for 2016 amongst respondents was to increase their member
engagement.

are the most important part of your organisation, treat them
with the respect they deserve; extend this respect to their time.
Members will appreciate it if the organisation responds quickly to
any contact, doesn’t keep them waiting, and doesn’t bombard them
with unnecessary information. Put processes in place to ensure a
good member experience.

City
Devonshire House
60 Goswell Road
London
EC1M 7AD
T 020 7566 4020
Engagement isn’t just about communication. Organisations must
engage with their members on a regular basis to achieve maximum
visibility. It is important they report on their successes as a
collective to highlight membership value.
Applying the following six strategies could help associations build
better member engagement.
Strategy one – Your retention matrix
One key measure of the success of your member engagement
is how many of your members renew each year. But how do you
measure retention - do you think about one rate or a number
of rates? Do you look at the rate for your overall membership, or
do you break it down and analyse particular segments?

Most membership bodies will be tracking their overall memberretention rate. But, you need to analyse your members’ renewal
rates in a more in-depth way. For example, what’s your retention
rate among first-year members and the rate among members under
or over a certain age? What about the rates among each of your
key member segments, job roles, or geographical spread?

Strategy two – Member experience
Every organisation should strive to provide an exceptional
experience for its members as quality of member experience drives
engagement and retention rates, determining the on-going health of
the organisation.
The best way to achieve a high quality member experience is
through the two Rs: Respect and Responsiveness. Your members

The General Data
Protection Regulation
(GDPR) - Are you
complacent or compliant?

Heathrow
The Shipping Building
The Old Vinyl Factory
Hayes, Middlesex
Blyth Road, Hayes
UB3 1HA
T 020 8848 5507

Strategy three - Make it easy
Providing good content, events and opportunities for engagement
to members is essential for any successful membership
organisation. However, it is equally essential that you make it easy
for your members to take advantage of the great opportunities
that your organisation provides. Think about how you display your
content and events on your website - are they clear and easy
to find?

Your members are the most
important part of your organisation.

If you are presenting a webinar for example, make it as simple as
possible to join. If you offer Q&A sessions with a subject expert, do
not hide the announcement in a corner of your website, advertise
the session on the front page of your website leading up to it.
No matter how good your events are, if it is difficult for members
to participate, they will become frustrated and walk away with a
negative experience.

Strategy four – Measure the steps, not just the end result
Since there are different degrees of membership engagement,
different metrics to track your success and identify your
weaknesses are required. Such exercises allow your organisation
to make adjustments to specific aspects of your engagement plan
to improve member experience.

Mark Burnett, Director of Charity Partnerships, GDPR Data Protection
Officer, Clear Comm

You may have thought about data protection recently; you are
probably doing things roughly the same way without thinking of
change, continuing to communicate with your audience when you’ve
had the opportunity and marketing products and services wherever
possible. If so, you may well have been breaking the law
without realising.

If this sounds like your organisation, get ready for some dramatic
changes. The new data protection laws due in May 2018 will
seriously impact the way you communicate with your audience,
how you process data and who you share data with. The General
Data Protection Regulation (GDPR) is the first major review of data
protection for 20 years and is intended to protect data subjects with
powerful new rights.

The GDPR aims to give clearer guidelines for communications
consent based preferences for data subjects; you won’t be able to
communicate with your customers, members and supporters without
a good and lawful reason. There are also going to be hefty monetary
penalties to discourage offenders from taking any chances with
personal data. Penalties will be rising from a top limit of £500,000
to an incredible £20 million. The supervisory authority in the UK, The
Information Commissioner’s Office will have new powers, such as the
right to enter your premises, the right to audit you and the right to
reprimand you.
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No one knows what will happen or whether these powers will be
exercised. My opinion is that they will definitely be tested.
The GDPR is principles-based legislation, but it’s not a black and
white regulation; it’s more like 50 shades of grey.
Interpreting the rules to fit your special circumstances is therefore
vital if you are to maintain growth in your organisation. This is
particularly true when you examine the conditions for processing.
This GDPR article explains how you might lawfully communicate with
your audience. There are six reasons - you only need one - but there
is already considerable debate as to which you can use effectively.
The best is ‘Consent’. This is where your subject has clearly,
specifically and unambiguously demonstrated their wishes.
Then there is ‘Necessary for contract’. This is where you have sold
someone something and you are required to service the contract
that now exists; the customer has the right of legal recourse against
you if you don’t. Amongst a few others there is ‘Legitimate Interest
(LI)’. This is your interest to sell something, or raise money for a
cause. As long as your LI doesn’t override the subject’s rights and
freedoms, you may well have a remedy to your communications plan.

The new data protection laws due in
May 2018 will seriously impact the
way you communicate with your
audience, the way you process data
and who you share data with.

12/06/2017 15:40

Redhill
If you would like to be added to our newsletter and events
Surrey House
Romford
mailing list, please send your details to events@ks.co.uk.
36-44 High Street
Orbital House
Redhill, Surrey
20 Eastern Road
RH1 1RH
Romford, Essex
T 01737 779000
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T 01708 759716
St AlbansFollow us @kingstonsmith
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T 01727 896015
London
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