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[bookmark: _Toc175044654]INTRODUCTION
At the Maidenhead & District Philately Society AGM on May 21st someone asked, “How do we get more members?” This echoed a similar question in issue 22 of Henley Stamp News “At the Henley Stamp Club we are asking and seeking ways to get new members – has anyone got any bright ideas?” and a sentiment expressed by the outgoing President in the RPSL’s 2022 Annual Accounts namely “One sadness is the depletion in numbers of members …”
This document aims to address these comments. it comprises seven sections covering all aspects of membership of a philatelic society, followed by a section comprising a list of ideas.
Although you might be tempted to go straight to the ideas, reading sections 2 to 8 first will provide the context and explanation to the ideas listed in section 9.
Section 2 - THE EXISTING MEMBER EXPERIENCE - Existing members are the reason that the society currently exists, so understanding their experience with the society, should provide information on what may attract new members.
Section 3 - DEFINING OUR VALUE - We need to clearly define the value of philately and membership of our society, to make membership attractive to potential members.
Section 4 - IMPROVING OUR APPEAL – We need to ensure that potential members see us in a positive manner so they are encouraged to join.
Section 5 - NEW MEMBER BENEFITS - What benefits can we offer to encourage potential members?
Section 6 - THE NEW MEMBER EXPERIENCE - We need a new member experience so that when we get new members there is a higher probability that they will stay on as active members.
Section 7 - IDENTIFYING AND REACHING POTENTIAL MEMBERS - We need to identify who we are trying to recruit so we can target how to reach them, to maximise the benefits from our resources and not waste money/effort in the wrong places.
Section 8 - PARTNERSHIPS - We need to work with the other groups which have a vested interest in the long-term strength of our hobby.
Section 9 - LIST OF IDEAS - A list of 100 ideas based on the comments in the previous sections.
There is a degree of overlap between these sections, so don’t be surprised if ideas come up more than once in different sections, but (hopefully) with different explanations so it’s not too repetitive.
It is important to stress, that looking at and making changes to help recruit new members is not a reflection or criticism of what the officers (who put a lot of effort into the society) have done, or are doing. Instead it’s a reaction to the questions about membership growth and an attempt at constructive dialogue to encourage this.
Even if you decide not to do a membership drive, some of the ideas in this document may be beneficial (e.g. improving the websites).
One point on the cost. Most societies seem to close with money in the bank. There’s no point having money in the bank if you end up with no members, so the money goes to another society – spending some of your reserves to create a longer-term future for your society is a good thing.


[bookmark: _Toc174974877][bookmark: _Toc175044655]THE EXISTING MEMBER EXPERIENCE
[bookmark: _Toc174974878][bookmark: _Toc175044656]LEARNING FROM EXISTING MEMBERS
Existing members are the reason that the society currently exists and without them there wouldn’t be a society, so understanding their experience with the society, should provide information on what may attract new members.
Although individuals might ask “how can we get new members”, they may be the more outspoken minority so their thoughts may not be reflective of the general membership. A membership drive can involve a lot of effort, so needs the membership involved. Also, there may be no value in putting lots of effort into recruiting new members, if this upsets some existing members who subsequently leave.
Thus, before charging into an uncertain future, it is important to consult existing members for their views at the start and throughout the process, to:
· Learn from their knowledge/experience:
· what they like best should help define the value and appeal of the society i.e. reasons that will encourage people to become new members (see 4).
· what they like least maybe the reason(s) that potential new members don’t join/stay i.e. learn what we may need to change to become more attractive (see 4).
· Determine if there is an appetite to support a new membership programme – many of the ideas for finding new members require effort and commitment – to what extent is the existing membership prepared to be involved?
· Get their buy-in – check that potential changes (e.g. name change – see 4.1.1) are acceptable.
· Keep them abreast of what’s happening – keeping members informed can help allay any concerns about change.
· Improve their experience – a survey of what members don’t like or would like to be added, enables the society to be changed for the better for existing members.
An initial survey covering the value and appeal of the society, could be along the following lines:
· What are the best 3 things about the society?
· Name one thing that could be improved.
· When did you last look at our website?
· What are the best 3 things about the website?
· What could be added, removed, or changed on our website?
· How often do you use our website?
· Is there anything else you’d like to say about our society and website?
Similar surveys can be taken at various stages through the new membership process to gain buy-in to the different ideas and to gauge how much support individual members will give to helping with a membership drive. Given the contents of this document, the following surveys could be taken:
· What help will existing members give to support a membership drive? Will they give material (i.e. stamps – see 5.2.1 (d)) and/or time for new members (see 5.2.3) and/or will they help with material to improve our website (see 4) and/or help with presentations to help reach new members (see 7.2.2). To find answers to these questions, we should have a survey on what they would be prepared to contribute to the new member experience and reaching new members.
· After the membership drive – a survey of the good/bad things about the membership drive (including impact on them), how the society is now (what they like/don’t like) and the willingness to keep going.
· Annual Survey - perhaps before the annual meetings programme is decided, so they can suggest topics for the programme, asking members if there’s anything they’d like us to stop/start etc.
We should also contact lapsed members to ask them why they left and to see if we can tempt them back. The reasons they left would also help with the new member experience (see 6).
[bookmark: _Toc174974879][bookmark: _Toc175044657]OTHER WAYS EXISTING MEMBERS CAN HELP
In addition to surveying members to help define the value and appeal of the society and what help they may give to a new member experience, there are various other ways that the existing membership can help find new members.
· Referral program.
· Bring a friend events.
· Ask them to share information about the society on their social media.
· Write copy for local organisations (see 7.2).
To encourage member participation we could have Incentives for existing members who contribute to these.
Also the more members that are involved, the less the burden of tasks to be done.


[bookmark: _Toc174974880][bookmark: _Toc175044658]DEFINING OUR VALUE
[bookmark: _Toc174974881][bookmark: _Toc175044659]VALUE TO EVERYONE
In the same way that companies define their unique selling point to differentiate themselves from their competition to encourage people to spend their money with them, so too do we need to clearly define our value proposition and appeal. We may not be competing for people’s money, but we are competing with other activities for people’s time.
In 1971, Ayn Rand (author and philosopher) wrote “In all those years I had never found a remedy for mental fatigue …. A stamp album is a miraculous brain-restorer”.
Few societies highlight this universal value that should appeal to all generations, though Redditch notes “The Society is based very strongly on ‘philately is fun’. We all have enough stress within our lives and we use our hobby as a form of relaxation”.
Given people’s level of stress, our hobby should be more relevant than ever, but the failure to stay current (e.g. with technology) with that offering has led to a decline. We need to highlight the benefits to help people understand what they’re missing and how the hobby could improve their lives.
VALUE TO PEOPLE LEAVING/HAVE LEFT, THE WORKFORCE
Various health websites note factors which can help reduce the risk of certain conditions that afflict us as we get older, including challenging your mind and joining a club. The NHS website notes 5 steps to mental wellbeing:
1. Connect with other people.
2. Be physically active.
3. Learn new skills.
4. Give to others.
5. Pay attention to the present moment (mindfulness).
Similarly the British Heart Foundation website (BHF.org.uk) has a list of 20 tips for a happy retirement. #6 on this list is ‘Exercise your mind – Government studies have shown that learning in later years can help people stay independent, so use your free time to continue to challenge yourself mentally, whether it’s learning an instrument or a language or getting a qualification’.
Our websites should highlight the benefits of stamp collecting to people leaving, or who have left, the workforce (e.g. learn new skills) and emphasise the additional benefit from joining a society rather than enjoying the hobby by oneself doing it (connecting with people).
VALUE TO PEOPLE JOINING/IN THE WORKFORCE
Below is LinkedIn’s list of the 2024 Most In-Demand Skills
1. Communication
2. Customer Service
3. Leadership
4. Project Management
5. Management
6. Analytics
7. Teamwork
8. Sales
9. Problem Solving
10. Research
If we consider what’s involved in joining a society and stamp collecting/philately, we can see that this could help people acquire most of these skills. A couple of examples:
Communication – the agenda for most society meetings includes members presenting to other members. This involves creating, presenting and communicating what they’ve collected and why, including how they’ve collected the material, what’s interesting about it etc.
Project Management – what is stamp collecting, other than (fun, but unpaid) project management.
· We start with a pile of stamps (unsorted data).
· We plan how to transform this into a meaningful collection.
· We perform various tasks to find the stamps/material we need to fulfil the collection (such as monitoring websites and attending stamp auctions).
· We identify and deal with constraints (e.g. we probably can’t afford everything and somethings can’t be resolved (e.g. there’s only one British Guiana 1cent Magenta, so we won’t all be able to have that in our collection).
· We present our collection to our fellow members (and maybe even present it in a competition).
Our websites should highlight how joining a society and stamp collecting, is relevant to those in the workforce.
[bookmark: _Toc174974882][bookmark: _Toc175044660]ADDRESSING NEGATIVE PERCEPTIONS
At the same time as we identify our value proposition the benefits of our hobby, we also need to address some of the negative perceptions about philately such as:
· Some people don’t know what philately means.
· Some people see it as a bit posh, only for older/wealthy people.
· Some people see it as a bit old fashioned, boring and a solitary hobby.
· Many people don’t appreciate the rich variety of different, creative and enjoyable activities involved.
Although an individual society would find it difficult to change these perceptions across society as a whole (see 8 for ideas to address this with others involved in philately), we can take action to change the opinion of people who live in our area (i.e. potential members), which is more likely to encourage them to join (and will support a wider societal change). These are addressed in the next section.



[bookmark: _Toc174974883][bookmark: _Toc175044661]IMPROVING OUR APPEAL
[bookmark: _Toc174974884][bookmark: _Toc175044662]FRONT PAGE OF THE WEBSITE
Even if one of our existing members refers someone, or invites someone to a meeting, there is a good chance that they, or any other prospective member, will check out our website before coming to a meeting.
The front page of our website (and to a lesser extent the rest of the website) is therefore a key advert for both our hobby and the society and where we will make our first impression on that person, so we need it to grab their attention. Therefore we need to ask ourselves, does our website give a good first impression of the value and appeal of both philately as a hobby and joining our society?
A good front page for a website should include:
· Name
· A clear and well-defined value proposition
· Good visuals (interesting and related)
· Up-to-date and relevant content
· Clear links for people to find what they’re looking for and encourage them to take action
A review of existing philatelic society websites indicates that to a certain extent we reinforce some of the negative perceptions about philately, for example:
Name
Most societies use “philatelic” in their name – would something like “stamp collecting and philatelic club”, be more inclusive, more understandable and have a wider appeal? This question could be put to the existing membership for their views.
Value Proposition
The header on the front may show the name and the year the society was founded – would adding a value proposition better explain the value of the hobby and membership of the society? For example:
· helping people enjoy the fun in philately, or
· stamping out boredom.
Several members at the society I joined, have said that I should collect what I want and have fun with this, but few of the philatelic web sites highlight fun in the way that Redditch does (see 3.1).
One way in which a society could define its value proposition (and/or name change), would be to have a competition among the existing members to create a value proposition, which again keeps the existing members involved in any change.
Would Ayn Rand’s quote (see 3.1), or something similar, add to the value we want highlighted on the front page?
Name and Value Proposition
If we don’t want to change the name to be more inclusive, can we make the value proposition more inclusive and explanatory – so expanding the example in 4.1.2 – “helping people have fun with stamp collecting and philately”.
Website Visuals – Buildings and Car Parks
Several societies have a picture of the building (even a car park) where they meet as the headline visual. Does this make us seem interesting? Would pictures of stamps have a more visual appeal and be more relevant given that that much of philately is visually based?
Website Visuals – Other thoughts
Several societies have pictures highlighting their members with their indistinct display in the background (member oriented). Would more prominence to the beauty and creativity involved in the display, give a better visual impression and be more visitor (i.e. potential member) oriented?
The colour scheme on some websites could be improved.
Meeting Places
Meeting places – most of our target audiences live in towns, yet we meet in remote locations away from the main population centres. This means our hobby stops being low cost (as you either need to drive a car, or take a taxi, to attend meetings). We should consider if there are alternate locations that would make us more accessible to a greater number of people (it may be that we meet in more than one location).
Meeting Times
We meet in the evenings, so outside the summer months (when some societies reduce their meetings for the holidays) we’re not attractive to anyone who doesn’t like travelling at night. We should consider if changing the time of our meeting would make us more accessible.
Benefits of Stamp Collecting and Philately
Does the website highlight the potential benefits of stamp collecting and joining a society, as detailed in section 3?
Is our Website Old-Fashioned?
Have we moved with the times and stayed relevant (see also 8.4.2) or is our website pretty much unchanged since it was first created. One of the more obvious places where we lag behind society in general and highlight being a bit old-fashioned is that we take on new members with cash in meetings, rather than on-line with credit cards or other payment options and at least one society has a cash meeting attendance fee.
· Instead of cash, we could ask people to make a payment direct into our bank account (which would at least bring us into the 20th century).
· Getting us into the 21st century maybe beyond the ability of most small societies, but see 8.2 for ideas on possible solutions.
· Cash attendance fees should be dropped and these should be covered in the annual subscription, so one fee allows you to attend all the meetings – this would also reduce the workload for the treasurers who wouldn’t need to keep banking cash in an age when bank branches are closing.
Taking out references to payment with cash, would help make us more current.
Clear Links and Taking Action
Most society websites appeal to potential members with statements like “come to a meeting, or contact one of our members”, which is unlikely to encourage anyone who is a bit shy or retiring to take the next step.
A good website should have a ‘call to action’ such as a “New Member” link where a potential member could read interesting and relevant content, specifically targeted at them, such as what to do if you’ve inherited a collection (see 4.2.1 (a)) and learn about how much fun can be had from the hobby and membership of the society (see 4.2.3), which could help break the nervousness of coming to the first meeting?
We need to make sure that when potential members are at our website, there is a clear and compelling path for them to become a member.
[bookmark: _Toc175044663][bookmark: _Toc174974885]OTHER WEBSITE ISSUES
CONTENT DESIGNED TO PUT OFF POTENTIAL NEW MEMBERS
Some of the content on our websites seems almost designed to put off potential new members. Two common examples, highlight not only how we may not help ourselves attract new members, but how we may actively discourage them:
a) I’VE INHERITED A COLLECTION WHAT CAN I DO?
Some websites have either a message on their front page, or a link that says if you’ve inherited a collection, it has little value. What message does that give to potential members?
The same information can be provided (truthfully) with a much more positive message such as:
“If you’ve inherited a collection, we think you’ve found gold. Whereas it probably has little intrinsic financial value, we (like the person you inherited it from) think it will give you hours of entertainment and enjoyment. Want to learn more, then read on about the diversity of people who appreciate this hobby (see 4.2.2) and the benefits you will enjoy from stamp collecting and philately.
If after reading this you think you’d like to learn more, come and join our friendly group as a guest at one of our meetings to experience the joy that can be had from our hobby.
If you decide stamp collecting is not for you, you could donate your collection to a charity shop, or give it to us and we’ll recycle it back to other people who love this hobby” (see 5.2.1).
b) HOW DO I LOOK AFTER MY COLLECTION?
Some websites have links to a (“Basic”) guide to looking after a collection which may include the right temperature, humidity (one mentions maintaining moisture content levels between 35 and 55%), no smoking etc. This isn’t realistic for 99.99% of the population and is unlikely to appeal to a potential new collector and counters the idea that this is a relatively low-cost hobby (how many people have humidity controls at home?). Instead of this we should have a page on storing stamps which is practical and realistic for the hobby collector with a link to the guide for more ‘experienced’ collectors.
One way to come up a page for a potential new member would be to ask existing members how they store and protect their collections. I expect many will advise what they told me: keep things in an album or stock book, keep this upright, keep the dust off and keep in the house rather than the garage or loft (to avoid damp) and away from radiators (to avoid heat).
We need to go through all the content on our websites and ensure it’s positive, practical, relevant and current.
Diversity of Stamp Collectors and Philatelists
Does the website show the diversity of people who are into philately and stamp collecting. The Kingston & District Philatelic Society website lists many famous people from all walks of life who have enjoyed this hobby, including:
· Sports: Eric Bristow; Anatoly Karpov and Maria Sharapova
· Music: John Lennon; Freddie Mercury and Sophie Michelle Ellis-Bextor
· Acting: Barry Bresslaw; Richard Todd and James Earl Jones
· Heads of State: Queen Elizabeth II, President Franklin D Roosevelt
· Others: Warren Buffett; Charlie Chaplin; Jacques Cousteau; Amelia Earhart; Ayn Rand; Dr Sally Ride
In addition we could highlight the trades/professions of our current members, again to show the diversity of regular people involved.
Our Society members include:
· Tony S (our president and retired ceiling repairer).
· David (our newest member and retired accountant) etc
Diversity of the Hobby
Does the website bring out the rich and diverse collection of interests and activities included in philately? Some societies have a short (sometimes a single line) explanation of what’s involved. How can we improve this to make the hobby and the society more appealing? Perhaps keep the one-line explanation but add a “click here” link which takes you to a page which brings out the depth, variety and benefits of our hobby, for example:
Stamp collecting – not just filing away stamps, but:
· Researching and identifying what you have
· Cataloguing these items in a meaningful and organised manner
· Searching for the stamps (or other philatelic items) that you are missing (local auctions, online auctions, stamp exhibitions etc)
· Presenting your collection to other members in your society
· Competing against other collectors (including those from other societies)
Your collection could consist of everything from:
· Astrophilately (stamps about space travel) to Zululand (stamps a territory in South Africa which produced stamps until 1894)
· Stamp production – design, type of paper, printing method, gum, separation
· Postal history – how postal systems work, post marks, post offices, postages rates
· Stamps covering Economic, Social and Political history and all forms of Flora and Fauna
· Postal Art – pictures, colours (single, dual, multi-colour), shapes (square, triangle, banana)
· Definitive, commemoratives; thematics
· Open Class Philately – telling a story through stamps and related paraphernalia
· Postal methods - letters, postcards, airmail, boat mail
· Fakes, forgeries and cinderellas
One way to come up with this would be to run a competition among members to design a one-page pictogram (essentially a large stamp) to highlight everything fun about our hobby and society.
Is the Website Fun?
Can we make the website a bit more fun with the inclusion of Competitions (crosswords, wheel words, wordsearch etc.) on the website?
These should be about stamp collecting/philately and make positive associations to highlight the benefits of our hobby. For example:
Word Search - find the words Active, Collection, Colour, Creative, Dynamic, Friends, Fun, Fun, Gold, Happy, History, Philately, Postal, Presenting, Social, Society, Stamp, in the table below:
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Offering a prize to the first reader who emails the membership secretary with the right answer as to why ‘fun’ is in twice, could provide the society with contact details about prospective members.
The terms and conditions could be like those in the monthly GSM competition.
If each society created one competition a quarter and shared this with other societies, there would always be new competitions to try.
Personalising the Website
Many company websites have a ‘meet the board’ or ‘meet the team’ sections, with a picture and a short bio, which personalises the company. Would your website be improved with something similar:
· Meet the board – picture, title and short bio
· Member/presentation of the month – pic, brief bio, how got into, favourite thing about philately and picture presentation of this (the local quarterly magazine where I live has a regular feature “Meet the Neighbours”) – this would also mean new content was being added regularly, showing we’re an active/dynamic society
Minutes of Meetings
What do your minutes say about visitors. The minutes of the first meeting I attended read:
“8 members and 1 guest. Subject KGVI. Mike (last name) showed some commonwealth stamps. Tony (last name) showed BOFIC etc.”
The minutes refer to me as a guest and I was a guest, but some people might see this as a bit impersonal (didn’t the guest have a name?). The minutes tell who attended the meeting and what they presented, but does it make a reader think “Wow I wish I’d been there”? Are the minutes a bit lacklustre and do they read a bit formal/old-school fashioned with the use of first and last names?
Would the minutes be more personal and better demonstrate the welcome I received and provide a reader (i.e. potential new member) with a bit more detail and colour of what can be involved in philately, thereby giving them a better experience if they read along the following lines:
8 members and a new guest, David, attended. The president welcomed David and introduced him to the other members, then gave a brief summary of the agenda and some club updates. The presentations started with Mike who showed a set of Caribbean stamps where different colours had been used for the different denominations; Tony showed etc.
Taking out acronyms KGVI and BOFIC and adding a bit more explanation would also move the website from being member oriented (who understand the acronyms) to member and visitor oriented (if visitors don’t know what the acronyms mean, they may get a negative feeling that they won’t fit in).
It’s Much Easier than Gardening
As Alan Titchmarsh noted in an April 2021 article in Country Life: ‘You get the feeling that the owner would be far better off collecting stamps, which would take up much less room, far less labour, and be accessible in all weathers at any time of day’.


[bookmark: _Toc174974887][bookmark: _Toc175044664]NEW MEMBER BENEFITS
[bookmark: _Toc174974888][bookmark: _Toc175044665]DISCOUNT THE ANNUAL MEMBERSHIP FEE
At present many societies’ offer to new members is that they will be welcome whatever their skill set (novice to expert) and whatever they collect, with an annual fee ranging from £10 to £20.
People don’t see value in something that doesn’t cost them much and if the cost is low then giving a discount to new members, won’t make them feel like they’re getting a “deal” and people like to get a deal.
If we raise the price, we put a greater value on membership and give ourselves the option of giving a discount to new members and making that discount more valuable.
So raise the annual fee to £50 and give new members 80% off.
To ensure that existing members don’t end up paying more, or feel penalised by this, discounts can be given for retired people, long term members etc. so most existing members don’t end up paying more.
[bookmark: _Toc174974889][bookmark: _Toc175044666]NEW MEMBER INCENTIVES
In addition, we need to consider what other incentives could be offered that may break down the psychological barrier to join. Depending on the support of the existing members, possible incentives could include:
Free Stuff
People like free stuff – what sorts of free stuff could we give?
a) Relevant Merchandise - can we have relevant merchandise to include in a welcome pack? A 65mm Magnifier, 5x magnification costs £0.84.

b) Starter packs – instead of raising the price to £50 and giving 80% off to get £10, raise the price to £50, give 50% off to get £25 cost for the new member and give them a free starter pack. The starter pack could be one that we had made up, or simply bought (e.g. Dauwalders sell starter kits for £13.95) and would also include some stamps per (d) below (see also 8.4.1).

c) Gift Vouchers - instead of raising the price to £50 and giving 80% off to get £10, raise the price to £50, give 50% off and a £15 gift voucher to a supplier (see also 8.4.1).

d) Stamps – how many of us have spare/repeats stamps to swap. Will members contribute some so that we can offer packs to new members? We probably won’t be able to do starter packs at a granular level like dogs, flowers etc. but should be able to create more generic starter packs such as Fauna, Flora, Heads of State, Commonwealth etc. Having packages with fairly general themes, we’re also more likely to match what people might be interested in collecting, making the offer more attractive.

e) A member at the society I joined gave me 3 underprints – could we offer a few to new members and include showing them how to find/see the underprint.
Note: if we get given a collection (as per section 4.2.1 (a)) then we could use these towards starter packs for new members.
Equipment Loans
Loan of Equipment – at least one society offers new members the ability to borrow equipment. Is this something we could do?
Support
Can we offer a mentor/buddy (from the existing membership)
Come and meet us and tell us what you have and what you’re interested in.
We will design a program/guide to help you move your collection forward such as ways to organise your collection, how to store it, how to develop your theme, where to find new material, how to research information about a stamp, the kit that you’ll need (and how to use it), and how to present at society meetings.
Your mentor will be available to provide ongoing advice as you go on anything to do with your collection.
If as you progress with your collection you decide you’d like to enter a competition, then one of our medal winners will give you advice on that too (this assumes that we have winning members and that they will help, issues that should be covered in the survey asking members what help they will give (per 2.1).
We should add our medal winners to our website – what the medal is, what did they win it for – people like to read about success. We should only note the dates that people won medals, if members are still winning medals. If the medals were won in the 80s and 90s, then using the dates may make potential members think this is old and in the past, whereas if medals are still being won including the dates will help make a reader perceive the society as alive and kicking.
[bookmark: _Toc174974890][bookmark: _Toc175044667]PUTTING THIS ON THE FRONT PAGE
Once we have defined what benefits we will offer new members, we need to clearly communicate this to potential new members/visitors to the website. This needs to be summarised on the front page with a link to a membership section where we more fully explain the offering.
Thoughts for a front page:
New members get 50% off the first year, free goodies, a mentor and a personalised plan – click here for more details.


[bookmark: _Toc174974891][bookmark: _Toc175044668]THE NEW MEMBER EXPERIENCE
The President of my society told me that they’ve had new people, but they only came to a couple of meetings and then stopped coming back.
When I was working, one of the more depressing things that happened after we recruited a new employee was that they chose to leave during their probation period. Not only did this feel like a personal failure, but all the cost and effort we (my team, HR etc.) had put into recruiting them had gone down the drain, creating more negative energy than when we just covering being a person down and now we had to repeat it all again.
To address this, we like many others, started creating a new employee experience plan. This was designed to help new people settle in, get the best out of their new role and better enjoy working with their new team and company. Everyone won: the new person, the team they joined and all the people invested in the recruitment process.
We need a new member experience, similar to a new employee experience, so that when we get potential new members, they enjoy staying and being a member. This needs to be ready before we start trying to recruit new members, so that all the effort into getting them to come to their first meeting is not wasted.
Many of the ideas here could also be listed on our website as a benefit of joining, as a new member experience starts when they first meet us which currently is most likely to be at the website (this situation may change depending on how we develop our methodologies to reach new members – see 7.2).
All visitors to meetings new members are given a welcome pack including:
a) A summary of what’s planned for the meeting (can be quite generic across all meetings except the AGM)
b) A list of the benefits for new members
c) A list of all members and what they collect
d) A list of the rules
e) A new member form to complete, covering their interests and what they are hoping for (so that we can try and meet their needs) and what new member benefits they would be interested in (see 5.2.1) or equipment they might want to borrow (see 5.2.2), so that we can have them ready for the next meeting.
I would expect that a) to d) would fit on a single sheet, with e) on a second (it would be better if we could get a) to e) on a single sheet – maybe we summarise things). Alternatively, ask for their email address to send them the new member form.
We don’t want a big pack (in an age of avoiding waste), but we do want something tangible as a physical reminder and it can be harder for people to easily discard something physical given to them, compared to an email which can be deleted with ease.
At the start of the meeting they will be welcomed and introduced to everyone present and everyone present should be individually introduced to them (they may not recall everyone’s name, but this is an inclusive process).
After a couple of meetings, the new member should be asked for feedback on their experience and what we could do better etc. Asking people for feedback and involving them in decisions on how we take the society forward, not only provides the society with information, but helps make people feel valued, which encourages them to stay.
Similar feedback should be requested after 3 months and 6 months, again with a view to keeping this person happy and to learn lessons for how we can continually enhance our offering for future members. After that they move from new to existing members (who as noted in section 2 will also be consulted on a regular basis).
The introduction and welcome should be recorded as part of the minutes on the website to highlight the welcoming nature of the society (see section 4.2.6).


[bookmark: _Toc174974892][bookmark: _Toc175044669]IDENTIFYING AND REACHING POTENTIAL MEMBERS
[bookmark: _Toc174974893][bookmark: _Toc175044670]WHO ARE WE TRYING TO REACH?
When looking to recruit new members, one of the things we need to ask ourselves, is ‘Who is our ideal member”, a question we need to answer in order to identify how to reach them and how to make ourselves attractive to them.
We can’t meet everyone’s needs and we shouldn’t try to as the effort will likely outweigh the reward. Instead we should aim to attract those who are closer to our ideal, as they are less likely to leave (and if they do leave, they’ll be less likely to say bad things about us).
Surveying the membership on who they would like to see join their club would help here.
GENERATIONS
In very broad terms, the population can be divided into generational segments as follows:
	Generation
	Year of Birth
	Age now

	Alpha
	2013 to 2022
	Up to 11

	Z
	1997 to 2012
	12 to 27

	Y/Millennials
	1981 to 1996
	28 to 43

	X
	1965 to 1980
	55 to 59

	Boomers II
	1955 to 1964
	60 to 69

	Boomers I
	1946 to 1954
	70 to 78

	Silent
	1928 to 1945
	79 to 96



Each of these generations have had differing life experiences, have different viewpoints on life and have grown up in very different technological worlds.
· Boomers I and II – communication by hand-written letters with postage stamps and gets news from a newspaper/TV
· Generation X – communication by email/text and gets news from a newspaper/TV & phone
· Generation Y – communication by instant messaging, social networks and gets news from phone
· Generation Z – communication by video calls, instant messaging, social networks and gets news from phone
As a result, although our hobby could be beneficial to all the generations, e.g. as a way to reduce stress and/or learn new skills to help people at different stages of their lives, it is unlikely that one approach will appeal to all generations and a society will need to tailor its approach to each generation via a variety of media. It may also be that we’re not equipped to cope with all the generations.
For example: some members of a society may see children as a potential source of new members, but given the activities shown on the Stamp Active website, would children fit in well with the society’s existing members/activities and does the society have the necessary experience and finances to have children as members (e.g. with children members comes the need for a safeguarding policy and safeguarding training). In addition it maybe that other existing members would prefer an ‘adult’ crowd.
THINGS TO DO AT DIFFERENT STAGES OF LIFE
Although stamp collecting is viewed as a hobby for older people, there is evidence that younger generations are taking up stamp collecting as a hobby, as shown by various articles over the past few years including The Guardian, April 2020, ‘why millennials have fallen in love with stamp collecting’ and HuffPost, December 2021, ‘why millennials are so into collecting things’.
A search on the internet of ‘hobbies for people over various ages’ finds multiple different ideas across the age-groups, but also a lot of overlaps. Many of these include hobbies that are similar in nature to stamp collecting and philately and becoming a member of a society, including:
Scrapbooking; becoming an art buff; local history; creative writing; journalling; collecting; data visualisation; history; jigsaw puzzles; research your family tree; grow your friendship group; solving puzzles; visiting museums and stately homes; arts and crafts etc.
However I only found one, that specifically mentioned stamp collecting:
The Gentleman’s Gazette listed ‘Philately (Stamp Collecting) – Stamps have been one of the most popular items for men to collect since the term “philately” was first coined by Georges Herpin in 1864. Renowned for their beauty, uniqueness, cost, and ephemeral nature, stamps offer you the chance to amass a portable collection of truly beautiful objects with incredible histories”.
This variety of things to do demonstrates that people of all generations could enjoy and benefit from stamp collecting (see also 8.3.3).
[bookmark: _Toc174974894][bookmark: _Toc175044671]REACHING DIFFERENT GENERATIONS
BEING WHERE OUR POTENTIAL MEMBERS ARE 
To reach the different age groups/generations, a society needs to be in a space occupied by that generation and will need to actively reach out to the different age groups, rather than passively sit back and expect new members to come calling (a strategy that some societies appear to have followed over the last few years and which has been rewarded with declining memberships).
Similarly, each age group will need an approach tailored to them, as the methods of reaching one group, may have little or no impact on another. For example (in general terms), boomers tend to get their news from newspapers, but gens Y and Z get their news online, so advertising in a local newspaper may not reach a younger generation.
SOME WAYS TO REACH BOOMERS AND GEN X 
On the basis that we need to be where our target audience is, the following is a list of some ideas to reach boomers and gen X, based on where I live in the Royal Borough of Windsor & Maidenhead (RBWM).
i. My village has a notice board where different groups advertise meetings etc. We should create an A4 size poster (see 4.2.3) to put up in all the local villages with notice boards.
ii. Banks might not be easy to find, but people who use cash (i.e. people similar to us) can be found in them. My local NatWest has a community board (which is usually empty) next to where people line up for a teller, so we should ask the bank (and any other local banks, building societies, post offices etc. with community boards) if we can put a poster up in there.
iii. Newspapers – there are several local newspapers which support local groups and the community, and which are always looking for stories of local interest. We should look at writing articles about the fun and benefits of stamp collecting and our society and meetings.
iv. Local groups – there are various local groups that arrange for presentations for their members, people who may also be interested in stamp collecting (e.g. the WI). We should look at making relevant presentations to these groups.
v. Local (physical) locations - general presentations – there are various locations locally which host (and advertise) local groups. For example, the various libraries in RBWM. We should look at meeting in one of these locations and making presentations to the public.
vi. Local (physical) Museum locations - there are various locations locally which may allow us to present a relevant thematic exhibition. For example, the River & Rowing Museum at Henley.
vii. Local (physical) Club locations - there are various locations locally which may allow us to present a relevant thematic exhibition. For example, the local golf club may appreciate an exhibition on golfing stamps and related paraphernalia. (I saw a fabulous presentation at Henley on Cricket, does someone have the same for Golf?).
viii. Local (online) Locations – there are various local online locations that may allow us to present a relevant exhibition. For example, the Maidenhead Heritage Centre includes a number of online exhibitions on its website.
ix. Local (online) Government – the RBWM website has a Community Information Hub for events, groups, clubs and activities. We should ensure details of our society and meetings are included on these websites.
x. Optimise our website (see section 4)
xi. Social Media (see also 8.2.1) – there are various social media activities that we could consider to widen our appeal and make us more accessible. For example, during the pandemic most clubs hosted online Zoom meetings (showing that we’re capable of using technology when we want to), but when the pandemic ended, we went back to meeting in person. We should contact members who don’t come to meetings to see if they would be interested in attending via zoom and consider how/if we could combine the two, so we would have a physical meeting which is broadcast using zoom so people who can’t make the physical meeting (e.g. because they can’t drive) can attend it online.
xii. Social Media – one or two societies have Facebook accounts – we should reach out to them for ideas on how to set these up etc.

One thing to note: how we present exhibitions at society meetings (i.e. to people with a decided interest in philately) will be different to presenting an exhibition to non-philatelic groups. We need to think about the content and structure of these exhibitions and ensure they are tailored and relevant to the audience.


[bookmark: _Toc174974895][bookmark: _Toc175044672]PARTNERSHIPS
Various groups are involved in stamp collecting and philately and all of these have a vested interest in growing the number of people involved in our hobby. We therefore need to consider what we could achieve in partnership with our fellow organisations to reach our target audiences and grow membership.
[bookmark: _Toc174974896][bookmark: _Toc175044673]LOCAL SOCIETIES
i. I live halfway between Maidenhead and Henley, so either club could be my home base and I’ve been to both, but only joined Maidenhead. Would a joint membership encourage potential members to join both. So assuming that both these societies had a £50 annual membership fee (see 5.1), then individual membership of both clubs would be £100, but maybe if you sign up for a join membership, the cost could be £60 (discounted for new members down to £15 for both).
ii. If each society in a federation creates a piece of fun content each three months and shares this with the other societies in that federation, then all the societies would have on-going ‘fun’ content (see 4.2.4).
iii. The buddy system (see 5.2.3) – could societies within a federation help each other – e.g. If they join Maidenhead but their subject isn’t one of ours, is there someone at Henley, or the Thematics society who could support them?
[bookmark: _Toc174974897][bookmark: _Toc175044674]FEDERATIONS
The Role of the Federation
We should be looking to our Federations to provide support where an objective maybe be impractical for a local society. For example:
· It is unlikely that local societies can provide credit card/PayPal payment facilities to offer new members, but these could be within the abilities of a federation, who could pay any monies received direct into a local society’s bank account (so we move away from ‘old fashioned’ cash).
· Federations could be a central point where societies could share their membership ideas and the outcomes (good and bad) of different approaches can be recorded and shared with the various local societies, so that we learn from each other of what does/doesn’t work.
· Federations should investigate how societies could use the different types of social media (Facebook, X (aka Twitter), LinkedIn, You Tube, Instagram etc. to engage existing and to reach new potential members and share ‘best practices’ with the local societies. For example, could societies put videos on their websites?
· Federations could advise on if/which free websites are the best choice. At the moment the societies are on a mix of free websites – would it be easier if we standardised on one?
Changing the Federation Website
When I bring up the Thames Valley and District Philatelic Federation website, my computer shows a warning triangle noting that the website is not secure.
This is because the website address starts http, rather than https. The difference between these is that http does not encrypt data in client/server communication, so data is much less secure than https, which is http with encryption and verification.
Given how concerned people are worried about online scams, it’s possible this would put off potential members.

The contact page for the member societies shows Society, Contact Name and email. The contact for Maidenhead is shown as:
tonystanford at btopenworld dot com
This is unlikely to impress a potential member who would expect to see:
tonystanford@btopenworld.com
We should also consider having society-based email addresses, rather than using people’s the personal email addresses. So for Tony at Maidenhead something along the lines of:
MaidenheadPhilately@gmail.com
This would to a certain extent brand our society and if Tony retires from the role, the email address and history can be passed on to whoever takes on the role (which addresses data protection issues).
A Federation Website
Could we have one (secure https) website maintained by the federation that supports all the societies, with each society simply having an individual page on that website?
The potential benefits for this would be:
· we don’t need each club to have a website/website person.
· we can share support information across one site, so if each society commits to add just one new story every month, then lots of new content would be being added, making the website ‘fresher’ (so we all look better – share the burden of new content).
· it would be easier to have join one society for £X or join 2 societies for £Y, or even more simply to have ‘join the Federation and attend any society meetings that you like’.
· we may find it easier to get analytics from our website i.e. see what people do/don’t read on the website and what they’re reading when they sign off etc. Knowing where visitors leave could help us understand if there’s a problem with the website – e.g. if most people leave at the same spot is that a barrier to recruitment of new members that needs to be fixed?
This is already happening to a certain extent, as when societies fold, their remaining assets and members are merged into another society, so two become one. Putting the administration and financing of societies into a central federation, is taking this a step further in a positive way, so that rather than wait for small clubs to wither and die (the current trend), we proactively take action now to consolidate the back-office functions, leaving the local societies to concentrate on membership recruitment and growth.
A very successful organisation that has a National/Federation/Local structure is the WI (who have an https website). On the WI website, when I enter my postcode for my local WI, a list coming up showing Burchetts Green and Hurley, followed by Marlow Common and then Littlewick Evening Belles.
If I click on the ‘find out more’ button for Burchetts Green I get a page showing their venue, postcode, that the venue has disabled access, the week, day and time they meet and a note saying their website isn’t specified (as they don’t have one). If I click on the find out more buttons for Marlow Common and Littlewick Evening Belles, I get the same result. Thus local WI societies don’t spend time and effort on local websites and leave that to their federation.
This structure also mirrors lessons learned from another group facing an ageing and declining membership, namely the Church of England.
As individual churches find it difficult to survive on their own, they are merged into parishes with more than one church (e.g. the Parish of Burchetts Green was formed in June 2002 by the amalgamation of three separate parishes each of which had their own church (Hurley, Stubbings and Littlewick Green).
The three churches are run separately, under the parish as a whole, with a (https) website, administration and finance for all three managed out of a single parish office. Although each Church has different incomes and costs, all the finances are run as a single parish entity, reducing the administrative burden and financial cost of managing and preparing separate accounts.
The amount of integration can vary depending on local feeling. Whereas Burchetts Green has all the finances for the three churches in one pot, other parishes with more than one church, manage the income/cost by church, as well as the parish in total (e.g. The Ecclesiastical Parish of Winkfield, Cranbourne and Chavey Down).
[bookmark: _Toc174974898][bookmark: _Toc175044675]NATIONAL SOCIETIES
State of the Hobby
The national societies are probably the only ones that:
· Can afford to do a comprehensive survey of the state of stamp collecting in the country and what can be done to improve membership levels (though local societies and other related parties could contribute to the cost).
· Have the influence to get all the relevant parties involved.
· Have the authority to publish the findings.
Such a survey would be similar to that carried out by the American Philatelic Society and American Stamp Dealers Association in 2016.
Joint Memberships
i. I was thinking about joining London, but their fee puts me off given the number of times I’m likely to go into the city in a year (it might be similar to a golf membership, but the golf club is much closer and more accessible. Does/would London offer a discount for local society members (perhaps deduct the local membership fee from their fee)?
ii. Similarly, could we construct a joint membership with the Thematic society, which would allow for potential members who haven’t decided what they’re going to collect.
Things to do at Different Ages
As noted in section 7.1.2 multiple lists of things to do at various ages can be found on the internet. I think it’s unlikely a local society could reach out to the organisations that prepare these lists to get stamp collecting added to their list, but it would not be impractical for the national societies to do this and to provide an interesting and compelling story for the list.
[bookmark: _Toc174974899][bookmark: _Toc175044676]DEALERS
Support for New Member Schemes
Would dealers help societies grow membership. For example, if societies include a gift card in their new member offer (per 5.2.1), would dealers give societies gift cards (or sell gift cards to societies to be used for new members at half price), knowing that any new member the society signs up will spend that gift card and more at their store.
Sales Tactics
When I was at school in the 1970’s we used to get a typed paper list of records we could buy from what has become the Virgin empire. Imagine my surprise at the first meeting society I attended to find that the approach used in the 1970s was still being used in 2024 (though not by Virgin).
I don’t know if this is done because the members like the approach, or dealers like the approach, but either way it reinforces the viewpoint that our hobby and participants are old-fashioned. We need to work with dealers to come up with a more modern solution.
For example, for one postal auction I was told that I could get pictures if I asked for them, but please don’t ask for too many given the work involved. Instead of individuals requesting copies, potentially of the same stamps, could Federations host copies of all the stamps available.
As there’s no such thing as a local website, they can be accessed from anywhere, it wouldn’t matter which Federation hosted them.
[bookmark: _Toc174974900][bookmark: _Toc175044677]OTHER PARTNERSHIP ISSUES
In the Affiliated Societies section of the Thematic Society website, if I click on Bird Stamp Society, I get taken to a store in the USA. We need all the entities with whom we could partner to ensure their websites are ship-shape.


[bookmark: _Toc174974901][bookmark: _Toc175044678]LIST OF IDEAS
[bookmark: _Toc174974902][bookmark: _Toc175044679]THE EXISTING MEMBER EXPERIENCE (section 2)
1. Survey existing members to understand what they think is good about the society.
2. Survey existing members to understand what they think is bad about the society (it may be better to do this confidentially to encourage open answers).
3. Survey existing members how often and why they use the website.
4. Survey existing members on what support they would give to a membership drive.
5. Determine if there is an appetite for a membership drive – if a majority of members aren’t prepared to provide support, then it may not be practical.
6. Consider what incentive(s) could be offered to existing members to support a membership drive (e.g. recognition on the website).
7. Implement a membership referral program.
8. Implement a bring a friend program.
9. Ask members to share what they like about the society and philately on social media.
10. Contact members who come irregularly to understand why they don’t attend regularly.
11. Contact lapsed members to understand why they left.
12. Survey members after a membership drive about the good/bad things about the drive.
[bookmark: _Toc174974903][bookmark: _Toc175044680]DEFINING OUR VALUE (section 3)
13. Consider what membership of the society and philately offers to:
· people in general; and
· people who are leaving/have left, the workforce; and
· people who are joining/are in the workforce.
14. Define what philately means within your society.
15. Define your value proposition – what is the benefit of being a member.
16. Ensure that the membership endorse the value proposition.
17. Ensure that the website highlights how stamp collecting is relevant to all age groups and generations, at all stages of their working lives.
18. Ensure the website highlights the additional benefits from joining a society, rather than doing this alone.
19. Using the results of the (good things) information from the membership survey, ensure the best bits of the society are highlighted on the website.
20. Take the results of the (bad things) information from the membership survey and decide how these can be addressed and ensure these aren’t highlighted on the website.
[bookmark: _Toc174974904][bookmark: _Toc175044681]IMPROVING OUR APPEAL (section 4)
21. Ask your members to look at the website and give you feedback:
· Do they use it or not? i.e. is the website for them or visitors (potential members))?
· Does it give the same positive feeling that they have about philately and membership of the society?
· Does it reflect what they think about being a member?
· Do they have any ideas on what they’d like to see differently?
22. Ask two of your friends, one who is not interested in philately and another who is (perhaps from a sister society) to look at your website and give you feedback (the following is a list of possible questions):
· What is their first impression?
· Does it make them think “Wow I’d like to know more”?
· Does it give them a positive impression?
· Does it tell them how much fun they could have as a member?
· Does it explain the rich variety of things to do in philately?
· Does it provide clear communication and links to help users find information?
· Does it provoke any negative feelings and/or any negative experience?
· Would it make you think about joining, and if not, why not?
23. Use the feedback from members, friends, your own thoughts, to identify potential improvements to the website
24. Make changes to the website (it should be designed to attract new members).
25. Look at other society websites (outside philately) and compare with your website (have a look at British Model Flying Association).
26. Survey the membership about the name of the society and whether members think it could be changed to make it more inclusive, understandable and have a wider appeal.
27. Discuss different value propositions with the membership to see what they’d be comfortable with (this could also cover keeping the same name, but using the value proposition to have a wider appeal).
28. Run a competition for the members to create the value proposition.
29. Run a competition for the members to determine the headline visual.
30. Run a competition for existing members to create new content for the website.
31. Consider adding a list of famous people – show diversity.
32. Consider listing what your members do/did – show diversity.
33. Consider including some of the benefits for health, careers etc.
34. Consider adding a page showing how stamp collecting and philately relates to other hobbies like scrapbooking.
35. Consider having a page on the cost of the hobby from very little (philately is the study of stamps, so you don’t actually need to own any, making it a very cheap hobby) to as much as you want to (or your partner will let you) spend.
36. Run a competition for the members to create a page on the richness and diversity of our hobby – perhaps showcasing part(s) of their collection to do this.
37. Consider adding personal touches to the website like meet the committee, or meet the members etc.
38. Consider how meetings are reported – can these be more colourful and personal?
39. Review all the content on the website and ensure that it gives a positive image of what we do. Take out negative content, or at least make it a positive (e.g. an inherited collection may not be financially valuable but it will bring you hours of entertainment).
40. Take out any old and dated content.
41. If members have won medals include this on the website – gives a positive impression, but only use the dates if these are current and show the membership is current and dynamic
42. Take out references to cash attendance fees.
43. Simplify things with an annual membership fee that enables you to attend as many meetings as you like.
44. Establish clear links for people to find what they’re looking for and encourage them to take action.
45. Ensure the front page of the website covers the five key themes (it can cover more than these)
· Name
· Clear and well-defined value proposition
· Good visuals
· Up-to-date and relevant content
· Clear links and call(s) for action
46. Click on every link on your website to ensure it takes you where it should.
47. Demystify some of the terminology and practices with clear explanations (e.g. our website talks about a circulating packet – I had no idea what it meant and couldn’t find any explanation on the website).
48. Ensure the website reflects modern attitudes/sentiments – e.g. if we have a fee for children then we need to ensure we have the correct policies and procedures on safeguarding.
49. Looking at adding puzzles and games for the website – bit of fun.
50. Highlight overseas events that combine the hobby with travel & fun.
[bookmark: _Toc174974905][bookmark: _Toc175044682]NEW MEMBER BENEFITS (see section 5)
51. Create a new member offering.
52. Raise the subscription (put a value on membership), then give new members a big discount (put a value on joining).
53. Prepare a welcome pack.
54. Offer an incentive to break down the psychological barrier to join. Potential incentives could include some/all of the following:
· Free stamps
· Free merchandise (relevant to philately)
· Personalised program/guide to help you with your collection
· Reduced subscription at our society
· Reduced subscription at fellow society
· Gift Card
· A mentor/buddy to help with your collection, how to collect, how to compete etc.
55. Consider offering equipment loans to new (all) members.
56. Once the new member offering has been determined, summarise this on the front page and add a link to more information.
57. Have a separate tab (i.e. a clear link) on your website for new members.
58. Create content aimed at potential new members.
59. Ask new members to comment on the offering.
· List what they like most (can stay) to what they like least (maybe could go)
· What do they think could be added
[bookmark: _Toc174974906][bookmark: _Toc175044683]THE NEW MEMBER EXPERIENCE (see section 6)
60. Create a new member experience before starting the membership drive.
61. Give visitors to meetings a welcome pack which includes:
· Agenda for the meeting and future meetings.
· A list of benefits for new members.
· A list of members and what they collect
· A list of the rules
· A new member form
62. Welcome visitors to meetings and introduced them to everyone present and everyone present to them (only if there are more than 10 members present, would a group introduction be appropriate).
63. Personalise the visitor by using their name and their welcome in the minutes of the meeting on the website.
64. Ask visitors for feedback (or give them your email so they can provide feedback later – makes a contact and shows we’re interested in them their thoughts – everyone likes to be listened to).
65. Ask new members for feedback at regular intervals.
66. Learn from new member experiences to develop better experiences for future members.
[bookmark: _Toc174974907][bookmark: _Toc175044684]IDENTIFYING AND REACHING POTENTIAL MEMBERS (see section 7)
67. Survey the existing membership for who they think are your ideal members.
68. Determine who are your ideal members (can’t meet everyone’s needs).
69. Define your society to appeal to your ideal members (e.g. if people don’t think kids would fit in, and/or you don’t have the expertise to deal with kids (e.g. safeguarding) then take out references to kids rate etc. and refer potential child members to StampActive.
70. Don’t try and get all and everyone to join – people who join who aren’t really interested are more likely to leave (and potentially say bad things about us (online) creating negative publicity).
71. If we get feedback from lapsed members, consider asking them back (assuming we’ve addressed any reasons/concerns that caused their lapse)
72. Identify all the potential places that we could advertise for new members, including:
· Village notice boards
· Village shop notice boards (my local shop charges 50p a week)
· Village magazines (my local quarterly magazine charged £30 for a business ad in 2022, but they might take stories on local societies for free)
· Bank, Building Society, Post Office etc community boards
· Local newspapers
· Local groups that may be interested in being given a presentation - the WI
· Local physical locations where we could make presentations – local libraries, local museums
· Local physical locations where a thematic presentation may work (e.g. golf club)
· Local online locations that may allow us to show a presentation – heritage centres, local government
73. Depending on the cost of running an advert in these locations and depending on the location, talk with your sister societies about a joint ad. Thus an advert in my village’s magazine could potentially cover the meeting locations of Maidenhead (6 miles away), Henley (7.4 miles away) and High Wycombe (9.7 miles away)
74. Determine what we could do for all the potential advertising places (one size shouldn’t fit all, but some sizes may fit a number of places).
75. Challenge members to create advertising from a one-page flyer for notice boards, through to presentations at physical locations.
76. Identify places where we could hold an exhibition fund raiser for a local charity (e.g. could we do an exhibition on dogs at Stokenchurch Dog Rescue).
77. Invite local media to a meeting to give a story and get publicity.
78. Write articles for local papers (spread the word).
79. Create a newsletter.
80. Contact other societies that have a social media presence (e.g. on Facebook) to ask for advice on how we could benefit from this.
81. Expand your social media presence. Can we: go on Facebook; podcast (or go on one), have a blog - maybe share these with other societies so we create content between us. Could we YouTube the presentations at meetings?
82. Consider holding (some) meetings in more accessible sites in the larger population areas (so non-drivers can more easily attend).
83. Consider holding (some) meetings earlier in the day (so people who don’t like travelling at night can attend).
84. Survey members – would they be interested in contributing presentations to create a book.
[bookmark: _Toc174974908][bookmark: _Toc175044685]PARTNERSHIPS (see section 8)
85. Contact other nearby societies and see if there is any interest in a joint membership fee, heavily discounted for new members.
86. Contact other societies about sharing content.
87. Contact other local societies about helping each other with new members.
88. Discuss with the Federation about their taking online payments for societies.
89. Discuss with the Federation about support for sharing membership ideas and providing support for how to use technology etc.
90. Discuss with the Federation about making their website more secure – a potential member concerned about security may click out of the Federation website without ever seeing the link to a society page.
91. Discuss with the Federation about improving their look (e.g. how they present email addresses and the points noted on improving society websites) – we all need to give a good impression.
92. Survey the membership and discuss with the Federation the possibility of having a Federation based website for the societies.
93. Discuss with the national societies about the possibility of a comprehensive survey of the state of the hobby and what could be done about it.
94. Discuss with the national societies about joint memberships and reduced rates for local society members.
95. Discuss with the national societies about reaching out to the creators of lists (e.g. things to do for the over 50s; things to do when you’re retired etc.) to get stamp collecting and philately on their lists.
96. Discuss with dealers on the support they would give to help with a new member campaign.
97. Discuss with dealers how to bring sales auctions more up-to-date.
98. Share success stories with other interested parties – may help them with membership and gives recognition to the members who helped make the success.
99. Analyse failures to learn from our mistakes.
And finally, #100 - share failures and the causes with other interested parties – to help them avoid making the same mistakes.


[bookmark: _Toc175044686]DEVELOP A PLAN
Everything above is a list of ideas (i.e. things that could be done) rather than a plan (i.e. how to get those things done). Few projects succeed without a documented plan which provides a basis and structure for the project, answering the questions what, why, how, who, where, when that everyone in the organisation can refer to understand the project and their role in it.
Ask the membership if anyone will volunteer to be a new member champion. Having a dedicated person to project manage the membership drive forward will increase the likelihood of success.
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