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Background



Understanding our Audience

• SHRM committed to elevating HR by refining its structure and operating model and focusing 
on being more member- and customer-centric.

• Spent time getting to understand why our audience need what SHRM provides

• Developed customer journey maps to:
• optimize touchpoints
• maximize the value of each interaction 
• create a unified experience across all touchpoints
• discover opportunities to deepen engagement and improve retention

• Our marketing strategy is putting the customer first and delivering the resources, tools and 
solutions to our customers
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Audience & Segments
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Audience-centric 
Marketing

Where we are now



Marketing Strategy

• Prioritizing members’ and customers' needs/interests in all decisions related 
to advertising, selling, and promoting content, products, and services. 

• Providing a positive customer experience both at the point of sale and after 
the sale in order to drive profit and gain competitive advantage.​

• Marketing targeted content at key moments in the lifecycle, and to select 
customer segments, to deepen brand relationships.​

• Tailoring communication for seamless user experience across channels
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Audience & Segment Highlights
HR Professional

• Optimizing integrated campaigns across 
channels - specifically email, DM and digital

• Capitalizing on dynamic content to further 
drive personalization

• Piloting personalized videos throughout 
onboarding journey

• Expanding prospecting database through 
external partnership
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A look at 2022 so far…
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Audience & Segment Highlights
Students and Emerging Professionals

• Elevating the SHRM student member 
experience - expanding mentorship experiences, 
internships, Academically Aligned institutions

• Targeting sub-segments

• Creating new awareness videos to maintain 
momentum upon the Pursue Your Purpose launch

• Building new email automation around 
certification to improve student user 
experience/journey

• Launched a new paid media strategy to garner 
awareness of SHRM and student membership
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A look at 2022 so far…
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Audience & Segment Highlights 
Executive and Enterprise Network

• Driving awareness through lead generation programs 
(e.g., Morgan Stanley report) and advertising (full page 
ads in Harvard Business Review)

• Developing targeted engagements and content
• Insights Forums 
• EN Experience at SHRM22
• CX touchpoint calls to members 3x per term
• Exclusive Content being developed with studioID and 

Arianna Huffington 
• Introduction of Executive Advisors to service CHRO 

leads

• Planning solution-oriented lead generation and 
nurturing – Certification, On-site training, PMQ
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A look at 2022 so far for…
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Audience & Segment Highlights
Products

• Launching Specialty Credentials and Learning 
System targeted campaigns

• Creating digital assets, including testimonials and 
case studies, to provide proof of value 

• Exploring bundling opportunities with 
membership 

• Developing editorial content to drive awareness 
and thought leadership positioning 

• New paid media campaign launching with a 
unified visual approach and integration of the 
products with the Cause the effect messaging

• Refresh of Essentials, Certification sites and 
content
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A look at 2022 so far..
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Questions?
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