Reenergizing Your Club’s Membership Marketing Plan

Introduction
· Want to start off by saying don’t be intimidated by the words “membership marketing plan.”

· Although many of you are likely familiar with marketing plans from your professional experience, may not be used to thinking about marketing plans when it comes to your volunteer activities.
· A marketing plan does not have to be a formal document; just need to create an outline to provide structure to your efforts (i.e., help organize all your thoughts and ideas) that can easily be shared with all members.
So, here our objectives for today’s workshop:
· Setting the stage
· Basic elements of a membership marketing plan

· What’s not in the plan: recruitment dos and don’ts
Before we start, does anyone here have a membership marketing plan for the club? Those of you who do, please jump in to ask questions or give input at any time.

Setting the stage
How the plan is developed is critical to its success. 
Before sitting down and starting a draft, consider the following to set the stage for developing an effective plan:
Involve all members, or at least invite them to be involved.

· If you have a large club, create a task force to develop the plan and charge the task force with getting input from all members. 
· If you have a small club, dedicate a meeting to developing the plan and break into small discussion groups. 
· There are a variety of options – figure out what will work best within the dynamics of your club. 

· But all members must at least be offered the opportunity to participate.
Be idealistic:
· Don’t start out by setting limits on what the club can do – that will kill enthusiasm from the get go. 
· Think of what could be no matter how unrealistic or impractical it may sound. 
· Outlaw phrases like “We’ve tried that before but,” “It will never work because” and “We’ve always done it this way.”

Here are some ways to kick off creating or adjusting plan that can inject creativity into the process and ensure all members are invested in its success:
Conduct a club assessment:
· An assessment will help identify strengths and weaknesses and establish priorities
· For example, maybe your club is not experiencing difficulty brining in new members but is having trouble getting members to participate in activities and events. An assessment would reveal this, and then dealing with that issue could be a primary goal of your marketing plan. 
· Can’t address something to make it “right” unless it is identified as an issue first.
The famous women exercise:
· Knowing what you value in a new member is the crucial first step of recruitment. 

· However, it’s often difficult to articulate what exactly you are seeking – and for club members to be in consensus about the type of members it needs/wants.

· What I call the “famous women exercise” is an interactive exercise that can help focus recruitment efforts.

· Members split into small groups

· Each group chooses three women from a list of famous women of different backgrounds, cultures, ages and professions. Must come to consensus on each choice.

· Report back to the whole group, providing two to three specific reasons behind each choice
· Have a member capture the reasons behind the choices on a flip chart

· Identify themes

· This exercise helps members and clubs articulate as a group what they are looking for in new members
· It may not be appropriate for all clubs, but it is a fun and interactive way to bring energy into the development of your marketing plan

Now that we’ve set the stage, it’s time to start drafting the plan.

Basic elements of a membership marketing plan

1. Objective

In one or two sentences, clearly state what you hope to gain from implementing your marketing plan. 

Example:

To grow and diversify membership by widening the pool of prospective members, and increase membership satisfaction by engaging a larger percentage of members in each project.

2. Goals

List the club’s overall goals for membership for the upcoming club year.

Example:

· Experience a net gain of 5 members to bring total membership to 40.

· Improve retention rate from 80% to 85%.

Talking point: Although these examples are numeric, they don’t have to be. Are you lacking a specific skill set in your club, like website maintenance or public relations? A goal could be recruiting members with these talents.

3. Target Audiences

Describe the types of members you are trying to attract and related prospect sources.

Example:

Our target audience is business and professional women who have a demonstrated interest in doing volunteer work that improves the lives of women and girls.

Prospect sources:

· Former members

· Donors

· Business associates 

· Personal contacts 

· Local nonprofit organizations and women’s groups

· Local Chamber of Commerce

· Trade shows and community events

Talking point: Some clubs establish a goal of targeting younger members. Remember that recruitment is about personality and behavior, not age; someone is not a more attractive member simply because she is younger, nor because she is in the same age range as current members. Generational differences should be acknowledged but should not limit recruitment efforts.

4. Messaging

Create a list of informal talking points about the benefits of membership that all members can refer to when speaking about your club and Soroptimist. Use the following questions to help develop your talking points:

· Why did current members join the club?

· What do current members say is the best part about being a Soroptimist?

· How has your club specifically affected the lives of women and girls in the community and around the world?

· What makes your club unique?

· Why would someone join your club instead of another volunteer organization? 

Use the agreed upon talking points as the basis for all marketing communications so a consistent message is presented in all venues.

5. Strategies and Tactics

Describe the strategies and tactics you intend to use, focusing on those that have been successful in the past.

Examples:


Strategy: Have consistent, direct contact with individual prospects who have expressed interest in Soroptimist

· Tactic: Send a series of mailings to the prospect list that include a letter from the club president and a membership brochure

· Tactic: Add all prospects to the newsletter distribution list
Strategy: Reach businesswomen in the local community who may not be aware of Soroptimist

· Tactic: Place a monthly ad with meeting details in the business section of the local newspaper

Talking point:
· The Live Your Dream Campaign and website are unique and effective tools for attracting new members that you may not attract via traditional venues. 
· The e-cards available on the home page of the site are a great way to introduce women to Soroptimist.

· Messages can be customized and the cards are easy to forward, helping members to effortlessly spread the word about the campaign and ultimately Soroptimist.

· Once prospects find and visit the Live Your Dream site, they often continue on to the SIA site.
· The Live Your Dream site also provides a home for prospects who are not ready to join a Soroptimist club due to cost, location, work and family obligations or volunteer preferences.

· The interactive features of the site keep these prospects engaged, helping to build a ready-and-willing pool of volunteers who can assist with program and advocacy efforts and also provide financial support by making a donation and/or purchasing sales items.

· The site allows Soroptimist to tap the interest and passion of these women whether they become part of the online community, eventually join a club, or both.

6. Budget

Estimate the cost of each tactic, including design, printing, postage, advertising, meeting expenses and booth space.

7. Timeline

Create a timeline for implementing specific strategies and tactics. 

Talking point: Use a community calendar and the Soroptimist club calendar to time tactics according to specific dates and events.
8. Monitoring and Reporting

Determine who will track goals and how often the plan will be revisited and adjusted.

Example:

The membership committee chair will tabulate and review membership numbers on a quarterly basis and compare them to established goals. The chair will report numbers and progress to the board of directors, along with any suggestions for modifications to the marketing plan.

Talking point: Need a champion of the plan, someone who enjoys recruiting; in a perfect world, membership is everyone’s job, but in reality only a few are really good at it and enjoy it; make sure you choose the right person.
What’s not in the plan: Recruitment dos and don’ts

The template we’ve reviewed provides a framework within which you can build your plan. Here are some additional recruitment dos and don’ts that won’t make it into the plan but should be considered as you develop it:
DON’Ts

Attempt to recruit life-time members.
· Many people are afraid of getting tied into a role for a lifetime and never being able to get out of it.

· Additionally, the long term service of current members, while respected, can be intimidating.

· Prospects may think the easiest way to prevent being locked into a long-term commitment is to not join at all!

· Rather than doing a hard sell for membership, invite prospects to a series of meetings and events and let their enthusiasm for the organization build naturally.

· Their decision to join will follow, and because they have been allowed time to mull it over, they will be sure about making the commitment.
Assume that “No” means “Never.”

· Timing is everything. When we get the courage to recruit someone and then they say “no,” we often feel rejection. But sometimes “no” means “not now.” 
· Perhaps family, work or financial pressures are causing hesitation about making a commitment. This especially applies to younger women, who may not be ready to join due to life status/where they are in their life, not because they aren’t interested or don’t have a willingness to “serve.”

· Stay in contact with these prospects, including continuing to invite them to events, so the lines of communication remain open until they are at a point in their lives where joining makes sense for them.
Use the generational issue as an excuse for inability to bring in younger members or other challenges.

· For example, “Those [insert name of generation here] just don’t get it!”

· Generational differences are just one piece of the puzzle, and placing too much weight on them will not resolve a club’s REAL issues.

· Take an honest look at the culture of the club and figure out what’s really going on rather than making assumptions and generalizations.

Dos

Invite prospects to participate as a group in a project.
· Working with seasoned members can be intimidating for someone new to the club; working with other new members increases the comfort level and therefore their motivation and dedication to the project.

· After the project, have a meeting to discuss how it went and if there’s interest in continuing to work together.

· Let loyalty build naturally – these prospects do not have to join right away to help the club, but probably will after a successful project or two. 
Explain why you decided to ask a particular person to help or join.
· When you invite someone to join, be specific about what skills or personality traits you think make her a good fit for the club.

· This shows that you have given the invitation some consideration, and that can be quite flattering.

· Never recruit anyone by asking her to do it as a “favor” to you.

· Instead, try to communicate that you don’t want them to miss a marvelous opportunity to participate in an important project!
Focus on similarities.
· Everyone wants to be able to trust the people they volunteer with;
· No one really likes change when they think they're going to lose from it;
· Everyone likes feedback;
· Everyone wants to learn; and 
· Everyone is there to fulfill the ultimate outcome – improving the lives of women and girls.
In conclusion:
· While developing your plan, keep your audience in mind at all times and make decisions based on their wants and needs.

· Be patient and allow enough time for strategies to have an impact. Remember it can take seven to eight impressions for a message to register with the recipient.

· Communicate the plan so all members are aware of the club’s goals and how they are expected to contribute.
· Be flexible and adjust your plan as needed. It is not a stagnant document meant to be filed away. Keep your plan vibrant and viable by reevaluating and adjusting it based on results. 
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