
July 28, 2010 

Fellow Toastmasters: 

 As many of you may know, the district has launched a new "Marketing Plan - Attracting 

New Members." The objective of the plan is to connect with new and prospects 

members and in getting more guests at club meetings.  

 The web-based plan is designed to "tell our story" (by division) so that the "connection" 

is made to new and potential members by getting the message across. This marketing 

plan is especially designed to help "struggling clubs" in the district.  

 I believe that the definition of "struggling clubs" are clubs functioning under charter 

strength. More specifically, club perpetually (year-after-year) functioning under 20 

members.  

The plan, as stated and presented at the training looks good and is feasible. The club's 

VP of Membership and VP PR are urged to take the lead role and follow through on this 

plan (telling our story) and hopefully recruit new members for their respective clubs.   

 The district under the new administration, effective July 1, 2010 has invested time and 

financial resources in coming up with this marketing plan. We all in the district must 

make every effort in supporting this plan and strive to obtain the desired results.  

 However, the tasks ahead by no means is easy and the web-based plan by itself 

cannot bring about the desired results. The plan needs to be announced (already done); 

demonstrated; implemented; monitored; evaluated, adjusted (if required); and results 

compared and announced, by month and/or quarter by the district leadership. Every 

time a "struggling club" reaches the 20 member mark and sustains it, the district needs 

to announce, acknowledge, congratulate, and celebrate. This then becomes the 

measurement criteria for the success of the plan.  

 Let me rephrase my earlier statement of the "task ahead by no means is easy."  I 

believe the task ahead is formidable. Here is why.  

 The district has inherited (as it does so each year) some 70% of the clubs that have 

less than 20 members. This is huge and most Toastmasters in the district may not be 

aware of this huge number. However, we need to start from some point and make 

positive strides in membership building, as we go into the year "achieving greatness 

together." 

 Here are the statistical analysis and the summary status, of number of members at 

clubs across the four divisions. The purpose of this matrix is to inform and assist all 



those members, club officers and district officers, who are interested and committed to 

success of this marketing plan.    

   

 Membership at Clubs - June 30, 2010 (2009-2010 TM Year) 

Division 

No. of 

Clubs with  

20 or more 

Members  

  

No. of 

Clubs 

with  

10 to 19 

Members 

  

No. of 

Clubs with  

under 10 

Members  

  

  

No. of   

"Active"    

 Clubs  

Total 

  

  Percent by 

Division of 

Charter  

strength    

Clubs         

Percent by 

Division of 

under 10 

Members 

Clubs 

Eastern 7 15 9 31 23% 29% 

Central 13 14 3 30 43% 10% 

Southern 3 12 5 20 15% 25% 

Western 9 9 8 26 34% 31% 

Total: 32 50** 25** 107* 30% 24% 

  

* 106 Paid Clubs and 107 Active Clubs per TI records 

** Struggling Clubs 

  

 Based on the above TI numbers, 32 clubs or 30% have 20 or members;  

 50 clubs or 46% have between 10 to 19 members; and 25 clubs or 24% function 

with single digit membership.  

 To review these numbers differently, 70% or 75 clubs in the district are 

functioning under charter strength from the total of 107 active clubs in the district.  

 Of the 32 clubs that have 20 or more members, 10 of them are new clubs and 

were formed during 2009-2010. (To charter a new club, the club must have a 

minimum of 20 or more members.)    



 Central division has the highest number of "over 20-member clubs" (43%) and 

lowest number of "under 10-member clubs" (10%). Congratulations.  

 36 clubs became distinguished during the year 2009-2010 and majority of them 

from the charter strength clubs. 

I believe that the new marketing plan is too important (and expensive) to leave it up to 

the individual Club's leadership to "take it and run with it."  It will not achieve the desired 

outcome! The district leadership must oversee, monitor, and assist the clubs, while 

maintaining the ownership and integrity of the plan.  

I request the district leadership to forward the information contained in this e-mail to all 

those members in the district and especially the club and district officers that are 

interested and committed in "achieving greatness together." 

 Best wishes and good luck, 

 Sam 

Sam Mehta, DTM, PDG                                                                                           

Syracuse, NY 

"Achieving Greatness Together" 

 


