District 72 Club Resource Series


HANDOUT B 4 
Promotional Methods

There are a range of promotional methods available to a club.  
Most successful promotional campaigns in Toastmasters, involve using a range of methods.  
Take into account the demographics of your primary areas and the preferences of your members.  Public relations / promotional activities use the club resources, members time and club funds, so it pays to plan them so that the club gets the best return from its investment.

Look at your clubs Primary Circle of Opportunity – the geographical area where you can expect the majority of your members to come from.  What are the demographics?  It may be that you know the area well; it may be that you need to do some research.

Once you have this information, the next question is what is the best way to expose each group to your Toastmasters club?
· If a large number travel down the same road to work (or some other reason) each day, a bill board could be effective (notes on specific promotional methods follow)

· If a large number congregate in certain areas, posters and brochures could be effective.

· If here is a popular local radio station, public service announcements may be effective.

· If a large number a members of a non competing organisation, e.g.: a gym or a sports club, posters there or items in their newsletter may be effective.

· If there is a local shopping area, a window display may be effective.

· If any of the members of your club, comes into contact with another human being aged over 18 living in your primary area, talking to that person may prove effective.
	The single most important thing is that the information is correct and up to date.  

Do not put a members contact details on promotional material, unless you have their agreement.  It also is a good idea for them to tell others in their household that they could be getting phone calls about Toastmasters.


Some things to consider  

· Visual displays like posters, etc after a while can become “part of the scenery”.  We are conditioned to notice changes or what’s new.  So change the posters every now and then.  
· Once you have identified the demographics, what forms of promotional material are most likely to be effective for that group.  E.G. In the 2008 US presidential election the Democrats successfully appealed to the 18-30 age group by using contemporary means of communication

Billboards:

Most Billboards require a permit from your local council.  In many cases, there is not charge for non profit organisations.  How long it takes to process the permit varies a lot.  

A good test for a billboard is how much information that you can take in when driving past it at the speed limit.  Unless your contact info is easy to remember (i.e. one is not meant to write whist driving), we suggest using “0800 PEOPLE” and “toastmasters.org.nz”.  
· As the amount of information on a billboard increases, its effectiveness decreases. 

· Look at billboards as you drive around – what colour schemes catch your eye.

Flyer Distribution

(Terminology – a flyer is a single sided sheet (A5 or A4) used for a general letterbox drop.  Whilst a brochure is an double sided A4  sheet usually folded into 3)

For letterbox drops, assume that only a proportion of the brochures will be read, so usually lessor content and A5 size works best.  Flyers often work well combined with a poster campaign.  Suggest that the flyer be a black & white reduced size version of the Colour Poster.

Brochure Distribution:
For a brochure in a specific place, it needs to be noticeable – that means design and where it is placed.  This type of brochure also works for members to give to friends etc.  Some brochures in some places move faster than others, so especially in June/July ensure that the brochures have up to date contact details.  Likewise if a brochure promotes a specific event – remove unused brochures after that event.  

Where do you put the brochure?.  Ideas include Citizens Advice Bureau, your regular meeting venue, libraries, the workplaces of your members, gyms, local council offices, sports clubs, cafes, community centres and community halls, vet surgeries doctor surgeries and garden centres.  All you have to do is get permission.

Business Awareness Programme

This is an approach to businesses in your club area.  Develop a list of businesses in your club area.  These can range from 4 staff to 2000 staff.  Determine which of your members have friends in, or do business with, each of the companies or organizations on the list and assign them to make contact.  When contacting a business for the first time, it works to contact a person who can make a decision – this may be an owner, manager or in larger organisations the HR person.  

There is an option of forming a Corporate Toastmasters Club with a large employer.  Generally speaking you need an organisation with at least 90 staff to get a corporate club underway (there are exceptions).  Many employers in your area will not have anywhere near this number of staff in one location, so the solution is individual membership of your club.  Some employers are willing to subsidise the Toastmasters membership for their staff, it is a relatively small cost on their training budget and very good value for money.

Community Contact Team:

Similar to the Business Awareness programme, this involves making a list of all the community organisations in your club area.  Then contact them to see if a member of your club can do a presentation to them on Toastmasters.  Create a team of your members who are willing to do such presentations.  It may even be that a member is willing to present a speech on a topic of interest to that community group and finish with a promo of Toastmasters.

Community Directories:

Some community organisations publish annual local directories.  Often a listing is inexpensive or free.

Letters:

How many of us get actual letters in the post anymore – which are not bills?  Send letters to past members of the club – you can invite them back (some members leave because of other commitments and after a while miss Toastmasters).  You can ask them to either talk to people they know about Toastmasters or give you some referrals.  One club used this approach and three past members rejoined and the partners of two past member also joined.

Newspapers

Paid newspaper advertising can be very expensive.  What matters is not the ‘distribution numbers” but the ‘readership”.  In one club area they found that more people (in total) read a fortnightly free newspaper than another free community newspaper which came out two days a week.

Local newspapers are good ongoing PR resources especially for free publicity.  This is an ongoing activity and involves press releases.  Often the local newspapers are short staffed and appreciate a well written press release with digital photo.  A word of warning – the item will appear when there is space in the issue and ‘news-worthiness” (as defined by the editor).  It might appear in the next issue or in a few weeks.

Many local newspapers have a “what’s on this week” section or something similar.  Your club should be in this every issue!

Posters:

Posters can be a very effective means of promotion.  An effective use of posters is a combination of general posters promoting the club and specific posters targeting a specific event.  Regularly changing posters can improve their effectiveness.  Whilst some places will willingly display large posters A4 size posters tend to get displayed in more places.

One club made an arrangement with a local café and hung an A4 picture frame in the café and changed the poster every 3-4 weeks.  The staff noticed that more people read the framed poster than the other posters displayed.

Public Seminar:

The “Butts in the Seats” seminar programme developed by Sunbelt Toastmasters Club in Blenheim is a very effective Public Relations programme – if done properly.  A CD with all the details including posters and press releases is available.

Some TI programmes are available from the Success Communication Series.  Public seminars are very effective PR activities, provided that they are planned well and presented well.

Radio / TV:

Most radio stations have a community notices spot.  Best used to announce up coming events.

Real Estate Agents:

A member of one club who is a real estate agent, gives a laminated card to people when they move into a house that he has sold them.  It has local contact details – like plumber, electrician, schools etc and his Toastmasters Club.

Signs:

Fixed signs are covered above under bill boards.  
Many clubs make effective use of “sandwich boards” outside their meeting venue to help people find the meeting.  Some clubs have a second sign which they put out in the main road nearest to their meeting on the morning of their meeting.  Consider that if someone has decided to come along for the first time as a guest, it works to make it easy for them to find the meeting.

Another type of sign is “Toastmasters meet here”, which is displayed inside your regular venue.  They are available from TI through District Supplies.
Social Media

This is a dynamic media.  Encourage your members to mention Toastmasters on which ever type of social media they participate in, preferable with a link to the club website.  They can also use the ‘soft tap” approach in this forum.  (There is a separate handout in this series about Social Media)
Website

Whilst this is an ongoing PR activity, it is a very useful adjunct to all PR activities.  Many people will use the web to find you.  They may have seen a billboard or a poster and Google you when they get home.  It is important to list your meeting dates on your website – you don’t want eager prospective members turning up in the wrong week (for a fortnightly club), do you!  

The information on your club website must be current.  If you have a report on a meeting or event, this should have occurred in the last month or so.  Viewers are unlikely to respect a website with “last Updated on 27 August 2003”

Work on establishing links with local community websites.  If club members have their own website, are hey willing to establish a link to the club website?

Window Displays:

This is where a shop allows you the use of one of its windows.  There are some good examples on the NZ Toastmasters website.  Usually done for Toastmasters week and similar events.
	VERY IMPORTANT

The contact details on all your promotional material must be accurate and up to date

All the contact persons must be able to convert an enquiry into a guest.  

The contact persons must have the answers to the most common questions.

All enquiries must be responded to within 48 hours

Otherwise your promotional efforts may be wasted.
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