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Promoting the Dream: Recruiting the Next Generation of Soroptimists

Suggested Script

Slide 1 – Introduction

Slide 2 – Our objectives

· Understand and acknowledge generational differences

· Learn how to adapt messaging and communication methods

· Review Soroptimist’s generational profile

· Discuss the importance of diversity

· Determine action steps

We can then open the floor for questions and share information with one another on what is working, and not working, in our clubs.

How many of you have heard the term “generational marketing” before? Generational marketing addresses the idea that because people of the same generation often share common experience and a value system, they therefore tend to have very similar work and purchasing habits.

To market effectively to a generation you must find a way to grab their attention by using a message that resonates with them. Generational determined lifestyles and social values exercise as much influence on decision-making as do more commonly understood demographic factors like income, education, and gender.

Slide 3 – Which generation are you?

So, the theory is that we all fit into a generational time slot. And here they are – look carefully, each person in this room should fit into one of these generations.

Slide 4 – The Generations Dynamic

Studies have shown that the early or formative years of our lives are what mold our core values and behaviors. In generational marketing, the goal is to learn about a targeted group’s collective history so that we can begin to understand the core values on which their attitudes and decisions are based.

Slide 5 – It’s not all about the numbers!

Before we plunge into this discussion, there are a few things we need to remember.

· First, generations are just one of many ways to gauge differences among potential and current members. There are also differences in culture, education, and religion, just to name a few. 

· Second, no group will fit any one person exactly – these are just overall similarities in values and behaviors. There are always exceptions to the rule, those who will say “that's not me.” It is impossible to suggest a prototype marketing approach for millions of people.

Also, I want to clearly state that when we talk about recruiting a new generation of Soroptimists, we are really talking about diversifying our organization overall and becoming more inclusive. Not only do all generations have the ability to improve women’s lives, but they bring different perspectives to the table, setting the stage for more well-rounded and dynamic clubs.

Slide 6 – The Silent Generation

The first generation we will discuss is the silent generation. This generation was born between 1925 and 1941. This is the least studied of all of the generations we will discuss today. This is interesting because this generation is one of the most sought after in the market. They have real purchasing power and many companies want to capitalize on this. The silent generation is also called the “swing” or “mature” generation. This generation came of age during World War II, and the effects of growing up in that time period are realized in many of this group’s behaviors. 

Slide 7 – The Silent Generation

One of the most distinctive qualities of this generation is their concern for the plight of others. They have very strong human relation skills and are very involved in dealing with cultural and societal issues. Many silents married young and had children early in life. They tend to be cautious as a generation – saving money was a way of life. This generation values responsibility and women in this generation tend to be team players who work within the system. The silent generation accomplishes goals through hard work and sacrifice. This is the first generation of women that aggressively moved into the workforce.

Slide 8 – Marketing Soroptimist

When we talk about marketing Soroptimist to the silent generation, we want to emphasize the wisdom and experience of our membership. We have a very distinguished history of working to improve the lives of women and girls. Our key messages when communicating with this generation should focus on frugality, responsibility and caution. 

We are an established organization. We are well respected in our community. We are fiscally sound and our programs are proven to make a difference. 

Slide 9 – Methods of Communication

The best way to communicate with the silent generation is through face to face contact. When recruiting for this generation we find formal social events are very successful. Also, tribute and recognition events are very popular. Remember, these are team players – and they respond to recognition. Direct mail, phone, and increasingly the Internet are great ways to communicate with this group. Email usage is climbing steadily with the silents, but it is not at the same level at it is with other generations.

Slide 10 – The Baby Boomers

Our next generation is the baby boomer generation. This group was born between 1942 and 1964 and represents the largest substantial sustained growth of our time – these are the post-WWII babies. They are also known as the generation who “questioned authority” in many of our cultures. This generation shaped the 1960s and 1970s throughout the world. Boomers enjoyed unprecedented employment and educational opportunities in most countries, reaping the benefits of the silent generation’s financial restraint. A surge in college education in no small way enabled this generation to be the most influential of its time.

Slide 11 – The Baby Boomers

Boomers value creativity – while their parents were conformists, this generation searched to break the mold. They love adventure and are risk-takers. Boomers tend to evaluate achievement in terms of personal fulfillment. This is the first generation to discover that lifetime employment no longer exists. Job security is not everything to them, but job satisfaction is. With women firmly implanted in the workforce, boomers were forced to re-evaluate the role of work in their personal lives. 

Slide 12 – Marketing Soroptimist

When we talk about marketing Soroptimist to boomers, we want to think about the positioning of our brand. Our brand is the very essence of our organization. It is what makes people connect our logo with what is best for women. Boomers are very demanding consumers – they are the first generation to grow up with multi-media marketing and they want to be associated with a winning brand. 

Because boomers invented new forms of families, they also incurred new stresses. Boomers were the first generation to divorce at a higher rate than the two previous generations. So we have seen a trend in recent years of boomers attempting to eliminate stress through simplification. When we analyze messaging to boomers, we find that simple, nostalgic messages work best. 

A good message for attracting boomers to your club is: we are women at our best, helping other women to be their best. 

Slide 13 – Methods of Communication

Boomers look for personal value in their commitments so social and recognition events are great ways to attract and keep members in this age range. Turning your “recruitment” event into a “networking” event will increase appeal to this generation. Direct mail, face to face interaction, the Internet, and email are great ways to communicate with this group.

Slide 14 – Generation X

This generation was born between 1965 and 1981 and was given the name X because they were seen as searching for identity and a unifying purpose. This is the first generation to grow up in the new family systems created by divorce and became the first “latchkey” kids, so they are very independent. 

Gen X grew up in a highly charged political environment – and one that was broadcast on 24-hour TV news stations. Because of this, Xers are more wary and cautious than boomers. They are savvy consumers and their sophistication about advertising comes from a lifetime of being exposed to more of it than any other generation. They tend to have a more cynical outlook than their predecessors. Because of this they have developed an attitude that says, “Life is short. Eat dessert first.” 

There are fewer people in Gen X (about 40%) than there are in the boomer generation, which obviously means there are less people in this generation available to volunteer.

Slide 15 – Generation X

Xers are not likely to conform to the previous generation’s definition of work. They saw their parents get laid off or face job insecurity, and many of them entered the workplace in the early ‘80s, when the economy was in a downturn. Because of these factors, they’ve redefined loyalty. Xers have no expectation of job security, so they tend to see jobs as temporary and as stepping stones to something better, or at least to something else. This generation also has a more balanced view of the role that work plays in their lives. They are willing to work, but they also expect to have lives outside of the office. Money is a motivator, but they are also looking for decent hours and personal development opportunities. Generation Xers are eager to learn new skills because they want to stay employable. 

Because they don’t exhibit the same loyalty as previous generations do toward an organization and because of their reticence to make their job their life, members of this generation have been labeled as “lazy” or “slackers.” This is definitely not the case. Xers will work very hard for a job they believe in, for something that challenges them. Instead of remaining loyal to their company, they have a commitment to the quality of their work. They are problem solvers and tend to be very goal oriented. They are determined to be involved, responsible and in control.

At the same time, this generation expects immediate and ongoing feedback, and is equally comfortable giving feedback to others. Other traits include working well in multicultural settings, desire for some fun in the workplace and a pragmatic approach to getting things done. 

Slide 16 – Marketing Soroptimist

Xers are savvy about marketing and skeptical about the “hard sell.” They can easily spot a fake message or an over-promise. By presenting our mission and the facts of what our clubs accomplish, we have a better chance of attracting this audience. Our message should make clear the benefits of joining as well as the expectations of membership. Xers want things mapped out: they like it when they hear, “Do this and you’ll get that.” 

Gen Xers have a love of “experiences” – activities that arouse their sense of adventure and passion. 

Our message should emphasize what they will get to do as a Soroptimist. Allowing Xers to participate in club events before joining the organization appeals to their desire for experiences and to their cautious nature, i.e., they can sample the “product” before making an investment.

Xers also relate to the confidence we have in our brand. Attitude is everything – remember, these are the children of boomers! Gen Xers love a good time and value humor. These are the people who invented extreme sports and implemented “casual Fridays” in the United States. We need to remember that when marketing membership to them.
The best way to determine the most effective message is to test it. I’m sure you have at least one Gen Xer in your life you can approach and ask what your club could do or say to interest them in joining. The best way to learn about another generation is to sit down and actually have a conversation!
Slide 17 – Methods of Communication

The best way to communicate with Xers, by and large, is through email. They are very e-friendly and engage in a variety of online media. They also enjoy social events, but remember to carefully consider the name of the event. Xers will not respond as well to something called a “recruitment” event because it doesn’t sound fun – it sounds like you are going to sell them something. 

We will talk more about Gen X later, as this currently is a target market for Soroptimist.

Slide 18 – The Millennials

The Millennials were born between 1982 and 2000; they are also sometimes called “echo boomers” or “Generation Y.” These folks are very young and do not represent a large portion of our target market. So why are we talking about them? Because they are the future, and we need to start thinking about how we are going to talk to them when they are ready to join their first professional or volunteer organization. 

Slide 19 – The Millennials

Millennials are the first generation to grow up with the Internet – they do not remember a time when it didn’t exist. Working with technology is second nature to them; for most, it is a subject taught in school alongside math and reading. They are over stimulated and, thus, easily bored. This generation understands that they will change jobs at least once every five years. As such, titles do not mean a whole lot to them. They believe respect should be earned based on the job you do, not the title you hold. Millennials are goal-oriented doers, and like the “silent generation,” they are team players. 

Slide 20 – Marketing Soroptimist

Millennials are savvy about being marketed to and want to be treated with respect, not condescended to as know-nothing kids. Unlike their older Gen X counterparts, Millennials have a very positive outlook on the world. Messages that include scare tactics, doomsday statistics or disturbing images will turn them off. Instead, emphasize the positive outcomes of Soroptimist’s programs and how Millennials can do something to improve the lives of women and girls.

Slide 21 – Methods of Communication

Millennials are friend conscious, and getting them talking about a product can turn it into a fad. Viral and word-of-mouth marketing has proven to be popular and effective, i.e., using current customers or members to spread the word by email, text messaging, the Internet, and other multimedia tools.

Slide 22 – Generational Recap

(Review chart)
Slide 23 – Generational Themes

(Review chart)
Slide 24 – Quiz: Your Generational Story
What is your club’s generational story? (Raise hands for each)

Slide 25 – Our Current Landscape

According to our 2003 marketing survey (and reinforced by the results of a November 2006 Soroptimist Snapshot survey), our current landscape in terms of age range is as follows:

75 or over = 4%

65 to 74 = 19%

55 to 64 = 37%

44 to 54 = 27%

35 to 44 = 9%

25 to 34 = 3%

Less than 25 = 1%

This means the majority of our members are boomers (about 64%), the next largest percentage are silents (23%), and 12% are Gen X.

Slide 26 – Our Ideal Landscape

This is what we want our landscape look like: basically, a more even representation of generations. Some of you may be thinking, why is this important? If our club does not have a generational mix but is doing good projects, why does it matter?

The answer is simple. While there is no perfect model for how a club should look, you must recruit younger members if you want your club to exist in five years. They are the future of Soroptimist.

Slide 27 – The Gen X Volunteer

So, to bring a more equal representation of generations into Soroptimist right now, on which audience should we focus? Silents and boomers are well represented, and Millennials are very young or just getting their careers started. Therefore, Gen Xers are the obvious target.

We talked before about how to appeal to Gen X. Some of the themes mentioned were:

· They are savvy about marketing – use the facts, not a hard sell.

· They are cautious – be clear about expectations.

· They like experiences – let them do a test run before joining.

These themes address how to get a Gen Xer to join a club. The real challenge is how to keep them.

· Personal development – Xers appreciate the opportunity for self-development and professional improvement and want to feel like their contribution matters. Remember, they want to be employable in an uncertain job market so they are eager to learn new skills. Don’t hesitate to invite an Xer to take charge of a project that she might not be familiar with – or to become an officer – simply because she is new to the club. Most Xers will welcome the challenge and are quite comfortable “learning by doing.”

· Immediate results – Our organization will be more popular with Gen X if we give them tasks and projects that produce tangible results and make them feel their time is well spent volunteering. Remember, they insist on a good balance in life and don’t like to waste time – who does? Don’t give a Gen Xer a task involving loads of paperwork as a first assignment! Start them off with a short-term, hands-on project that allows them to experience the impact of Soroptimist first-hand. 

· Flexibility – Gen Xers were the first true telecommuters in the workplace and expect that mode of thinking to translate to their volunteer experiences. Attempting to “legislate” involvement by imposing rules and regulations will turn this generation off. Loosen the reigns and allow them to bring skills and talents to the table in non-traditional ways that are just as effective.

· Freedom – Xers don’t want someone looking over their shoulder constantly checking what they are doing. Perhaps as a result of latchkey childhoods, members of this generation are not used to being closely supervised and are remarkably good at working on their own. Gen Xers work best when they’re given the desired outcome and then turned loose to figure out how to achieve it. This means guiding them with feedback and suggestions, not step-by-step instructions.

Most of all, Xers want respect. The characteristics for which this generation has received such bad press are the very qualities that make them desirable, valuable members. They’re self-directed, flexible, adaptable, and technology literate. Adjusting some of your club’s practices to appeal to this generation does not mean you are bending to their attitudes – or even agreeing with them. It means you are trying to foster a mutual understanding that will begin to remove any conflict or hostility, and will eventually lead to positive actions that benefit individual members and the club as a whole. 

Slides 28 - 30
How can Soroptimist deliver the volunteer experience just described? (Go through slides)

Slide 31 – The Soroptimist Brand

Perhaps the most important thing to remember when marketing to Gen X is to ensure truth in advertising by following through on the promise of the Soroptimist brand. A brand is the total sum of what an organization does and what value that brings to the public. The American Red Cross, for example, is known for its blood drives. AARP is known for its advocacy on preserving Social Security. For Soroptimist, our brand is what we do for women and girls.

The saying “When you try to be all things to all people, you generally end up being nothing to many” holds true. For a brand to be effective, it must be unique and occupy a place in the public’s mind that no other organization does. Organizations with the most successful brands are those that fulfill a unique niche. And everything we do—whether it’s the Women’s Opportunity Awards program, Soroptimist Club Grants, or the Live Your Dream campaign—everything we do is related to helping women and girls. That’s who we are and that’s what we should be known for. All club activities should back up the promise of our brand. 
Slide 32 – Live Your Dream

On March 8, 2007 – International Women’s Day – Soroptimist launched the Live Your Dream campaign microsite, which is dedicated to celebrating women and the power of their dreams. The purpose of the site is to establish an online community for women—members as well as other women who may become members, donors or constituents at some point.
The site was specifically designed to appeal to a younger demographic, including the Gen Xers we’ve been discussing. Along with inspiring stories about real women living their dreams, the site has several interactive features. Visitors can read a blog by a Women’s Opportunity Award recipient, create a personal Live Your Dream action plan, get advice on how to achieve their dreams with the help of a career consultant and certified life coach, enter contests and purchase Live Your Dream merchandise. 

The microsite can serve as a great entry point into the organization for prospective members. Remember that Gen Xers don’t respond to a hard sell. Inviting them to visit the microsite and become part of the online community is an effective way of introducing them to the organization. 
Slide 33 – What’s Next?
The first step is for the club to have an honest conversation – all members, not just leaders. Do you truly want Gen Xers to be part of your club? If so, are you sincerely trying to understand their needs and adapting your message and club culture accordingly? Or are you using the same message that brought in silents and boomers, doing the same projects year after year, and then wondering why your members are only silents and boomers? 

Once your club has made a commitment to bring in these members, do a “health check” to find out what is working and what is not. Perform a club assessment and discuss the results at an open meeting. Talk to former members to understand why they left the club. Use your findings to identify two or three areas of improvement the club can address. Don’t try to overhaul the culture of your club and overwhelm your members - incremental change is often the most effective. Develop a plan of action with specific tasks, goals, and measurements for success!
Slide 33 – Our Objectives

(Review objectives)

Slide 34 – Parting Advice

· Lead by example: Model the behavior you expect to see from members.

· Manage expectations: Dissatisfaction and conflicts can often be attributed to gaps in expectations that are never discussed. Be clear about what’s needed, ask and answer questions, and make sure everyone leaves the conversation on the same page.

· Communication is a two-way street: It takes two people to communicate. If you feel you’re not getting through to someone, it’s not just them. Rethink your approach.

· It’s a myth that leaders are always the smartest, most knowledgeable people in the room. Many eyes on a specific challenge will find more solutions than just having club leaders look at them. Involve all members and prevent club-killing cliques.

· Treat others as they want to be treated: Recognize and respect that we are all different. What works for you might not work for someone else.

· Challenge members – they will step up!

· Be grounded by experience, but open to change.

Slide 35 – Questions?

I am available to answer questions now, or if you think of additional questions later, you may contact any of these resources:

· Members area of www.soroptimist.org 

· Region membership chair 

· Region leadership

· SIA headquarters

215 893 9000  phone 


215 893 5200  fax 


siahq@soroptimist.org  e-mail 


www.soroptimist.org  url
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