


Membership Matters!
Presenter’s Guide (Rev 2015-04-29) 

KEY INSTRUCTIONS -- 

· General:
· This guide is not a script.  It is a slide-by-slide guideline including Talking Points and Interactive Questions to be used by presenter(s).  It can help the presenter(s) stay on time and can help deliver the intended message with impact.
· Rehearsal and complete familiarity with the program are necessary.

· Related: 
· Use this guide in conjunction with Membership Matters! – Handouts & Scripts Guideline.

· Colored font guide: 
· Red font – Power Point slide numbers
· Blue font – Interactive questions
· Yellow background – Special instructions, handout clues, or optional discussion items.

· Customized Slides:
· Slides #1 & #2 require customization

· Props required:
· Two (2) Rotary pins
· One (1) Sponsor pin
· One (1) letter size envelope

· Before the session starts:
· Presenter(s) to recruit and brief following “players:”
· Mary Smith – key character, (scripts to follow and a letter to read)
· Person to make “traditional Ask” (script to follow)
· Person to make “New Focus Ask” (script to follow)
· Persons to play following roles (no speaking parts)
· Chuck Williams - Mary’s sponsor (same person making the new focus ask).
· Bill - Mary’s husband 
· Greg – son
· Melissa – daughter


SESSION #1 (50 minutes, SLIDES 1-20)


OPENING SEGMENT - Introduction (0:00 – 0:03)

 (Slide #1 – Opening)      [image: ]  To be customized.


· Any VIPs to be recognized? 
· Something about yourself or your position.  
To be customized.

(Slide #2 – Presenters)  [image: ]

· With me today are [names/titles].   (Modify if you are introduced by someone else.)

Option – Determine audience make.  i.e., < 5 years, >5 years, leadership position in club, etc.


THE PROBLEM SEGMENT (9-11 minutes)
(SLIDES 3-5, 0:03 – 0:13)
 (Slide #3 – District Graph)         [image: ]    
Handout on table – “Club-by-Club July 1 start numbers for last five years from Rotary Club Central.  Pick up a copy during the break.” 

Questions:
· What was your club size 5 years ago?   (Ask 3 or 4 people)
· What was the club like then?
· What are your favorite memories about the club!
· What’s the conclusion after looking at this slide?
· BUT - You’re not alone. 

 [image: ]
(Slide #4 – 12-year Membership North America)
· In the last 12 years, Rotary in North America has lost over 63,000 Rotarians.  That’s more than all the Rotarians than are currently in WA, OR, HI, CA, NV and AZ.
· We all can read a trend-line graph – from a business perspective this is not good news.
(Slide #5 – The Challenge)  [image: ]
· Rotary has a member development challenge, and it is affecting all of us, and specifically, it is affecting all of you in this session today.  

NEW INFORMATION SEGMENT – (13-15 minutes)
(SLIDES 6-11, 0:13 – 0:27)
(Slide #6 – Hold the Presses!)  [image: ]
· New Information – which may not be common knowledge.
· When faced with bad news, successful businesses spend millions to attract and keep customers.  
· Rotary hired siegel + gale, a prestigious research firm.  

(Slide #7 – siegel + gale)  [image: ]
· Look who else siegel + gale have helped.
· Interviews were conducted with over 20,000 Rotarians and non-Rotarians.  
 (Slide #8 – Siegel & Gale Survey)  [image: ]
· Talking Points:
· Of all the questions asked by siegel + gale, these two are the most relevant to our presentation.
· Answers to these questions form the basis for the new focus towards membership development.

Questions:  
· Why did you initially join?
· What was your selfish reason for joining Rotary?  Get several answers.
· What do you think people said about why they initially joined?

(Slide #9 – Why Join?) [image: ]
· Two main reasons – 
· 1.  Friendship & Fellowship
· 2.  Local impact.
· Talking points:
· 95% joined for “local reasons” – fold in:
· Development & Training, Personal/Professional recognition; Professional Networking.
· International is important – BUT people join for LOCAL reasons.
· “Local impact” is not just Rotary service projects such as picking up trash or repairing a community park
· Also means:
· Getting to know influential people
· Develop relationships with local leadersKey points

· Learning about local issues and becoming involved in them.
· Developing leadership & speaking skills
· Increased ability to become involved locally (social organizations, Chamber of Commerce, churches, etc.)
· “Hands on” projects are important.  But the “Bonding” can be more valuable than the actual service rendered.

Question:  What did Rotarians say about why they stay?
(Slide #10 – Why Stay?) [image: ]
· Same two reasons – Friendship and Local impact.
· All things local are now close to 90%
· Friendships is now clearly the #1 reason why people stay
Questions:
· Why is there a slight growth in “impact globally”?
· International appeal comes naturally with Rotary experience and knowledge.
· IMPORTANT POINT -- Still a very small part of why people stay – still only 10-14% of why folks stay.
· Why decrease in “professionally networking”?
· Achieving via friends and fellowship
Handout on the table.  “Siegel + Gale graphic.”  Pick one up during the break.

(Slide #11 – Key Points)   [image: ]
· Siegel + gale study revealed – or confirmed 4 key concepts.  People are attracted to Rotary for:
· Local impact – not international
· To form friends and make contacts
· Vocation - To be respected and have their vocation valued
· To have leaders to know and work with.


THE OBJECTIVE TODAY SEGMENT (9-11 minutes)
(SLIDES 12-17, 0:27 – 0:37)

(Slide #12 – Learning Objectives) [image: ]
· Today we’re going to focus on just one thing:
· We’ll lay out specific things that you can do to help tackle the challenge RIGHT NOW

(Slide #13 – Ponder This) [image: ]
· Time we think like a business person.
· Businesses cannot survive without customers.  Neither can Rotary.
Question: Who are our customers?
· Our members
· These are the people who pay dues, meet, work together, enable the club to survive and prosper.

(Slide #14 – What Our Customers Value) [image: ]
· Talking Points:
· These 4 points are the take-away concepts of our entire presentation
1. Think LOCAL IMPACT to attract and retain new members… 95% join for this…. 90% stay for this from siegel + gale study.
2. Provide FRIENDS and CONTACT opportunities… #1 reason people stay 
Question --- Do you know the names and vocations of all your fellow club members?  Does everyone know your name and know what you do?
3. VOCATION – Value me and value my work.
4. LEADERS TO WORK WITH – clubs help members become more effective in the community.

(Slide #15 – Ready) [image: ]
· Let’s use what we’ve learned from Siegel & Gale.

(Slide #16 – The Questions) [image: ]
Question:  What do we need to do to make local business professionals and civic leaders say “I need to join that Rotary Club?

Very quickly draw out words relating to Attractive, Relevant, and Engaging. 

(Slide #17 – Attractive & Relevant Indicators) [image: ]
· Offer short discussion about each indicator.
Make reference to “Indicators” handout is on the table.  Pick one up during the break.



SURVEY SEGMENT – 10-12 minutes
(SLIDES 18-20, 0:37 – 0:50)

(Slide #18 --- Survey Exercise)  [image: ]

Group Exercise – The Survey
· “Preparing Your Club To Grow” Survey
Distribute Survey.  Class completes and retains.  Allow 4-5 minutes.
· Recall to order. 
(Slide #19 – Survey Results) [image: ]
Questions:  What were your NO’s?  Save your survey.  We are going to come back to them near the end of this seminar.
(Slide #20 – What Our Customers Value) [image: ]
This slide is a “place holder.”  It is used several times.
END OF SESSION #1

First 10-minute break is appropriate at this point.

START OF SESSION #2 – (50 minutes, slides 21-44)
(NOTE:  Mary Smith and askers are involved in this segment)


THE ASK/ANSWER SEGMENT - 13-15 Minutes
SLIDES 21-26, 1:00 – 1:14


(Slide #21 – Attraction = Retention) [image: ]
· It starts with attraction... but it doesn’t just happen...can’t just think we’re attractive...
· For attraction to work.....Club’s strategy, its membership, and its communication should all be aligned along a common axis (be congruent) – Common message, & reality
· And what Club has to offer should align with the needs of potential members...


(Slide #22, #23 & #24– Three Steps to Attraction)      [image: ] [image: ]  [image: ]
Conduct the mock “Ask/Answer” Exercise.  Advance to “What Our Customers Value” before starting the set-up.
· The first step is “The Ask” – 
· The set up – “Mary Smith” 
· The ‘traditional answer to question “What’s Rotary?”
· The ‘New Focus answer’ to question “What’s Rotary?”
Questions – 
· Which “answer” better meets the “needs” of Mary Smith?  
· IMPORTANT - Why did the second “answer” work better?

Optional Expanded Exercise --- “What’s Rotary” Exercise to audience.  Use the “What’s Rotary” handout already on tables.  This exercise is designed to involve all audience members and improve their ability to comfortably answer the question – ‘What’s Rotary.”

· First Part:
· Presenter goes into audience and ask 1-3 attendees at random – “I just saw Mary Smith at her store.  She said you asked her to visit your Rotary Club next week.  “What’s Rotary?”   
· Person being asked is encouraged to read from the handout if desired.
· Second Part:
· All attendees find someone in the room they don’t know.   
· Approach that person and ask – “What’s Rotary?”
· Then swap places – the other person asks – “What’s Rotary?”
· All return to their seats.
· Presenter --- How did you feel when asked – What’s Rotary? 

At other times in the presentation the presenters goes into the audience and asks a random attendee --- “What’s Rotary.”  Watch for [THIS IS A WHAT’S ROTARY SPOT] 

(Slides #25 – Initial Attraction – Key Words) 
[image: ]
· Talking Points: - The 2nd answer hits on the four key points the siegel + gale study is telling us:
Solicit answers from audience.   Then advance to slide #25.



(Slides #26 – Initial Attraction – The Answer) 
[image: ]
· Local is our focus:
· Local doesn’t mean international is not important.  But …
· S&G show that 95% are initially interested in local.
· Friendship is the outcome:
· We provide friendship and fellowship to members.
· #1 reason why join and why stay
· Vocational Recognition … and pride.
· Integral part of friendship
· We include business, professional, and civic leaders
· Leadership development is our product … We provide friendship and service opportunities, but ….
· We help members become better leaders in the community and beyond.
· We provide friends, but … 
· We provide service opportunities, but…
· We are not just a friendship or service club --- we’re a leadership club.


PROFILES SEGMENT – 12-14 Minutes
SLIDES 27-28, 1:14 – 1:28

(Slide #27 – Customer Profiles) [image: ]
· Potential members are quite different in many ways, including age, gender, race, interests, community involvements, and history with our community, knowledge of Rotary, working vs. retired, type of business/profession.  

Questions: 
· Given the particular situation of the person you are interested in attracting, how do you propose to approach that person regarding membership in your Rotary Club?  
· Who would best be involved from your club in the effort?  
· What do you say and do?  
· What do you expect them to ask, and your response?

(Slide #28 – What Our Customers Value)  [image: ]
Advance to slide #28 before starting the Expanded Attraction Exercise.
Expanded Attraction Exercise
· Use profile sheet prepared and marked in advance.
· Explain the profile sheets.
· Break into groups (max 8 per group).  Distribute prospect “profile sheets” and assign a particular potential member to each group.

· Note:  This exercise helps them consider the important question “What is Rotary?” in the context of different types of individuals who may be potential members, and may force them to carefully think about crafting their approach and rationale as to how Rotary can meet the needs and interests of the particular individuals.  Each group should work on a meaningful approach and statement that is tailored to their situation.

· Note:  As each group reports out, lead a discussion of their approaches so they get feedback and so that each group learns from the others about various approaches, ideas and ways to articulate how Rotary may be something that meets the individuals’ persona needs or interests.  




WEBSITE SEGMENT – 10-12 Minutes
SLIDES 29-38, 1:28–1:40

(Slide #29 – Three Steps to Attraction) [image: ]
· Website, Facebook +
· Your prospective member (Mary Smith) has said “Yes,” she’ll visit your Rotary meeting. 
Questions:
· What will Mary do next? – Visit your club website.
· Will your club website support your “ask” speech?  
· Is it aligned with the “ask” speech?
Talking Points:
· Today’s “customers” self-educate themselves.  (Buying a car example.)
Question:  Will your club website make Mary feel the “need” to join your club?  Why or why not?

(Slide #30 – Your Website) [image: ]
Questions:  What message could Mary get if your website does not reflect what you told her?
(Slide #31 - Lamorinda Sunrise Website) [image: ]
Questions: 
· What is the message?
· Is the message local or International?
· Photos – Friendship and Fellowship – good!
(Slide #32 – Lamorinda Sunrise Message) [image: ]
· Nothing local about the club.
· 100% international
Questions:
· What message is sent to a potential member (customer)?
· What is potential customer’s reaction?
· How could this webpage be revised?

(Slide #33 – La Habra Site) [image: ]
Talking Points –
· A “clean” site
· Uses the RI new voice and visual guidelines

(Slide #34 – Build a better website) [image: ]
Talking Points – 
· Review the La Habra message and discuss advantages.

(Slides #35- What Works Better?)  [image: ]
Talking points:
Have audience read the chart aloud.  Point / Counter-point fashion.  Orange on right side of room and white on left side of room.
· Discuss the impact from an attraction perspective.

(Slide #36 – Build a better website) [image: ]
· Three points that a “better website” must have.

(Slide #37 – For our Customers?) [image: ]
Audience should know these take-away concepts by now.  Have audience call them out.
· Talking Points:
· A repeat from before --- The key concepts of this program:
· Think LOCAL IMPACT to attract and retain new members… 95% join for this…. 90% stay for this.
· Provide FRIENDS and CONTACT opportunities… #1 reason people stay 
· Know the NAME and VOCATION of every member.  Vocation is key to both friendship and pride – being proud of the club and what its members do.
· LEADERS To Work With – clubs help members become more effective in the community.
(Slide #38 – Who ya going to Call?) [image: ]
· We have the experts to help. 
Make reference to the Contact sheet on table.  Pick one up during the next break.



FIRST IMPRESSION SEGMENT – 7-9 Minutes
SLIDES 39-44, 1:40–1:50
(Slide #39 – Three Steps to attraction) [image: ]
Mary Smith is visiting your club.   Her first impression will make or break the deal.
(Slide #40 – The First Impression) [image: ]
Question – What creates an impression?
· Free form answers from audience.
Questions:
· What impression will Mary Smith get during her 1st visit to your club?
· Energy level
· Value of program
· Quality of the food
· Friendliness
· Other factors (discuss)
· She is asking herself --- Do I really need to join this club?

[THIS IS A WHAT’S ROTARY SPOT]  Mary Smith said she met you when she visited your Rotary Club.   What’s Rotary?

(Slide #41 – How Do We Treat Our Guests?) [image: ]
· Talking Points 
· Greet them?
· Ask about them? (name and vocation)
· Introduce them – to at least one other person
· Identify to them others in the room --- leaders
· Tell them the purpose of recognitions – so not turned off by money being fined.

(Slide #42 – Do We Rush The Question?) [image: ]
· Talking Points as desired.

(Slide #43 – Is Your Club Like CHEERS?) [image: ]
Questions - 
· Who remembers Cheers?
· Does the theme song represent what we want our club to be?
· Is it all about relationships?
Have entire audience read words on the slide.  
Option --- Play Cheers wave fil to end this session if possible.  Requires quality sound system.
· Every club has a “Norm.”  Who is the “Norm” in your club?

(Slide #44 – Customers Value) [image: ]
Put this slide up as a place holder during the 10-minute break.

END OF SESSION #2 – Attraction
A 10-minute break at this point.


START OF SESSION #3 – SLIDES 45-62
INDUCTION/INVOLVEMENT/RETENTION (60-Minutes)

(Before starting, brief “Mary” about her role and secure volunteers for her spouse, her two children, and brief person who played the “ask” role of Chuck Williams; her sponsor.  IMPORTANT that “Chuck Williams” be the same person.


RETENTION SEGMENT – 9-11 Minutes
SLIDES 45-47, 2:00–2:10

Questions:
· Has your club had a challenge attracting members?
· In many club fog a mirror and write a check an you’re in!
· Do you have a challenge attracting members who can grow the organization?  (Or is fog a mirror and write a check more important?)
· Does your club have a challenge retaining members (customers)?

(Slide #45 – Retention) [image: ]
· Dialog as desired.

(Slide #46 – What our Customers Want) [image: ]
· Talking Points:  Audience calls out the key words and the reasons.
· We’ve seen this before – but these 4 take-away concepts are the essence of the entire presentation
· Think LOCAL IMPACT to attract and retain new members… 95% join for this…. 90% stay for this.
· Provide FRIENDS and CONTACT opportunities… #1 reason people stay 
· Know the NAME and VOCATION of every member.  Vocation is key to both friendship and pride – being proud of the club and what its members do.
· LEADERS TO WORK WITH – clubs help members become more effective in the community.

[THIS IS A WHAT’S ROTARY SPOT]  I played golf with Mary Smith yesterday.  She says you and she are in the same Rotary Club.   What’s Rotary?


(Slide #47 – Why They Leave?) [image: ]
· If you do nothing …. 15% will leave.
· “Not worth it.” 
· Talking Points:
· Club of 30 – Will lose 4-5 during the year.
· Club of 40 – Will lose 6-7 during the year.
· “Two year problem” -- 20% of new members will leave by end of year two.
Questions:
· What excuses do they give?  Ask several people. 
· Work related
· Family demands
· Too expensive
· Something else
· What’s the real reason?  
· Club failed to meet expectations.
· They don’t feel they “need” to stay.
· 32% say they would come back  (From a survey in D-5340)




5-Steps SEGMENT – 11-13 Minutes
SLIDES 48-50, 2:10–2:22


(Slide #48 – Step 1: Orientation)  [image: ]
1. We talked about attraction
2. The importance of the ask, your website and the first impression.
· What’s next? ----- Orientation
Questions:
· Why is it important to have an orientation before a member is inducted?
· What are some key topics to cover in a good orientation?”

(Slide #49 – Step 2: The Induction)  [image: ]
[bookmark: _GoBack]Next step is the induction.
Questions:
· Why does it need to be personal?
· Why make it the “family of Rotary?”
Mock induction ceremony.

Traditional --- Presenter reads traditional induction to “Mary” No one else present.  Mary does not speak.  Reads induction flat and dull.

(Slide #50 – Meet Mary Smith’s Family) [image: ]
(Mary’s family comes forward.)

Membership Matters! ---- Same presenter reads Membership Matters! induction to the audience.  Standing with “Mary” are her spouse, her children and Chuck Williams; her sponsor.   
Questions:
· Which approach is more impressive for “Mary?”  Why?
· Which approach is more impressive for her family?  Why?
· Which approach will generate involvement and commitment?  Why?
The following questions are designed to help existing “club members” relate to Mary and her family.  They give members a reason to become friends with Mary

Questions:
· How many of you or your family are pilots?
· How many of you are hikers
· How many of you are golfers?  
· Skiers?  
· Attended the University WA (or some other college in Washington)? 
· Are engineers or have family members who are engineers?
· Have children (or grandchildren) who attended a local middle schools?
You can see where this is going.  
IMPORTANT – Everyone who raised his/her hand has something in common with Mary and her family.

[THIS IS A WHAT’S ROTARY SPOT]  I just saw Mary Smith at her store.  She said she was inducted into your Rotary Club.  I did not know you were in Rotary.  What’s Rotary?



FRIENDS, OPPORTUNITIES, KNOWLEDGE SEGMENT – 13-15 Minutes
SLIDES 51-53, 2:22–2:36


(Slide #51 – Step 3: Friendship) [image: ]
Question:   What is the importance of having a friend?  (Relate back to Siegel & Gale study)
· Friendship is #1 reason to stay in club.  (Relate back to Siegel & Gale)
· How do you facilitate friendship?
Question – How do we know members know one another’s names and vocations?
· Implement vocational talks at every meeting.
· Make it a game:  (Examples)
· Distribute a list with 10 members on it and have people write down the vocations of each person on the list.
· Have 5 members stand up with number and have the other members write their name and vocation.  Can be a show of hands – how many got 5 right; 4 right; etc.
· President announces a particular business or profession (e.g., real estate).  Then ask which members are in that vocation.  Members call out the names.
· Other ideas?
· Important to have new members do vocational talks – even if club members learned a lot during their introduction. 
· Why?  To engage, get involved, so they won’t leave.
· Assign greeters and protocols.  The president should be comfortable that all guests and visitors now feel welcome when visiting the club.  

Question:  How do we know that guests and visitors feel welcome when coming to our meetings?
· Discuss how to measure the success of this effort.  
· Mystery visitor (explain)
· Anonymous survey to be left by guests/visitors. 
· Follow up telephone call to ask how it could be done better (people won’t likely say anything negative, but may, if asked, say what could be done better or make suggestions). 
· Draw out other ideas?
· All members are feeling welcome at meetings — the club “feels like Cheers”, they feel a part of it.   
Question:  How do we know that members do feel welcome since dissatisfied members will likely not say anything?  
· The focus probably should be on new members, who are the most likely not to feel “included” in the same way that long-term members do.
· Personal talk with each new member by the President, or mentor, on how it’s going and what could be done differently.
· Can’t really develop friendships if you don’t know names and what folks do (or did) for the economy and in the community.
· Draw out other ideas.
· All members have an involvement or assignment.... however small.  Go through the records with the directors to confirm that everyone has a role or has been approached or asked.
· President keeps a list of assignments to know everyone is involved.
· Review the list every month.

(Slide #52 – Step 4: Opportunities) [image: ]
Questions:
· Why are opportunities important?
· Who determines the opportunity?
· How can a Club President ensure that everyone has an opportunity?
· Why is it important to get new members involved?
· What are some opportunities?
  
Discuss:  (At least have a list.)

Slide #53 – Step 5: Rotary knowledge [image: ]
Questions:
· Why is Rotary information (education) important?
· What are sources of education?  (Pull out the following from audience)
· Club projects – Local and International
· District and Regional events (Assembly, Conference, seminars)
· Visiting other clubs
· District, Zone and RI websites
· Personalized letters from Club President (More about this to follow)

LETTERS & RESOURCES SEGMENT – 3-5 Minutes
SLIDES 54-56, 2:36–2:40

(Slide #54 – Twelve Letter Topics) [image: ]
· Unique opportunity with the twelve letters
· MS-Word format
· Customize as desired

Other presenter (or another person) rushes in from sideline with an envelope and announces in loud voice – “Letter for Mary Smith.”
Mary Smith read the letter aloud – as if she just received it in the mail.
Question:  How impressive will it be if every new member receives a personal letter from the Club President each week for the initial 12 weeks?  Why?
Make reference to handout on table – Twelve Letter sheet

(Slide #55 – Where to Look?) [image: ]
· Provide address for District website.
· Discussion as appropriate.


(Slide #56 – Website Resources) [image: ]
· Review and discuss resource available on the District website.
Make reference to Membership Matters! Handouts
All on website at    DISTRICT > Membership Matters!



CLOSING SEGMENT – 14-16 Minutes

Have audience refer to 1) Take Away sheets and 2) Preparing Your Club to Grow Survey.  Distribute Action Items – Now-30-90 Day sheets 

(Slide #57 – What You Can Do – Right Now) 
SLIDES 57-59, 2:40–2:55
[image: ]
This is not lecture.  These are talking points to help discussion and interaction.  Go through each of the action item.  They are written as if given to club leaders.  Adjust if giving to district leaders who may themselves be giving this to club leaders.

Right now, as soon as you return home – 8 easy action items. 
· 1.  Make a list of the new members who’ve been inducted in the last 24 months.  Your list should be at least 8-10 people.  Extend to 36 months or longer if needed.  

· 2.  Schedule each of these “new members” to give a short vocational talk (2-5 minutes) starting the next meeting, and completing all of them in within 90 days.  Schedule them right now – you can shuffle the date later, but get them ALL scheduled and let them know they’ll be doing it.  This is one great way to make sure everyone in the club knows what these “new members” do, and gives the new member a chance to introduce himself/herself to the entire club in terms of their business/professional/civic activities (or former work life if they are retired --- what a person did before is valuable to know).  There is no better way to retain new members than to really focus attention on them and give them a feeling that, like in Cheers, everyone knows their name and what they do (or did) for a living.  Even a person who has started to drift away will likely return.

· 3.  The Club President personally meets with each new member on the list (phone if necessary, but personally is better) to talk about what they like in the club, what areas they like, their interests, anything they’d like to do.  Sitting down with each new member and talking about his/her interest will increase the probability they will stay in the club.  Longer, well-established members just do not understand how difficult it can be for newer members to fit in, and how valuable a little personal attention can be.

· 4.  The Club President should explain to the Board his/her plan.  The Board should specifically agree that a prime goal to be achieved no later than 90 days is to have every member know the names and vocations of every other member.  (With clubs over 50 that could be a challenge.  So at least make the goal that everyone knows the names/vocations of all “new members.”)  
· Options to achieve this goal include:
· Regular vocational talks every meeting (name and vocation) of not just new members, but also existing member.  Every meeting.
· The Club President randomly calls on a number of members at each meeting and have them give a vocational talk.
· Make it a game.  Have 10 members line up, each with a large number (1 through 10).  All other members write the number in order on a sheet of paper and fill in the person’s name and vocation.  Praise members who get 10 out of 10, 9 out of 10, etc.
· Make it a game.  Club Presidents announces a vocational area (i.e. Real Estate, Insurance, etc.).  Members raise hands and guess names of members in that vocation.  Business can be particularly fun when an area is very unusual or exotic.
· Etc. (Solicit other ideas.)

· 5.  Immediately make sure all inductions are personalized … designed to involve the new member’s family if possible, and focus on learning about the new member.  The induction is the “first impression” for family members, and it is a great feeling for the family to see the new member honored and recognized in their presence, as well as they being recognized.  If this approach is followed, family members become “allies” in the new member’s Rotary involvement and are less likely to view Rotary time as a competition with the family. 

· 6. Start using the 12 New Member Letters.   Each letter should be personalized to reflect the club’s culture and to reference something personal about the new member.  Send the letter to the member’s home address via the US Mail.  This increased the probability that the family will be involved. 

· 7. Top “Easy to do Take Aways” are implemented.   The Club President and committee chairs collaborate to agree on easy to do actions.   Club President announces why changes are being implemented and gains support of all members. 

· 8.  Plan to turn NOs into YESs.  Club Board reviews survey results from attendance at The New Focus presentation OR all club members re-take the survey at a regular club meeting.   Club Board develops plans to turn NOs into YESs --- start with the easy ones.  
(Slide #58 – Within Next 30-Days) [image: ]
Again, this is not lecture; these are talking points to assist as the trainer goes through each of the action items carefully and thoroughly, using discussion and interaction to ensure understanding and to pull out ideas.  While written as if talking to club leaders, adjust it if giving to district leaders who may themselves be saying this to club leaders.

· 1.  By the end of 30 days, many club members should be able to respond to the question “What is Rotary?”  This not only helps when discussing membership with a potential member, but helps each member develop an understanding of what Rotary is to him/her.  We can’t easily attract potential members if we cannot intelligently articulate the answer to “What is Rotary?”

Question:  How does a club go about getting all the members to adopt a response to “What is Rotary?”    
Draw out ideas, which may include:
· Pass out the basic script used in this training, with the traditional and new response.
· At each meeting, demonstrate a couple of examples of responses.
· After a couple of meetings of demonstrations, call on members at random and have them respond....what would they say if someone asked them.  This forces members to think about it.
· Other ideas?
· 2.  The club website should have been reviewed and any decided changes should be made to it.  

· 3.  Greeters should have been assigned and know their jobs by the end of 30 days.
· Greeters should have agreed duties to make all guests and visitors feel welcome. 
· Discuss any impediments to clubs being able to ensure there are Greeters who are doing their jobs and making all guests and visitors feel welcome.

· 4 & 5.   The Club should be well on its way to having members know the names and vocations of all other members (at least the new members, those inducted in the last couple of years).  
· By now, at the very least, there should have been 5 vocational talks by new members, and if those have been exhausted, then by other members.  Have 1 or more vocational talks at each meeting so that a pattern is established.
· Other ideas and ways to approach this?  E.g., Make a game of it, break into small groups, spend 5 minutes and have them report out to the group. 
· Have a named member rise and ask people to guess the business or profession and have the member give details that were not guessed.
· Break into small groups and share vocations, and report out one of them.
· Draw out other ideas?  	

· 6 Have top three NO’s turn into YES’s?  Celebrate the accomplishments. 
Question – Why is it important to celebrate the accomplishments?

(Slide #59 – Within 90-Days) [image: ]
By the end of 90-days, you should not only continue doing the action items, but now you need to evaluate whether they are actually working.
Question – How do we know members know one another’s names and vocations?
· 1.  Continue vocational talks at every meeting.
· Make it a game:  (Examples)
· Distribute a list with 10 members on it and have people write down the vocations of each person on the list.
· Have 5 members stand up with number and have the other members write their name and vocation.  Can be a show of hands – how many got 5 right; 4 right; etc.
· President announces a particular business or profession (e.g., real estate).  Then ask which members are in that vocation.  Members call out the names.
· Other ideas?
· 2.  Greeters and protocols should have been in place for 3 months now... The president should be comfortable that all guests and visitors now feel welcome when visiting the club.  
Question:  How do we know that guests and visitors feel welcome when coming to our meetings?
· Discuss how to measure the success of this effort.  
· Mystery visitor (explain)
· Anonymous survey to be left by guests/visitors. 
· Follow up telephone call to ask how it could be done better (people won’t likely say anything negative, but may, if asked, say what could be done better or make suggestions). 
· Draw out other ideas?
· 3.  All members are feeling welcome at meetings — the club “feels like Cheers”, they feel a part of it.   
· Question:  How do we know that members do feel welcome since dissatisfied members will likely not say anything?  
· The focus probably should be on new members, who are the most likely not to feel “included” in the same way that long-term members do
· Personal talk with each new member by the President, or mentor, on how it’s going and what could be done differently.
· Draw out other ideas.
· 4.  All members have an involvement or assignment.... however small.  Go through the records with the directors to confirm that everyone has a role or has been approached or asked.
· President keeps a list of assignments to know everyone is involved.
· Review the list every month.
· 5. All members can respond to the question “What’s Rotary?”
Question:  How do we know members can effectively answer the question?
· At each meeting the President calls on at least one person at random and have that person respond to “What is Rotary?”  Continue doing this so it stays on member’s minds.  
· Periodically distribute the basic script used in training, with traditional and new focus response, and go through it.  (Recently inducted members will not have seen the initial demonstration.) 
· Periodically demonstrate a couple of examples of responses to the “What’s Rotary” question.  (Recently inducted members will not have seen the initial demonstrations.)
· Other ideas?
· 6.  All NO’s are turned into YESs.

CONCLUSION SEGMENT – 2-4 Minutes
SLIDES 60-62, 2:55–3:00

Take Aways
(Slide #60 – Customers Value) [image: ]

Audience reads aloud the 4 take-away concepts.
· These are just a few actions to take.  If clubs do them, they will attract, engage and retain members.   Clubs can do much more, but at least do these.
· These are the take-away concepts
1. Think Local  (International will come)
2. Provide Friends and Contacts.  It’s the #1 reason people stay in Rotary.  (Know each other’s name)
3. Value the Vocation of each member (Know what each other does.  You can’t have friendship with other members if you don’t even know their names; you can’t have pride in the club and in members if you don’t even know what they do.)
4. Develop Leaders.  (A Rotary Club is a leadership club, not just a friendship or service club – that’s what makes us special and different from other groups.)

We are helping members become better leaders and in that process we are helping communities become better communities.

(Slide #61 – Hewko Quote) 

(Slide #62 - Questions) 
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Two key questions:
1.Why did you ' ' Rotary?

2.What is the main reason you
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Why Join?

To positively Impact my community  35.5%
For friendship 30.0%
Networking opportunities 18.7%
Personal & professional recognition 4.3%
Training opportunities 3.3%

To have positive impact globally 8.2%
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Key Points — From siegel + gale

1. Local Impact

2. Friends and Contacts
3. Vocation — Value Me & My Work

4. Leaders to work with
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But First...

Is our Club Actually READY for
New Members?
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Is our Club...

Attractive...
Relevant...
Engaging?
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+ Get to meet & know local Leaders
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And more...
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3 Steps to Attraction 



1.  The Ask / Answer 
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Initial Attraction — The “Answer”

It’s a leadership organization...
we’re made up of local business,
professional and civic leaders.

‘We meet regularly, get to know each
other, form friendships, & through that,
we're able to get things done in this
community.
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3 Steps to Attraction 
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2.  Website, Facebook+  
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« Work with parents to improve local schools
+ Provide scholarships to needy students
« Offer ethical and leadership education

« Improve the lives of people who didn’t get
your opportunity

+ Get involved and have fun!
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Works Better?

1. We are local business,
professional and civie
leaders.

2. We get to know one
another.

3. We get things done in
this community.

4. We have fun doing it.
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Build a Better Website

*  Who are we?
*  What do we do?
*  What’s in it for You?
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Who ya going to call? 
Call our Ghost Buster team 



 
(1) Membership Trainers 



Jim Adamson, PDG 
Bruce Falkins, PDG 



(2) Zone 24 Public Image Coordinator 
Sean Hogan (D5050) 



 
(3) Membership Area Representatives 



See www.rotary5060.org 
-  “DISTRICT” 



-  “Membership Matters!” 










Who ya going to call? 

Call our Ghost Buster team 

 

(1)

 

Membership Trainers 

Jim Adamson, PDG 

Bruce Falkins, PDG 

(2) Zone 24 Public Image Coordinator 

Sean Hogan (D5050) 

 

(3) Membership Area Representatives 

See www.rotary5060.org 

-

 

“DISTRICT” 

-

 

“Membership Matters!” 


image36.emf
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3.  The First Impression 
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What creates an impression?
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5 Steps to Retention 
1. Orientation 
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5 Steps to Retention 
1. Orientation 
2. Induction (make it personal) 
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3. Friends (#1 reason for staying) 
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1. Welcome 7. Community Ser.
2. Communications 8. International Ser.
3. Classifications 9. Youth Service

4. Rotary Basics 10. Our Foundation
5. Club Service 11. Attendance
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Where to Find Information? 
www.rotary5060.org	
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Website Resources

* Preparing your Club to Grow
* What’s Rotary
* Member Induction Script
* Action Items Checklist
* 12 letters
..... And Much More
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What You Can Do - Right Now!

1. List Members <24 months

2. Schedule Work/Personal Talks

3. Meet personally re Interests

4. Start personalized Inductions

5. Start New Member letters

6. Board adopts “name/work”

7. Top “Easy To Do Take Away” implemented
8. Plan to turn “NO’s” into “YES’s”
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Within Next 30-Days!

1. All members develop the “What's Rotary” response.
2. Review & update Website
3. Assign Greeters/protocols

4. All members begin knowing names/vocations of
all others

5. Continue vocational talks by all members
6. Top three “NO’s” are turned into “YES’s”
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1. All members know names/work of all (at
least new members) & continue
work/personal talks for all

2. Guests/Visitors all feel welcome

3. All members feel welcome —

4. All members involved

5. Allmembers have an “Ask”

6. Remaining “NO’s” are turned into “YES's”
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