
Evaluating Outreach Initiatives: 
Membership & Special Events 

How to evaluate your efforts and 
initiatives to achieve success 



Let’s talk about the why 

• There are many reasons you want to reach 
your community on behalf of your program 
and district 
– To gain support for your program 

– To raise operating funds 

– To raise awareness 

– To promote your district 

– To achieve the elusive intangible benefit of feeling 
good! 

 



Let’s set some parameters 

• Anything you do… ANYTHING, represents your 
program and your community 

• Anything you plan or publish sends a message 
about your program 

• Members are your primary audience 

• Community is your secondary audience 

• The world is your target audience!  
(just kidding… maybe) 



Let’s talk about… 

• Two areas we’ll consider and evaluate today 

– Membership initiatives 

– Special events 



Memberships 

• Generally, there are two kinds of  
Main Street memberships 

– Businesses 

• Shops, restaurants, corporations, municipalities, non-
profit organizations 

– Private citizens 

• Individuals, families, etc 



The big important “M” word 

• Every program relies on financial support to 
build and grow 

• Sometimes people give financial support just 
because they like what you do 

• Some join because you represent a cause that 
is important to them 

• More and more, people want to know “what 
do I get for my money?” 



What do I get for my money? 

Private citizens  
Individual   ($20 per year) 
• Benefits:  
• Membership card and discounts to MSM merchant members 
• Advance ticket sales for events 
• Members only discounts on MSM events 
Family (2 or more)   ($40 per year) 
• Benefits:  
• Membership card and discounts to MSM merchant members 
• Advance ticket sales for events 
• Members only discounts on MSM events 
MSM Donor   ($100) 
• Benefits:  
• All above, and one complimentary admission to Root Candle Holiday Open House 
MSM Supporter   ($200) 
• Benefits: 
• One complimentary admission to Root Candle Holiday Open House  
• One complimentary limited edition Main Street Medina Holiday ornament (current year only) 

 
 

 



What do I get for MY money? 

Small Business Supporter   ($200-499 per year) 
• Benefits: 
• Membership card and discounts to MSM merchant members 
• Discounted display advertising rates with The Gazette 
• One month free advertising on Armstrong Cable local station 
• Media relations support 
• Discounted event sponsorship fees 
• Free press release e-mailings 
• Feature option for Facebook and MSM Website 
• Advance ticket sales for MSM sponsored events  
• Listing on Main Street Medina website 
 

 



What do I get for my big money? 

Main Street Medina Partner   ($500-999 per year) 
• Benefits: 
• All above and, 
• Main Street Medina website link to your business site 
• Inclusion in cooperative historic district advertising 

  
Main Street Medina Champion   ($1000 and above per year) 
• Benefits: 
• All above and, 
• Main Street Medina website link to your business site 
• Business listed on homepage of Main Street Medina 
• Inclusion in cooperative historic district advertising 
• Business name included on all general published promotional materials 

 



Here’s the reality: 

• Most members do not take advantage of their 
benefits. 
 

• Consider those or that which you support 

– Do you attend meetings? 

– Do you participate in the events and activities? 

– Do you act as an ambassador for the group? 



MSM Membership Initiatives 

• Direct mail  

– 2009 and water bill insert 

– Goals of insert 

– Cost vs tangible and intangible results 







The results 

• Tangible: miserable 

• Intangible: golden!! 

 

• Why? 

– Raised awareness of who we were 

– Began the shop local and why campaign 

– Reached 10,300 households and 6,991 families for 
about $600 



The evaluation 

• The piece was too wordy 

• We didn’t clearly explain how we use 
membership funds or why they’re important 

• Membership levels were confusing to general 
public 

• We didn’t make the “ask” 

Outcome 

• Change the format and approach 



Membership brochure revisions 

• Short, quick, to the point  

• Pictures over text to impart the message 

• Change to reflect the event, the season, the 
initiative, or the need 

• Print in house, on demand 

 



Membership brochure revisions 

• Realized that general selling was not 
successful, needed to address a direct 
message 

• Most importantly: we were telling people 
what we do rather than the difference we 
make in our community and in their lives 

 



What do we use today? 



Brochure goals 

• Appeal to emotion of the moment 

• Capitalize on our strengths 

• Make an ask for action 



Brochure goals 

• Appeal to emotion  
of the moment 



Brochure goals 

• Capitalize on our  
strengths 



Brochure goals 

• Make an ask  
for action 



Brochure goals 

• Make an ask for action 



Membership Outcomes 

• Successfully tied the “ask” to the experience 

• Engaged the public in the mission and the 
moment 

• Made it easy to join, with multiple payment 
options 

 



Other membership initiatives 

• Friend-raisers for district merchants 

– Meet your Business Neighbor event 



Meet your Neighbor 

• Event specific to district businesses, both 
members and future members 

• Adjusted locations, format, hours, days, 
offerings, incentives, give-aways, FREE DRINKS 

• Still not a success and program ended after 
one years 

• Learned: one-on-one contact still most 
successful outreach tool 



Other membership initiatives 

• One-on-one contact at events and fundraisers 

– Festivals 

• Hard sell, somewhat like a cold call 

– Fundraisers  

• Captive audience already buying in to your mission 

• Members only events 

– Annual meeting 

 



Membership Outreach Tools 

• Word of mouth 

• Consider different tools for different 
audiences 

– Print 

– Radio 

– Cable 

– Social media 

– Website  

 

 

 



Why do we want to evaluate efforts 

• Members are our primary supporters 

• Members are ideal volunteers and advocates 

• A happy member will advocate others to 
support your work 

• An unhappy member may potentially speak 
against your work 



Final membership evaluation thought 

• Ask your members for feedback 
– Why did they join? 

– What are their expectations of being a member? 

– Why did they not renew? 

• Listen to complaints and concerns 
– Ask for a solution 

– Don’t get defensive  

– Remind them about the committee meetings and 
invite them to join the team 



Successful Outreach  

• Engages the community 

• Helps us make decisions on programs, 
initiatives, how to make overall improvements 

• Involves our constituents  

 



Special Events 



Special Events 

• What is the goal of the event?  

• What do you want to evaluate? 

• Write an event description, then ask the 
committee or board to draft 3-5 bullet points 
of areas to evaluate. 



Special Events 

• Set objectives 

• Break the event down into hundreds of 
measureable parts 

• Hire mystery shoppers 

• Benchmark against competitor events 

• Get feedback from members and guests 

• Ask for feedback onsite 

Source: www.eventjuice.co.uk 



Special Events 

• Calculate the amount of press and online 
coverage 

• Measure online success 

• Calculate the economic impacts 

• Observe the event 

• Monitor quality (would YOU enjoy it?) 

• Count the money 

• Final outcome: financial or critical success 

 
Source: www.eventjuice.co.uk 



Medina Cultural Heritage Day 

• First big event created wholly by MSM 

• 10 hours of events 

• live music/10 bands 

• Multiple food vendors 

• 75+ vendor shopping bazaar 

• 2 event locations 

• 2 stages 

 



Medina Cultural Heritage Day 



Medina Cultural Heritage Day 



Medina Cultural Heritage Day 



Medina Cultural Heritage Day 

Outcomes/lessons learned 

• Rebranded within the first month to “Medina 
International Fest” 
– original name didn’t mean anything to anyone 

– Uphill battle: in 2009, Medina was 98% white 

• Splitting the event with two locations didn’t work 
– Beer garden didn’t draw people—alcohol did was not 

a draw for the event 

– Out of town guests didn’t know where the alley was 
located 

 



Medina International Fest 



Medina International Fest 



Medina International Fest 

Other modifications and lessons learned 
Activities 

• Original event had a family craft area that was 
passive and messy 

• In partnership with our main sponsor, Medina 
Hospital, revamped the family area into a 
physical activity center with movement, 
dance, inflatables, fitness challenges, etc… to 
meet the mission and needs of the hospital 



Medina International Fest 

Other modifications and lessons learned 

Entertainment 

• Years 1-4 our main stage was located on the 
opposite side of the street, which was closed 
to traffic--disconnected 

• Year 5 main stage was adjacent to the event 
space--oppressive 

• Year 6 main stage was in the middle of the 
street—home run 



Medina International Fest 

Other modifications and lessons learned 
Marketing 

• Traditional print advertising and posters still 
our #1 method of promoting the event 

• Facebook and website numbers 2 & 3 in reach 

• Digital advertising was NOT successful for the 
event 

 



Medina International Fest 

Other modifications and lessons learned 
Sponsorships 

• First year, was hard to find sponsors 

• Concern with “what do I get for my money” 

• Created multiple naming rights sponsorships 

• Increased $$ of sponsor money raised 

• Gave higher donors more visibility 

 



Medina International Fest 



Tools for Evaluation 

• Surveys 

• Event P&L spreadsheet 

• Marketing materials 

• Ask your volunteers 

• Ask your guests! 

• Discuss the challenges  

• Vet the venue 



Tools for Evaluation 

How do I make evaluation an integral part of 
my program? 

• Making evaluation an integral part of your 
program means evaluation is a part of 
everything you do. You design your program 
with evaluation in mind, collect data on an on-
going basis, and use these data to 
continuously improve your program. 



Tools for Evaluation 

How do I make evaluation an integral part of my program? 
• Developing and implementing such an evaluation system 

has many benefits including helping you to: 
– better understand your target audiences' needs and how to 

meet these needs 
– design objectives that are more achievable and measurable 
– monitor progress toward objectives more effectively and 

efficiently 
– learn more from evaluation 
– increase your program's productivity and effectiveness 

 
University of Michigan MEERA (My Environmental Education 
Evaluation Resource Assistant) 



Matt Wiederhold 
Executive Director 
Main Street Medina 

5 Public Square 
Medina, OH 44256 

330-952-0910 

info@mainstreetmedina.com 

www.mainstreetmedina.com 
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