What Everyone Needs:
Membership Growth

Amy W. Larkin & Martine Zurinskas w—

Lake Lanier Sailing Club

Ornaith Keane
Richmond Yacht Club
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The Universal Problems

e Aging Membership

* Net new growth of membership

e Membership engagement

e New member retention

e Attracting younger members

e Aging facility / lack of activity & diversity
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Our Club Profile

e 38,000 acre lake located approximately 30 miles north of Atlanta
e 96 wet slips; 300 dry slips

e Corp of Engineers Lake (annual lease with renewal every 5 years)
* Clubhouse, bathhouse, private beach and camping area

e 1FT employee — groundskeeper (house on property)

e Regular membership cap of 275 regular members

e 2016 Dues (regular membership)
— S805 annual dues
— S906 initiation fees -
— Wet slips $1,435/yr
— Dry slips $392/yr
e One design and PHRF fleets
e Strong Junior program

Fiscally fit
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The Hemorrhaging Period

e Y2013 was a bad year; a very bad vyear...

e Membership numbers not only at an all-time
low but membership morale was even lower

e Amy was incoming Commodore for Y2014
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Stop the Bleeding

e Both Amy and Martine attended the 2014 US
Sailing Leadership Conference

 Keynote speaker was Gary Jobson who
opened up his speech about every club have
those five members at the bar that don’t want

any change

e We learned so much from this conference and
took away some of the ideas to help rebuild
our club
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How we solved our problems

e Marketing & Communication

e Adding new programs / activities

e Membership engagement

e Junior Program enhancements and growth

e Community Outreach




Marketing & Communications

 We lacked consistency based on the BoG on
communication to the club; no consistent media
* Internal Communication
— ConstantContact
— Facebook
— Email
e External Communication
— Constant Contact
— Facebook
— Meetup.com
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Marketing & Communications

e |nternal Communication

— ConstantContact

e Communicated on a regular basis about upcoming regattas, social
events, fleet and membership news.

* Tool allows you to see the level of open rate, click rates and who's
looking at what.

e Pictures will be your best friend.
e Annual cost approximately $400

— Facebook
* Easy to “share” posts from fleets, US Sailing, Scuttlebutt, etc.

* Post pictures of events that had just passed
e Add upcoming events

— Email
e | found this to be the best avenue when communicating an issue that
requires details
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Marketing & Communications

e External Communication

— Constant Contact

e Tool allows you to create separate email lists. Send out
overall updates of the club to non-members including open
events.

— Facebook

e Tried a few different advertising methods, cost control and
results driven. Spent less than S800 on ads throughout the
year.

— Meetup.com

e Annual cost is less than $200/yr. Ability to attract potential
members based on similar interests. We would create a
“meet up” based on an open event.
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4 My Settings

Home Email Social Campaigns Offers EventSpot 39 contacts [B Library

My Emails Create Reports Autoresponder

Customize Your Campaign
test for us sailing & e

Exit Continue > |

Colors & Fonts

Design Text Style Sheet

Backgrounds ) ’ i .
From: Lake Lanier Sailing Club=marketing@llsc.com=
Outer Background Color — Subj Superbowl, America's Cup, Chili Cook off and the Leukemia Cup!
-f Il Hide Image ’
marketing@llsc.com
Cuter Border Color [ ]
Inner Background Calor B B Like

Event Background Color

Button Background Color [ ]

Fonts

Title Text

Arial - || 24pt - [ ]
Heading Text

Arial - || 18pt -
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Arial - 10pt +

Button Text
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Outer Text b | g

Arial ~/ =t~ IR Superbowl Party

Fehriiarv 7th
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Email Social Campaigns Offers EventSpot | Survey 12 contacts |[B Library Q My Settings

My Emails | Create | Reports | Autoresponder

My Emails > Chili cookoff & rename Actions v ‘
sTaTus €D

Increase your newsletter readers by 27% with an Ad on Facebook m

Expand your reach and get in front of up to 25,000 new local customers using our

tool for Facebook advertising

Email Stats C 5 Printable Report
O Forwards
1 93 489 10 15 Bounces
Lo Spam Reports
Opened Sent Clicks o ?
G, Gz T o Opt-outs
281 Did Not Open

Email Settings

Subject: Superbowl, America's Cup, Chili Cook off and the Leukemia
Cup!

Preheader Text:

From Name: Lake Lanier Sailing Club

From Email Address: marketing@llsc.com
Template Used - Member Event |
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Lake Lanier Sailing Club - Racing Capital of
Georgia

Home Members Sponsors Photos Pages Discussions More Group tools

i My profile

Fi B h, H v Y RSVP:Y
G'tg’\wery ranc Amerlca S Cup our es

CHANGE

Founded Apr 9, 2014 Presentation

Aboutus. )
& Edit @ Cancel g Feature [ Copy [ETicket [@Export Tools .
© Invite friends K Tell a friend 3 Share
2 going

Sailors 103 = Tuesday, February 9, 2016 RSVPs close: Feb 06, 6:00 PM
Group reviews 2 6:00 PM

Amy
Upcoming 1 ORGANIZER
Meetups @ Nemoe's Tavern & Grill EVENT HOST
Past Meetups g 6025 Peachtree Parkway #1, Norcross, GA (edit map) . _

# Add an intro
Our calendar

GPS or Google Maps UNPAID MARK PAID

Help support your
Meet . :
i = Price: $20.00 /nernerson [ ] Elena Merino
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| )| Lake Lanier Sailing Club

Page Messages Notifications Insights Publishing Tools Settings Help v

What Are You Going To Do This Year?

See how businesses have used Facebook to achieve their goals, and then start your year with new campaigns.

THIS WEEK
49
Post Reach
184

Post Engagement

1
Website Click

0of1

Response Rate

© 2015 Chris Voith

I Recent

Lake Lanier Sailing

Club 2014
Club - 2013

Timeline About Photos Reviews More v

0% response rate, day or more to respond i Status | Photo I Video B Offer, Event + v
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n Search Facebook Q

M8, Amy Home 4

Manage Ads Account Settings Billing Power Editor 4 Tools ¥

&~ Account: Amy Walsack Larkin ~

Spent Last 7 Days: $0.00
$0.01
$000 $0.00 $0.00 $0.00 $0.00
1127 1128 1129 130

All Campaigns ¥ + Create Campaign

Campaign Name

Open House - Event Responses

Lake Lanier Saili... - Page Likes - Flowery - 21-65

Post: "LLSC Open House"

B /B A

LLSC Open House - Event Responses

Lake Lanier Sailing Club - Page Likes

Results from 6 Campaigns
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$0.00 $0.00 $0.00
13 21 Today

Delivery

Not Delivering
Ad Set Completed

Not Delivering
Ad Set Completed

Not Delivering
Ad Set Completed

Not Delivering
Ad Set Completed

Inactive

Results

21
Event Responses

14
Event Responses

7
Event Responses

724
Page Likes

Create Ad © Help

Search |« Filters Lifetime

Learn About Ads Manager

We'll show you around Facebook Ads Manager so you know
how to get the most out of your ads.

1of1

Ceolumns: Performance ¥ Breakdown ¥ Export ¥

Reach Cost Amount Spent Ends

4973 $3.62 $76.10 of $76.10 May 8, 2015
Per Event Response

3,022 — $35.34 of $35.34 Mar 7, 2014
Per Result

12,635 $2.14 $30.00 of $30.00 Apr 18,2014
Per Event Response

6,670 $0.95 $6.65 of $6.65 May 9, 2014
Per Event Response

59,578 50.71 $515.23 Ongoing

Per Page Like

95,663 — $1,044.97
People Total Spent



Adding New Programs / Activities

e Added an Open House event
e Refreshed our brochure

e Strong membership committee chair and
support group

 Created a monthly potluck event that was
open to non-members

e Added an adult training program for members
and non-members oy,

A - il u - —— ‘ [ ~
S L e o s - — - — . . . S e —— ca— e S T - — - - ] .

SAILING LEADERSHIP _—]

FORUM 201642

G



Open House

e Annual Event
— Tours of Club
— Hotdogs, snacks, beverages
— Fleet boat rides
— Knot making table
— Mock races
— Boat staging area
e Audience
— Adult and families in the metro area
— Advertised on Facebook, meetup.com, membership referrals
— 2014 attendance approx. 80; 2015 approx. 150

— Gained big interest in Junior Sailing and Adult learn to sail; many
converted to membership

e Biggest reward — membership bonding
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The Numbers

e New Membership Growth from 2014 & 2015

e 49%in Y2014 and 58% in Y2015 of memberships were driven from the
Junior Program

* Total Revenue Impact over two years = $81,288*
e 2016 Net Revenue for Dues = $39,997*

2014
2015 18 16 1
Total 37 23 2

* Excludes storage fees
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Other Marketing Efforts

 Updated the application

 Updated the welcome packet

* Created an ambassador program

e Attended the Atlanta Boat Show

* Created new membership orientation

e Additional social events not associated with
sailing
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Membership Strategies

 Focused on “updated” membership definition
— Student age and student incentive
— Raise age of Intermediate membership
 Adding additional “groups”
— High School Sailing
— Sea Scouts
— College Sailing
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The Scorecard

e What worked?

— Communication changes
— Potluck Dinners
— Adult Sailing Program
— Additional support to the Junior Program
— Open House
— Additional club usage
e What could use improvement?
— Communication — more consistency
— Onboarding process of new members
— More Community Outreach
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Next Steps & Summary

Continue to push advertisements and new
membership

Approval to adding second employee —
Waterfront Director

Increase in Marketing budget
Growth of adult sailing
Membership team building / participation
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Richmond Yacht Club of California

e Located in Pt. Richmond on the edge of San
Francisco Bay...the “Richmond Riviera”

e Volunteer YC with three full time employees
 Dedicated to serious sailing
* Duty bound to have tremendous fun

* Members actively race all manner and size of
boats — monohulls, multihulls, dinghies and skiffs

e Tradition of hosting world class championships as
well as a multitude of regattas for Bay Area racers




59 Years of Happiness

e RYC Junior Program started in 1951 as a
program run by members for their children

e Over the years the program expanded to
include children of non-members

e For 59 years the program has operated from
October through March with an all volunteer

staff

 The junior program served children between
the age of 8 and 18

g o S - - — — - . - — o

SAILING LEADERSHIP =r]

FORUM 2016 234

e -
L e . P e’ i v e - - - — (1




— — . . o - - - s - i -

Something Was Missing

e Loosing Juniors to other c
no junior program from A

e We really weren’t in the |
game

ubs because we had
oril to September

igh School sailing

 We needed consistency, we needed change,
we needed growth and we needed to retain
the all volunteer sailing program

 We decided to hire a Director of Youth Sa|I|ng
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A New Era

* The new Director of Youth Sailing was tasked
with:

-Providing sailing programs year round
-Setting up a summer camp
-Expanding the High School program
-Growing the skiff fleet at the club
-Co-existing with the Junior Program
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Growing Pains

 Some saw the Director of Youth Sailing as a
threat to the volunteer nature of our club

e There was fear that our volunteer Junior
Program would go away

* An expectation from a vocal few that that
Youth Sailing would be a profit center

 Some expected instant success — Olympic
teams, major trophies, domination!
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Junior Sailing and Youth Sallmg
A United Front

 With one goal in mind — getting kids sailing, it
was easy for the Junior and Youth programs to
get along

e We divided responsibilities

e Junior Program would continue operating with an all
volunteer staff from October to March. The focus being
El Toros, Optis, and Lasers

e Youth Sailing would take over the High School Program,
grow our fledgling skiff program, start a summer camp
and if there was time teach an adult sailing class
(parents had been asking for this)
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The Numbers

Coceoy Lo __Laon Lz __Lave__Lavis__

Juniors 104*
Collegiate 39 37 38 47 46 41
Totals 127 141 129 142 166 162

Since 2011 summer camp kids are not included in the junior member count
Summer camp 2015 saw 181 sailors register for camp

In 2015 the Volunteer Junior Program limited the number of children to 80 because
the club is under construction and we don’t have classroom space.
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Keys to Success

e Strong support from the Flag Officers, Board,
and General Membership

* Get everybody involved — People want to help
Flag Involvement Board Involvement

Membership Involvement Parent Involvement
e Close communication between Director of
Youth programs and the Junior Program
Directors

e Make the program Fun
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Keep your Juniors coming back

e The program must be a mix of serious learning,
sailing, racing, socializing and fun

Limit Class Time
Maximize On-the-Water Time
Build in time to try other boats

El Toros, Optis, Lasers, 29ers, 420’s, Moths,
Moore’s, Beer Cans, J22’s, SUPs, Big Boats

Socializing — building bonds with other kids
will make them want to come back
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Keep Parents Coming Back

e Let them feel like they are part of something big — ask
them to volunteer for junior regattas, social functions,
big boat regattas

e QOffer alearn to sail program for parents — give them
another opportunity to connect with their kid

e |nvite everybody (parents, grand parents, cousins) to
the end of year awards ceremony

e |nvite families to non-sailing events; Holiday Parties,
Pumpkin Carving, Crab Feeds

e Don’t forget —invite parents to be club members, help
them get the necessary sponsors
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Cross Pollination

e Junior Program feeds sailors to the Youth
Programs (they get tired of little boats at about
age 14)

* Youth Program Summer Camps feed sailors into

Junior Program (kids want to continue sailing in
winter)

e Junior Program and Youth Program provide
volunteers for regattas (parents and kids)

* Youth collegiate membership keeps juniors
connected when they Ieave for college
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Membership Growth

e Junior Membership has grown

 Family membership grows by about 6 to 8
memberships per year directly from parents
involved with Junior and Youth sailing

 The Galley and Bar revenue increases when
Junior Program is active (no bar for juniors)

e Junior and Youth programs are the life blood
and future of our yacht club
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Your Opinion Matters

Please open the and
complete the found in the

Thank you for attending this session
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