Orlando Area Chapter

Membership Revitalization Summary

While it is not uncommon for membership to decrease immediately following the renewal period, we are excited to aggressively revitalize our membership numbers.  This includes marketing the organization to public relations professionals across industries, pushing committee involvement and organizational ownership, and reinforcing the value of unique opportunities provided by FPRA.  Our goal is to increase membership to 130 (active and involved) by June 2001.  Following is a summary of tactics we will use.

I.
Evaluation of Non-renewals

We are in the process of compiling feedback from members who did not renew.  As we expected, several have moved on to non-industry related positions, relocated or retired.  However, we are concerned with situations in which a member’s professional development needs were not being met.  If FPRA has fallen short of this goal  (value of programs, opportunity to network, venue, etc.) we will strategize with Kari and Allison to clearly align with the expectations of our members.  We expect to complete this report by February 21.

II.
New Member Campaign by Industry

Each month, we will target four new industries from which to recruit public relations professionals. 

This February, we are focusing our recruiting initiatives on the Convention Hotels/Meeting Facilities, Tourist Attractions, Engineering Firms and Simulation industries. We are using the Orlando Business Journal’s Book of Lists as our primary resource for company identification.

Week one: Personalized letter of introduction to the public relations professional in each organization. Provide contact information to Doreen for database and email distribution of newsletter.

Week two: Phone call follow-up to confirm they received information, introduce the organization, answer questions and welcome to upcoming luncheon.

Week three: Email reminder about luncheon.  If they are interested in attending, we propose teaming them up with an active FPRA member working in the same industry.  This serves two purposes.  First, it provides the prospective member with “a friend o the inside,” and personalizes how FPRA can meet their needs and the needs of professionals in the same industry.  Second, it reinforces membership value to active FPRA members. 

Week four: Call to answer any questions, send thank you and application if they have not already received one.

Potential issues: guaranteeing active member attends the luncheon and that FPRA is meeting their professional development needs.
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III.
Ongoing Tactics
Monitor weekly professional advancement announcements in The Orlando Sentinel and Orlando Business Journal.  Send letter of congratulations and introduction to PR professionals.  Personalize the letter to include other same-industry organizations with active FPRA members. Follow-up phone call within two weeks and forward contact information to Doreen for database

Maintain membership kits as a fresh and effective recruitment package.  Recently, the speakers’ page was updated to reflect our dynamic 2000-2001 schedule with photos.  The committee sign-up packet has been redesigned to include board member photos and exciting language.  Committee involvement is going to is a strong push so new members experience a sense of ownership in FPRA from the beginning. 

Before each luncheon, Suzanne, a board member or FPRA membership committee member will be at a membership table to field questions from prospective and active members. Membership kits, applications and committee sign up sheets will be available.  They will collect business cards for a drawing, providing us with several new prospects.

A 20-minute new member orientation will take place before each monthly luncheon.  Meetings will be facilitated by me and include as many board members as possible.  This is an effective way to recruit committee members and for new members to meet a core group of actives within the organization.

Other communication tools we plan to use more effectively include the information line and our Web site area.  We would like to have a link from the Web site home page to our emails.

Schedule conference call with state membership chair in February and two chapter membership chairs each month as a forum for suggestions and to exchange ideas.  Need to receive the updated membership list on a regular basis. 

IV.
Retention

Some immediate member retention tactics include:

Postcard campaign thanking actives for their membership, providing information on next three luncheon programs and directing them to Web site for an online contest associated with committee sign-up.  We will pursue this with Chris Gent.

Revisit points program for scholarship to state conference.

Create system to recognize outstanding professional achievements of our members.  Send congratulatory note or email.   Incorporate into newsletter.

