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ABSTRACT 

 

Lions New Zealand is a reasonably well-known charitable service organisation. However, the 

organisation has been experiencing a reduction in membership numbers. There is a general 

query whether this is related to a possible drop in awareness within the general public of this 

organisation’s work. Hence, this research aims to find a range of options for Lions Clubs in 

New Zealand to market themselves to raise public awareness, as well as encourage people to 

become members.   

This research applies the mixed methods approach, utilising a survey questionnaire for 

quantitative research, supported through Case Study methodology and triangulation with 

qualitative research from semi-structured interviews, observations and documentation. 

The marketing and promotional options to consider include Social Media and other online 

tools, conventional marketing options, as well as word of mouth. As the organisation is 

specifically aiming to raise awareness with the general public and increase membership, 

several types of solutions are researched, discussed and outlined on their potential merit.  

The findings of the research indicate online tools including Social Media are often, but not 

always, considered successful approaches. Conventional marketing and word of mouth 

frequently feature as equally worthwhile options to pursue.  Furthermore, research finds 

retention of current and new members can be improved if the organisation were to survey all 

members about the reasons for joining, as well as the reasons for staying. This will provide 

the opportunity to ensure the members’ needs and expectations are satisfied. Moreover, 

suggestions include changes to the current Induction Programme. Changes are also suggested 

to the current training sessions to include a service quality model and a specific marketing 

mix. 

This research identifies several opportunities to increase the number of younger members 

attracted to the organisation. The opportunities involve corporate clubs, cyber clubs, new 

clubs with only young members, cultural clubs, Leo Clubs, as well as an aim to attract more 

females, and families.
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CHAPTER ONE: 

INTRODUCTION  

 

1.1 Background  

The researcher and her partner joined the Lions Club of Waimauku four years ago. This is a 

very active, well-managed club which organises multiple local events and supports many 

local, national and overseas causes.  However, if the researcher tells friends, family or 

colleagues about the Lions, most people are unaware of what Lions Clubs are, what Lions 

Clubs do, or that it is the largest international service organisation. Many people in New 

Zealand don’t know about Lions Clubs. They seem unaware of the fantastic work Lions do 

within communities, and for the country. Lions Clubs appear not very good at marketing 

themselves, which is having a negative effect on attracting new members. With current 

members’ average age approaching 70, this is a serious issue as new, younger members are 

difficult to attract. Lions Clubs need to find out how they can promote themselves better, to 

encourage more people to join.  

 

1.2 Description of research 

This research has focused on whether, through marketing and informing the general public, 

younger new members might be attracted to join a Lions Club. Ideally a marketing strategy 

can be suggested which includes a broad enough approach to suit all the Lions Clubs in New 

Zealand. Social Media marketing is merely one option. One aspect of this research has Lions 

Club members considering which type(s) of events and/or community projects attract most 

attention, raising the general awareness, and possibly attracting new members. 

 

Lions Clubs NZ currently has about 10,600 members across 410 clubs in seven districts. 

District K incorporates Northland, Auckland, Coromandel and the Pacific Islands of Fiji, 

Tonga, Samoa and American Samoa. Hence, for a more practical approach, one district and 

two zones have been surveyed in this research. These zones include clubs that are located in a 

variety of locations including inner city, suburbia, semi-rural, and small town. It should 

represent a good cross-section of Lions Clubs and members. 
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1.3 Research aim and objectives 

The aim of this research is to find out about a range of options for Lions Clubs in New 

Zealand to promote themselves to ensure the general public become more aware of Lions 

Clubs; through this increased awareness, people should be encouraged to become members. 

The specific objectives of this research aim are; 

1. To determine whether improved awareness of Lions Clubs will increase new 

membership; 

2. To explore marketing options for Lions Clubs to improve awareness of Lions’ work; 

3. To explore Social Media as an option for Lions Clubs to promote their work in NZ 

and increase general awareness of their contributions to society; 

4. To determine how current members can be retained; 

5. To explore Social Media as an option for Lions Clubs to increase their membership; 

6. To explore marketing options to attract new [younger] members to Lions Clubs. 

 

1.4 Research questions 

The primary research question is “ What can Lions Clubs NZ do to market and promote 

themselves better to increase awareness and membership?”  

Sub-research questions:  

a. Does a general awareness of this organisation’s work mean that people are more 

likely to become a member of a Lions Club? 

b. Is marketing and communication through Social Media channels a solution?  

c. Which marketing strategy could work across most Lions Clubs in New Zealand?  

d. What encourages [younger] people to join a non-profit, charitable service club?  

e. Is there a specific [Induction] programme to encourage people to stay a member? 

 

1.5 Research focus  

The focus of this research will be to test the following hypotheses, ultimately aiming to 

provide useful conclusions and recommendations to Lions Clubs NZ: 

Hypothesis 1 (Objective 1) 
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H0(1) There is no relationship between the awareness people have of work Lions Clubs do, 

and those same people becoming a member of a Lions Club. 

Ha(1) There is a relationship between the awareness people have of work Lions Clubs do, and 

those same people becoming a member of a Lions Club. 

Hypothesis 2 (Objective 1) 

H0(2) There are no specific events that are likely to encourage people to become members of a 

Lions Clubs in New Zealand. 

Ha(2) There are specific events that are likely to encourage people to become members of a 

Lions Clubs in New Zealand. 

Hypothesis 3 (Objective 3) 

H0(3) There is no specific marketing strategy which is likely to promote the work of all Lions 

Clubs in New Zealand, such as through Social Media. 

Ha(3) There is a specific marketing strategy which is likely to promote the work of all Lions 

Clubs in New Zealand, such as through Social Media. 

Hypothesis 4 (Objective 4)  

H0(4) There are no specific ways to retain current members of a Lions Club. 

Ha(4) There are specific ways to retain current members of a Lions Club. 

Hypothesis 5 (Objective 5) 

H0(5) Social Media is not a good option to use when encouraging people to become a member 

of a Lions Clubs in New Zealand. 

Ha(5) Social Media is a good option to use when encouraging people to become a member of a 

Lions Clubs in New Zealand. 

Hypothesis 6 (Objective 6) 

H0(6) Social Media is not a good channel to utilise when Lions Clubs are trying to attract 

younger members. 

Ha(6) Social Media is a good channel to utilise when Lions Clubs are trying to attract younger 

members. 

Hypothesis 7 (Objective 6) 

H0(7) There is no relationship between the number of Leo Clubs and Lions Club membership. 

Ha(7) There is a relationship between the number of Leo Clubs and Lions Club membership. 
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1.6 Methodology and Data collection 

A mixed methods approach has been used for this research, using both qualitative and 

quantitative methods of data collection. Seven Lions Club members in senior positions have 

been interviewed. A list of the guiding questions has been included in appendix A. These 

senior members have all been involved in Lions in New Zealand, and some internationally, 

for many years. They were able to share some of the wealth of knowledge they have gained 

over those years.  Lions Clubs members from ten clubs completed a questionnaire. A sample 

of the questionnaire has been provided in appendix B. Further information regarding 

methodology and data collection has been included in chapter 3. 

 

1.7 Thesis structure  

This thesis will be structured as follows: 

Chapter One: Introduction 

Chapter Two: Literature review 

Chapter Three: Methodology 

Chapter Four: Research findings 

Chapter Five: Analysis and discussion 

Chapter Six: Conclusions and recommendations 

  

1.8 Chapter Conclusion 

With Lions Club members’ average age approaching 70, Lions Clubs NZ need to look at 

finding ways to market and promote the excellent work they do in many communities around 

the country. Approaching senior Lions members and several clubs through quantitative and 

qualitative methods of data collection should produce useful findings on how this service 

organisation can improve overall awareness and attract new younger members. 
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1.9 Chapter summary 

This chapter highlights the focus of this research, including background. To this extent, the 

problem description of Lions Clubs in New Zealand, research question and sub-questions, 

aim and objectives are outlined. Furthermore, general information regarding the research 

relating to methodology, data collection, and structure of the thesis are described. These are 

outlined to provide understanding of the overall research. The next chapter will outline 

current theories and existing studies associated with the research questions, and in support of 

the hypotheses. 
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CHAPTER TWO: 

LITERATURE REVIEW  

 

2.1 Introduction 

In the previous chapter details of the actual research were discussed, including the research 

aim and objectives. In this chapter an in-depth literature review is conducted, from which the 

hypotheses have been formulated. Numerous studies have been executed in not-for-profit 

organisations, as well as in donator behaviour. However, as the focus of this research is on 

finding insights into attracting new members to a service organisation, this literature review 

features information regarding volunteering and membership, community events, not-for-

profit and fundraising, charities,  marketing, Social Media, videos, and stewardship. 

 

2.2 Membership and Volunteering 

Working as a volunteer is also known as helping behaviour. Altruism and empathy have been 

found to be the most common individual motivators with regards to helping behaviour 

(Drollinger, 2010). Earlier research created a framework of distinct types of helping 

behaviour, revealing a three-dimensional structure including (a) spontaneous help versus 

planned help, (b) serious versus non-serious help, and (c) indirect versus direct help (Pearce 

and Amato, as cited in Drollinger, 2010). Furthermore, research found people who engage 

with non-profit organisations on a regular basis e.g., weekly, will have a greater sense of 

responsibility and dedication to the organisation than people who volunteer only occasionally 

(Bendapudi, Singh, & Bendapudi, as cited in Drollinger, 2010). People who volunteer only 

occasionally may become regular if they are asked more often. The same applies if rewards 

for volunteering become more personal. Highly particularistic rewards such as appreciation, 

recognition, and friendships for service are examples of such personal rewards which 

increase regularity of volunteering (Drollinger, 2010). 

Although altruism and empathy are common motivators, it was found volunteering actually 

positively impacts on the volunteers themselves. This is in relation to life satisfaction, as well 

as self-esteem, and better physical and mental health (Musick & Wilson, 2008). The pursuit 

of happiness involves deploying one’s strength and abilities, especially if using them to serve 

society (Seligman, Parks, & Steen, 2004). Research found the volunteers experience the 
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warm glow of giving, and if the service is truly appreciated, they will feel satisfied and happy 

(Haski-Leventhal et al., 2011).  

Moreover, despite the heterogeneity of definition of organisational identification, the 

organisational member has linked his or her organisational membership to his or her self-

concept, either cognitively or emotionally (Riketta, as cited in Leipnitz, 2014). A likely and 

necessary first step for contributing to self-concepts is the cognitive form of organisational 

identification (Van Dick, Grojean, Christ, & Wiseke, as cited in Leipnitz, 2014). 

Furthermore, the affective dimension relates to feelings such as pride in their membership 

(Riketta, as cited in Leipnitz, 2014). Ideally, volunteer members are able to perceive a 

‘oneness’ with the organisation, meaning they can define themselves in terms of ‘belonging’ 

as a member of the organisation (Mael & Ashforth, as cited in Leipnitz, 2014). 

As opposed to altruism, some people want to be seen by others as doing good. This is 

referred to as image motivation, and applies to individuals who are motivated by how they 

are viewed or perceived by others. They are seeking social approval. Hence, increasing 

‘visibility’ of pro-social behaviour such as volunteering will increase the level of both 

recognition and image motivation (Ariely, Bracha, & Meier, 2009). However, research by 

Meier (2006) argues that a person’s pro-social behaviour goes well beyond merely self-

interest as even in anonymous situations, with complete absence of material benefits, people 

still behave pro-socially. 

As well as a sense of community participation, volunteer work often leads to new social 

contacts and friendships. Individuals can and expect to gain a variety of benefits from 

volunteering at events. The value they gain depends on several elements such as their level of 

involvement and how they participate (Scott & Solomon, as cited in Ruperto & Kerr, 2009). 

Even though no monetary compensation is provided, volunteers make a significant 

contribution and benefit themselves through developing these social contacts and friendships 

(Li, Lin, & Chen, as cited in Orwig, 2011). It is important to understand that volunteers have 

to get more satisfaction from their work than paid employees, as volunteers are not paid for 

their time and effort. Satisfaction might come in the form of challenges, believe in the 

organisation’s mission, and training (Carson, as cited in Orwig, 2011). Furthermore, NPOs 

must be aware of changing lifestyles and increased competition, which are putting pressure 

on the availability of volunteers (Brady, Brace-Govan, Brennan and Conduit, 2011).  

Regardless of the reason for volunteering, several studies provide evidence of the positive 

relationship between people’s social experiences and their willingness to volunteer (Wang & 
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Graddy, as cited in Shier & Handy, 2012). Research by Sargeant and Hudson (2008) supports 

this view. They also found a link between people’s propensity to donate and volunteer, and 

the reputation of the organisation.  As increasing general awareness of Lions Clubs is a focus 

of this research, the researcher hypothesizes that there is a relationship between the awareness 

people have of the work Lions Clubs do, and people becoming Lions Club members. 

Service clubs have experienced significant changes in the past few decades with female 

membership growing substantially in many countries. Kou, Hayat, Mesch and Osili (2014) 

researched the influence women have on the charitable giving behaviour of members at LCI. 

Other research had already found increased female involvement influenced corporate social 

responsibility ratings (Bear, Rahman, & Post, 2010), and in greater corporate philanthropic 

contributions (Marquis & Lee, 2011). Research findings indicated that belonging to a club 

with about 50% female membership, and increasing overall membership, meant a greater 

likelihood of donating [to LCI] (Kou et al., 2014). Moreover, participation of women, and 

families, represents the largest potential means for club expansion.  

Organisational viability is further enhanced by increasing membership, as research has found 

people who volunteer more also donate more (Sargeant and Hudson, 2008). Volunteering and 

participation opportunities build a sense of connection to an organisation, hence enhancing 

trust and appreciation of the organisation’s mission. This in turn is likely to yield more 

monetary contributions (Wang & Graddy, 2008). Leipnitz (2014) conducted specific research 

into the impact of service quality, and found a strong positive impact between service quality 

and [donor] satisfaction, as well as to [donor] loyalty. It can be expected that the service 

quality i.e., how well volunteers were treated when participating, has a similar impact on their 

loyalty and feeling of satisfaction towards the organisation they gave their time and 

contributions to. However, apart from Leipnitz’s research, the researcher has not been able to 

find any specific research about membership. Hence, this research aims to find out why 

people join a service club, as well as the reasons for them to stay as members.  

To enhance this increase in monetary contributions, members need to be encouraged to stay. 

There is some evidence in research of service organisations (such as fitness centres) that 

gender, age and marital status affect loyalty and continued membership (Daughtrey, Vowles, 

& Black, 2013). These researchers found that single people are more likely to continue 

membership as they seek social ties, versus married people with children whose social needs 

are already met within the family unit. This research will include demographics to establish a 

better understanding of current members, as well as pathways for Leos. Research will aim to 
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establish whether younger members are more likely to be attracted through Social Media 

channels.  The researcher hypothesizes that Social Media is a good channel to utilise when 

Lions Clubs are trying to attract younger members. 

Retention of members is affected by other motivators. Research by Wandersman and Florin 

(as cited in Ohmer, 2008) found the level of satisfaction and enjoyment among members was 

significantly related to organisational characteristics such as cohesiveness, order and 

organisation, and leader control. This research also found members’ active involvement was 

greater in a social climate high in cohesion, but with a lower tolerance in independent, 

uncoordinated actions. Furthermore, active block associations such as Lions Clubs were more 

effective in recruiting members proactively, attracting a greater proportion of residents to 

become members, and engaging members in more activities. Active associations are more 

likely to establish links with and receive help from external sources which help to maintain 

organisational viability (Ohmer, 2008). Viability is an important aspect in retaining members, 

as all members pay an annual membership fee. Some of that fee goes to the Lions Clubs 

International Foundation (LCIF). 

Retention of current members will ensure those members’ fees will be received on an 

ongoing basis, assisting in the viability of the club, and of LCIF. Hence it is important to 

retain members. This research will hypothesize there are specific ways to retain current 

members.  

Some researchers argue that since the start of the Global Financial Crisis (GFC), employees 

are, on average, paid less but became more productive (Schoen, 2009). From this argument, 

Orwig (2011) concludes that organisations must ensure that volunteers feel more satisfaction 

from their work than paid employees, as the volunteers are not compensated monetarily. 

They must be made to feel valued and challenged, and treated as active members of the NPO. 

 

2.2.1 Organised events 

Many charitable organisations in New Zealand will put on special events. To the active 

members in these organisations, these events create a “feel good factor”. The reasons for 

organising such events vary per NPO. One reason might be to utilise the event as a marketing 

activity to increase awareness of the charity and/or of a particular cause. Another reason 

could be to raise funds and support (Peloza & Hassay, 2007). Allen, O’Toole, Harris and 

McDonnell (2005) argue that events and festivals are mainly organised for their social, fun 
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and entertainment value. The events are likely to engender pride in the community, 

strengthen a feeling of belonging, and create a sense of place. The reason for individuals to 

participate in such events can be quite different. Van der Wagen (2001) is more cautious, as 

this researcher has identified many potential risks of events, such as expense, length of the 

planning process, as well as both financial and safety risks involved.  Ruperto and Kerr 

(2009) urge NPOs to have a clear purpose, stated objectives, and key performance indicators, 

to ensure each event is well organised and meets the aims and objectives envisaged at the 

start of the process. One of those objectives could be to attract new members. The researcher 

hypothesizes that specific events are likely to encourage people to become members of a 

Lions Club. 

The organisers of such community events ideally have the support of their council, local 

businesses, and the community. Furthermore, the purpose of the event should be clear. As 

with the Telethons in the eighties, if a clear purpose - such as fundraising for one particular 

cause - is the objective, then success is more likely. Other research share a similar view 

(Brady et al., 2011), emphasising a clear link between a particular fundraising focus and 

improved organisational performance. Ruperto and Kerr (2009) have devised a model for the 

purposes of not-for-profit (NFP) events (fig.2.1). This shows a multitude of samples of clear 

purposes for an event organised by a NPO. Although ‘fundraising’ was the most mentioned 

objective, many other responses were included (Ruperto & Kerr, 2009). These researchers 

also found that many NPOs contract outside event organisers. However, if this practice 

doesn’t apply [as with Lions Clubs], they suggest an event template is prepared by the 

charity. This template must allow enough flexibility to ensure the uniqueness of each 

community and event is upheld. Volunteers play an important role in charity events, in 

particular for labour and skills.  

Media involvement is important for promotion of the event. Corporate support was identified 

as having two dimensions: (1) enhancing community engagement and attracting people to the 

event and (2) benefits to the business as they are seen to be part of the community. Ideally 

those members or contractors organising the event should be aware of these key dynamics 

within the community, and the importance of engaging with all stakeholders (Ruperto & 

Kerr, 2009).   
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Figure 2.1 The Purposes of the NFP Event (Ruperto & Kerr, 2009, p.303) 

 

2.3 Not-for-Profit and Fundraising  

Fundraising and marketing are crucial parts of a NPO’s activities (McGee & Donoghue, 

2009). Lions Clubs can be considered a non-profit membership association, which is defined 

by Kou et al. (2014) as “formally organised groups of which most members are not 

financially remunerated for their participation.” Such associations, which are also referred to 

as ‘voluntary service clubs’, play a unique and important role in society. The primary purpose 

is serving the public interest. Lions Clubs motto was adopted in the mid-1900s and remains 

“we serve”. As with most non-profit membership associations and service clubs, Lions Clubs 

were formed in the early 1900s as a mechanism for business networking and friendly mutual 

support (Hoolwerf & Schuyt, as cited in Kou et al., 2014). The “big three” alone, namely 

Lions Clubs International (LCI), Rotary International, and Kiwanis International, formed 

clubs in 70 countries worldwide by 1937. They then expanded to 188 countries in 1997, 
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organisations have partnered with other organisations to address community needs and 

engage in successful charitable activities worldwide (Kou et al., 2014). 

Public confidence levels in charitable non-profit organisations in the USA have apparently 

decreased significantly since “the sluggish disbursement of the American Red Cross Liberty 

Fund” after 9/11 (Light, 2008, p.1). UK based media reports that since 2009, the charity 

sector’s income has flat-lined. The charity sector’s economic recovery is apparently not 

keeping pace with the economic recovery the rest of the UK economy is experiencing since 

the global recession (NCVO, 2015). Sargeant, Shang and Shabbir (2010) also found support 

stagnant at 2.2% of household incomes. Contrary to these findings, research by O’Neill 

(2009) shows stable levels of support for charities, and continued high regard of non-profit 

subsectors.  

It should be noted important differences exist between for-profit and non-profit organisations 

(NPOs). Contrary to the commercial sector, NPOs have multiple constituencies, with a focus 

on service, community, and pressure from the external environment such as through 

government policy (Andreasen & Kotler, 2008). NPOs financial performance is not the 

primary objective, however they gain their resources and legitimacy from stakeholders. 

Hence stakeholder orientation and performance are the main focus for such organisations 

(Duque-Zuluaga & Schneider, as cited in Leipnitz, 2014). NPO managers are required to 

master techniques which enable them to evaluate stakeholder satisfaction, identification, 

and/or loyalty (Morley, Vinson, & Harty, as cited in Leipnitz, 2014) in a way that 

acknowledges and meets the stakeholders’ expectations and interests (Balser & McClusky, as 

cited in Leipnitz, 2014).  

One such technique is through the use of the American Customer Satisfaction Index (ACSI) 

which measures the relationship between satisfaction and loyalty (Mittal & Kamakura, 2001). 

Information obtained through the use of ACSI provides useful information about customer 

satisfaction, its antecedents, and its consequences. This information enables organisations to 

evaluate, compare, benchmark against others, and enhance their performance through 

strategic decision making (Leipnitz, 2014). Fornell (as cited in Leipnitz, 2014) supports the 

use of the ACSI Model, as it considers overall customer satisfaction through four 

antecedents, being perceived quality, customer expectations, perceived value, and customer 

loyalty. Considering Lions Club members are their main stakeholders, using this ACSI Model 

could be a valuable tool to gauge members’ satisfaction with the organisation, and their 

continued loyalty to their club.   
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2.3.1 Fundraising 

Increasingly, managers and CEOs of NPOs are tasked with activities relating to fundraising 

and marketing. A crucial part of a NPO’s activities is relationship building with potential 

donors. McGee and Donoghue (2009) argue that marketing and fundraising in NPOs and 

voluntary organisations, such as charities, must be negotiated sensitively because of the 

voluntary nature of these organisations. These organisations are perceived to be ‘good’ and 

‘trustworthy’, resulting in donors being interested in providing funds. However, there is a fine 

balance between this ‘goodness’ and having a professional approach to long-term 

development of fundraising sources. Other researchers agree, adding that all institutions, 

including charities, are required to abide by societies’ rules and requirements in order to gain 

support and legitimacy (Feeney, as cited in Saunders, 2013). This also applies to online 

behaviour. Sargeant et al. (2010) identified a lack of knowledge and understanding of the 

fundraising process and the role the member of the charitable organisation plays. It was 

suggested guidance, information and training is provided to trustees, board members and 

those people involved in building and maintaining relationships with donors. 

Nowadays charities market themselves directly to potential donors through online Social 

Media networking tools. This approach is known as ePhilanthopy or e-fundraising (Saunders, 

2013). Kanter and Fine (2010) even argue these tools are not merely extensions of the 

traditional marketing approach of NPOs, but are true extensions of fundraising techniques, 

providing opportunities to engage with both benefactors and beneficiaries. Figure 2.2 shows a 

typical structure used in consumer-oriented fundraising, which is based on cause-related 

transactions for NPOs (Saunders, 2013). The use of celebrities is central to consumer-

oriented fundraising. The celebrity raises awareness and media hype for a particular event or 

fundraising initiative (Wheeler, 2009).  
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Figure 2.2 Consumer-oriented fundraising (Saunders, 2013). 

Consumer-oriented fundraising will attract donations from the general public, consumers, and 

philanthropists, For-profit companies will contribute through their corporate social 

responsibility (CSR) strategy. The funds raised will flow through to the charity, which will be 

responsible for distributing these funds sensibly to one or more beneficiaries.  

It is important to note that the use of celebrities and large-scale fundraising events can be 

seen as ‘mass marketing’. Research has found many consumers will now either ignore or 
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develop new sources of funds and attract a broader audience (Saunders, 2013). After the most 
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however that the marketing of such approaches is adapted to the online world to reach diverse 

groups of people and networks. That means that fundraising events can still be coordinated 

marketing efforts across zones and districts, such as the Centennial events (“Join the 

centennial challenge”, 2016). 

 

2.4 Marketing 

Managers of NPOs increasingly recognise the importance of evaluating the performance of 

the organisation for strategic, tactical, and ethical reasons (Garcia, Gonzalez, & Acebron, 

2013). Ideally, NPOs have a business strategy in place, including a marketing direction and 

budget. Similar to for-profit businesses, charitable non-profit organisations should track how 

marketing expenditure influences what customers know, and how they behave. Outcome 

measurements should include non-financial measures such as attitudes and behavioural 

intentions (Rust, Ambler, Carpenter, Kumar & Srivastava, 2004). Bennett (2007) supports 

this view, stating that fundraising charities need to have excellent marketing competencies, 

including financial accountability for marketing expenditure.  

UK based charitable organisations have been experiencing ‘anti-marketing bias’. A 

reluctance to measure marketing activities has resulted in campaigns and specific advertising 

not being pre-tested or evaluated (Rust, as cited in Bennett, 2007.) Brady et al. (2011) found a 

similar negative attitude and limited view of marketing, when it is viewed as public relations, 

advertising or selling. Contrary to these findings, other research has found an increased 

realisation of the importance of brand equity.  High brand equity increases public perception 

regarding reputation, lifetime value support and amounts donated (Clark, as cited in Bennett, 

2007). This research aims to determine how awareness (or lack thereof) of Lions Clubs 

affects its ability to attract new members. It should be noted that the effectiveness of an 

awareness-raising marketing campaign can be very difficult to measure (Bennett, 2007). Still, 

this research hypothesizes that there is a specific marketing strategy that can promote the 

excellent work of the Lions Clubs in New Zealand.   

One such specific marketing strategy was applied by a charitable organisation in the USA 

that adopted a similar structure and approach to Rotary Clubs. They approached two separate 

target audiences to increase membership. They approached and attended other club events, 

such as book clubs, study circles and speaker series. They also established school clubs 

(Andreasen, as cited in McGovern, 2012). There may be merit in these specific marketing 
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strategies. Lions Clubs can establish Leo Clubs, which are structured clubs for 12 aged and 

older.  Leo Alpha clubs are for 12 to 18 year olds, and are often established in coordination 

with a local high school. Leo Omega clubs are for 18 to 30 year olds, with the idea being that 

those members over 30 years of age join their local Lions Club. Currently only a small 

number of Leo Clubs and members remain. This research hypothesizes that an increase in the 

number of Leo Clubs will have little or no effect on Lions Club membership. This research 

benchmarks against Rotary’s equivalent of Interact (12-18 years) and Rotaract (18-30 years). 

This research also considers whether the use of Social Media is likely to attract younger 

members to the organisation. 

 

2.4.1 Social Media 

Campbell, Lambright, and Wells (2014) boldly claim that Social Media has the potential to 

change a wide variety of management practices in NPOs. This argument warrants further 

investigation. Firstly, Social Media must be defined to ensure clarity. Kaplan and Haenlein 

(2010, p.61) define Social Media as “a group of internet-based application that build on the 

ideological and technical foundations of Web 2.0 and that allow the creation and exchange of 

user Generated Content.”  Web 2.0 is defined as “an open and collaborative system through 

which users share and modify content. Web 2.0 pools collective intelligence, and it is the 

platform on which Social Media operates” (Campbell et al., 2014). For clarification, Web 1.0 

tools are those online tools which only allow one-way communication such as websites. 

Examples of Web 2.0, and Social Media, which allow two-way communication are 

Facebook, Twitter, Instagram, and blogs.  

Unfortunately, research has revealed a lack of consensus among non-profit managers 

regarding the role of Social Media. It was found that most NPOs use Facebook and Twitter as 

one-way communication tools to share key information about the organisation with key 

constituents, such as through Facebook posts which describe the organisation’s work (Saxton, 

as cited in Campbell et al., 2014). Even though Web 2.0 tools are ideal for two-way 

communication, ineffective use of these tools means they are reduced to one-way 

communication. To ensure effective use, managers establish a standard-setting process and 

move toward institutionalisation. This will remove variation in practice and create 

predictability in use (Campbell et al., 2014). Practically, this might mean having a small 

Social Media team which looks after Web 2.0 communication for the whole organisation. 

These researchers suggest, for example, that informational tweets, in particular those that 
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relate directly to readers, are supplemented by additional content through the inclusion of a 

hyperlink to enhance this form of engagement (Campbell et al., 2014). Klang and Nolin 

(2011) agree to such engagement, as they urge NPOs to ensure they meet public expectations 

by maintaining transparency and being informative about a wide range of the organisation’s 

operations. Hence, Campbell et al. (2014) suggest that public service professionals realise the 

engagement potential of Social Media, and develop their capacity in communicating via these 

online channels. Anders (2016) highlights the importance of team work when communicating 

online, whether internally or to external stakeholders, and defines ‘enterprise Social Media’ 

as “including diverse types of software and media applications: audio and video broadcast, 

blogs, instant messaging, social networking platforms, social tagging, and wikis” (p.225). 

Enterprise Social Media, as a public relations tool, is seen by some researchers as one of the 

most appropriate venues to develop relationships with stakeholders (Li & Bernoff; Solis & 

Breakenridge, as cited in Waters & LeBlanc-Feneley, 2013). The online tools have the 

potential to create a community environment where external stakeholders may be receptive to 

an organisation’s message (Waters & LeBlanc-Feneley, 2013). Again, these researchers 

identify that even though Twitter, blogs and Facebook offer excellent opportunities to create 

a community environment, many fall short of attempting to seriously use these tools to build 

relationships and be interactive in the Social Media sphere (Huh, as cited in Waters & 

LeBlanc-Feneley, 2013). In fact, Kent (2008) encourages organisations to closely examine 

blogs and their potential benefits before adding them to the organisation’s communication 

toolbox. Hearn, Foth, and Gray (2009) call for increased research to determine the true 

potential of relationship cultivation on Social Media sites, and investigations into the short-

term and long-term financial benefits, before NPOs expend more resources.  

A further issue [with Social Media marketing] is public opinion. Vorvoreanu (2009) found 

that people were apathetic to organisations that attempt to establish a presence on Facebook 

and other social networking sites. People were not found to be overly supportive. Research 

found organisational websites to be a useful tool in the formation and maintenance of 

relationships between a NPO and the public (Kent & Taylor, as cited in Waters & LeBlanc-

Feneley, 2013). Organisations have more control over their own website than their social 

networking sites, as others can post negative comments and challenge organisational 

messages. Hence, Waters and LeBlanc-Feneley (2013) question whether the sacrifice of 

complete control outweighs the challenge of driving visitors to your website. Public relations 

professionals believe the website is an important tool in building reputation and keeping up 
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with competitors (Hill & White, as cited in Waters & LeBlanc-Feneley, 2013), Positive 

experiences can be enhanced through frequent updating of the website, user-friendly design, 

and through opt-in notifications (Nielsen & Norman, as cited in Waters & LeBlanc-Feneley, 

2013), Interactivity can be featured through downloadable videos and publications, chat 

rooms, contact information, surveys, and blog links. Incidentally, the definition of 

interactivity is debated by Jo and Kim (2003) as being “mutual relational interactions 

between the message provider and the recipient”. Regardless, Waters and LeBlanc-Feneley 

(2013) claim that the advent of Social Media has generated opportunities that differ 

substantially from the use of traditional websites. They view websites as static and 

traditional. These researchers found that Social Media added three elements that are key to 

successful strategic communication efforts, including capabilities to send dynamic messages 

instantly to large numbers of people, opportunities to share multimedia and interact through 

platforms’ applications, and the creation of formal and informal social networks which can be 

used to grow a community of supporters.  

Despite these seemingly huge opportunities, many studies have shown that NPOs largely use 

Social Media in the same manner as their organisational websites. Most Web 2.0 tools such 

as Facebook (Waters et al, 2009), Twitter (Bortree & Seltzer, 2009), and blogs (Sung-Un & 

Joon Soo, 2009) are consistently used for one-way messaging. Even though Facebook, 

Twitter and blogs lend themselves ideally to two-way communication, these tools are often 

merely used for promotion and publicity (Waters and LeBlanc- Feneley, 2013). Schlinke and 

Crain (2013) urge users of Social Media, as a means of marketing and communicating to an 

audience, to commit to these four key considerations: (1) goals e.g, what is the organisation 

attempting to accomplish; (2) strategy e.g., what is the content strategy, and how will this 

affect the perception of our brand; (3) tools and implementation e.g., what tools and resources 

are available and how can we best implement them; (4) risks e.g., what are the risks and 

potential cost?   

These researchers highlight some benefits and issues which might directly apply to Lions 

Clubs. Goals of this organisation might include brand extension, as well as making club 

members accessible regardless of physical location. Schlinke and Crain also raise some 

valuable questions, such as “how does an organisation engage with a community?” (2013, 

p.86). Several valuable suggestions and considerations have resulted from their research. 

Furthermore, it highlights the adoption of social networking amongst users in the 50-64 age 

group, which has been found to have risen to 57% in late 2012. Zickuhr and Madden (2012) 
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also found that social networking sites (SNS) were becoming more popular. They found that 

in the age group 30 to 49 years of age, use of SNS had increased from 52% in 2000 to 72% in 

2012. For those 50 to 64 years old, use had increased from 31% to 50%. In the older age 

bracket of over 65, use in 2000 of SNS was only 18%, and in 2012 had risen to 34%.  These 

specific demographics are of interest to Lions Clubs NZ, as they aim to attract younger 

members to their clubs. Hence this research aims to find out about the adoption rate of Social 

Media of current members. 

When using Social Media, organisations must take the time to think about the desired 

audience, and the type of content that will engage this audience. For communication and 

marketing through Social Media to be successful, firstly the appropriate platform must be 

selected. Secondly, a good content strategy must be written. The focus of this content strategy 

should be on quality, rather than quantity. Consistent and dependable content delivery will 

nurture and grow a community. Overwhelming people with content without putting much 

thought into the posts is unlikely to be a successful strategy (Schlinke & Crain, 2013). Blogs 

are another way of engaging and building an online community.  Blogs are defined as 

“frequently updated personal web journals that can dramatically help both small and large 

companies communicate their product messages. They increase people’s ability to share ideas 

and information exponentially, and on a worldwide scale” (Microsoft, as cited in Dearstyne, 

2005).   This measurable online tool can facilitate goal setting, as well as determining if 

progress toward the content strategy and community engagement is being made (Schlinke & 

Crain, 2013).   

Ultimately, it is important to remember to be informative and educational. Ideally Social 

Media and relevant tools such as websites and blogs should be used to engage with the 

community and to keep your audience engaged: ask questions, and be ready to respond 

(Schlinke & Crain, 2013). Waters & LeBlanc-Feneley (2013) support this view, and apply it 

also to Web 1.0 tools. Positive experiences are likely to increase by updating websites on a 

frequent basis. Users should also be allowed to opt-in to receiving updates and notifications.  

Social Media channels are used to communicate with the general public. In New Zealand, 

there is currently little evidence to suggest that Social Media marketing is used effectively by 

Lions Clubs to attract new members. Therefore, this research investigates useful marketing 

options on Social Media. We hypothesize that Social Media marketing is a good option to use 

when encouraging people to become a member of a Lions Clubs in New Zealand. 
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2.4.2 Videos 

Promotional activities on Social Media have used photos for many years. However, since the 

widespread adoption of mobile phones, and the functionality enhancements made to smart 

phones, online video content has become very popular (Carroll & Heiser, 2010).  Common 

concept of a brand image is based on a person’s mental image of the organisation’s name, 

logo, colour combination, and possibly slogan. However, Cliffe and Motion (as cited in 

Waters & Jones (2011) claim the organisation’s brand is much more than a visual or auditory 

message; it represents the entire identity based on a person’s experiences with an 

organisation, including its mission, activities, and success stories. It is these success stories 

which should be the key component in videos.  

Brown (as cited in Waters & Jones, 2011) suggests that the creation of videos maybe the 

most powerful tool for creating mental impressions in the public’s mind. Videos can enhance 

the public’s impression of products and services, provide the organisation with a ‘human 

face’, and build up the brand image. Non-profit, for-profit, and government agencies are 

increasingly turning toward Social Media, such as YouTube and Facebook, to spread 

organisational news through videos. For those sceptical about the success of videos, Purcell 

(2010) points out that seven in 10 adult Internet users, which translates to about half of adult 

users, have watched streaming videos online. Videos on YouTube and Facebook can 

reinforce awareness of NPOs programmes and services, promote fundraising events, and 

shape the brand and identify of the organisation. Some NPOs haven even used videos to 

recruit volunteers to activities and special events (Waters & Jones, 2011). If videos can be 

used to attract and inform, they will also have a place in showing gratitude to stakeholders 

and members. 

 

2.4.3 Stewardship 

Kelly (2001) first outlined the value of stewardship, as the fifth step in public relations. The 

concept of stewardship relates to responsible management such as overseeing and protecting 

another’s [financial] affairs, as such preserving, sustaining and nurturing its worth. It involves 

moral obligations and responsibilities. Block (as cited in Waters, Burnett, Lamm & Lucas, 

2009) argues that replacing leadership with stewardship reallocates the purpose and power of 

the organisation. 
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Stewardship is important to NPOs, as it focuses on the demonstration of gratitude to 

stakeholders for their involvement in the organisation. True stewardship creates a balance of 

reciprocity. Incorporating such reciprocity into public relations programmes mandates the 

organisations’ respect for its stakeholders. This can be through acknowledgement of their 

involvement, or through acts of appreciation. It can be the simple act of saying ‘thank you’. 

Kelly (as cited in Waters & LeBlanc-Feneley, 2013) argues that public relations practitioners 

rarely thank the public, even though the organisation’s success depends on the public’s 

support. Stewardship applies to Lions Clubs in two ways. Firstly, stewardship applies as 

described above, where the individual clubs and the district and national representatives 

ideally make a point of thanking those who have been involved with the clubs. These can be 

people who have donated time or money, or people who participated in events. Secondly, 

stewardship can apply to the clubs’ members. Gratitude should apply to both external and 

internal stakeholders. Showing gratitude and thanking people for their involvement is sure to 

enhance overall stakeholder satisfaction, and aid retention of members.  

As Kelly (as cited in Waters & LeBlanc-Feneley, 2013) found, retention marketers have 

systematically adopted these practices to build loyalty. Stakeholder acknowledgement can be 

in a variety of forms, such as being included in an online posting, to receiving a special 

award. Ledingham (2003) even suggests that public acknowledgement of positive stakeholder 

attitudes and behaviours will increase the likelihood of similar positive and supportive 

behaviour in the future. Such relationship nurturing and interpersonal communication should 

be at the forefront of any [marketing] strategy adopted by Lions Clubs NZ, including its 

strategy of member retention. 

 

2.5 Chapter Conclusion 

Current literature reveals the most common individual motivators for volunteering and 

becoming a member of a charitable organisation have been found to be altruism and empathy. 

It can be concluded from the review of current literature that it is not clear whether 

fundraising or community events raise awareness and/or attract new members to non-profit 

organisations (NPOs), hence this has guided the main research question. 
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2.6 Chapter Summary 

Research in current literature points to the positive impacts volunteering and membership of 

such organisations has on the individual and their community. Community events also aid the 

‘feel good factor’ in individuals and the wider community. Not-for-profit organisations, or 

‘NPOs’, seek to raise funds through donors and fundraising. Marketing remains an important 

aspect of NPOs’ future, and Social Media is seen as an important channel. Video material can 

enhance an organisation’s [marketing] appeal, as can stewardship as one aspect of public 

relations. 
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CHAPTER THREE: 
METHODOLOGY  

3.1 Introduction 

In chapter two, the literature review highlights the importance of volunteers and members to 

charitable organisations. Furthermore, the positive impacts on the individual who joins a non-

profit charitable organisation are not to be discounted. Not-for-profit and service 

organisations seek to attract funding through donors and community events. Marketing and 

public relations are invaluable in the promotion of the organisation, as well as the specific 

events organised by these NPOs. Research seeks to find how a service organisation can 

market and promote themselves better to increase awareness and membership.  

Chapter three provides an insight into the research methodology, research design and 

methods of data collection used in this research project. The researcher considered 

quantitative and qualitative methods. It was found, taking into account strengths and 

limitations of each method, that the mixed methods approach was most appropriate for this 

research project. As a mixed method approach is used, details of both paradigms have been 

included.  

This chapter will also discuss the specific methods of data collection utilised in this research, 

which comprise of interviews, observations, documentation, as well as questionnaires.  

 

3.2 Research Methodology 

The overall approach to the entire research process is known as the methodology (Collis & 

Hussey, 2014). Firstly, they define research as “a systematic and methodical process of 

inquiry and investigation with a view to increasing knowledge” (Collis & Hussey, 2014, 

p.344). Secondly, these same researchers define methodology as “an approach to the process 

of the research encompassing a body of methods”. Hence, a combined definition can be 

derived such as ‘a systematic approach to the process of research inquiry and investigation 

using a body of methods with a view to increasing knowledge.’ As mentioned by Wahyuni 

(2012) research methodology refers to the ideological and theoretical basis of a research 

method. In turn, research method involves the actual practice of conducting research. 
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3.2.1 Case Study Methodology  

Case study methodology is used to analyse the research findings. Case-oriented analysis  

provides the opportunity to interpret the meanings, experiences, attitudes, and opinions of a 

relatively small group of people within one organisation, utilising the data obtained through 

both quantitative and qualitative research approaches.  Mixed method is referred to as 

triangulation by Collis and Hussey (2014), as they define as “the use of multiple sources of 

data, different research methods and/or more than one researcher to investigate the same 

phenomenon in a study.” Jick (as cited in Collis & Hussey, 2014) reports the use of different 

methods reduces bias in data sources, methods and investigators. Methodological 

triangulation is particularly useful when using more than one method to collect and analyse 

data, for example conducting exploratory interviews to identify key issues and provide 

insights into the issues before conducting a questionnaire survey.  

 

A case study is defined by Swanborn (2010) as “the study of a social phenomenon carried out 

within the boundaries of one case (organisation) in which the phenomenon to be studied 

enrols in a natural context by collecting information from persons participating in the 

process” (p.13). The information collected includes values, expectations, opinions, 

perceptions, resources, controversies, decisions, mutual relations, and behaviours. The 

collection process is guided by a broad research question, and explores data to formulate 

more precise research questions. It uses several data sources, including documentation, 

interviews and observations. An optional follow-on can be a debate to discuss the research 

findings with all participants in the organisation (Swanborn, 2010).  

 

This will be a single-case study, and findings will be compared to the same organisation in an 

earlier time-frame. Some comparisons will be made with other charitable, service 

organisations in New Zealand. 

Swanborn (2010) has also identified a possible short-coming of ‘one moment survey’. 

Transversal research is less likely to achieve the in-depth insights into association of 

successive events and conditions that longitudinal research will achieve.  
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3.3 Research Paradigm 

A mixed method approach is utilised for this case study oriented research. A qualitative 

approach is used for semi-structured interviews, conducted with seven senior members at 

district and zone level. This is followed by quantitative research through the use of a 

questionnaire. Observations will be conducted at meetings. Documentation and other research 

findings will also be incorporated in this research. This mixed approach means that 

collectively this research will provide a wider pool of data to analyse. By linking mixed 

analysis techniques to philosophical assumptions and stances, an interactive and dynamic 

linkage is provided (Onwuegbuzie, Johnson, & Collins, 2009).  

 

3.3.1 Intensive approach 

For this case study research, the intensive approach is used. Research will focus on only one 

organisation, and study the phenomenon of membership and awareness in depth for only this 

organisation. The research is conducted over a period of three months, and historical 

documentation dates back to 1955. Data is collected from spokespeople and documents. This 

intensive approach will provide an opportunity to explain the history, changes over a period 

of time, and the complex structure of the phenomenon. It involves monitoring of participants 

and others, including their [changing] expectations, attitudes, decisions as well as their 

influence on each other. The focus is on description and explanation of developments within 

this organisation. As an intensive approach is used, it does not focus on whether the result 

findings can be generalized in other contexts [such as Rotary] as this would require an 

extensive approach (Swanborn, 2010). 

 

3.3.2 Qualitative approach 

An interpretivist paradigm is more likely to obtain in-depth information from members. This 

research approach can be adopted through the use of explorative research, such as collecting 

data from a range of different people.  The focus will be on meaningful characterisations, 

interpretations and other relevant expressive descriptions. The interpretivist paradigm focuses 

on the participants’ own frame of reference and the underlying human behaviour (Collis & 

Hussey, 2003). It assumes that social reality is in our mind, that our opinions are subjective 

and multiple. This type of research involves an inductive process with a view to providing 

interpretive understanding of a social phenomenon within a particular context (Collis & 
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Hussey, 2014). Van Maanen’s (as cited in Collis & Hussey, 2014)) early definition of 

interpretivist paradigm was “an array of interpretative techniques which seek to describe, 

decode, translate and otherwise come to terms with the meaning, not the frequency, of certain 

more or less naturally occurring phenomena in the social world.” This will fit well with the 

interviews with individual Lions members at senior positions within the organisation.  

Senior members should be reasonably well informed about their clubs and their members. It 

is expected they will also be knowledgeable about the use of Social Media and websites by 

Lions Clubs.  Some might even know how websites and Social Media are used by Lions 

Clubs internationally.  Conducting qualitative studies can provide insights into the perception 

and values of members at voluntary service organisations (Kou et al., 2014). Appendix A 

reflects an outline of the questions used to start and keep the conversation going.  

 

3.3.3 Quantitative approach 

The positivist paradigm can be used for this research through the use of a questionnaire. 

Positivism is defined by Collis and Hussey (2014, p.343) as “a paradigm that originated in 

the natural sciences. It rests on the assumption that social reality is singular and objective, 

and is not affected by the act of investigating it. The research involves a deductive process 

with a view to providing explanatory theories to understand social phenomena.” 

In its pure form, the positivist paradigm involves the philosophical assumptions that there is 

only one reality, and that knowledge comes from objective evidence about observable and 

measurable phenomena. In this positivism paradigm and epistemological assumptions, the 

researcher is distant from phenomena under study. However, in this research project the 

researcher is not distant. As a mixed methods approach was adopted, the interpretivism 

paradigm was incorporated in the quantitative approach, by searching for multiple realities 

and knowledge which come from subjective evidence from participants. In the questionnaire 

used, the participants are asked for their subjective opinion. The results are expected to be 

accurate and reliable through validity and reliability (Collis & Hussey, 2014). 

Zikmund, Babin, Carr and Griffin (2013) found that many research projects now combine 

both qualitative and quantitative research. A thorough understanding of the research concept 

is required before valid survey measures can be developed, which is ideally suited to 

qualitative research. However, validation of the formal measurements and capturing these 

measurements reliably for the intended concept requires quantitative research (Babin, Darden 
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& Griffin, as cited in Zikmund et al., 2013). Moreover, qualitative research may be needed to 

separate symptoms from problems. Quantititave research can be used next, to test 

relationships among relevant variables (Stengal, Dixon & Allen, as cited in Zikmund et al., 

2013).  

The interviews were conducted first, and informed the survey process. Appendix B reflects 

indicative questions in this questionnaire. Upon completion of the interviews, two questions 

were changed in the questionnaire: 

• Question 2: ‘Fellowship’ was deleted, as it was deemed too similar to 

‘companionship’ 

• Question 3: ‘Going out for dinner with the club’, ‘social evenings including partner 

nights’, ‘organising fundraising events’, ‘assisting others in organising events’ were 

replaced by ‘socialising with club members’, ‘catching up for a drink before 

meetings’, ‘organising and assisting to organise events’, ‘networking opportunities’, 

‘leadership training’, and ‘Lions Induction program’. 

Quantitative research will result in measurable, numerical data which can then be analysed 

and the null hypotheses tested.  

 

3.4 Method of data collection and data analysis 

3.4.1 Data collection 

Semi-structured interview 

Interviews were conducted in order to obtain an insight into a variety of issues, opinions, 

attitudes and views. Participants selected satisfied the following criteria. First, they have all 

been a member of Lions Clubs NZ for multiple years. The senior positions within Lions 

Clubs NZ these participants currently occupy can only be reached after many years of active 

service. Secondly, due to time and budgetary constraints, these participants were also chosen 

as they are mostly located in the greater Auckland region. They were located within a 

maximum of 60 minutes travelling time from the researcher’s residence. The third criterion 

was gaining consent of the participants, and their availability during the research period.  

Neither the participants nor their positions within the organisation are named in this research 

project as to do so would likely identify some of the participants which would be in breach of 
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an understanding signed between the researcher and the participants. It is anticipated that 

there may be some common findings between the participants’ views.  

 

Several semi-structured interviews have been conducted. It was decided to use a variety of 

question types such as open-ended questions to explore and gather broad information. As 

suggested in Collis and Hussey (2003) some probing, hypothetical, and comparison questions 

were also used to respectively establish sequences of events, encourage broad thinking and 

explore needs and values. These approaches allowed participants to provide prompted and 

unprompted responses, permitting a greater depth of enquiry. The data was analysed 

qualitatively with the aim of identifying key themes which may assist in gaining an 

understanding of the research question. 

 

Personal interviews have been conducted with seven of the following Lions Clubs in senior 

positions within the organisation:  The Executive Office, District Governor, Past District 

Governor, Cabinet Secretary, Region Chairman, Zone Chairman, and Global Membership 

Team District Area Leader.  The duration of each interview was between 60 and 90 minutes. 

 

An interview is defined as “a method for collecting primary data in which a sample of 

interviewees are asked questions to find out what they think, do or feel” (Collis & Hussey, 

2014). Verbal prompts, in the form of a set of questions, were provided. In the interpretivist 

paradigm, a semi-structured interview can be used for interviews to explore data on the 

understanding people have of a phenomenon, what people’s opinions are, how they feel, their 

attitudes, and what they have in common with other participants (Arksey & Knight, as cited 

in Collis & Hussey, 2014).  

 

Research by Easterby-Smith, Thorpe and Jackson (2012) found that semi-structured 

interviews were most appropriate when it is necessary to understand the personal ideas and 

concepts used by the interviewee as a basis for their opinions, as well as when the subject 

matter is confidential and/or the interviewee may be reluctant to be truthful as issues are 

commercially sensitive. 
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In case study research, it is possible to start with a series of questions. This research aims to 

discover who, in this organisation, helps or hinders whom, as well as who tries to influence 

others, and where any possible bottlenecks may occur (Swanborn, 2010). Details about 

successive behaviours or situations are sought, ideally accompanied by a description of the 

motives that people attach to such changes in behaviour, or perception of other members of 

the organisation. The researcher must at all times realise that what individuals say is not ‘the 

ultimate truth’. They are merely reflection on their own views and personal stories.  

 

Open questions are used as ideally longer and more developed answers are required to obtain 

the required data. In some cases, the researcher added additional questions to explore the 

interviewee’s answers in more depth. The researcher prepared some questions for these semi-

structured interviews. This was to encourage the interviewees to talk about the main topics. 

Further questions naturally developed from discussion during the course of the interviews. 

Under the interpretivist paradigm, it is normal to be flexible with the order of the questions. It 

may not be necessary for the researcher to ask all the prepared questions as the interviewee 

has provided the relevant information when answering other questions (Collis & Hussey, 

2014). 

 

Hence the most appropriate method was considered semi-structured interviews with open-

ended questions, which allowed the participants to talk about their experiences, and express 

their opinions. It also meant the researcher was able to ask investigative questions and to 

clarify details discussed. A list of open questions was written to ensure there was consistency 

between the interviews, and to guide the interviews towards addressing the research question. 

Asking retrospective questions may give some insight in what happened in the recent past, 

even though answers to such questions are notoriously liable to bias (Swanborn, 2010).  

 

These traditional face-to-face interviews have been conducted in convenient places for the 

interviewees. The interviews took place in a variety of locations. Some interviews were 

conducted in the office or club meeting rooms of the participants, one took place at the 

participant’s home, and the remaining interviews took place in libraries in Manukau and 

Waitakere. At the beginning of each interview the participant was informed about the 

background and objectives of the research. The interviews lasted, on average, one hour and 
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were digitally recorded and transcribed. Comprehensive data has been collected useful to this 

research. As these interviews have been conducted outside working hours, time restrictions 

were less applicable, and interviews were able to take a longer period of time, and more in-

depth information has been collected as a result. 

 

As the researcher is a member of Lions, she was aware that interview bias may occur. 

Interviewer bias is defined by Zikmund et al. (2013) as “a response bias that occurs because 

the presence of the interviewer influences respondents’ answers” (p.652). However, the 

researcher found that organisational knowledge benefitted the research overall, and provided 

access to people and documentation which might not have been accessible to non-members. 

 

Self-completed questionnaire 

Self-completed questionnaires, also referred to as self-administered questionnaires, are 

defined as “surveys in which the respondent takes the responsibility for reading and 

answering the questions” (Zikmund et al., 2013, p.656). Furthermore, a survey is defined by 

Collis and Hussey (2014) as “a methodology designed to collect primary or secondary data 

from a sample, with a view to generalising the results to a population” (p.344). The aim of the 

questionnaire is to collect primary data. Discussion below will highlight how secondary data 

was collected.  

 

Most Lions Clubs meet once a month for a business meeting. Club Presidents have been 

approached, and five clubs were visited during their meeting. Three Clubs (Eden-Epsom, 

Blockhouse Bay, and Auckland Business) opted to provide the questionnaire to their 

members by email. At two other Clubs (Huapai-Kumeu and Helensville), a proxy was used to 

handout and collect the survey papers. Proxy is defined by Manser and Turton (1987) as “a 

person who has been given authority to act or vote for another” (p.556).  The reason for using 

a proxy at those particular Clubs is that the researcher knows many of the members at those 

Clubs. Hence proxies were used to avoid any bias or conflict of interest. Each proxy 

completed a confidentiality agreement.  Apart from at the Clubs which opted for electronic 

versions, the questionnaires were handed out and completed in hard copy. Completion took 

approximately 30 minutes. This included a briefing time, during which the research 

objectives were explained. Hard copy questionnaires are preferable, as many Lions are not 
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that savvy on computers, hence a Survey Monkey questionnaire was not likely to be 

completed by as many members as a hard copy survey. Providing each club member [present 

at the business meeting] a survey to complete has enhanced the response rate. Only six of the 

questionnaires collected were from the Clubs which opted for electronic versions. 

 

A total of 101 questionnaires have been completed.  The Lions Club of Kelston discussed this 

research, and decided that they preferred not to participate in the survey process. 

 

The Lions Clubs in Zone 6 and 7 meet as follows: 

Zone 6 Clubs & Meetings Zone 7 Clubs & Meetings 

Auckland Business – 1st Wed of the month 

Helensville –  2nd Mon of the month 

Huapai Kumeu – 1st Tue of the month 

Ranui Swanson – 4th Thu of the month 

 

Avondale – 2nd Mon of the month 

Blockhouse Bay – 1st Wed of the month 

Eden Epsom – 2nd Thu of the month 

Henderson West AKL – 2nd Tue of the month 

New Lynn – 2nd Mon of the month 

Point Chevalier – 3rd Tue of the month 

Te Atatu - 2nd Mon of the month 

 

Particular difficulties expected when conducting this research are the elderly members of 

these clubs. Many members are hard of hearing, and some also have failing eye sight. Hence 

some of the members could be confused about what the purpose of this questionnaire was and 

the researcher was prepared to explain it in detail and to offer assistance from younger Lions 

members to overcome these particular difficulties.  

 

The questionnaire was pre-tested with a small number of Lions’ members. This pre-test 

included the briefing to ensure this was completely clear and complete. Feedback after this 

pre-test was very positive. 

 

Observations 

Observations are defined by Collis and Hussey (2014) as “a method for collecting data used 

in the laboratory or in a natural setting to observe and record people’s actions and behaviour.”  
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The definition by Zikmund et al. (2013) is possibly more relevant to this specific research. 

They define observations as “the systematic process of recording the behavioural patterns of 

people, objects, and occurrences as they are witnessed” (p. 653).  

 

Several club and orientation meetings were attended. Observations were made of the conduct 

of all members at these meetings, the manner in which people were welcomed, the 

documentation shared, and the details discussed around ‘membership’ and ‘awareness’. This 

is the most realistic setting for observing Lions Clubs members. Meetings are the only regular 

occurrence during which members meet and interact. The other time is during fundraising or 

community events. However, the latter do not occur on a regular (i.e., monthly) basis.  

 

Documentation 

As part of this case study oriented research, a variety of documentation was incorporated in 

the research and analysis. These documents ranged from club bulletins, minutes of meetings, 

Lions Clubs NZ monthly magazines, webinars and reports. The most valuable report was 

found to be the report from Horizon Research. This business research company conducted 

research for Lions Clubs NZ in 2011, and the report was issued in September 2011.  

 

3.5 Data analysis 

This research aims to interpret the data through numerical measurement and statistical 

analysis of the quantitative research data, and through exploratory, subjective interpretation 

of the qualitative research data. The hypotheses are assessed using frequency tables, cross 

tabulation, chi-square tests, correlations and factor analysis. The quantitative research data 

are analysed on content, validity and reliability.  All interviews are recorded. This data is 

subscribed, and analysed for trustworthiness.  

 

3.6 Sample and selection 

A total of 101 completed surveys have been included in this research. Twelve Lions Clubs 

were approached. These clubs are in zones 6 and 7 of District 202K. This District covers 

Auckland, Coromandel, Northland, and the Pacific Islands. Zone 6 and 7 were found to be 
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most representative of Lions Clubs across New Zealand, as these zones include rural, semi-

rural, urban and suburban clubs. A total of 147 people are members of the twelve clubs 

surveyed. Hence a response rate of 69% is pleasing. The total population is the membership 

across all Lions Clubs in New Zealand. Currently approximately 10,080 people are members 

across 410 Lions Clubs in New Zealand.  

 

3.7 Ethical issues 

Care has been taken in regards to the questions in the interview and on the questionnaire. 

Some members are Maori, and their culture will be respected throughout the research. 

Furthermore, most club members will be of a different culture and gender than the researcher, 

who is from the Netherlands, and female. A majority of Lions members are New Zealand 

European/Pakeha, and male. Club Presidents of male-only clubs will be consulted to ensure 

this is not perceived as an issue. If so, those Club Presidents will be asked to facilitate the 

briefing and get the questionnaires completed at their respective meeting. As it transpired, the 

only club to which this issue applies is one of the clubs for whom a proxy was arranged.  

All questionnaires are numbered. Members are provided with a small handout with the same 

number and the researcher’s contact details. These safeguards should ensure that if anyone 

wants to retract their survey, they can. It will not jeopardise the anonymity of the survey. The 

researcher was not contacted by anyone asking to have their answers withdrawn. 

Supervisors and examiners are expected to treat all details with the necessary confidentiality. 

Information will be stored in a secure place on the Unitec server for a period of five years. 

It could be argued that the senior members, such as the Executive Officer and Zone 

Chairmen, have a vested interest in finding out how to increase general awareness and 

membership of Lions Clubs. However, as none of the candidates for the interviews or the 

survey are paid members, there will be no personal gain to any of these people in increasing 

membership of Lions Clubs. 

 

3.8 Chapter Conclusion 

One organisation will be the subject of this research project, namely the Lions Clubs of New 

Zealand. A varied selection of Lions Clubs in West Auckland will be surveyed by use of a 

questionnaire. In addition seven semi-structured interviews, several observations and relevant 
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documentation will be part of this research. It can be concluded that Case Study mixed 

methodology is the most appropriate approach, and is likely to produce useful hypotheses 

testing and meaningful analysis. 

 

3.9 Chapter Summary 

This research is conducted with the aim to assist Lions Clubs in Auckland, and New Zealand, 

to better market and promote themselves to increase the awareness amongst the general 

public of the excellent work Lions Clubs do.  A mixed method approach using both 

qualitative and quantitative methods has been used. The methodology is case study oriented, 

and comprises primary and secondary research through face-to-face interviews, 

questionnaires, observations, and documentation. 

It is expected, through semi-structured interviews, observations and documentation, in 

combination with the quantitative approach, interesting findings will emerge. It should be 

noted case study oriented research is not simply an aggregation of individuals’ opinions or 

attitudes, as we are particularly paying attention to the differences in values, norms, opinions, 

and changes in attitudes and behaviours (Swanborn, 2010).  

Key questions which form part of this research include whether an increased general 

awareness of this organisation’s work will mean that more people become members. This 

research aims to recommend marketing strategies that will assist Lions Clubs in New Zealand 

to increase their membership.  Other sub-aims of the research are to find what might 

encourage [younger] people to join a non-profit charitable service club, and to obtain an 

insight into whether marketing and communication through Social Media channels is one of 

the solutions to increase both awareness and membership for Lions Clubs in New Zealand.   

The research findings and the report will be made available to interested stakeholders. 

In the next chapter, the findings from the semi-structured interviews, observations and 

documentation are outlined. Data findings from the completed questionnaires are used to 

conduct statistical hypothesis testing through the use of SPSS software. 
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CHAPTER FOUR: 

RESEARCH FINDINGS  

4.1 Introduction 

In chapter three, the methodology applied in this research project was described. In this 

chapter, the findings from both qualitative and quantitative research are represented. Firstly, 

the research findings from the semi-structured interviews are shown, along with details 

reflected in documentation and findings from observations. Together they reflect the aim and 

objectives for this research. The findings from this qualitative research are followed by the 

data findings from the questionnaire. As a result, the evidence from the interviews and 

questionnaires is sufficient to formulate and analyse the themes in further chapters.  

 

4.2 Semi-structured Interviews 

4.2.1 Interview results and findings 

The research respects the anonymity of the participants regarding ethical considerations on 

personal identity. Hence, codes have been allocated to each participant from L1 to L7, as 

seven Lions were interviewed. As these particular Lions hold very specific positions within 

the organisation, their position will not be revealed either.  

 

4.2.2 Membership 

The questions which aim to gather information regarding Lions Club membership include: 

Tell me what year you joined a Lions Club, and why you joined. Tell me about your Lions 

Club/Region/District/Zone and its membership drives. Why do you think your fellow members 

joined Lions?  

The purpose of these questions is to answer sub-research question d, and to address the fourth 

objective in this research.  

All interviewees remembered when and why they joined Lions, which proved to be a good 

starting point for the discussion regarding membership. Interviewees and their fellow Lions 

Club members have a variety of reasons for joining, as is to be expected. Most interview 

participants identified they gained a lot more from joining a club then they had initially 



Carla Sutton (127 6433) MBus Thesis 

 

36 
 

anticipated. Many mentioned the personal [non-financial] gains they have experienced such 

as personal growth, confidence in public speaking, and leadership skills.  

I get much more out of being a Lion, mentally, than I feel I put in. These huge gains far 

exceed the time and money I have contributed. But how do we get the message out there? - 

that being a Lion makes you feel like this (L1. 

The personal contacts and personal growth turned out to be much more important, and I 

didn’t realise that I was going to benefit, in this way, as much through Lions. You join for 

whatever reason, and you stay for the relationships (L2). 

The fees are not much in comparison to what you gain: public speaking, confidence, training, 

conventions, and relationships: there is no comparison to commercial corporate workshops 

(L3). 

Joining a volunteer group was an opportunity to get to know people in the local area. Joining 

Lions is the best thing I could have done (L5). 

New Zealand is part of Lions Multiple District 202, which also embraces Fiji, Tonga, 

Rarotonga, Samoa and American Samoa. At its peak there were 15,000 Lions in this District 

(Boyle, 2004). Currently Lions Clubs New Zealand has approximately 10,080 members. A 

slow but steady decline has been experienced since the 1960s. This decline has slowed in the 

last five years to about 100 members per annum. Hence, if new members can be attracted and 

existing members are retained, this decline can be halted. All Lions Clubs are expected to 

conduct membership drives on an annual basis. The clubs cannot be forced, however, as 

Lions Clubs New Zealand is losing members each year, it is important individual clubs make 

an effort to ensure overall membership numbers are increased, or at least remain at the same 

level. Loss of members through death or age related issues cannot be influenced.  

A variety of ways have been applied by clubs to attract new members. Those clubs that really 

make an effort are growing (L4). Information evenings are the most common type of 

membership drives. About six out of eighty clubs have organised such information evenings 

over the last year. The success of such information evenings appears to depend greatly on the 

promotion and advertising applied. Many interviewees suggested specific ways to attract 

individual members, and others have more general ideas for increasing club membership.  

Horizon Research (2011) found that 71% of members had introduced others to Lions 

membership.  
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Special awards and pins are given to members who bring in three or more members in one 

year. Specific Centennial lapel pins apply during these Centennial years. Other awards are 

provided to members who have worked hard or achieved great results from their efforts. 

These can range from Club President’s awards, to Lloyd Morgan Lions Clubs Charitable 

Trust New Zealand awards (a nice pin and certificate, and NZ$1,000 donated by the club to 

the Trust), and Melvin Jones Fellowship Award (a special pin and certificate, and US$1,000 

donated to this Fellowship Trust). 

One club paid for advertising on a local radio station and also for flyer drops. They 

increased their membership by 150% (L6).  

Lately, people have contacted our club via the website, rather than being invited or be 

introduced by an existing member (L1). 

Aim to attract people through Facebook, rather than by personal invitation (L2). 

Two clubs in Northland have become very active on Social Media, and have had very 

successful information evenings as a result. One of them had over 100 people in attendance. 

It is about being visible in the community (L2). 

The help you can get from District level and the Global Membership Team (GMT) is 

amazing. They can provide you with people power and brochures for your membership 

drives. They now come to our book fair, and it works. I wished I had known about all this 

available help from the start (L7). 

Some clubs take on too many members all at once. It is great to have a successful 

membership drive, but the club must also make sure that there are fun projects to get 

involved in, so that those new members stay engaged (L4). 

People come to our club for the information evening, but we don’t sign them up straight 

away. Five current members speak, mostly for just a few minutes each, to explain what Lions 

are all about. If people are interested, they are invited to a dinner meeting. Then they are 

encouraged to come along to the business meeting. Next they have a casual meeting over a 

coffee with just one or two people, one being the sponsor. Lastly people are expected to come 

along to a project, such as a collection or community event. Only once they have done all 

those things are they asked to join. In this way, new members know exactly what they are in 

for, and stay once they join. From this year’s information evening initially twelve people 

were interested, of whom four new members were gained (L5). 

New people have to come to two meetings first, before they can join properly (L7). 
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We need to focus on what we [Lions] have done; what we can do; and how good Lions can 

be for you [new members] (L1). 

Get into people’s faces. Be arrogant and be proud. People will soon realise why you are 

being proud and pushy. “We are here to serve” is a positive message. If people want to help 

others, then they should join the Lions. You have to sell it to them (L6). 

Stevens (2016) mentioned clubs must ensure their websites are up-to-date and have clear 

contact information. She also strongly suggests prospective members are followed up by 

phone (not just email), including a ‘thank you for attending’ phone call. Provide them with a 

club bulletin or the LION magazine, and of course invite them to the next event. Take every 

opportunity to start building relationships, but don’t overwhelm them. 

During observations at one club meeting, it was evident the recent merger of two clubs into 

one club has worked well. They appeared to have doubled the amount of motivation and 

ideas for attracting new members, and numerous events to raise awareness. Most clubs, 

including those observed, have a membership committee. The webinar ‘Invite for Impact – 5 

Building blocks to Recruit through Service’ (Stevens, 2016) strongly suggested each club has 

a membership committee with at least two dedicated members who are actively involved in 

recruiting, and who use stewardship to follow up on prospective members, invite them to 

other events, and build relationships.  

Interviewees identified issues and obstacles which have been experienced when attempting to 

attract new members. 

Membership is constantly discussed, but no one wants to take responsibility (L2). 

Some clubs have good ideas, but don’t actively implement any of those ideas (L4). 

In New Zealand we miss parochialism. We are not so proud or we don’t “fly the flag”. We 

are not patriotic. We should be proud to be Lions, and ask others to join too. But we don’t 

(L6). 

Events that are out in the public attract potential members, but current members are 

reluctant to ask and push Lions. They stand back, and have no idea about selling. They are 

happy to cook sausages, but they don’t want to talk to people about Lions (L4). 

The fault in the logic of the existing approach is that elderly members are supposed to bring 

in new, young members. People are friends with others of the same age or generation. New 

members tend to bring in other new members. But then they become the ‘sponsor’ and are 
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expected to look after that new member for quite some time. You can’t expect a new member 

to guide a new person, as then no one will know anything (L2). 

We tried to have a membership drive in the local Westfield mall, together with other clubs, 

including a raffle to win petrol vouchers. Many people who came up to the display were 

Asian. It made me wonder if Lions should look at creating clubs for specific ethnicities. 

Chinese Melbourne (Australia) is a huge, successful club. Then again, in our club we have 

members from six vastly different ethnicities, and all bring diversity to our club (L5). 

We must find out from people: What do you want? There might be people interested in 

cultural clubs, such as South African or Chinese (L6). 

“Ask one” (a recent slogan by the International President) only works if you are proud to 

bring someone to your club. It doesn’t work if, for example, you are embarrassed by the 

lengthy meetings (L6).  

Current members are the ideal people to ‘sell’ Lions. But we are too nice a people, and not 

good at selling. Yes, being a Lion takes commitment, but the personal gains and returns are 

huge (L3). 

Our last membership drive promised to be successful, with a possible five new members. 

Unfortunately, only one actually joined. One came for two meetings, and never returned. The 

others never came again, and we can’t seem to contact them (L7). 

There is also an option to have a “Friends of Lions” club. Those people don’t pay dues, and 

help out when they are needed. Sometimes they become full members after some time. You 

run the risk they don’t (L4). 

We should also look at other, similar countries, and check what they do for membership 

drives. In Indonesia there is one large company (6,000 employees) which has six corporate 

Lions Clubs (L2). 

The Bank of New Zealand (BNZ) is “closed for good” once a year. Why not make that a new 

Lions Club? This could also be instead of a company’s social club (L6). 

Another club wants to gain only business people, but that has not worked so far (L7). 

Older clubs should not stop younger clubs from starting up. The older club can become a 

Pakeke club, and encourage younger members to form their own club. Merging two declining 

clubs doesn’t mean you get one good club. Younger clubs are more likely to have active 

ideas, and attract other younger members (L4). 
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The potential for new members is significant. Horizon Research (2011) found that New 

Zealand’s participation in Lions is high in comparison to other countries. It is believed to be 

second only to Scandinavian countries. Their research also revealed that 12.2% of all survey 

participants said they had considered joining a Community Service club, indicating that a 

potential 390,448 adults have considered becoming a member of a service club. Lower 

percentages apply to those in the age brackets of 18-24 years (8.7%) and 25-34 years (6.9%). 

As a result of the Horizon Research, three new National Membership Programmes were 

adopted in 2012, namely the Club Excellence Process, the Club Growth Program, and the 

New Club Consultants Programme (Lions Clubs New Zealand Multiple District 202, 2012).  

The Club Excellence Process (CEP) is about surveying the local community to establish 

community needs. Workshops were held to train Lions at District, Zone and Club levels. 

Global Membership Teams were established (as per LCI instructions) to assist at these 

workshops, as well as at individual clubs. Ideally all Clubs conduct this survey on an annual 

basis within their community, to ensure they find at least two local community projects. 

The Club Growth Program (CGP) was introduced specifically to attract and introduce 

younger members to the organisation. The CGP is usually the second step in the aim to grow 

club membership, after first conducting the CEP. It was expected that consultation with the 

local community, and completion of two annual local projects, would ensure a general 

awareness of Lions Clubs in the local area.  

The New Club Consultants Programme (NCCP) was introduced to establish new clubs, for 

example in areas where no Lions Club already exist, but new housing projects have brought 

in new individuals and families to the area. 

 

4.2.3 Attracting younger people 

The questions which aim to gather information about how to attract younger members to join 

a Lions Club include: Tell me how you think Lions Clubs can attract new and younger 

members. What do you think of the effectiveness of Leo Clubs regarding attracting younger 

people to Lions? 

The purpose of these questions is to answer sub-research question d, and to address the sixth 

objective in this research. 
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Service clubs in the developing world have an ageing membership (L3). 59% of the members 

in Lions Clubs in New Zealand are aged 65 years and over. More than 20% are aged 75 years 

or older (Horizon Research, 2011). Currently the average age of Lions Club members in New 

Zealand is approaching 70 (L3). Hence, all clubs are encouraged to actively seek younger 

members to ensure the ongoing success and longevity of the organisation. Moreover, Horizon 

Research (2011) reports that 82.5% of Lions, and 85.6% of the public participants in their 

survey, believe that starting programmes with schools to get young people involved is a good 

idea. 

The researcher attended business meetings at five different Lions Clubs. Two of those 

meetings had young members in attendance. Three of these young members (under 31 years 

of age) had been a member for less than one year. Two members were from Asia, and one 

from Europe.  

This year’s ANZI (Australia, New Zealand, Indonesia) Pacific Forum was held in 

Yogyakarta, Indonesia. It was attended by Lions from this constitutional area, and also from 

New Caledonia, India, Thailand and Malaysia. The organising committee for this large event 

were commended for giving the opportunity to younger Lions to be involved in the various 

activities such as facilitating workshop, public relations and photography. Their contributions 

were found to make the event very interesting, exciting and successful (Bhaskar, 2016).  

This research’s interviewee opinions about how to attract younger people vary. 

If clubs only have elderly members, it is nearly impossible to attract young new members. 

They have left it too long. The Club Growth Program (CGP) only works if older members are 

willing to step aside to let the younger members take charge. We need to have programs that 

appeal to younger members, and use Facebook for promotion and awareness (L4). 

How do we attract those 40 year olds to our clubs? The public image of Lions is that of an 

‘old men’s image’. How do we change this? Younger people don’t want to rattle the bucket. 

Cyber clubs are a good idea, but it is difficult to monitor who joins and what their reasons 

for joining are (L3).  

We need to get involved in schools. Start a colouring competition (of a Lion), and charge a 

gold coin donation to enter. The prize could be books for the school library. The parents will 

then also find out a little about Lions, and maybe one or both parents might even join (L5). 

Lions Aotearoa is a new online ‘cyber club’ with mostly younger members. They don’t have 

face-to-face meetings. They only meet online via email and webinars (L1). 
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I hope we don’t change to another club where members only get contacted when the club 

wants money (L7). 

People now spent more time ‘working’, always available on mobile and online. Expectations 

have changed. Maybe Lions need to look at changing the meeting times, and maybe have 

online meetings, or move motions online, use conference calls and Skype meetings. Members 

can be kept informed about upcoming events by email (L4). 

I reckon that younger people work much longer hours than when I was young. They are 

always replying to emails using their phones, no matter what time of the day it is. Being 

involved in Lions gives me a break from my work (L7). 

People have children later in life now. By the time I was 30 we had had our kids, and were 

ready for the next stage in life. People now have a career first and have kids in their thirties. 

We can’t expect them to also take on Lions membership before they are in their 40s (L4). 

Rural clubs tend to be slightly younger with keen energetic people with good projects. City 

clubs are distinctly different. Nowadays people spent less time at home. This is due to traffic 

congestion, but also less people now work a 9 to 5 job. However, people enjoy interaction 

with others like families and neighbours. Joining a [Lions] club for contact within their 

community might work (L3). 

If we want to attract members who have young families, we must encompass families, and 

cater to their needs. Meet at a family friendly time and venue; have the kids on the side whilst 

the older kids look after them; breakfast meetings; have kids clubs and give them their own 

name badge; work with youth clubs in your community like Scouts and Girl Guides; start a 

Leos Club (L1). 

Leo Clubs will work as an eventual progression into Lions. It is important to realise most 

people are not going to go straight from Leos to Lions. There will be a gap, but they are 

likely to come back. It might be 20+ years before Lions start to really benefit. The 

involvement itself will be worthwhile for the Leos and their families (L2). 

Leos can also work, but it is a long term plan, as they are not all likely to join Lions at 18 and 

stay for the rest of their lives. However, they might join again later on, to do ‘active service’ 

(L4). 

We tried to set up a Leos Club at the local high school. As the principal is ex-Rotary, he 

didn’t want to have a bar of it (L7). 
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Business meetings don’t have to be in the evening. Meet at a different child-friendly time, and 

get the Leos to look after the other kids. This might encourage younger members to join (L3).  

We are aiming to get new members aged 40-60 years of age. Stop aiming for the 20 to 30 

year olds. They are unlikely to have time due to work and kids. Aim for people whose families 

are old enough, so they (the parents) have time to spend at Lions. Maybe one of the parents 

joins initially, and in time the partner joins too (L4). 

In the Telethon days, women were at home, and men were home in the weekend and might 

have had time for Lions. There was a comradeship for them. Nowadays people are too busy 

(L5). 

Facebook is popular with the 30 to 60 years old, which is exactly the group Lions should be 

aiming for. The younger ones are too busy establishing their careers and paying off their 

student loan (L2). 

As mentioned in a booklet published by Huapai-Kumeu Lions, in which Leo Clubs are 

discussed, they identified a flaw that hampered the long-term success of Leo Clubs. The cap 

on age (18 years) meant that members were always leaving and, as one group of members 

moved through, the Club had to be repopulated and revitalised with an entirely new cohort. 

This meant the strength of the Leo Club fluctuated greatly, and much pressure applied to the 

associated Lions Club to put in the time and effort (Dunsford, 2005). 

Horizon Research (2011) identified that involvement with young people and schools, 

although requiring parental support, would open up the opportunity to engage with the 

school, pupils and pupils’ families in local community projects. Furthermore, they found 71% 

of participants said that they would support the involvement of their children. 

 

4.2.4 Event marketing 

The questions which aim to gather information about how Lions Clubs market their events 

include: Tell me about fundraising events that you Club/Region/District/Zone organises. How 

are these events marketed? Including Social Media?  

The purpose of these questions is to answer sub-research question b, and to address the 

second objective in this research. 

The first Lions Club was established by Melvin Jones in 1917. In 1918 the first Canadian 

Club was formed, and LCI was established. In 1954 a contest was held to compose a suitable 



Carla Sutton (127 6433) MBus Thesis 

 

44 
 

motto, and “We Serve” was the winning entry. These two words remain the Lions Clubs’ 

motto to this day. These words sum up the teamwork required for success, and the reason for 

being a member of an active service club (Boyle, 2004).  

Organising community and fundraising events is one of the many things active Lions Clubs 

do. A fundraising event is defined (“Fundraising event”, n.d.) as “a planned and organised 

activity to collect money to support a charity or organisation.”  Fundraising events, in the 

context of Lions Clubs, are events organised to raise funds for Lions Clubs, to ensure the club 

has ample funds to provide services to the community such as assisting people in need and 

donate to disaster relief efforts. A community event is defined as “a planned and organised 

occasion within a particular area or place where people live” (“Community event”, n.d.). 

Community events, in the context of Lions Clubs, are organised events to benefit the 

community, and to raise the level of community spirit and awareness. Hence, community 

events are not specifically organised to raise funds. 

In the Webinar, Stevens (2016) mentions that LCI suggests clubs engage with and work in 

partnership with other organisations such as schools and youth groups will increase the 

visibility of the event and the organisation behind it. 

Horizon Research (2011) reports that 48.6% of interviewees [of the general public] would be 

willing to buy something from a fundraising event. Their survey also revealed that 70% of 

participants agree there are too many competing fundraising projects. 

Fundraising events with raffles and sausage sizzles with donated goods and prizes were once 

the only way to go. Nowadays you need to get large corporations and charities on board to 

raise enough awareness and funds. This takes extensive marketing, branding, as well as sales 

and customer interaction. And none of these are free (Edmunds, 2016).  

Two annual fundraising events each year are garage sales, which are held in our hall. Most 

people who are aware, that the Lions manage this venue, have previously come to a garage 

sale. We pay for advertising in the local newspaper, and also have a free feature on the 

community page. We put up large posters on notice boards, and smaller flyers at libraries 

and bus stops, which appear to be very successful. We also place an announcement on the 

radio when garage sales are mentioned. I post regularly on my Facebook page, and am 

always surprised about the [high] level of interest. If everyone does this, the popularity would 

increase (L5). 
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Our club’s main annual event is like a telemarketing campaign. The money comes mostly 

from businesses. Without this telemarketing aspect, we won’t be able to get as much money 

in. Social Media marketing, by itself, is not likely to work. However, we should use Social 

Media to ‘blow our own trumpet’ about the success of the actual event, and what it means to 

those people that get the tickets (L2). 

Fundraising events should be for a specific cause, not just for the sake of organising the 

usual annual event. Find out what the community needs. New events will raise awareness and 

interest, and reach a bigger audience. It might also provide better access to the ‘commercial 

dollar’. In New Zealand many groups are aiming for the same fundraising donation (L6). 

We need to be actively building relationships with community leaders. This is at club, zone 

and district level. Work with the council, mayor, executive officer, and members of 

parliament. Share and promote Lions ideas and events in the area, in partnership with local 

council. 90% of clubs and districts do not actively build these relationships. The Bluff Oyster 

Festival is a good example. We asked if Lions could help out, and we now make about 

$30,000 per annum (L6). 

The Lions magazine is great, but it needs to go out to the general public, not just to existing 

members as they already know what Lions do. It should go out to the public (L3) (L7).  

It is very important to be on Social Media: for the general public but also for the newspapers 

as they pick up on events and messages from Social Media (L2). 

We have to find more ways to get our message out there, such as on Social Media. Facebook 

and event sites such as The Neighbourly have really taken off. These are free ways to get our 

message out there. The messages must be relevant, and regular. The question is: who is 

responsible? (L1) 

As part of this research project, the researcher viewed the websites of all clubs involved in 

this research. LCI set up templates for these websites in 2000, as well as the Lions e-

clubhouse platform in 2009.  All clubs are encouraged to be actively involved and regularly 

update at least one of these online sites for their clubs.  Three out of eleven clubs have very 

basic information on their website, such as the meeting times, and a brief contacts directory. 

Three other clubs include information about an event, although sometimes this information 

was last updated in 2014. All other clubs feature more informative websites, with information 

regarding a brief club history, projects and initiatives, community events, news articles, 

bulletins, and photos. Some of the events featured were in 2013 and 2014, but often the 
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websites include both up-to-date details and more historical data. One club had links to a 

particular fundraising activity, including relevant videos about the cause, and a link to the 

entry form. 

 

4.2.5 Awareness 

The questions which aim to gather information about the general awareness of Lions Clubs 

include: Tell me how you think the general public feel about Lions. What influences do your 

Club/Region/District/Zone’s events have on other people’s awareness of Lions Clubs? Tell 

me how you feel this awareness might influence those people becoming members. 

The purpose of these questions is to answer sub-research question a, and to address the first 

objective in this research. 

The researcher’s own experience is that many people are not aware of Lions Clubs and the 

work that these clubs do. However, the Horizon Research (2011) found that Lions are one of 

the most recognised active community service clubs in New Zealand, with 88.9% of 

interviewees having heard of Lions Clubs. In comparison, 89.6% of interviewees had heard 

of Rotary Clubs.  

Part of the membership dues go to LCIF, which distributes funds to areas in need. Since its 

founding in 1968, LCIF has given out more than US$950 million in grants (Lions Clubs 

International Foundation, 2016). Recently, an initial Emergency Grant was awarded to Haiti 

to address immediate needs of disaster victims from the effects of hurricane Matthew. Lions 

and Leos from Port-au-Prince travelled to Petit-Goâve to work with the clubs there. Together 

they have packed and distributed over 2,000 relief kits of medicine and food to residents in 

need. LCIF also awarded an Emergency Grant to the Lions in District 31N in North Carolina, 

USA. Local Lions braved the conditions to bring much needed food, water, blankets and 

medical supplies to those affected most by this storm (Lions Clubs International Foundation, 

2016).  

“Lions are the world’s best kept secret” is just stupid. It shouldn’t be like that! Lions have 

put a dialysis machine in Auckland Hospital; Lions fundraised for the burns unit at Auckland 

Hospital; we raise serious money for Ronald McDonald House, Red Cross, the Blind 

Foundation, etc. We put in many hours for other charities’ benefit and publicity (L2). 

The general public think Lions are just fundraisers. I would like us to be more of a 

community service again, back to the original ‘We Serve’. Fundraising done on behalf of 
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other foundations such as the Blind Foundation doesn’t work, as there is no link back to 

Lions for the general public’s awareness (L6). 

We have to make the public more aware of what Lions are, and what we do. Not just a place 

to hold your hand up for money towards Spirit of Adventure or Outward Bound. These types 

of organisations actively sent people to Lions if they are interested in going on such a 

journey. We are not just a bucket full of money. We need to get the recognition within those 

organisations, and with the parents and individuals (L4).  

The District or National Office could organise an expensive TV campaign, like Rotary did. 

Does that really raise awareness? Rotary didn’t gain a single new member. It is really about 

the ‘feel good factor’ for current members. We need to find more ways to get messages out 

there such as via Social Media (L1). 

We don’t sell ourselves anywhere as well as we should. We are like a ‘secret society’ (L3). 

Rotary appear to be better knows, but why? We are confused with the Lions Foundation, 

which is very unfortunate. We must find dedicated passionate people to promote individual 

clubs, rather than from Zone or District level (L1). 

Rotary are better at marketing than Lions are. However, Rotary are also losing members, 

and are stuck on about 10,000 members in New Zealand (L3). 

Lions are low key, and that means people don’t know what we do. In Christchurch for 

example [after the earthquakes], we had people on the ground immediately, gave lots of 

money, but you never hear about that. Same for Fiji. You always hear about Red Cross, but 

never about Lions, and we probably give the same if not more (L7). 

Our club helped to sponsor two local neighbourhood patrol cars, which carry the Lions logo. 

Those cars are driven around in the dark, so no-one sees them (L5). 

We work with other community groups, like Scouts. When we sponsor them, say we pay for a 

new gazebo, how many of the parents know that the Lions paid for it? The same happened 

with the Westpac helicopter: We struggled to get our Lions log on the helicopter. Big 

corporations don’t seem to have such issues, as they are likely to be much more pushy e.g., 

“you get the money, but only if our logo gets incorporated in a prominent place” (L4). 

We should talk to council, Chamber of Commerce, and try to get local clubs involved so they 

can all work together on community projects. The contacts can be established at District or 
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Zone level, but the local clubs have to be on-board to follow up and but plans into action 

(L3). 

Uniformity is important too. How do we get all or most Lions to wear the same yellow shirts, 

like at the Sea Food Festival? Both events attracted new memberships and increased 

awareness. The same happened years ago when Lions had long tubes for people to donate 

money into during the Farmers Christmas Parade. This was great to raise awareness with 

the general public, enjoy some TV exposure, and retain current members as it makes people 

feel good (L6).  

A few years ago 3,000 yellow Lions vest were bought and distributed amongst Lions Clubs in 

New Zealand. Unfortunately, royalties then had to be paid to Lions Clubs International (LCI) 

due to copyright of the logo. However, these vests work well, much better than a range of 

club shirts in different colours (L2). 

Yellow vests were introduced, which is great for the general public to recognise, rather than 

club shirts in a variety of colours (L6). 

Existing members need to be fully informed to be able to promote Lions Clubs. To increase 

this general awareness within clubs, guest speakers can be invited to meetings. One of the 

business meetings attended by the researcher had a guest speaker, who came to inform that 

club about protocol and general ideas for their club’s 50th anniversary. This appeared to 

motivate the club members, and instil a sense of pride in their achievements. 

 

4.2.6 Relationship between awareness and membership 

The question which aims to gather information about a possible link between the general 

awareness of Lions Clubs and their ability to attract new members includes: Tell me if you 

think there is a relationship between the awareness the general public has of Lions Clubs, 

and Lions’ ability attract new members. 

The purpose of these questions is to answer sub-research question a, and to address the first 

objective in this research. 

Horizon Research (2011) found evidence from both the surveys, with the general public and 

with Lions members, to suggest that information about and increased awareness of Lions is 

necessary to increase membership.  

Opinions of the interviewees are as follows. 
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One-on-one selling of Lions is hard due to the lack of awareness (L3).  

We should put out regular messages (flyer drops and Facebook) to let people know what we 

have done in the community. This will build awareness, and is likely to benefit any 

membership drives (L4). 

A visible presence is necessary, at events and on Social Media, to raise awareness and 

encourage people to join (L2). 

In Asia Lions are growing hundreds of clubs each year, with thousands of new members. 

Lions are seen as a prestigious club to join. This doesn’t apply in New Zealand. As that 

general awareness, recognition and prestige is not there, we also struggle to attract new 

members (L3).  

Make sure you talk to people during events about what Lions do. This will raise awareness 

with the general public. Also work with local business associations, together spreading the 

word in the community. Focus on what Lions have achieved, and have dedicated people 

promote membership of their club (L1). 

 

4.2.7 Marketing 

The question which aims to gather information about marketing strategies for Lions Clubs 

includes: What types of marketing strategy, or aspects of or inclusions in a marketing 

strategy, do you think could work well for Lions Clubs (to increase awareness and to 

increase membership)? 

The purpose of this question is to answer sub-research questions b and c, and to address the 

second and sixth objectives in this research. 

As mentioned previously, Horizon Research (2011) found that Lions enjoy extremely high 

brand recognition. Over 50% of participants who made comment regarding Lions as being 

‘good folk’ who are ‘caring’, ‘community minded’, ‘giving’, and ‘hardworking’. 83% 

identified Lions as a ‘community orientated group’ and ‘active fundraisers’. 44% of those 

who made comment said Lions is a group that supports the community, citing projects like 

playgrounds, parks and hospitals. However, Horizon Research included no suggestions or 

recommendations how Lions can market themselves to improve those statistics.  

The researcher found the interviewees views reflected: 

Signs and branding are valuable, but people don’t know what Lions do (L3). 
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The Lions brand is well known, but the public don’t know what Lions actually do. They see 

the ‘badge’ on the side of the road. Once people find out [what Lions do], they are keen to 

join (L6). 

At Zone level, lots of marketing and promotional material, and manpower, is available for 

membership drives, which should be incorporated in events. At Club level, why not use 

simple marketing tools such as a display in the local hall, community centre, RSA or bowling 

club where you meet? (L7) 

Lots of New Zealanders still remember the Telethons, and watching the Lions come in at the 

end of the programme with all the money which was raised (L5).  

Older Lions remember Telethons as successful nationwide fundraisers which provided 

excellent exposure for Lions (L1). 

Lions won’t do TV advertising as it would cost 1/5 of the total resources, and it’s not targeted 

marketing. Billboards, back of buses, and bus stop advertising are better advertising options. 

We must include the right message, including ‘asking for the business’ e.g., “new members 

welcome, come and join us and do good in your community” (L3). 

We need to try and get on TV features such as Good Sorts (TV One) more often. Cambridge 

Lions’ monthly garage sale and Kaikoura Lions saving the local hospital were featured on 

that part of Sunday night’s TV One News. Currently South Island Lions Clubs are 

fundraising for Diabetic Stem Research (L1). 

Social Media, especially Facebook, is great to get a following and get the word out there. 

You need someone to actively post, share, like and place messages on relevant sites such as 

community pages. The naming of the Facebook page must be clear and relevant too. A new 

District page is hopefully going to carry on after the current District Governor finishes. 

Ideally Zones do the same thing. It might be a good idea to have one Facebook page per 

District, and one per Zone, rather than one page per Club (L2).  

Incorporate photos and video footage on the Facebook page. Deliberately set out to take 30-

50 second videos with interesting, entertaining content. It might not be professional, but that 

might be better as it won’t look ‘set up’ and artificial (L2).  

A new role has been created in Lions Clubs New Zealand, namely Global Communications 

Coordinator. This person is going to be responsible for marketing and communication such 

as the magazine, the website, our database, and Social Media. The latter will be a big focus 

(L3). 
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Stevens (2016) also mentions that within the District, or across Multiple Districts, a 

coordinated Social Media strategy can be useful. An international Facebook page has been set 

up to accumulate all the Centennial Legacy projects from around the world. 

As the first Lions Club was established in 1917, this Lions year (2016-2017) brings the 

celebrations of the Centennial Year. Several interviewees mentioned these celebrations, as 

providing specific opportunities for marketing. 

Districts and Clubs are thinking of great projects. These Centenary projects should help in 

getting the message out there [about Lions]. It will provide a great opportunity to tell people 

what we do and have done. We should take lots of photos and send them to the local 

newspapers. Take videos and post them to Facebook (L3).  

Clubs will be encouraged to aim for a huge legacy project for their community, for this 

Centennial. This will give us exposure. It’s amazing what Clubs can do. Whitianga raised 

$230,000 in 14 weeks as the community got right behind them. They thought it was going to 

take them two to three years to get the money for the x-ray machine together. That is the sort 

of legacy project we want Clubs to pick: those projects that initially seem too big (L2). 

We should have a multiple-district coordinated strategy around the Centenary to improve 

overall public awareness of Lions Clubs (L1). 

During the Webinar, Stevens (2016) touches on the subject of making sure that all online and 

conventional marketing material are always up-to-date and appealing. Website, Facebook 

pages, brochures and notice boards should be current, relevant, and include photos of actual 

members.  

 

4.2.8 Retention 

The questions which aim to gather information about retention of existing members of Lions 

Clubs include: Tell me how you feel about your Lions Club/Region/District/Zone and its 

retention of current members. Are there other suggestions you have for retention of 

members? 

The purpose of these questions is to answer sub-research question e, and to address the fourth 

objective in this research. 

The researcher joined a Lions Club about four years ago, together with her husband. In the 

same year three other people became members of the same club. Only one of those other 
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members still remains, whilst the other two left. The researcher was not aware that it is 

relatively common for people to leave in the first few years. 

50% of new members leave in the first two years. We don’t have a problem getting people: 

we have a problem keeping them (L2) (L1). 

We bring in about 1,000 members each year, but lose about 1,100 per annum. So retention of 

existing members is most important (L3). 

At District level we tried to implement an exit interview, but got a really poor response. The 

retention issue is better addressed at club level, or by an independent person. The club must 

be like family and must be supportive and look after its members (L1). 

The Club Growth Program (CGP) works best if younger members are able to take charge. 

That doesn’t mean the older members have nothing to contribute and become social members 

only. New members should not be expected to take too much on. Don’t push them away with 

expectations that are too high. Older members shouldn’t expect younger members to 

automatically take on all leadership positions within their club. New younger members are 

less likely to have time in comparison to older, retired members. You have as much time as 

you can afford. Sooner or later the club will run a project they are interested in, and then 

they won’t mind spending time (L4). 

A club that looks after their club members, and keeps in touch, will have happy members that 

stay. It pays to really connect to your members, as friends. That way you keep a healthy club 

(L5). 

At our club you have to say ‘hi’ to everyone, individually, when you arrive at the meeting. We 

have no ‘greeter’. That means no one ever feels left out, and is particularly good for new 

members. You must have a good balance of fun and formality. Make sure your meetings don’t 

go on too long either (L7). 

We need to ask people why they have joined, and then strive to meet their needs. What they 

want to do and why they joined must be met. Variety is important. Say they want to be 

involved in community activities, but your club is not involved in community activities, then 

they are not going to stay (L6). 

Even existing members can benefit from updates. Spend 15 minutes at each business meeting 

on training current members, on LCI, LCIF, networking, running events, etc. It will make 

people feel proud of being a Lion (L4). 



Carla Sutton (127 6433) MBus Thesis 

 

53 
 

If people have not build, or had the opportunity to build, relationships or connections, then 

they won’t stay. They would have nothing to lose (L2). 

We meet twice a month for a Sunday brunch. This is not a meeting, just a catch up for those 

interested. One long-time member is no longer able to drive, so we take turns picking her up. 

What goes around, comes around (L5). 

In the webinar, Stevens (2016) mentioned it is vitally important to engage with new 

members. This means including a meaningful induction, and a great orientation during which 

you find out what the new member’s expectations are.  It is equally important for the new 

members to understand what the club’s expectations are of its members. Ideally the 

orientation includes a guest speaker from outside the club, who speaks about what being a 

member has meant to them, and what they have got out of it. A mentoring program should be 

in place which runs for several years. Lastly, new members should be involved in a service 

project. “Your best source of new members are your existing members” (Stevens, 2016). 

In the report by Horizon Research (2011), they demonstrate that there are two very distinct 

groups: (1) People who value the opportunity to lead and organise the club as a President or 

Vice President, and (2) those who prefer to be an active ‘hands on’ member. 

Furthermore, Horizon Research (2011) found that nearly half of current members stay with 

their Lions Club for the fellowship, companionship and the social aspect. The researcher 

enjoyed a warm welcome at all clubs. Although the researcher only attended a small number 

of business meetings, there appeared to be some differences in the atmosphere at meetings. 

Most meetings were run in an organised but open manner, inviting joviality and friendliness. 

However, at one meeting, the structure and room set-up was very formal, and appeared to be 

restrictive to building relationships and companionship.  

 

4.2.9 Induction 

The questions which aim to gather information about the induction programmes or processes 

of new members at Lions Clubs include: Does your Club/Region/District/Zone have an 

induction programme for new members? What do you think of the induction programme’s 

content and effectiveness in retaining new members?  

The purpose of these questions is to answer sub-research question e, and to address the fourth 

objective in this research. 
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The researcher became interested in joining Lions during an information evening organised 

by the local Lions Club. This information evening involved the outcomes of CGP, which had 

included a survey in the local community. As a result of this survey, this particular club was 

planning several local projects, such as a playground. Funds have now been obtained, and 

this playground is expected to be completed early in 2017. However, not all clubs are as pro-

active about surveying their community’s needs, and then pursuing the incorporation and 

completion of community projects.  

Furthermore, many people have different reasons for joining a Lions Club. The questionnaire 

has two specific questions regarding why people became a member, and also why they 

stayed. The outcomes are discussed later in this chapter. 

As when one starts a new job, an induction program is important to make people feel 

welcome. People should be provided with the opportunity to get to know others, build 

relationships and find out about the organisational culture (Macky, 2009). 

Some interviewees felt the same applies to Lions Clubs. 

Times are changing with people working longer hours. Lions can be a great way to get to 

know local people, build relationships, and set up support networks.  If this is the reason why 

people join, then the club has to facilitate these relationships and networks (L4). 

People should join in for a project first, and come to one dinner and one business meeting. 

Come to an Orientation evening. Only once that’s all attended, people can join as they then 

really know what Lions are about (L6). 

This year, new members are going to receive a ‘welcome letter’ from the District. This is to 

welcome them to the organisation, and advise them of the induction program. Going forward 

this is going to be a standard part of the welcome and induction. It should encourage people 

to stay, and tell others (L2). 

The new welcome letter to new members will hopefully include details about what to expect 

in the first six months of membership, as this is currently not really shared by clubs with new 

members (L1). 

Ideally each new member gets an orientation, which includes a lot of information about Lions 

Clubs in general. We should better educate and promote what has been achieved by Lions 

internationally. This must be part of a robust induction program (L4). 



Carla Sutton (127 6433) MBus Thesis 

 

55 
 

We should have better information available from Zone Level. We are going to reintroduce 

Zone level Orientation sessions (L7). 

We should have a national Induction Program that all clubs fully commit to (L3). 

There is an official Induction Program, but Clubs are left to inform new members. We could 

invite new members to Zone meetings, and run an Orientation session at the same time. We 

should have a more detailed induction programme, spanning a longer period of time, or at 

least have some guidelines to improve retention of new members (L1). 

People need to be encouraged to be involved. Large clubs struggle to get their new members 

to the Zone Orientation evenings or ‘Future Leaders’ training weekend. You can’t leave it all 

up to the sponsor (L3). 

The Powerpoint is really informative, but there is a lot to take in. Maybe we need to look at 

providing this information incrementally (L2).  

The Powerpoint should be kept up to date, especially with the upcoming Centennial (L1). 

When I joined, there was no induction. It was years before I really understood what LCIF has 

achieved. Before that, it was just a place where some of my dues went to (L7). 

The training sessions are worthwhile, and much can be learned and gained from those 

sessions (L4). 

We are not getting them on the training ladder, we are not providing them with the 

information they need, and don’t tell them about the fees. Gaps in the current induction 

should be identified. Find out more about the reasons why people join, and leave or stay. 

Leadership training should be an integral part of the ‘career’ ladder (L2). 

New members should be encouraged to attend the ‘Future Leaders’ weekend training 

session, and also the Emerging Lions Leadership Institute (ELLI) which is held once a year 

and sponsored by the club (L1). 

Leadership training is forced down new members’ throats too much. The training is really 

about learning about Lions, networking, building relationships, getting to know others, 

feeling good about the club and the large organisation you are now part of. It is really about 

‘bonding’ rather than about becoming a leader. Do we really need the word ‘leader’ in all 

the titles of the training sessions? (L7) 

We need good leadership throughout the organisational structure. Lions should be proud of 

what has been achieved. In Asia, people higher up in the hierarchy are perceived as ‘gods’. 
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Recognition of what individuals have achieved is great. The medals and accolades people 

receive are much appreciated, and are worn with pride (L4). 

Club Presidents should be well trained in leading their clubs forward (L3). 

Get new members together (from different clubs in your Zone) in a comfortable environment 

to talk about LCIF and other important aspects of Lions. Inform new members well, but don’t 

bombard them with information. Be incremental with the information supply. New members 

usually don’t grasp that they have joined a large, successful international service 

organisations (L3). 

I wonder if Lions need customer service, sales and marketing training, like Kiwi Host. This 

might help with both attracting new members, and retaining them (L6).  
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4.3 Section A: Demographic information 

This section focuses on demographic information about the participants in order to allow the 

readers to understand the background of the members who participated in the survey 

questionnaire. This information is derived from the quantitative data only. Participants were 

asked in the survey how many years ago they became a member and their age at the present 

time. 

Survey Question 1: This question asks participants when they became a member of a Lions 

Club, and the results are shown in figure 4.1. 

Figure 4.1 Length of club membership 
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As reflected in figure 4.1, most of participants, representing 56.6%, have been a member of a 

Lions Club for more than ten years. Nearly a fifth of participants, representing 18.2%, are 

relatively new to Lions, having joined only in the last two years. This is important, as during 

the interviews some participants mentioned that Lions Clubs are not good at retaining new 

members. This might be reflected in the lowest percentages of survey participants for those 

having been members for only three to six years (16.2%), and seven to ten years (9.1%).  
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Survey Question 4: In this question, participants were asked what their age is (at present), 

and the results are shown in figure 4.2. 

 

Figure 4.2 Age groups of participants 
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The graph in figure 4.2 demonstrates that the largest percentage of participants is currently 

aged 51-70 years old, representing 46%. This group is closely followed by the second largest 

group represented in the 71 and over age group, as 39% have acknowledged to belong in that 

age group. The group of 31 to 50 years of age accounts for 10%. The remaining group of 18 

to 30 years old are the smallest percentage and represent only 5% of participants.  

Through the observations at the participating clubs, it was found that 58% of members are 

male, and 42% are female. This compares reasonably well with national figures in New 

Zealand as nationwide clubs have 69% male and 31% female members. 

This is encouraging to see as it means the members who participated in this research project 

are representative of the membership across Lions Clubs in New Zealand. 

4.4 Section B: Membership 

The first objective of this section is to identify the reasons for people to join a Lions Club. 

Participants were asked to rate the importance of a range of aspects regarding their reasons 

for joining a club. The second objective in this section is to identify the reasons for people to 

stay with a club. Thus, the ultimate objective is to ascertain whether the reasons for joining 

remain equally important for people to stay a club member. 

Furthermore, another objective of this section is to establish whether a link exists between 

age at time of joining, and the reason to join. Question five relates to Leo Clubs, which are 
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youth clubs associated with Lions. Participants were asked whether their club has an 

associated Leo Club, and whether or not they think that having a Leo Club increases the 

chance of young members joining. The aim is to establish whether there is a correlation 

between reasons to join, reasons to stay, age, and association with Leo Clubs. 

There are three questions in section B, covering survey questions two, three and five. These 

survey questions aim to answer research sub-question d): “What encourages [younger] people 

to join a non-profit, charitable service club?”  

Survey Question 2: In this question, participants were asked to rate the importance of the 

following aspects in their decision to join a Lions Club: social aspect; companionship; 

networking; serve the community; help others. The Likert scale is used with scores ranging 

from 1 (not at all important) to 5 (very important). The results are shown in table 4.3. 

Table 4.3 Importance of these aspects in their decision to join a Lions Club  

Reason to Join  

  
Social aspect Companionship Networking 

Serve the 

community 
Help others 

Not at all important 2.1% 3.1% 14.6% 1.0% 0.0% 

Not that important 4.3% 9.4% 15.7% 0.0% 0.0% 

Neutral 17.0% 22.9% 30.3% 2.0% 4.1% 

Important 51.1% 46.9% 33.7% 33.0% 35.7% 

Very important 25.5% 17.7% 5.6% 64.0% 60.2% 

 

According to the percentages shown in table 4.3, the majority of respondents who completed 

the survey questionnaire considered all these reasons important or very important in their 

decision to join a Lions Club. Respectively 51.1%, 46.9% and 33.7% rated the social aspect, 

companionship and networking important. A majority, respectively 64% and 60.2% rated 

serving the community and helping others to be very important upon joining.  

Survey Question 3: In this question, participants were asked to rate the importance of the 

following activities in their decision to stay with the Lions: socialising with the club 

members; relationships I have developed; catching up for a drink before meetings; organising 

and assisting in fundraising events; networking opportunities; helping others in need (non-
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members); assisting with environmental projects; enabling LCIF1 to assist other with an 

annual contribution; leadership training; Lions induction program. The Likert scale is used 

with scores ranging from 1 (not at all important) to 5 (very important). The results are 

reflected in table 4.4. 

Table 4.4 Importance of these activities in their decision to stay with Lions 

 

The results presented in figure 4.4 show a good range of reasons to stay, and the importance 

each represents from the survey questionnaire findings. Participants consider one activity as a 

very important reason to stay, which is ‘helping non-members’ (46%). Many activities are 

rated the highest as important, such as ‘socialising with club members’ (66%), ‘relationships 

developed’ (60%); ‘organising & assisting in fundraising events’ (56%); ‘assisting in 

environmental projects’ (40%); and ‘assist LCIF with an annual contribution’ (48%). 

Participants felt mostly neutral about ‘networking opportunities’ (35%) and ‘leadership 

training’ (36%). Even though ‘socialising with club members’ was considered mostly 

important, ‘catching up for a drink before meetings’ was considered neutral (33%), and a fair 

percentage of participants even thought this activity to be not that important’ (24%) and even 

not at all important (21%) in regards to their decision to stay in a Lions Club.  

Survey Question 5: In this question, participants were asked to (a) answer whether or not 

their Lions Club promotes or associates with a Leo Club, and (b) whether or not they think 

that having a Leo club in their area would increase the number of young members that would 

join their Lions Club. The results are reflected in figures 4.5 and 4.6. 

                                                      
1 LCIF = Lions Clubs International Foundation 
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Figure 4.5 Promotion or association to Leo Club 
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Figure 4.6 Increase of younger members through Leo Club  

69%

31%

Yes

No

 

The results presented in figure 4.5 indicate that a vast majority of participants (89%) are 

members of a Lions Club which doesn’t have an association with and/or doesn’t promote a 

Leo Club. However, figure 4.6 shows that 69% of survey participants think that having a Leo 

Club in their area would increase the number of young members joining their club. 

4.5 Section C: Fundraising and Community Events 

The objective of this section is to identify the current practices of Lions Clubs regarding 

organising fundraising and community events, and how these events create awareness and 

attract new members. Lions Clubs’ motto is “we serve”. As documentation reflects, to serve 

the local, national and international community, Lions Clubs are known for organising a wide 

variety of events, such as fundraising and community events. Many fundraising events are 
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organised to raise funds for and awareness of a particular cause. These funds can come from 

local business and individuals, grants from other charities, collections, and by selling 

products such as food, clothing, services and books. As some fundraising events are market 

days and family fun days, the line between ‘fundraising’ and ‘community’ events can be 

vague. Community events are not specifically organised to raise funds. However, some 

community events result in people donating goods or money to the Lions Club involved. As a 

result, this further blurs the differentiation between ‘fundraising’ and ‘community’ events.  

The researcher is aware that club members might not be clear about this differentiation, and 

therefore participants might have mixed up the community and fundraising events when 

asked for their opinion in regards to which events is most likely to attract new members and 

increase awareness. However, as most participants have indicated a specific event, analysis 

can still be correct in respect of the type of event the participants are favouring. 

There are four questions in section C, covering questions six, seven, eight and nine. These 

questions aim to answer research sub-question a “Does a general awareness of this 

organisation’s work mean that people are more likely to become a member of a Lions Club?”  

 

Survey Question 6: In this question, participants were asked what type of fundraising event 

their Lions Club has organised in the last two to three years. Predetermined options include 

sausage sizzle; market day; garage sale; family fun day; book fair; car rally; fashion show; 

and big beach dig. Additional fundraising events added by participants under ‘other’ were 

car-parking; magic show; horse race night; baking; KanTabs; eye glass collection; vintage 

shop; casino nights; junior krypton competition; peace poster; community phone directory; 

A&P show; and collections (for other charities). The results in figure 4.7 include the findings, 

including specific data if participants highlighted multiple answers and other fundraising 

events. 
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Figure 4.7 Main types of fundraising events organised by Lions Clubs in last two to three years 

 

The results presented in figure 4.7 reflect the popularity of book fairs (25%) and sausage 

sizzles (27%) to raise funds for Lions Club. Other fundraising events, which are mentioned 

by many participants, are car parking at venues such as Mt Smart and Trust Stadium (6%), 

fashion shows (6%), garage sales (8%), market days (8%), family fun days (7%), Christmas 

events (3%), collections (5%), and car rallies (6%). All of the other events, including those 

added under ‘other’, accumulate to percentages of 1% or less. 
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Survey Question 7: In this question, participants were asked what type of community event 

their Lions Club has organised in the last two to three years. Predetermined options include 

planting trees; social/dance; family picnic; garden/beach clean-up; paint the town or 

building(s); create a wildlife reserve/area; carols at Christmas; and local 

statue/clock/lighthouse or similar icon. Additional community events added by participants 

under ‘other’ were Christmas Festival/Parade/event; Camp Quality and Pink Ribbon 

breakfast; Scruffs dog show; fireworks; speech competition; and Running of the Rose raffle. 

 

Figure 4.8 Main types of community events organised by Lions Clubs in last two to three years 

 

The results presented in figure 4.8 reflect that three types of community events take 

precedence over the other events in frequency of being organised. Planting trees (28%), 

Christmas events (28%), and socials or dances (25%) are organised by most clubs. At many 

clubs, in which the participants in this survey questionnaire are involved, have also organised 

garden or beach clean-ups (10%) and created wildlife areas or reserves (9%). Speech 

competitions rated at 5.3%, and the remaining community events mentioned rated around 1% 

in popularity. 
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4.6 Section D: Awareness and attracting new members 

Survey Question 8: In this question, participants were asked for their opinion regarding what 

type of event creates most awareness of Lions work in media and their community. 

Predetermined choices were: 

• Events to fundraise for Lions 

• Community events (NOT to raise funds) 

• Events to fundraise for others/community groups 

The results are reflected in figures 4.9. 

 

Figure 4.9 Events creating most awareness of Lions work in media and the local community 
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The results presented in figure 4.9 reflect that, in participants’ opinions, most events create 

awareness. In fact, as 35% of participants have indicated multiple answers, this reflects that 

both fundraising and community events are expected to raise awareness. It is possible that a 

combination of both types of events particularly creates awareness of Lions work in media 

and in the local community. 

Survey Question 9: In this question, participants were asked for their opinion regarding 

which events are most likely to attract new Lions members. Predetermined choices included 

fundraising events and community events, and the participants were asked to name the 

specific event(s) they are referring to. However, many participants merely ticked one or both 

choices without writing which events, in their opinion, attract new members. Moreover, other 

participants included much detail. Additional events added by participants include magic 
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shows; Christmas and Easter events; helping people in need; Pink Ribbon breakfast; book 

fairs; car shows; breast cancer fundraising; dog shows; disaster relief; and horse race nights. 

The results are reflected in figure 4.10. 

 

Figure 4.10 Events attracting new members 

 

The pie chart presented in figure 4.10 reflects the accumulated data from all participants 

answers for fundraising events (both specified and unspecified), community events (both 

specified and unspecified), and a combination of both types of events. As might be the case 

with events raising awareness of Lions work, in this case it is also possible that a combination 

of both types of events particularly attracts new members to Lions Clubs. However, nearly a 

third of participants consider community events the most likely type of event to attract new 

members. 

 

4.7 Section E: Marketing and Social Media 

Survey Question 10: In this question, participants were asked to rate the effectiveness of 

marketing, in their experience, in promoting community and fundraising events.  The types of 

marketing options rated are Facebook posts, website events, word of mouth, billboards, flyer 

drops, other Social Media such as Twitter & Instagram, local newspapers, and school letters.  

In ‘other marketing’ several other options were added, each of the following mentioned only 

once: signs for book fair; membership promotion meeting; book sale; monthly write-up in 

local paper; community web newsletters; and notice board. The Likert scale is used with 

scores ranging from 1 (completely ineffective) to 5 (very effective).  
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Three participants mentioned radio announcements as a way to promote community and 

fundraising events, hence none of these ‘other marketing’ options rated above 3%. The 

results for this survey question are reflected in table 4.11.  

 

Table 4.11 Rating the effectiveness of marketing of fundraising and community events  

 

 Table 4.11 illustrates that a large portion of participants consider word of mouth the most 

effective of the above marketing options with 58% responding that word of mouth is 

effective, and 27.3% considering this option as very effective. No other marketing is rated as 

highly as word of mouth. A certain percentage of respondents to this survey feel that the 

following marketing options are effective: Facebook posts (41.7%), billboards (39.5%), and 

local newspapers (56.2%). Opinions are relatively even for school newsletters, where 

participants rates this type of marketing to be effective (41.2%), although 42.6% felt neutral. 

Respondents felt neutral also about other Social Media such as Twitter and Instagram, 

website events and flyer drops, which respectively rated 55%, 51.4% and 48.2%.  

Survey Question 11: This question asks participants to answer what they use their computer 

and/or mobile for. Predetermined options include emails; texting; Facebook or other Social 

Media; I don’t use a computer or mobile; shopping; work; taking and storing photos; and 

checking websites for information on products and services. Multiple answers and specific 

combinations of answers were taken into account in the data findings, which are reflected in 

figure 4.12. 
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Other SM 

twitter 
instagram

Local 
news-
papers

School 
newletters

Completely 
ineffective

5.6 2.8 2.3 2.6 18.1 5.0 6.7 1.5

Ineffective 2.8 2.8 0.0 9.2 0.0 13.3 0.0 7.4

Neutral 37.5 51.4 12.5 31.6 48.2 55.0 21.3 42.6

Effective 41.7 30.6 58.0 39.5 28.9 23.3 56.2 41.2

Very effective 12.5 12.5 27.3 17.1 4.8 3.3 15.7 7.4

Effectiveness of Marketing of events (%)
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Figure 4.12 Use of technology 

84%

56%

34%

20%

10%

46%

48%

59%

0% 20% 40% 60% 80% 100%

Emails

Texting

Facebook / Social Media

Shopping

Don't use comp/mobile

Work

Photos

Websites

 

As reflected in Table 4.12, only 10% of participants don’t use a computer or mobile. 

However, some of the other percentages are quite low, with only 34% of respondents using 

their computer or mobile to access Facebook or other types of Social Media. 56% of 

participants use their mobile for texting. Respectively 59%, 48% and 46% use their 

computers and/or mobiles for checking websites, taking or storing photos, and work. Only 

20% use their computer or mobile for online shopping.  

Survey Question 13: In this question, respondents to this survey were asked which people 

are likely to use Social Media. Predetermined options include whānau tata (close family); 

close friends; acquaintances; whānau whānui (extended family); colleagues; friends on Social 

Media; neighbours; others (e.g., members of other clubs I am a member of); and other people.  

 

Many participants ticked multiple answers. Figure 4.13 reflects all answers including those 

with multiple options or particular combinations of answers. 
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Figure 4.13 People likely to use Social Media 
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Figure 4.13 reflects the survey participants believe that 74% of their close family, 70% of 

their close friends, and 58% of their extended family use Social Media such as Facebook.  All 

other groups of people are believed to be Social Media users to a lesser extent. 

 

4.8 Section F: Prospecting for new members 

In the 2015-2016 Lions year, the International Presidents motto was “Ask One”. This was to 

promote current Lions to talk to others, and ask them to join. If 1.3 million worldwide 

members were to each ask, and convince, one new member to join, Lions Clubs international 

would have potentially doubled in size. However, members are reluctant to ask. This is 

evident in the answers to the following question. 

 

Survey Question 12: Participants were asked how often they talk to people about becoming a 

member of a Lions Club in this question. The survey includes the following groups of people: 

whānau tata (close family); close friends; acquaintances; whānau whānui (extended family); 

colleagues; friends on Social Media; neighbours; members of other clubs; and other. The 

Likert scale is used with scores ranging from (1) never to (5) always.  For colleagues, friends 

on Social Media and members of other clubs a sixth option was included: (6) not applicable. 

This meant the standard deviation to these options was slightly larger. 
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Table 4.14 reflects the accumulated frequencies for all the groups of people the respondents 

might talk to about Lions Club membership. It should be noted that only 87 respondents out 

of 101 fully completed this survey question. 

 

Table 4.14 Groups of people participants talk to about becoming a Lions Club member 

Groups of people participants talk to about becoming a Lions Club member (%) 

  
Close 

family 

Close 

friends 

Acquain- 

tances 

Extended 

family 

Collea- 

gues 

Friends  

on SM 

Neigh- 

bours 

Members 

of other 

clubs 

Other 

people 

Never 20% 9% 15% 29% 14% 29% 34% 24% 100% 

Rarely 20% 22% 26% 35% 20% 22% 31% 18% 0% 

Sometimes 44% 46% 44% 30% 33% 12% 29% 20% 0% 

Often 11% 17% 13% 6% 13% 0% 3% 12% 0% 

Always 4% 5% 1% 0% 1% 4% 1% 3% 0% 

Not applicable         19% 33%   23% 0% 

 

The results shown in table 4.14 reflect one-third to nearly half of participating members 

sometimes talk to close family (44%), close friends (46%), acquaintances (44%) and 

colleagues (33%) about becoming a member of a Lions Club. However, many respondents 

never talk about Lions membership with friends on Social Media (29%) and neighbours 

(34%). None of the respondents (100%) are interested in talking to other people. With 

extended family, opinions are almost equally divided. 29% never talk to them, 35% rarely do, 

and 30% sometimes talk to extended family about becoming a Lion. As the data for survey 

question eleven reflected, only 34% of respondents are using Facebook or other Social 

Media, hence the high percentage (33%) of respondents answering ‘not applicable’ for that 

particular option in survey question 12. With 3 to 17% of participants answering they often 

talk to others, and 0 to 5% always talk to people they know about becoming a member of  a 

Lions Club, it is no wonder that current members are not attracting the number of new 

members that their clubs require to avoid decreasing membership.  
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4.9 Hypotheses 

In this section, the hypotheses will be discussed in order to understand the relationship 

between variables that are related to the objectives of this research. These findings will assist 

in answering the research question, sub-questions, and achieve the research aim. The 

hypotheses are verified by employing different quantitative analysing methods available in 

the Statistical Package for the Social Sciences (SPSS) for Windows Release 23.0.  

 

4.9.1 Objective 1 Awareness and Membership 

According to objective 1: To determine whether improved awareness of Lions Clubs will 

increase new membership, the researcher has developed the hypothesis as follows: 

Hypothesis 1 

H0(1) - There is no relationship between the awareness people have of work Lions Clubs do, 

and those same people becoming a member of a Lions Club. 

Ha(1) - There is a relationship between the awareness people have of work Lions Clubs do, 

and those same people becoming a member of a Lions Club. 

� The researcher applies the cross tabulation and chi square methods to analyse the 

relationships between types of events in respect of their likelihood of creating 

awareness of Lions work in media and the community (Q8) and events most likely to 

attract new members (Q9). The results are displayed as follows: 
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Table 4.15 Event creating awareness by Likely to attract new members Cross-tabulation 

 

The results in Table 4.15 show there are 26 members (35%) who believe a combination of 

fundraising and community events will create awareness of Lions work.  A further 18 

members (24%) believe community events (not to raise funds) are the events most likely to 

attract new members, closely followed by 16 members (22%) who believe events to fundraise 

for others or other community groups is likely to attract new members. These findings were 

found to be statistically significant (χ2 = 62.414, df = 42, p-value = 0.022). Therefore, the 

findings reject the null hypothesis H0(1), as it appears there is a relationship between the 

awareness people have of work Lions Clubs do, and those same people becoming a member 

of a Lions Club. 

Furthermore, according to objective 1: To determine whether improved awareness of Lions 

Clubs will increase new membership, the researcher has developed the hypothesis as follows: 

Hypothesis 2 

H0(2) - There are no specific events that are likely to encourage people to become members of 

a Lions Clubs in New Zealand. 

Ha(2) - There are specific events that are likely to encourage people to become members of a 

Lions Clubs in New Zealand. 
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� The researcher utilizes a Cross-tabulation and Chi-Square methods to examine the 

relationship between events most likely to attract new Lions members (Q9) and 

fundraising events (Q6) and community events (Q7) actually organised by the clubs 

of which participants are members, the results are displayed as follows: 

 

 Table 4.16 Types of fundraising events by Event creating awareness Cross-tabulation 

 

From the results as demonstrated in Table 4.16, there are 46 members (51%) who believe that 

a combination of two or three fundraising events is an essential factor in creating awareness 

about Lions work. Among them were 21 (23%) who thought multiple types of events will 

create most awareness. These findings were found to be statistically significant (χ2 = 38.805, 

df = 21, p-value = 0.010). The relationship between fundraising events and events creating 

awareness is the only significant finding in this cross-tabulation analysis.  

  

Events to 
fundraise for 

Lions

Community 
events (NOT to 

raise funds)

Events to 
fundraise for 

others/
community 

groups Multiple answers

2 3 4 2 11

0 3 0 0 3

0 0 0 2 2

0 1 0 0 1

11 3 11 21 46

5 8 3 5 21

0 2 1 0 3

0 0 2 1 3

18 20 21 31 90

Sausage sizzle

Book fair

Carparking

Magic show

Combo of 2-3 points

Multiple answers (4>)

Collections

Sausage sizzle, Book 
fair & other

Types of fundraising 
events

Event creating awareness

Total

Total
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Table 4.17 Likely to attract new members by Types of community events Cross-tabulation 

 

The results as reflected in Table 4.17 show there are 20 club members (31%) who believe 

community events are most likely to attract new members to Lions Clubs. Including the 

community events named by participants, a total of 32 (49%) members believe community 

events are the most likely events to attract new members. However, these findings were 

found to be not statistically significant (χ2 = 185.599, df = 182, p-value = 0.412). 

From these analyses, it can be concluded that the null hypothesis H0(2) cannot be rejected, as 

it was found that there are no specific events that are likely to encourage people to become 

members of a Lions Clubs in New Zealand. The results show that current members feel that a 

combination of both fundraising and community events, rather than any specific event(s), are 

more likely to attract new members to Lions Clubs. 

 

  

Social/
Dance

0 4

2 20

1 14

2 5

0 2

0 2

0 9

2 2

7 65

Comm event - 
Xmas or Easter

Comm event - 
Helping people in 
need

Comm event - 
Fair/Gala

Fundr event - 
Book fair

Fundr event - 
Breast Cancer

4

1

8

0

Speech 
competition

0

1

1

0

0

0

0

0

9

Multiple 
answers

2

6

6

0

0

0

0

0

4

1

1

1

26

10

Total

0

1

0

4

1

1

0

7

Fundraising events

Community events

Both events

Likely to attract new 
members

Types of community events

Total
Xmas
 event

Planting 
trees
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4.9.2 Objective 3 Social Media to improve awareness of Lions’ work 

According to objective 3: To explore Social Media as an option for Lions Clubs to promote 

their work in NZ and increase general awareness of their contributions to society, the 

researcher has developed the hypothesis as follows: 

 

Hypothesis 3 

H0(3) - There is no specific marketing strategy which is likely to promote the work of all Lions 

Clubs in New Zealand, such as through Social Media. 

Ha(3) - There is a specific marketing strategy which is likely to promote the work of all Lions 

Clubs in New Zealand, such as through Social Media. 

As discussed previously, the data findings from survey question eight indicate that 

participants consider a combination of types of events i.e., events to fundraise for Lions and 

community events (not to raise funds) and events to fundraise for others/community groups, 

is likely to create awareness of Lions work in media and the community.  

Before data analysis was started, initial data screening was carried out for missing values and 

outliers, and the normality of the dataset was tested, resulting in a sample size of n = 56. 

� The researcher first produces the R-matrix using the coefficients and significance 

levels options to examine the correlation between types of marketing to promote 

community and fundraising events (Q10), and the results are displayed as follows: 

Table 4.18a Most effective marketing Significance of Correlations  

 

  

Facebook 
posts

Website 
events

Other SM 
twitter 

instagram
Word of 
mouth Billboards

Flyer 
drops

Local 
news-
papers

School 
newletters

.000 .000 .055 .028 .296 .118 .032

.000 .000 .500 .017 .122 .195 .065

.000 .000 .092 .132 .174 .336 .089

.055 .500 .092 .066 .325 .078 .015

.028 .017 .132 .066 .001 .000 .015

.296 .122 .174 .325 .001 .006 .000

.118 .195 .336 .078 .000 .006 .000

.032 .065 .089 .015 .015 .000 .000School newletters

Other SM twitter instagram

Word of mouth

Billboards

Flyer drops

Local newspapers

Facebook posts

Website events

Sig. (1-tailed)
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Table 4.18b Most effective marketing Correlations  

 

The results as per Tables 4.18a and 4.18b show no values over 0.9 are found, indicating no 

issues with multicollinearity in this data (Field, 2009). A number of significant (p <0.05) 

correlations have been found between several variables. Seven significant correlations are 

evident. It indicates members who consider website events to be effective at marketing, also 

consider Facebook posts and other Social Media options such as Twitter and Instagram to be 

effective at marketing of events. Other correlations are evident such as participants who 

believe school newsletters to work effectively, are likely to also consider flyer drops and 

local newspaper advertising to be an effective marketing approach. The correlation between 

the first group of variables is stronger than between the last group of variables.  

The Kaiser Meyer Olkin (KMO) value was 0.680, which is considered a mediocre level, but 

well over the required minimum of 0.5 (Kaiser, as cited in Field, 2009) and close to 0.7 

which is considered good. Bartlett’s test is also highly significant (0.000). Therefore, a factor 

analysis is appropriate. 

� In order to group the marketing options from survey question ten, the researcher 

utilises an exploratory factor analysis to analyse the relationship between marketing 

options (Q10).  The factor analysis is conducted using a Varimax rotation. The results 

are displayed as follows: 

  

Facebook 
posts

Website 
events

Other SM 
twitter 

instagram
Word of 
mouth Billboards

Flyer 
drops

Local 
news-
papers

School 
newletters

1.000 .587 .625 .216 .257 .073 .161 .250

.587 1.000 .571 .000 .283 .158 .117 .205

.625 .571 1.000 .180 .152 .128 .058 .183

.216 .000 .180 1.000 .204 .062 .192 .291

.257 .283 .152 .204 1.000 .412 .481 .291

.073 .158 .128 .062 .412 1.000 .332 .439

.161 .117 .058 .192 .481 .332 1.000 .540

.250 .205 .183 .291 .291 .439 .540 1.000

Flyer drops

Local newspapers

School newletters

Correlation

Facebook posts

Website events

Other SM twitter instagram

Word of mouth

Billboards
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1 2 3

Local 
newspapers .774 .213

Flyer drops .765 -.180

Billboards .706 .207

School 
newletters

.698 .136 .328

Other SM twitter 
instagram .853 .125

Facebook 
posts .109 .842 .205

Website events .187 .838 -.176

Word of mouth .127 .928

Component

Table 4.19 Initial Eigenvalues (Q10) 

 

The results in Table 4.19 demonstrate there are three components which were as per initial 

eigenvalues over 1.0. These three components explain 69.8% of the cumulative variance. No 

scree plot was generated, as the sample size is not over 300 (Field, 2009).  

 

Table 4.20 Rotated component matrix (Q10) 

 

.  

 

 

 

 

 

 

 

The results in Table 4.20 show the component matrix with relatively high loadings to 

component one and component two. Only ‘word of mouth’ shows very strong loadings for 

component three. 

 

Total % of Variance Cumulative %

1 2.911 36.4 36.4

2 1.665 20.8 57.2

3 1.004 12.6 69.8

4 .711 8.9 78.6

5 .658 8.2 86.9

6 .401 5.0 91.9

7 .352 4.4 96.3

8 .297 3.7 100.0

Component

Initial Eigenvalues
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Table 4.21 Reproduced Correlations (Q10) 

 

The results in Table 4.21 reflect the Reproduced Correlations matrix for this exploratory 

factor analysis, containing the correlation coefficients between all of the questions based on 

the factor model. The diagonal of this matrix contains the communalities after extraction for 

each variable (Field, 2009). In the lower half of the reproduced correlation matrix, the 

differences between the observed correlation coefficients and the ones predicted from the 

model are reflected. For a good model these values will all be small, ideally less than 0.05 

(Field, 2009). This matrix shows 43% below 0.05. 

 

� Hence, the researcher conducts a confirmatory factor analysis and correlation method 

analysis to test the validity of the constructs in question 10. The number of factors is 

restricted to two, and ‘word of mouth’ is deleted from the variables. The results are 

displayed as follows: 

 

  

Facebook 
posts Website events

Other SM 
twitter 

instagram
Word of 
mouth Billboards

Flyer 
drops

Local 
news-
papers

School 
newletters

.764a .690 .747 .280 .259 .091 .126 .258

.690 .768a .699 -.063 .300 .219 .105 .187

.747 .699 .744a .197 .205 .048 .050 .181

.280 -.063 .197 .885a .140 -.065 .296 .406

.259 .300 .205 .140 .543a .545 .553 .532

.091 .219 .048 -.065 .545 .621a .553 .482

.126 .105 .050 .296 .553 .553 .644a .610

.258 .187 .181 .406 .532 .482 .610 .614a

Facebook 
posts Website events

Other SM 
twitter 

instagram
Word of 
mouth Billboards

Flyer 
drops

Local 
news-
papers

School 
newletters

-.103 -.122 -.064 -.002 -.018 .035 -.009

-.103 -.128 .063 -.017 -.061 .012 .018

-.122 -.128 -.017 -.053 .080 .008 .002

-.064 .063 -.017 .064 .126 -.104 -.115

-.002 -.017 -.053 .064 -.133 -.072 -.241

-.018 -.061 .080 .126 -.133 -.222 -.043

.035 .012 .008 -.104 -.072 -.222 -.070

-.009 .018 .002 -.115 -.241 -.043 -.070

Billboards

Flyer drops

Local newspapers

School newletters

Residual

Facebook posts

Website events

Other SM twitter 
instagram

Word of mouth

Billboards

Flyer drops

Local newspapers

School newletters

Reproduced 
Correlation

Extraction Method: Principal Component Analysis.

a. Reproduced communalities

b. Residuals are computed between observed and reproduced correlations. There are 17 (60.0%) nonredundant residuals 
with absolute values greater than 0.05.

Facebook posts

Website events

Other SM twitter 
instagram

Word of mouth
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Table 4.22a Most effective marketing Significance of Correlations 

 

Table 4.22b Most effective marketing Correlations 

 

The results are displayed in Tables 4.22a and 4.22b, with the correlation matrix showing 

correlations between the marketing options which can be considered ‘online’, such as 

Facebook posts, other Social Media (Twitter; Instagram), and website events. Other weaker 

correlations exist between more conventional types of marketing such as billboards, flyer 

drops, local newspapers, and school newsletters. All highlighted correlations are at a 

significant level (p <0.05). 

Facebook 
posts

Website 
events

Billboards Flyer drops
Other SM 

twitter 
instagram

Local news-
papers

School 
news-
letters

.000 .028 .296 .000 .118 .032

.000 .017 .122 .000 .195 .065

.028 .017 .001 .132 .000 .015

.296 .122 .001 .174 .006 .000

.000 .000 .132 .174 .336 .089

.118 .195 .000 .006 .336 .000

.032 .065 .015 .000 .089 .000

Sig. (1-tailed)

Facebook posts

Website events

Billboards

Flyer drops

Other SM twitter 
instagram

Local newspapers

School newletters

Facebook 
posts

Website 
events

Billboards Flyer drops
Other SM 

twitter 
instagram

Local news-
papers

School 
news-
letters

1.000 .587 .257 .073 .625 .161 .250

.587 1.000 .283 .158 .571 .117 .205

.257 .283 1.000 .412 .152 .481 .291

.073 .158 .412 1.000 .128 .332 .439

.625 .571 .152 .128 1.000 .058 .183

.161 .117 .481 .332 .058 1.000 .540

.250 .205 .291 .439 .183 .540 1.000

Facebook posts

Website events

Billboards

Flyer drops

Other SM twitter 
instagram

Local newspapers

School newletters

Correlation
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The Kaiser Meyer Olkin (KMO) value was 0.698, which is considered a good level, and well 

over the required minimum of 0.5 (Kaiser, as cited in Field, 2009). Bartlett’s test is also 

highly significant (0.000). Therefore, this confirmatory factor analysis is appropriate. 

Table 4.23 Initial Eigenvalues (Q10) 

 

The results in Table 4.23 demonstrate there are two components selected, which have an 

initial eigenvalues over 1.0. These two components explain 63.8% of the cumulative 

variance.  

Table 4.24 Rotated component matrix (Q10) 

 

As reflected in Table 4.24, the marketing options for promoting events organised by Lions 

Clubs are now grouped with two components. Most options have high loadings, with the 

exception of ‘billboards’. There are two distinct groups, one for ‘online’ types of marketing, 

and another group with more conventional types of marketing. 

  

Total % of Variance Cumulative %

1 2.811 40.2 40.2

2 1.657 23.7 63.8

Component

Initial Eigenvalues

1 2

Local 
newspapers

.808

School 
newletters

.748 .157

Flyer drops .719

Billboards .693 .206

Other SM twitter 
instagram

.859

Facebook 
posts

.137 .854

Website events .150 .825

Component
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Table 4.25 Reproduced Correlations (Q10) 

 

From these analyses, it can be concluded that the null hypothesis H0(3) can be rejected.  There 

is a specific marketing strategy which is likely to promote the work of all Lions Clubs in New 

Zealand, such as through Social Media. In fact there are two marketing strategies which are 

likely to promote Lions Clubs and the events they organise. One strategic option is a 

combination of Social Media and online tools such as Facebook posts, website events, and 

other types of Social Media such as Twitter and Instagram.  Furthermore, there is evidence 

the participating Lions members consider a combination of conventional marketing 

worthwhile, such as local newspapers, school newsletters, flyer drops and billboards, which 

provides another strategic option to pursue.  

 

  

Facebook 
posts

Website 
events Billboards Flyer drops

Other SM 
twitter 

instagram
Local news-

papers

School 
news-
letters

.749a .725 .271 .130 .740 .120 .237

.725 .703a .274 .139 .715 .131 .242

.271 .274 .523a .506 .208 .562 .551

.130 .139 .506 .518a .065 .581 .543

.740 .715 .208 .065 .739a .047 .169

.120 .131 .562 .581 .047 .653a .606

.237 .242 .551 .543 .169 .606 .584a

Facebook 
posts

Website 
events Billboards Flyer drops

Other SM 
twitter 

instagram
Local news-

papers

School 
news-
letters

-.138 -.014 -.057 -.115 .040 .013

-.138 .009 .019 -.144 -.014 -.037

-.014 .009 -.094 -.057 -.081 -.260

-.057 .019 -.094 .063 -.249 -.104

-.115 -.144 -.057 .063 .011 .014

.040 -.014 -.081 -.249 .011 -.066

.013 -.037 -.260 -.104 .014 -.066School newletters

Website events

Billboards

Flyer drops

Other SM twitter instagram

Local newspapers

Facebook posts

Facebook posts

Website events

Billboards

Flyer drops

Other SM twitter instagram

Local newspapers

School newletters

Reproduced Correlation

Residual
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4.9.3 Objective 4 Member Retention 

As a result of the interviews, this objective and hypotheses were developed. Apparently 

nearly 50% of new members leave in the first three years of their membership with Lions 

Clubs New Zealand. 

According to objective 4: To determine how current members can be retained, the researcher 

has developed the hypothesis as follows: 

Hypothesis 4 

H0(4) - There are no specific ways to retain current members of a Lions Club. 

Ha(4) - There are specific ways to retain current members of a Lions Club. 

Before data analysis was started, initial data screening was carried out for missing values and 

outliers, and the normality of the dataset was tested, resulting in a sample size of n = 88. 

� The researcher first produces the R-matrix using the coefficients and significance 

levels options to examine the correlation between participants reasons for joining 

(Q2) and reasons for staying (Q3), and the results are displayed as follows: 
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Table 4.26 Reasons to join by Reasons to stay Correlation  

 

Social 
aspect

Compa-
nion-
ship

Net-
working

Serve the 
commu-

nity
Help 

others

Socialis ing 
with club 
members

R'ships 
developed

Catching 
up b4 
mtgs

Organisin
g/

assisting 
in fundrais-
ing events

Net-
working 

opp

Helping 
non-

members

Assisting 
in envirrm 
projects

LCIF & 
annual 
contri-
bution

L'ship 
training

Lions 
induction 
program

Loyalty to 
Lions

Pearson 
Correlation 1 .614** .437** .011 .175 .596** .437** .403** -.055 .287** .022 .083 .160 .131 .263* .866

Sig. (2-tailed)
.000 .000 .919 .094 .000 .000 .000 .607 .008 .840 .433 .135 .216 .011 .333

N 94 92 87 93 93 93 93 91 90 85 90 91 89 91 92 3

Pearson 
Correlation .614** 1 .369** .126 .163 .387** .368** .211* -.097 .158 .003 -.031 .232* .144 .277** .500

Sig. (2-tailed)
.000 .000 .224 .116 .000 .000 .042 .354 .147 .975 .771 .027 .168 .007 .667

N 92 96 89 95 94 96 95 94 93 86 92 93 91 93 94 3

Pearson 
Correlation .437** .369** 1 .142 .197 .349** .304** .181 .057 .787** .214* .234* .361** .166 .428** .189

Sig. (2-tailed)
.000 .000 .188 .066 .001 .004 .094 .602 .000 .048 .028 .001 .125 .000 .879

N 87 89 89 88 88 89 89 87 86 85 86 88 85 87 88 3

Pearson 
Correlation .011 .126 .142 1 .757** .187 .176 -.103 .284** -.038 .426** .197 .163 .058 .141 .500

Sig. (2-tailed)
.919 .224 .188 .000 .063 .081 .311 .005 .722 .000 .052 .113 .572 .163 .667

N 93 95 88 100 98 99 99 98 97 91 97 98 96 98 99 3

Pearson 
Correlation .175 .163 .197 .757** 1 .310** .313** -.010 .354** .125 .563** .411** .403** .120 .276** .500

Sig. (2-tailed)
.094 .116 .066 .000 .002 .002 .923 .000 .240 .000 .000 .000 .243 .006 .667

N 93 94 88 98 98 97 97 96 95 90 95 96 94 96 97 3

Pearson 
Correlation .596** .387** .349** .187 .310** 1 .565** .427** .224* .391** .282** .268** .195 .292** .310** .c

Sig. (2-tailed)
.000 .000 .001 .063 .002 .000 .000 .028 .000 .005 .008 .058 .004 .002 0.000

N 93 96 89 99 97 100 99 98 97 90 96 97 95 97 98 3

Pearson 
Correlation .437** .368** .304** .176 .313** .565** 1 .279** .250* .309** .323** .163 .284** .268** .282** .c

Sig. (2-tailed)
.000 .000 .004 .081 .002 .000 .006 .014 .003 .001 .109 .005 .008 .005 0.000

N 93 95 89 99 97 99 100 97 96 91 97 98 95 98 99 3

Pearson 
Correlation .403** .211* .181 -.103 -.010 .427** .279** 1 .008 .245* .119 .131 .089 .184 .065 .500

Sig. (2-tailed)
.000 .042 .094 .311 .923 .000 .006 .937 .020 .249 .204 .389 .072 .529 .667

N 91 94 87 98 96 98 97 98 97 90 95 96 95 97 97 3

Pearson 
Correlation

-.055 -.097 .057 .284** .354** .224* .250* .008 1 .235* .389** .180 .337** .107 .309** -.500

Sig. (2-tailed)
.607 .354 .602 .005 .000 .028 .014 .937 .027 .000 .081 .001 .301 .002 .667

N 90 93 86 97 95 97 96 97 97 89 95 95 94 96 96 3

Pearson 
Correlation .287** .158 .787** -.038 .125 .391** .309** .245* .235* 1 .310** .325** .360** .183 .351** -.866

Sig. (2-tailed)
.008 .147 .000 .722 .240 .000 .003 .020 .027 .003 .002 .001 .083 .001 .333

N 85 86 85 91 90 90 91 90 89 91 90 91 89 91 91 3

Pearson 
Correlation .022 .003 .214* .426** .563** .282** .323** .119 .389** .310** 1 .507** .318** .013 .198 .500

Sig. (2-tailed)
.840 .975 .048 .000 .000 .005 .001 .249 .000 .003 .000 .002 .897 .051 .667

N 90 92 86 97 95 96 97 95 95 90 97 96 93 96 97 3

Pearson 
Correlation .083 -.031 .234* .197 .411** .268** .163 .131 .180 .325** .507** 1 .389** .046 .209* -.189

Sig. (2-tailed)
.433 .771 .028 .052 .000 .008 .109 .204 .081 .002 .000 .000 .656 .039 .879

N 91 93 88 98 96 97 98 96 95 91 96 98 94 97 98 3

Pearson 
Correlation

.160 .232* .361** .163 .403** .195 .284** .089 .337** .360** .318** .389** 1 .152 .559** .500

Sig. (2-tailed)
.135 .027 .001 .113 .000 .058 .005 .389 .001 .001 .002 .000 .141 .000 .667

N 89 91 85 96 94 95 95 95 94 89 93 94 96 95 95 3

Pearson 
Correlation .131 .144 .166 .058 .120 .292** .268** .184 .107 .183 .013 .046 .152 1 .293** -.866

Sig. (2-tailed)
.216 .168 .125 .572 .243 .004 .008 .072 .301 .083 .897 .656 .141 .003 .333

N 91 93 87 98 96 97 98 97 96 91 96 97 95 98 98 3

Pearson 
Correlation .263* .277** .428** .141 .276** .310** .282** .065 .309** .351** .198 .209* .559** .293** 1 -.866

Sig. (2-tailed)
.011 .007 .000 .163 .006 .002 .005 .529 .002 .001 .051 .039 .000 .003 .333

N 92 94 88 99 97 98 99 97 96 91 97 98 95 98 99 3

Pearson 
Correlation .866 .500 .189 .500 .500 .c .c .500 -.500 -.866 .500 -.189 .500 -.866 -.866 1

Sig. (2-tailed)
.333 .667 .879 .667 .667 0.000 0.000 .667 .667 .333 .667 .879 .667 .333 .333

N 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3

Networking opp

Social aspect

Companionship

Networking

Serve the 
community

Help others

Socialis ing with 
club members

R'ships 
developed

Catching up b4 
mtgs

Organising/
assisting in 
fundraising 
events

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

Helping non-
members

Assisting in 
envirrm projects

LCIF & annual 
contribution

L'ship training

Lions induction 
program

Loyalty to Lions
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As this Table 4.26 is difficult to read, the main correlations were extracted. These are 

reflected as follows: 

Table 4.27 Reasons to join by Reasons to stay Most significant Correlation  

 

The results are demonstrated in Table 4.27, which show several significant correlations exist. 

It appears members consider the companionship and social aspect of becoming a member 

important, and socialising with club members and relationships developed important in their 

decision to stay a member. These reasons show several significant correlations. Moreover, 

serving the community and helping others remain important both as reasons for joining as 

well as reasons to stay. Members who felt networking opportunities were an important reason 

to join, found that this same reason was valid when staying with a club. All these correlations 

carry a significance value of 0.000 (p<.01). 

� The researcher produces the Cross-tabulation and Chi-Square methods to examine if  

relationships exist between when participants became members (Q1), the social aspect 

as a reason to join (Q2a), and socialising with club members as a reason to stay a 

member (Q3a), and those results are displayed as follows: 

Social 
aspect

Companion
ship

Help others
Socialising 

with club 
members

R'ships 
developed

Networking 
opportunities

Helping non-
members

Lions 
induction 
program

Pearson 
Correlation

1 .614** .175 .596** .437** .287** .022 .263*

Sig. (2-tailed) .000 .094 .000 .000 .008 .840 .011

N 94 92 93 93 93 85 90 92

Pearson 
Correlation .437** .369** .197 .349** .304** .787** .214* .428**

Sig. (2-tailed) .000 .000 .066 .001 .004 .000 .048 .000

N 87 89 88 89 89 85 86 88

Pearson 
Correlation

.011 .126 .757** .187 .176 -.038 .426** .141

Sig. (2-tailed) .919 .224 .000 .063 .081 .722 .000 .163

N 93 95 98 99 99 91 97 99

Pearson 
Correlation

.175 .163 1 .310** .313** .125 .563** .276**

Sig. (2-tailed) .094 .116 .002 .002 .240 .000 .006

N 93 94 98 97 97 90 95 97

Pearson 
Correlation .437** .368** .313** .565** 1 .309** .323** .282**

Sig. (2-tailed) .000 .000 .002 .000 .003 .001 .005

N 93 95 97 99 100 91 97 99

Pearson 
Correlation .160 .232* .403** .195 .284** .360** .318** .559**

Sig. (2-tailed) .135 .027 .000 .058 .005 .001 .002 .000

N 89 91 94 95 95 89 93 95

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

LCIF & 
annual 
contribution

Help others

R'ships 
developed

Social aspect

Networking

Serve the 
community



Carla Sutton (127 6433) MBus Thesis 

 

85 
 

Table 4.28 Social aspect by Socialising with club members by Became member  

Cross-tabulation 

 

The results in Table 4.28 demonstrate that the social aspect of joining and staying with a 

Lions Club is almost equally important, whether members have just joined (75%), have been 

members for three to six years (67%), seven to ten years (81%), or more than 10 years (78%). 

However, the slight drop for the 3-6 year group might indicate that those members stayed 

where others (to whom the social aspect was even more important) left. 

Not at all 
important

Not that 
important Neutral Important

Very 
important

Not that 
important

0 1 0 0 0 1

Neutral 0 0 1 2 0 3

Important 0 0 2 9 1 12

Very 
important

0 0 0 2 0 2

0 1 3 13 1 18

Not at all 
important

1 0 0 0 0 1

Not that 
important

0 1 0 0 0 1

Neutral 0 1 1 2 0 4

Important 0 0 1 4 1 6

Very 
important

0 0 0 2 1 3

1 2 2 8 2 15

Neutral 0 0 1 2 0 3

Important 0 0 0 3 0 3

Very 
important

0 0 0 2 1 3

0 0 1 7 1 9

Not at all 
important

0 0 1 0 0 1

Not that 
important

0 0 0 1 0 1

Neutral 0 1 0 4 1 6

Important 0 0 2 21 3 26

Very 
important

0 0 0 6 9 15

0 1 3 32 13 49

Not at all 
important

1 0 1 0 0 2

Not that 
important

0 2 0 1 0 3

Neutral 0 2 3 10 1 16

Important 0 0 5 37 5 47

Very 
important

0 0 0 12 11 23

1 4 9 60 17 91

Total

Became member

Socialising with club members

Total
In last 2 years Social 

aspect

Total

More than 10 
years ago

Social 
aspect

Total

Total Social 
aspect

Total

In last 3-6 years Social 
aspect

Total

In last 7-10 years Social 
aspect
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Table 4.29 Pearson Test for 3-way combination of Q1 and Q2a and Q3a 

3-way combinations 

Became member χ
2 df p-value Sig. 

In last 2 years 19.462 9 .022 Significant 

In last 3-6 years 25.625 16 .060 Not significant 

In last 7-10 years 4.286 4 .369 Not significant 

More than 10 years ago 35.562 12 .000 Significant 

 

As demonstrated in Table 4.29, only the significant values can be assumed to also apply to 

the population. However, one wonders if the drop in significance for the 3-6 year and 7-10 

year group is again due to the lower importance of the ‘social aspect’ for those particular 

groups of members, and a less significant correlation between reason for joining and reason 

for staying. It appears that only for current members who became members in the last two 

years and those in the group who became members more than ten years ago the social aspect 

was important when they joined Lions, and this social aspect remains of importance for 

staying with a Lions Club. 
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� The researcher produces the R-matrix using the coefficients and significance levels 

options to examine the correlation between reasons to join a Lions Club (Q2) and the 

reasons to stay a member (Q3), and the results are displayed as follows: 

Table 4.30a Reasons to join by Reasons to stay Significance of Correlation  
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.000 .000 .014 .000 .003 .004 .029 .001 .000 .000 .000 .032 .001

.000 .003 .007 .001 .001 .055 .003 .002 .000 .000 .002 .040 .001

.000 .003 .468 .010 .124 .102 .195 .265 .000 .021 .047 .155 .462

.014 .007 .468 .013 .000 .041 .000 .001 .304 .177 .301 .002 .000

.000 .001 .010 .013 .001 .001 .000 .000 .004 .073 .000 .361 .120

.003 .001 .124 .000 .001 .000 .001 .026 .420 .488 .024 .000 .000

.004 .055 .102 .041 .001 .000 .000 .020 .217 .386 .014 .026 .000

.029 .003 .195 .000 .000 .001 .000 .000 .067 .014 .000 .057 .000

.001 .002 .265 .001 .000 .026 .020 .000 .006 .003 .000 .081 .003

.000 .000 .000 .304 .004 .420 .217 .067 .006 .000 .000 .460 .047

.000 .000 .021 .177 .073 .488 .386 .014 .003 .000 .000 .112 .058

.000 .002 .047 .301 .000 .024 .014 .000 .000 .000 .000 .094 .033

.032 .040 .155 .002 .361 .000 .026 .057 .081 .460 .112 .094 .000

.001 .001 .462 .000 .120 .000 .000 .000 .003 .047 .058 .033 .000

Assisting in envirrm 
projects

LCIF & ann contribution

Lions induction program

Social aspect

Companion-
ship

Networking

Serve the community

Help others

Socialising with club 
members

R'ships developed

Catching up 
b4 mtgs

Organising/
assisting in fundraising 
events

Networking opp

Helping non-members

Sig. (1-tailed)
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Table 4.30b Reasons to join by Reasons to stay Correlation  

 

The results are shown in Tables 4.30a and 4.30b, no values over 0.9 are found, indicating no 

issues with multicollinearity in this data (Field, 2009). The variable ‘leadership training’ was 

eliminated as it did not correlate with any other variables. A number of significant (p <0.05) 

correlations have been found between several variables. A total of 36 significant correlations 

are evident. However, only seven of those correlate fairly well, but not perfectly.  It indicates 

members who, for example, joined a Lions Club for the social aspect, remain as members as 

they continue to enjoy socialising with club members and the relationships they have 

developed. Other correlations are evident such as participants who joined a club to help 

others, stayed with a Lions Club as they continue to enjoy being able to help non-members 

and assist with environmental projects.  

The Kaiser Meyer Olkin (KMO) value was 0.723, which is considered a good level, and well 

over the required minimum of 0.5 (Kaiser, as cited in Field, 2009). Bartlett’s test is also 

highly significant (0.000). Therefore, this exploratory factor analysis is appropriate. 
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1.000 .565 .427 .224 .391 .282 .268 .195 .310 .596 .387 .349 .187 .310

.565 1.000 .279 .250 .309 .323 .163 .284 .282 .437 .368 .304 .176 .313

.427 .279 1.000 .008 .245 .119 .131 .089 .065 .403 .211 .181 -.103 -.010

.224 .250 .008 1.000 .235 .389 .180 .337 .309 -.055 -.097 .057 .284 .354

.391 .309 .245 .235 1.000 .310 .325 .360 .351 .287 .158 .787 -.038 .125

.282 .323 .119 .389 .310 1.000 .507 .318 .198 .022 .003 .214 .426 .563

.268 .163 .131 .180 .325 .507 1.000 .389 .209 .083 -.031 .234 .197 .411

.195 .284 .089 .337 .360 .318 .389 1.000 .559 .160 .232 .361 .163 .403

.310 .282 .065 .309 .351 .198 .209 .559 1.000 .263 .277 .428 .141 .276

.596 .437 .403 -.055 .287 .022 .083 .160 .263 1.000 .614 .437 .011 .175

.387 .368 .211 -.097 .158 .003 -.031 .232 .277 .614 1.000 .369 .126 .163

.349 .304 .181 .057 .787 .214 .234 .361 .428 .437 .369 1.000 .142 .197

.187 .176 -.103 .284 -.038 .426 .197 .163 .141 .011 .126 .142 1.000 .757

.310 .313 -.010 .354 .125 .563 .411 .403 .276 .175 .163 .197 .757 1.000

Networking

Serve the community

Help others

Correlation

Socialising with club 
members

R'ships developed

Catching up 
b4 mtgs

Organising/
assisting in fundraising 
events

Networking opp

Helping non-members

Assisting in envirrm 
projects

LCIF & annual
contribution

Lions induction program

Social aspect

Companion-
ship
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� In order to analyse and group the reasons to join (Q2) and reasons to stay (Q3) with a 

Lions Club, the researcher utilises an exploratory factor analysis.  The factor analysis 

is conducted using a Varimax rotation. The results are displayed as follows: 

Table 4.31 Initial Eigenvalues (Q2 and Q3) 

 

The results as demonstrated in Table 4.31, there are four components which were as per 

initial eigenvalues over 1.0. These four components explain 67.1% of the cumulative 

variance. No scree plot was generated, as the sample size is not over 300 (Field, 2009).  

  

Total % of Variance Cumulative %

1 4.554 32.5 32.5

2 2.262 16.2 48.7

3 1.423 10.2 58.8

4 1.162 8.3 67.2

Component

Initial Eigenvalues
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Table 4.32 Rotated component matrix (Q2 and Q3) 

 

The result in Table 4.32 reflects the component matrix which shows relatively high loadings 

to all four components. The reasons that load highly on component 1 seem to relate to the 

social aspect of Lions membership. For component 2 the reasons appear to be group around 

networking and connectedness. The reasons which load highest to component 3 seem to be 

for serving the community and helping others. Finally, for component 4 the reasons appear to 

centre around assisting with events and projects to help others. There is an interesting overlap 

evident for ‘helping non-members’. Only ‘companionship’ shows a negative loading for 

component four. This indicates that a certain number of members who feel strongly about 

joining and staying with a Lions Club because they want to assist in events and project to 

help others, specifically did not join or stay with a club due to the companionship it offered. 

 

 

1 2 3 4

Social aspect
.805

Socialising with club members
.787

Catching up b4 mtgs
.697

R'ships developed
.639

Companionship
.597 -.464

Lions induction program
.762

Networking
.752

LCIF & annual contribution
.698

Networking opp
.672 .408

Serve the community
.863

Help others
.819

Helping non-members
.406 .706

Assisting in envirrm projects
.680

Organising/assisting in 
fundraising events .497

Component
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Table 4.33 Reproduced Correlations (Q2 and Q3) 
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.714a .606 .548 .154 .392 .358 .299 .225 .237 .633 .462 .404 .204 .350

.606 .533a .401 .174 .324 .340 .264 .256 .268 .540 .433 .365 .271 .392

.548 .401 .640a -.020 .331 .171 .208 -.050 -.052 .466 .196 .223 -.169 -.044

.154 .174 -.020 .411a .253 .503 .424 .365 .255 -.078 -.101 .178 .363 .464

.392 .324 .331 .253 .781a .303 .425 .511 .497 .313 .157 .671 -.145 .075

.358 .340 .171 .503 .303 .703a .577 .360 .209 .018 -.092 .179 .472 .612

.299 .264 .208 .424 .425 .577 .542a .354 .224 .008 -.135 .263 .227 .387

.225 .256 -.050 .365 .511 .360 .354 .612a .595 .161 .205 .539 .266 .408

.237 .268 -.052 .255 .497 .209 .224 .595 .636a .281 .359 .593 .201 .325

.633 .540 .466 -.078 .313 .018 .008 .161 .281 .771a .688 .450 .047 .139

.462 .433 .196 -.101 .157 -.092 -.135 .205 .359 .688 .751a .401 .171 .203

.404 .365 .223 .178 .671 .179 .263 .539 .593 .450 .401 .701a -.027 .150

.204 .271 -.169 .363 -.145 .472 .227 .266 .201 .047 .171 -.027 .773a .769

.350 .392 -.044 .464 .075 .612 .387 .408 .325 .139 .203 .150 .769 .835aHelp others

Serve the community

Networking

Companionship

Social aspect

Lions induction program

LCIF & annual 
contribution

Assisting in envirrm 
projects

Helping non-members

Networking 
opportunities

Organising/
assisting in fundraising 
events

Catching up b4 mtgs

R'ships developed

Socialising with club 
members
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 Table 4.33 reflects the Reproduced Correlations matrix for this exploratory factor analysis, 

which contains the correlation coefficients between all of the questions based on the factor 

model. The diagonal of this matrix contains the communalities after extraction for each 

variable (Field, 2009). In the lower half of the reproduced correlation matrix, the differences 

between the observed correlation coefficients and the ones predicted from the model are 

reflected. For a good model these values will all be small, ideally less than 0.05 (Field, 2009). 

This matrix shows 53% below 0.05. 

 

� Hence, the researcher conducts a confirmatory factor analysis and correlation method 

analysis to test the validity of the constructs in question two and three. The number of 

factors is restricted to three, and ‘assisting in environmental projects’ and 

‘organising/assisting in fundraising events’ are deleted from the variables. The results 

are displayed as follows: 
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Table 4.34a Reasons to Join by Reasons to Stay Correlation 
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Table 4.34b Reasons to Join by Reasons to Stay Correlation 

 

 The results in Tables 4.34a and 4.34b show a number of significant (p <0.05) correlations 

have been found between several variables. A total of 29 significant correlations are evident, 

of which seven correlate well, with loadings over 0.5. It indicates members who, for example, 

joined a Lions Club to establish a network, remain as a member as they continue to enjoy 

those networking opportunities within their Lions Club. Other correlations are evident such 

as participants who joined a club to help others, stayed with a Lions Club as they continue to 

enjoy being able to serve their community.  

The Kaiser Meyer Olkin (KMO) value was 0.704, which is considered a good level, and well 

over the required minimum of 0.5 (Kaiser, as cited in Field, 2009). Bartlett’s test is also 

highly significant (0.000). Therefore, this confirmatory factor analysis is appropriate. 
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� In order to analyse and group the reasons to join (Q2) and reasons to stay (Q3) with a 

Lions Club, the researcher utilises a confirmatory factor analysis.  The factor analysis 

is conducted using a Varimax rotation. The results are displayed as follows: 

Table 4.35 Initial Eigenvalues (Q2 and Q3) 

 

The results in Table 4.35 demonstrate there are three components selected, which were as per 

initial eigenvalues over 1.0. These three components explain over 63.2% of the cumulative 

variance.  

 

Table 4.36 Rotated component matrix (Q2 and Q3) 

 

As the results in Table 4.36 show, the component matrix reflects high loadings to all these 

three components. The groupings are clear now two less significant variables have been 

eliminated. The components clearly indicate that component 1 is related to the socialising and 

Total % of Variance Cumulative %

1 4.213 35.1 35.1

2 1.998 16.6 51.8

3 1.376 11.5 63.2

Component

Initial Eigenvalues

1 2 3

Social aspect .846

Socialising with club 
members

.763

Companionship .684

Catching up b4 mtgs .633

R'ships developed .624

Networking opp .827

Networking .789

Lions induction 
program

.677

LCIF & ann 
contribution

.675

Help others .902

Serve the community .876

Helping non-
members

.680

Component
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companionship aspect for joining and staying with a Lions Club. Component 2 and the 

applicable variables which load highly are in respect to networking. Lastly, the reasons for 

joining and staying with a member relating to component 3 are regarding helping others and 

the community.  
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Table 4.37 Reproduced Correlations (Q2 and Q3) 
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The results as reflected in Table 4.37, the Reproduced Correlations matrix for this 

confirmatory factor analysis contains the correlation coefficients between all of the questions 

based on the factor model. The diagonal of this matrix contains the communalities after 

extraction for each variable (Field, 2009). In the lower half of the reproduced correlation 

matrix, the differences between the observed correlation coefficients and the ones predicted 

from the model are reflected. For a good model these values will all be small, ideally less 

than 0.05 (Field, 2009). This matrix shows differences between the observed correlation 

coefficients and the ones predicted form the model, with 53% of these values below 0.05. 

Furthermore, high reproduced correlations are reflected, in particular for networking 

opportunities, social aspect, serve the community and help others. These demonstrate the 

importance of these aspects for people when joining a Lions Club, and when reasoning to 

stay a club member. Hence, the null hypothesis H0(4) can be rejected, as there are specific 

ways to retain current members of a Lions Club. 
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4.9.4 Objective 5 Social Media and increasing membership 

According to objective 5: To explore Social Media as an option for Lions Clubs to increase 

their membership, the researcher has developed the hypothesis as follows: 

Hypothesis 5 

H0(5) - Social Media is not a good option to use when encouraging people to become a 

member of a Lions Clubs in New Zealand. 

Ha(5) - Social Media is a good option to use when encouraging people to become a member of 

a Lions Clubs in New Zealand. 

� The researcher produces the Cross-tabulation and Chi-Square methods to examine the 

relationship between who members talk to about membership (Q12), and whether 

people they know use Social Media (Q13). Three significant values were found, and 

those results are displayed as follows: 

 

Table 4.38 People who use Social Media by Close family Cross-tabulation 

 

The figures in Table 4.38 show 44 members know close family who are likely to use Social 

Media (Facebook, Twitter, Instagram, etc.). Twenty of those members sometimes talk to 

close family about becoming a member of a Lions Club. These findings were found to be 

Never Rarely Sometimes Often Always

0 1 0 0 0 1

0 0 0 2 0 2

2 0 1 0 0 3

0 0 2 0 0 2

1 1 1 0 0 3

3 0 0 0 0 3

6 12 20 4 2 44

4 3 10 3 1 21

16 17 34 9 3 79

Close family

Close friends

Extended family

Colleagues

Others

Other people

Multiple answers

Close & extended family 
& close friends

People who use SM

Close family/whanau tata

Total

Total
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statistically significant (χ2 = 41.780, df = 28, p-value = 0.045).  Thus, the null hypothesis H0(5) 

can be rejected, as Social Media is a good option to use when encouraging people, such as 

close family, to become a member of a Lions Club.  

Table 4.39 People who use Social Media by Close friends Cross-tabulation 

 

The figures in Table 4.39 show 48 members know close friends who are likely to use Social 

Media (Facebook, Twitter, Instagram, etc.). Of these, 25 members sometimes talk to close 

friends about becoming a member of a Lions Club.  These findings were found to be 

statistically significant (χ2 = 44.639, df = 28, p-value = 0.024). Thus, the null hypothesis H0(5) 

can be rejected, as Social Media is a good option to use when encouraging people, such as 

close friends, to become a member of a Lions Club.  

  

Never Rarely Sometimes Often Always

0 1 0 0 1 2

0 0 0 2 0 2

1 1 1 0 0 3

0 0 2 0 0 2

1 1 1 1 0 4

2 1 0 0 0 3

2 10 25 9 2 48

1 6 11 4 1 23

7 20 40 16 4 87

Close family

Close friends

Extended family

Colleagues

Others

Other people

Multiple answers

Close & extended 
family & close friends

People who use SM

Close friends

Total

Total
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Table 4.40 People who use Social Media by Neighbours Cross-tabulation 

 

The figures in Table 4.40 demonstrate that 46 members have neighbours who are likely to use 

Social Media (Facebook, Twitter, Instagram, etc.). Actually, 33 of those members never or 

rarely talk to their neighbours about becoming a member of a Lions Club. These findings 

were found to be statistically significant (χ2 = 64.516, df = 35, p-value = 0.002). Thus, the 

null hypothesis H0(5) cannot be accepted or rejected, as these members never or rarely talk to 

their neighbours. It could be argued that the members could use Social Media instead if they 

want to encourage their neighbours to become a member of a Lions Club.  

� The researcher also produces the R-matrix using the coefficients and significance 

levels options to examine the correlation between the different groups that members 

talk to about becoming a member of a Lions Club (Q12), and the results are displayed 

as follows: 

  

Never Rarely Sometimes Often Always 6

0 0 1 0 1 0 2

0 1 0 0 0 0 1

2 0 0 0 0 0 2

2 0 0 0 0 0 2

1 1 1 1 0 0 4

2 1 0 0 0 0 3

16 17 12 1 0 0 46

5 6 7 0 0 1 19

28 26 21 2 1 1 79

People who use SM

Neighbours

Total

Close family

Close friends

Extended family

Colleagues

Others

Other people

Multiple answers

Total

Close & extended 
family & close friends
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Table 4.41a People talked to about becoming a Lions Club member (Q12) Significance of Correlation 

 

Table 4.41b People talked to about becoming a Lions Club member (Q12) Correlation 

 

The results in Tables 4.41a and 4.41b show no values over 0.9 are found, indicating no issues 

with multicollinearity in this data (Field, 2009). A number of significant (p <0.05) 

correlations have been found between several variables. Fourteen significant correlations are 

evident. These correlations are showing a relationship between the groups of people current 

members talk to about also becoming a member of a Lions Club.  

Close 
family

Close 
friends

Acquain-
tances

Extended 
family

Collea-
gues

Friends 
on SM

Neigh-
bours

Members 
other 
clubs

.000 .000 .000 .020 .037 .002 .107

.000 .000 .000 .012 .012 .000 .023

.000 .000 .000 .001 .002 .000 .009

.000 .000 .000 .143 .324 .000 .408

.020 .012 .001 .143 .000 .009 .000

.037 .012 .002 .324 .000 .067 .000

.002 .000 .000 .000 .009 .067 .000

.107 .023 .009 .408 .000 .000 .000

Close family

Close friends

Acquaintances

Sig. (1-tailed)

Extended family

Colleagues

Friends on SM

Neighbours

Members other clubs

Close 
family

Close 
friends

Acquain-
tances

Extended 
family

Collea-
gues

Friends 
on SM

Neigh-
bours

Members 
other 
clubs

1.000 .765 .561 .650 .218 .192 .310 .133

.765 1.000 .695 .680 .232 .236 .487 .207

.561 .695 1.000 .551 .325 .308 .467 .255

.650 .680 .551 1.000 .116 .051 .423 .025

.218 .232 .325 .116 1.000 .575 .253 .471

.192 .236 .308 .051 .575 1.000 .164 .553

.310 .487 .467 .423 .253 .164 1.000 .353

.133 .207 .255 .025 .471 .553 .353 1.000

Neighbours

Members other clubs

Correlation

Close family

Close friends

Acquaintances

Extended family

Colleagues

Friends on SM
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The Kaiser Meyer Olkin (KMO) value was 0.799, which is considered a good level, and well 

over the required minimum of 0.5 (Kaiser, as cited in Field, 2009). Bartlett’s test is also 

highly significant (0.000). Therefore, this confirmatory factor analysis is appropriate. 

� In order to group the people talked to about members from survey question twelve, 

the researcher utilises a factor analysis to analyse the relationship between those 

groups of people that members talk to about joining a Lions Club (Q12).  The factor 

analysis is conducted using a Varimax rotation. The results are displayed as follows: 

Table 4.42 Initial Eigenvalues (Q12) 

 

The results in Table 4.42 demonstrate there are two components which were as per initial 

eigenvalues over 1.0. These two components explain 67.8% of the cumulative variance. No 

scree plot was generated, as the sample size is not over 300 (Field, 2009).  

Table 4.43 Rotated component matrix (Q12) 

 

The results in Table 4.43 show the component matrix shows relatively high loadings to both 

component one and component two. Only ‘neighbours’ shows a lower loadings for 

component one. 

  

Total % of Variance Cumulative %

1 3.661 45.8 45.8

2 1.766 22.1 67.8

Component

Initial Eigenvalues

1 2

Close friends .901

Extended family .862

Close family .840

Acquaintances .771

Neighbours .571

Friends on SM .839

Members other clubs .817

Colleagues .789

Component
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Table 4.44 Reproduced Correlations (Q12) 

 

As reflected in the results in Table 4.44, the Reproduced Correlations matrix for this factor 

analysis contains the correlation coefficients between all of the questions based on the factor 

model. The diagonal of this matrix contains the communalities after extraction for each 

variable (Field, 2009). In the lower half of the reproduced correlation matrix, the differences 

between the observed correlation coefficients and the ones predicted from the model are 

reflected. For a good model these values will all be small, ideally less than 0.05 (Field, 2009). 

This matrix shows 50% below 0.05. Furthermore, high reproduced correlations are reflected, 

in particular for close family, close friends, extended family and friends on Social Media. 

These demonstrate the importance of these aspects for members when they talk to others 

Close 
family

Close 
friends

Acquain-
tances

Extended 
family

Collea-
gues

Friends 
on SM

Neigh-
bours

Members 
other 
clubs

.710a .767 .668 .718 .191 .143 .501 .133

.767 .834a .737 .765 .261 .213 .559 .200

.668 .737 .677a .641 .351 .318 .527 .304

.718 .765 .641 .750a .073 .016 .467 .009

.191 .261 .351 .073 .649a .678 .330 .659

.143 .213 .318 .016 .678 .714a .310 .694

.501 .559 .527 .467 .330 .310 .418a .297

.133 .200 .304 .009 .659 .694 .297 .676a

Close 
family

Close 
friends

Acquain-
tances

Extended 
family

Collea-
gues

Friends 
on SM

Neigh-
bours

Members 
other 
clubs

-.002 -.107 -.068 .027 .049 -.191 .000

-.002 -.042 -.084 -.029 .023 -.072 .007

-.107 -.042 -.089 -.026 -.010 -.061 -.049

-.068 -.084 -.089 .043 .035 -.045 .017

.027 -.029 -.026 .043 -.103 -.077 -.188

.049 .023 -.010 .035 -.103 -.146 -.142

-.191 -.072 -.061 -.045 -.077 -.146 .056

.000 .007 -.049 .017 -.188 -.142 .056

Extended family

Colleagues

Friends on SM

Neighbours

Members other clubs
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about also joining a Lions Club. Hence, the null hypothesis H0(5) is rejected as it appears 

Social Media is a good option to use when encouraging people to become a member of a 

Lions Clubs in New Zealand. 

 

4.9.5 Objective 6 Marketing options to attract [younger] members 

According to objective 6: To explore marketing options to attract new [younger] members to 

Lions Clubs, the researcher has developed the hypothesis as follows: 

Hypothesis 6 

H0(6) - Social Media is not a good channel to utilise when Lions Clubs are trying to attract 

younger members. 

Ha(6) - Social Media is a good channel to utilise when Lions Clubs are trying to attract 

younger members. 

� The researcher produces the Cross-tabulation and Chi-Square methods to examine the 

relationship between the effectiveness of three types of online marketing tools 

(Q10a,b,f), and the age of the member (Q4), and the results were as follows. 

 

Cross-tabulations were conducted between the age of participants (Q4) and Facebook posts 

(Q10a) (χ2 = 18.381, df = 12, p-value = 0.105); between age of participants (Q4) and Website 

events (Q10b) (χ2 = 14.113, df = 12, p-value = 0.294); and between age of participants and 

other Social Media (Twitter, Instagram) (Q10f) (χ
2 = 10.622, df = 12, p-value = 0.562).  

Therefore, none of these findings are found to be statistically significant. Only 56% of 

participants completed this questions (n=56). Therefore, from the above findings regarding 

online marketing options, we cannot reject H0(6). 

 

Further to objective 6: To explore marketing options to attract new [younger] members to 

Lions Clubs, the researcher has developed the hypothesis as follows: 
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Hypothesis 7 

H0(7) - There is no relationship between the number of Leo Clubs and Lions Club 

membership. 

Ha(7) - There is a relationship between the number of Leo Clubs and Lions Club membership. 

� The researcher produces the Cross-tabulation and Chi-Square methods to examine the 

relationship between the age of participants (Q4) and having an association with a 

Leo Club to potentially increase the number of young members (Q5b), and the results 

are displayed as follows: 

 

Table 4.45 Age by Leo Club increasing number of young members Cross-tabulation 

  

Having a Leo Club increases number  

young members 

Total Yes No 

Your age 18-30 years 5 0 5 

31-50 years 7 3 10 

51-70 years 37 8 45 

71 & over 18 19 37 

Total 67 30 97 

 

The results in Table 4.45 reflect the cross-tabulation, which demonstrates that a majority 

(69%) of participants believes if a Lions Club has an association with a Leo Club, that this 

will likely mean an increase in the number of young members joining the Lions Club. Only 

the participants aged 71 years and over feel this might not be the case, with 51% having 

indicated they don’t believe Leo Clubs will increase the number of young Lions members. 

However, 100% of young participants (18 to 30 years of age) believe it will increase young 

members. 

� In addition, the researcher produces the correlation approach to examine the 

relationship between participants age (Q4), Lions Clubs which have an association 

with a Leo Club (Q5a) and whether such association will increase the number of 

young members in Lions Clubs (Q5b), and the results are displayed as follows: 
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Table 4.46 Age by Association with Leo Club by Leo Clubs increasing young members 

  Your age 

Leos increases  

number of young 

members 

Club promotion  

of Leos 

Your age Pearson Correlation 1 .295** .004 

Sig. (2-tailed)   .003 .972 

N 100 97 100 

Leos increases 

number of young 

members 

Pearson Correlation .295** 1 .227* 

Sig. (2-tailed) .003   .025 

N 97 97 97 

Club promotion of 

Leos 

Pearson Correlation .004 .227* 1 

Sig. (2-tailed) .972 .025   

N 100 97 100 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

The results in Table 4.46 demonstrate there are statistically significant correlations between 

Leo Clubs increasing the number of young members and Lions Club promotion of Leos, as 

well as between Leo Clubs increasing the number of young members and the age of 

participants. However, no statistical significant correlation was found to be evident between 

the age of participants and club promotion of Leo Clubs. Hence, we can reject the null 

hypothesis H0(7), as it appears there is a relationship between the number of Leo Clubs and 

Lions Club membership. 
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4.10 Chapter Conclusion 

Useful information was derived from the interviews, observations, documentation and 

questionnaires. The information from seven interviews was outlined. It was found that a 

reasonable overlap applies between the opinions and expressions by several of the 

interviewees. The researcher’s observations at the meetings reconfirmed some of the findings 

from the interviews. Documentation was found to be worthwhile, and in particular the 

international aspect of some of the information used added an additional dimension to the 

findings. Last but certainly not least, the 101 survey questionnaires were analysed using 

frequency tables, cross tabulation, chi-square tests, correlations and factor analysis. Seven 

hypotheses were tested, of which five null hypotheses were rejected. 

 

4.11 Chapter Summary 

In this chapter, firstly qualitative data was outlined from the interviews, observations and 

documentation. The details from the interviews were grouped into the following topics: 

membership, attracting younger members, event marketing, awareness, relationship between 

awareness and membership, marketing, retention, and induction.  

Secondly, quantitative data from the questionnaires was used to test the hypotheses 

developed for the research objectives of this project. Findings were generated from all the 

data collected. The findings from the questionnaires were grouped by objective, and are 

presented in the form of figures and tables which are derived from SPSS. Section A outlines 

the demographic factors, mainly through the use of frequency tables. Section B reflects 

testing and analysis tools used such as cross tabulation, chi-square tests, correlations and 

factor analysis.  

Chapter five discusses and interprets the findings from above analysis, to ensure all research 

questions and sub-questions are answered. 
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CHAPTER FIVE: 

ANALYSIS AND DISCUSSION 

 

5.1 Introduction 

In the previous chapter, data collected from the survey questionnaires was tested through the 

use of the SPSS program. Data from the interviews, observations and documentations was 

grouped and outlined. 

In this chapter, discussion is included, cumulating the findings and testing results from the 

questionnaires, and adding supporting findings through content analysis from the interviews, 

observations and documentation.   

All six objectives and research questions are addressed covering membership, attracting 

younger members, marketing, awareness, retention, and induction. 

 

5.2 Membership 

5.2.1 Reasons for joining and staying 

People actively engage in volunteering for a variety of reasons. Drollinger (2010) found 

altruism and empathy to be the most common individual motivators. This is supported with 

the findings in the questionnaire (Q2), which shows 64% find ‘serve the community’ and 

60% ‘help others’ as very important reasons to join a service organisation. ‘Helping 

others/non-members’ remains important over time, with 46% considering this a very 

important reason to stay with the club. A strong correlation exists between those reasons to 

join (help others; serve the community) and reasons to stay (serve the community; helping 

non-members/others in need). A belief in the organisation’s mission is an important aspect of 

volunteer satisfaction. A healthy level of satisfaction is vital, as volunteers are not paid for 

their time and effort (Carson, as cited in Orwig, 2011).  

People who engage with non-profit organisations on a weekly or monthly basis are more 

likely to have a sense of responsibility and dedication towards this organisation than others 

who only volunteer occasionally (Bendapudi, Singh, & Bendapudi, as cited in Drollinger, 

2010). Hence, interviewees identified it as important to encourage those interested people to 



Carla Sutton (127 6433) MBus Thesis 

 

110 
 

be involved on a regular basis. This regularity might be an issue, as nowadays people work 

longer hours, have children later in life, and are likely to spend more time in traffic. This 

means people have less leisure time to volunteer and attend meetings.  

Two other important reasons for joining emerged from the survey findings, namely ‘social 

aspect’ and ‘networking opportunities. Respectively 51% and 34% of participants found these 

reasons important when they joined the organisation. Similar reasons were also identified for 

staying with a club: 66% of members feel that ‘socialising’ is an important reason from them 

to stay with a club. A strong correlation exists between those reasons to join (social aspect; 

companionship) and reasons to stay (socialising with club members; relationships I have 

developed; catching up for a drink before meetings). ‘Networking opportunities’ are also 

identified as motivators for both joining and staying with Lions. Hence, there are three 

distinct groups of reasons for joining and staying with a charitable service organisation: (1) 

the social relationship aspect, (2) helping others and the community, and (3) networking 

opportunities.  

Three out of seven interviewees mentioned they most appreciated the relationships they have 

established within their club as well as the whole organisation. ‘Rewards’ for volunteering 

can be very personal. Particularistic rewards can be appreciation, recognition, and 

friendships. If such rewards are applied, regularity of volunteering is likely to result 

(Drollinger, 2010). Relationship nurturing requires the organisation to make a serious effort 

to engage with stakeholders, which are the members in this instance. People should be 

nurtured, and told on a regular basis how important they are to the organisation, and that their 

involvement is truly appreciated (Waters & LeBlanc-Feneley, 2013).  

Furthermore, if such appreciative behaviour is applied at club level, it will influence the 

affective dimension, which relates to feelings of pride in their membership (Riketta, as cited 

in Leipnitz, 2014). Such service quality strongly influences satisfaction and loyalty (Leipnitz, 

2014). As mentioned by three out of seven interviewees, Lions Clubs are excellent at 

recognising and rewarding members through Club President’s awards, Lloyd Morgan 

Charitable Trust Honoured Recognition awards, and Melvin Jones awards. Certificates and 

special lapel pins apply to ensure the awarded members feel truly recognised for their 

exceptional work. These awards are usually provided at the annual club-level Change of 

Officers meeting, which often has others in attendance such as the District Governor Elect. 

Annual District Conventions are another event during which members are awarded with 

special honours. This instils a sense of pride and satisfaction for the recipient and also to 
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those witnessing the event. If the member subsequently wears the lapel pin outside the 

organisation, for example to work, it provides a great opportunity to promote Lions, as others 

might ask what the lapel pin is for. A combination of pride in the organisation, and ability to 

sell, as well as a willingness to ask if someone is interested in becoming a Lion, is likely to 

result in that member bringing in new members. However, more than half of the interviewees 

feel that many Lions are not good in selling, and might benefit from sales training. 

Members aren’t proficient in prospecting for new members. They rarely talk to extended 

family (35%), and never to friends on Social Media (29%), neighbours (34%) or others 

(100%) about also joining Lions. They sometimes talk about membership with close family 

(44%), close friends (46%), acquaintances (44%), colleagues (33%), and members of other 

clubs they belong to (20%). If this applies to Lions Club members, it likely applies to 

members of other charitable service organisations too. 

 

5.2.2 Meeting needs and expectations 

Lions Clubs organise events, take on community projects, and meet on a regular basis for 

business and social meetings. As members have a variety of reasons for joining and staying 

with their club, ideally the clubs and the organisation as a whole should aim to provide for 

those reasons. The organisation must find out specifics about their members’ needs and 

expectations. If it is found members are motivated to serve their community and help others, 

then community projects and events should be organised on a regular basis. This will instil a 

sense of pride, which interviewees mentioned is currently lacking at many clubs. This is 

likely to be the reason for few members talking about Lions with their family, friends and 

acquaintances.  

As an alternative to the previously described ACSI Model (Leipnitz, 2014), a worthwhile 

option for finding out needs and expectations is through the use of the Gap Model of Service 

Quality (Zeithaml, Bitner & Gremler, 2009). Members should be seen as customers, which 

essentially they are. Businesses rely on customers to voluntarily come in and spend money. 

Members of charitable service organisations are similar: they come in voluntarily, and spend 

money (on their dues).  

The organisation’s aim should be to fulfil the needs and expectations of current and 

prospective members to ensure the longevity of individual clubs and the organisation as a 

whole. Lions Clubs New Zealand – or in fact any charitable service organisation - is 
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considered the ‘provider’. The Gaps Model of Service Quality identifies five gaps: (1) the 

customer gap, (2) the provider listening gap, (3) the provider service design and standards 

gap, (4) the provider service performance gap, and (5) the provider communication gap. The 

customer gap is the difference between customer expectations and the perception the 

customer has of the service. To close the gap, the organisation must have a good 

understanding of their customers, and their expectations.  

The provider listening gap is about lack of communication, insufficient relationship focus, 

and inadequate service recovery (when things go wrong). This gap can be minimised through 

surveys, building strong relationships, and devising recovery strategies such as exit 

interviews. The provider service design and standards gap includes aspects such as poor 

service design, absence of customer-driven standards, and inappropriate physical evidence 

and servicescapes. Within Lions, examples might be a less-than welcoming environment, 

very formal impersonal business meetings, and a lack of effort to build relationships with 

new members. The provider service performance gap refers to deficiencies in human resource 

policies, failure to match supply and demand, customers not fulfilling roles, and problems 

with service intermediaries. To Lions this could mean asking for assistance with information 

evenings, enlisting existing members to fully participate and be open to welcome new 

members, and encouraging new members to attend regularly to ensure they can build 

relationships.  

The last provider gap is the communication gap, which is about lack of integrated services 

marketing communications, ineffective management of customer expectations, 

overpromising, inadequate horizontal communications, and inappropriate pricing. Some of 

these aspects related more to Lions Clubs than others. However, even the pricing issue can 

relate, as it is important for new members to understand where their dues go, and how [well] 

they are used. These aspects of the model are about ensuring that any marketing includes the 

right messages. It is important for all charitable service organisations to close the gaps at 

every stage of this model.  
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Figure 5.1 Gaps Model of Service Quality 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Zeithaml, Bitner, Gremler, 2009, p.43. 

In addition to finding out about service expectations of existing and future members, clubs 

should establish members’ strengths and abilities. Some research suggests that the pursuit of 

happiness involves deploying your strengths and abilities to serve society (Seligman et al., 

2004). Training can be offered to further develop members’ existing skills and abilities. The 

suggestion is that this training is not purely for ‘leadership’, as many other skills and abilities 

can be fine-tuned through training. Furthermore, new members should not be expected to 

immediately take on leadership roles. Stewardship from older members is important. 

Moreover, leadership training rated amongst the least important reasons for staying with a 

club (19% ‘not that important’ and 31% ‘neutral’). A total of 29% of interviewees wonder if 

including the term ‘leadership’ in all the titles for the training sessions is partly to blame for 

the lack of interest in the training options.  

As outlined in the Strategic Plan of Lions Clubs New Zealand Multiple District 202 (2012), 

“the responsibility for membership cannot be left to a few people in a small number of Clubs. 

In the long-term, the growth of Lions is the responsibility of all Lions” (Lions Clubs New 
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on the success of the three new programmes: the Club Excellence Process (CEP), the Club 

Expected 
service 

Service delivery 

Perceived 
service 

Company perceptions of 
consumer expectations 

Customer-driven service 
designs and standards 

External communications 
to customers 

COMPANY 

 

(2) Listening gap 

(3) Service design and standards gap 

(4) Performance gap (5) Communication 

(1) Customer gap 

CUSTOMER 



Carla Sutton (127 6433) MBus Thesis 

 

114 
 

Growth Program (CGP), and The New Club Consultants Programme (NCCP). This might be 

an interesting research topic for the Districts to pursue. 

In light of finding out about the needs and expectations of [new] members, the CEP is 

worthwhile, as the Club will discover what the local community needs. It would be 

interesting to find out whether those needs in the local community match the needs of the 

individual prospective members. If so, the CGP can be expected to be successful. However, 

CGP will only be successful if the club ensures that most people in the local community are 

fully informed of the projects the Lions Club is planning to complete, or has completed. 

Interviewees mentioned they feel it is important to “sell ourselves”, and “stop being a secret 

society” and the “world’s best kept secret”. Social Media should be used to post messages on 

Facebook, local community pages such as The Neighbourly, blogs, Twitter and Instagram. 

Ideally photos and short videos are included to enhance both appeal and reach of the 

message. Local newspapers will read these messages on Social Media, and will report in the 

newspapers. Some clubs might like to create an informative flyer, which can be dropped in 

letterboxes around the area. Most people in the community should be reached through such 

combinations of media options.  

The CGP is effectively a membership drive. All interviewees agree that those clubs motivated 

to engage in membership drives are generally successful in attracting new members. Usually 

these are evening meetings to which interested parties are invited through personal 

invitations, as well as through general advertising in local newspapers, via the club website 

and Facebook page, and sometimes even on the local radio station. During the actual evening, 

short speeches work best with the right amount of information provided to entice people to 

find out more. The club must provide information about local community projects, both 

completed and planned. Ideally all current members are in attendance to assist at question 

time, as well as to provide a welcoming atmosphere. The Zone Chairman and the Global 

Membership Team (GMT) are available to assist, and can also provide additional written 

information such as leaflets and booklets with information about LCI and LCIF. Stevens 

(2016) noted that having a membership committee within the club works well. The 

membership committee should follow up on any people who attended the information 

evening, and encourage them to attend a business meeting and a project or event. 
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5.2.3 Events likely to attract new members 

Lions Clubs organise community and fundraising events. Especially if the club has conducted 

the CEP, community projects and fundraising events should be aimed at providing funds and 

solutions to serve those community needs. Fundraising events are ideally for a particular 

cause, in which case cause-related marketing should be applied. Cause-related marketing is 

defined as “marketing partnerships between businesses and non-profit organisations, 

designed to spike sales for the company and raise money for the non-profit” (Kelly & 

McGowen, 2013). Although one might think this lacks relevance to Lions Clubs, it is 

important to remember fundraising events must make a profit to be successful. Firstly, there 

is little point in organising an event, for the purpose of raising funds for a particular good 

cause, and return a deficit upon completion of the event. Hence, advertising of events needs 

to be more than just ‘cost’ effective.  

Advertising should also be effective in attracting people to these events, and raising 

awareness of the local Lions Club(s) organising an event for a particular cause. Secondly, 

working in partnership with a for-profit business can be beneficial to both the business and 

the club. If the event is held on the main street where the local shops are located, those shops 

are very likely to benefit from such an event. Therefore, the charitable service organisations 

might find they can work together with several businesses towards a successful event for the 

whole area, including the business community. Companies might also be able to assist with 

additional marketing and promotion. 

In general, participants found that if events raised the awareness of the local Lions Club, this 

meant that people were also more likely to be interested in becoming a member. Community 

events were identified as being the most likely type of event to attract new members. 

However, it was also found that a combination of events was expected to be very successful 

in the quest for new members. Hence, Lions Clubs should endeavour to organise both 

community events and fundraising events on a regular basis. The main community events and 

projects previously arranged by participants’ clubs were Christmas events (such as parades, 

festivals and dinners), planting trees and creating a reserve, socials and dances, and garden or 

beach clean-ups. The most popular fundraising events across the clubs surveyed were sausage 

sizzles, book fairs, market days and family fun days, garage sales, car parking (e.g., at sport 

stadiums and music events), and fashion shows. 
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5.3 Attracting younger members 

5.3.1 New clubs 

If the Lions Club has established good relationships with local businesses, then corporate 

clubs might be one avenue for setting up a new club. Lions Clubs in other countries are 

finding that corporate clubs work. In Indonesia, for example, there is one large company with 

6,000 employees which has six corporate Lions Clubs. A corporate club could be instead of a 

social club, with the dues partially sponsored by the business. The BNZ has their annual 

“closed for good” event. This could be a good test case. The format of such corporate clubs 

could be less formal and more aimed at the social aspect, to ensure people stay engaged and 

attend on a regular basis. These corporate Lions Clubs’ concept of ‘community projects’ 

might lean towards ‘corporate social responsibility’ (CSR), which is defined as 

“consideration of, and response to, issues beyond the narrow economic, technical, and legal 

requirements of the firm to accomplish social benefits along with the traditional economic 

gains that the firm seeks” (Peng, 2013). Corporate clubs can benefit individuals, corporations, 

and charitable service organisations.  

As mentioned by several interviewees, cyber clubs are another option particularly useful for 

young and busy people who might not be able to regularly attend business meetings. If those 

individuals are familiar with running meetings via email, webinars and conference calls, then 

face-to-face meetings might not be necessary. One such club has started, namely Lions Club 

of Aotearoa, which has members in Auckland and Wellington. It is too early to tell whether 

this club will be as successful, or more successful, than ordinary Lions Clubs.  

Other avenues to pursue, in regards to new clubs, could include cultural clubs which serve a 

particular ethnicity in the community. Although three interviewees recognised that having a 

variety of ethnicities involved in your club adds to the club’s diversity, there are also 

examples of cultural clubs in Australia that are very successful such as Chinese Melbourne.  

 

5.3.2 Women and families 

As found by Horizon Research (2011), women and families represent the largest potential 

means for club expansion. Furthermore, as identified earlier, Lions Clubs offer rich 

opportunities for personal growth. These opportunities might be even more important to 

women, if they are from a culture where women tend to have fewer opportunities in the 

public and business arenas. Through their membership with a charitable service organisation, 
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these women can be provided with opportunities to develop professional and leadership skills 

(Kou et al., 2014). Furthermore, women’s empowerment could enhance the development of 

the not-for-profit sector as a whole (Themudo, 2009).  

With many people having children later in life, it is possible that even when aiming for new 

members with families, the new members might in their early forties. Facebook is commonly 

known to be popular with the 30-plus age bracket, hence Social Media might be an option for 

attracting these people to information sessions. These information sessions should also not be 

solely held in the evening, as this might not attract all the prospective members the club is 

aiming to enlist. 

If clubs are interested in attracting families and young members, it might be necessary to 

change meeting times and venues. Two out of seven interviewees suggested for meetings to 

be held at family friendly venues, at a family friendly time. One example is McDonalds on a 

Saturday morning. Others suggested having meetings earlier in the evening, and have the 

older kids looking after the younger ones. Children can be given a ‘cub badge’ to really feel 

part of the organisation. Other youth organisations can be incorporated too.  

 

5.3.3 Leo Clubs 

Leo Clubs are structured clubs for 12 aged and older. Their motto is ‘Leadership, Experience, 

and Opportunity’. Leo Alpha Clubs are for 12 to 18 year olds, and are often established in 

coordination with a local high school. Leo Omega Clubs are for 18 to 30 year olds, with the 

idea being that those members over 30 years of age join their local Lions Club. These two 

types of Leo Clubs appear to be run quite separately, which might be due to the ages of the 

members. The Lions Club must choose what type of Leo Club it wants to have an association 

with. Furthermore, the Lions Club must choose which type of ‘track’ their Leo Club will be. 

One option is a community-based club with young members from the local area. The 

alternative track option is to have a school-based club with members from the same school or 

college. A one-off organisational fee of US$100 applies to the Leo Club to establish their 

club, and the same fee applies also to the sponsoring Lions Club. Normal membership dues 

apply from the second year onwards (Leo Clubs, 2016). 

Worldwide there are now over 5,600 Leo Clubs. These provide a great opportunity for young 

people to become involved and serve their community. It will make a nice addition to a 

young person’s CV (Leo Clubs New Zealand, 2016). 
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This research project revealed that 100% of current young members belief that if a Lions 

Club has an association with a Leo Club, this will likely result in an increase in the number of 

young members. Across all survey participants (of all ages) 69% feel the same. Hence, there 

appears to be a relationship between the number of Leo Clubs and Lions Club membership. 

43% of the interviewed participants mentioned they see Leo Clubs as a long-term way of 

attracting more members of a younger age to Lions.  

At present, only a few Leo Clubs are running in New Zealand. This might be due to the lack 

of continued Leo membership, and issues with Leos leaving school and leaving their Leo 

Club at the same time. Rather than solely relying on Leo Club members from the local 

school, it could be an idea to work more closely with youth groups such as Scouts, Girl 

Guides, as well as the local school. In this way continuity might be easier to establish, as 

opposed to the issues that have been experienced by Lions Clubs who had an associated Leo 

Club with members which only came from one local school (Dunsford, 2005).  

Furthermore, these young people should be encouraged to stay after they finish high school. 

Even Scouting and Girl Guides struggle to keep their members once they reach the age of 18 

(C. Ellis and V. Belton, personal communications, April 3, 2016). They might go on to study 

business, accounting, marketing, or education. They would be able to benefit from the 

experiences they have at their Leo Club, such as being Club President, Treasurer, Secretary, 

or Web Master. This would provide ‘real world learning’ experiences and opportunities for 

these young people, without the associated business risk or pressures of the corporate world.  

Furthermore, if the parents of the Leo Club members see how much pleasure their children 

get out of being in this club, and the benefits they will enjoy, the parents themselves might 

well become interested in joining the associated Lions Club.  

It is not realistic to expect all Leo Club members to join a Lions Club. However, the exposure 

to the organisation can be expected to be beneficial to the organisation as a whole in many 

years to come. Some of the interviewees were previously Leos and Jaycees, and had several 

years ‘off’ to establish a career, business, and families, before joining the organisation again. 

Leo Clubs might well offer the best opportunity to change the image of Lions, which 

apparently is still ‘an old men’s club’. Through the incorporation and association of active 

young Leo Club members, many young people, their families and their communities will find 

out what Lions are truly about. 
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5.3.4 Social Media  

Currently, as shown in survey results, 34% of members are using Social Media. Survey 

participants identified that 75% of their close family; 70% of their close friends; 57% of their 

extended family; 43% of their colleagues; 37% of their acquaintances; and 37% of their 

neighbours are likely to use Social Media. As discussed previously in 5.2.1, participants are 

most likely to talk to their close family, close friends, acquaintances, and colleagues. 

Coincidentally, these same groups are also represented in the groups likely to use Social 

Media. Hence, it can be concluded that Social Media is a useful tool when attracting new 

members, in particular those between the ages of 30 and 65, where adoption rate of social 

networking sites such as Facebook have increased to 72% (aged 30 to 49) and 50% (aged 50 

to 64)  (Zickuhr & Madden, 2012). However, when analysing the survey data findings in 

regards to attracting younger members through Social Media, the researcher could not reject 

the null hypothesis, as no significant test results were found. Hence Lions Clubs New 

Zealand should not consider Social Media a good channel to utilise when attracting younger 

members (under 30 years). 

 

5.4 Marketing 

Charitable service organisations should have a business strategy which includes a strategic 

marketing approach, including a marketing direction and budget. Expenditure and outcomes 

should be tracked. Outcome measurements should include non-financial measures such as 

attitudes and behavioural intensions (Rust et al., 2004). Brand equity has also found renewed 

recognition, and is now viewed to aid reputation and lifetime value support (Clark, as cited in 

Bennett, 2007). Horizon Research (2011) found brand recognition was very high with 88.9% 

of the general public having previously heard of Lions. More than half of the interviewees 

mentioned that the Lions signs on the side of the road don’t work, as people don’t understand 

what the signs mean or refer to.  

 

5.4.1 Event marketing 

Two crucial activities of non-profit organisations (NPO), which managers and CEOs of 

NPOs are increasingly tasked with, are fundraising and marketing (McGee & Donoghue, 

2009) Many clubs raise funds through specific events, making these events one of the main 

parts of a NPO’s annual activities. Importantly, event organisers must be clear about the 
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purpose and objectives of these events, and ideally set specific key performance indicators to 

ensure each event is well organised and meets the envisaged outcomes (Ruperto & Kerr, 

2009). Some research identified a clear link between a particular fundraising focus and 

improved organisational performance (Brady et al., 2011).  Lions Clubs, Rotary and Kiwanis 

are the world’s largest service organisations. They have been engaging in charitable activities 

since the early 1900s (Wikle, as cited in Kou et al., 2014). Interviewees identified that in 

present times these large service organisations now compete with many other fundraising 

attempts by other charitable associations and NFP organisations. For individual clubs, book 

fairs and sausage sizzles remain the most popular fundraising options. Most clubs organise a 

variety of fundraiser each year to ensure they have enough money in the bank to assist people 

in need, whether this be on a local, national or international scale.  

Fundraising, although very important, is not the sole reason for charitable service 

organisations to arrange events. Community events are also important. The participating 

clubs identified Christmas events, planting trees and a social or dance as the most popular 

amongst community events they have organised in the last two to three years. These 

community events ideally engender pride in the community, create a sense of place, and also 

strengthen a feeling of belonging. From the model devised by Ruperto and Kerr (2009), it 

was found that the top three purposes of NFP events (as per figure 2.1) match the main 

reasons for which Lions Clubs organise their community events: publicity, building 

awareness of the NFP, and community engagement. Corporate support for the event is 

important for two reasons. Firstly, this support will enhance community engagement and will 

attract people. Secondly, if local businesses benefit from the event, they will probably support 

the same or other events organised by the same charitable organisation in the future. 

Moreover, engaging with and working in partnership with other organisations such as schools 

and youth groups will increase the visibility of the event and the organisation behind it 

(Stevens, 2016).  

From a marketing point of view, it works best if local businesses support the event. Some 

clubs engage in telemarketing, thus securing most of the funding for a large annual event by 

contacting those businesses whom have donated in prior years. Local newspapers and radio 

stations are also ideal to have a great working relationship with. Free editorials, free 

advertising and special feature, either free of charge or at a nominal fee, are all excellent 

ways to ensure the general public are aware of the upcoming event, the reason for this event, 

and the organisation behind it.  
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Events themselves might improve the awareness the general public have of this charitable 

service organisation. The survey data analysis revealed that 35% of participants felt that a 

combination of fundraising and community events was the best way to improve awareness of 

Lions work to the general public. Individually the events were expected to raise awareness as 

follows: 23% of participants voted for events to fundraise for others (such as community 

groups); 22% voted for community events (not to raise funds); and 20% for events to 

fundraise for Lions.  

Moreover, as results from factor analysis show, it can be concluded that there is a specific 

marketing strategy which is likely to promote the work of all Lions Clubs in New Zealand, 

such as through Social Media. In fact, there are two marketing strategies which are likely to 

promote Lions Clubs and the events they organise. One strategic option is a combination of 

Social Media and online tools such as Facebook posts, website events, and other types of 

Social Media such as Twitter and Instagram.  Furthermore, there is evidence the participating 

Lions members consider a combination of conventional marketing worthwhile, such as local 

newspapers, school newsletters, flyer drops and billboards, which provides another strategic 

option to pursue.  

Results from cross-tabulation analyses and hypotheses testing revealed that there are no 

specific events that are likely to encourage people to become members of a Lions Clubs in 

New Zealand. This as the results show that current members feel that a combination of both 

fundraising and community events, rather than any specific event(s), are more likely to attract 

new members to Lions Clubs. 

 

5.4.2 Cause marketing  

As mentioned by several interviewees, fundraising events work best if the cause is clear. As 

previously discussed, if the fundraising cause for an event is a project as identified by the 

local community during CEP, then the event is likely to be even more successful as it will 

have the support of the community. If the cause of the event is also close to the heart of a 

celebrity, then this person can engage in consumer-oriented fundraising together with the 

organisation. The celebrity will grab the attention of the general public and might even create 

media attention, which will result in awareness being raised for this particular event 

(Wheeler, 2009). In consumer-oriented fundraising and cause marketing, it is of utmost 
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importance that beneficiaries are identified prior to the event, and clearly included in the 

event marketing.  

Marketing and projects in conjunction with for-profit companies should be actively pursued. 

This can be beneficial for both the charitable service organisations and the for-profit business. 

Furthermore, Lions often organise events to fundraise on behalf of other charitable 

organisations such as Westpac helicopters and Red Cross. Some interviewees identified that, 

from a marketing point of view, there is often a lack of acknowledgement of Lions Clubs in 

raising considerable amounts of funding. None of the Westpac helicopters display the Lions 

logo on their helicopters, although many other logos are included, all of which are from for-

profit organisations. It might be necessary for charitable service organisations to take a hard 

line approach, as is used in the corporate world, with one of the strict conditions being that 

funds will only be donated if the charitable service organisation’s logo is included in a 

prominent place. LCI suggests local clubs engage in partnerships with other organisations to 

ensure higher visibility (Stevens, 2016), however, that will only come to fruition if those 

other organisations are willing to acknowledge the involvement and funding provided by the 

charitable service organisation. 

Another avenue to pursue is working with local and national government. Most interviewees 

highlighted the need, especially in New Zealand, for charitable service organisations to 

provide services, almost as an extension of council services. Local council have limited 

funds, and rely on service organisations to drive and fund local projects such as playgrounds, 

infrastructure, school support, assistance for elderly and disabled, medical facilities, and fun 

events. However, local councils are not likely to actively publicise that the local service club 

has succeeded in providing such facilities. Lions Clubs should use Social Media marketing, 

and other media, to ensure clear messages go out to the general public.  Charitable service 

organisations need to blow their own trumpets. 

 

5.4.3 Centennial Community Legacy projects 

Lions Clubs International (LCI) is celebrating its Centennial year as LCI was first established 

in 1917. The Centennial celebrations will start in July 2016, and will go through to June 

2018. All clubs are encouraged to take on Centennial Community Legacy projects. A 

Centennial Community Legacy project is defined as “visible gifts to your community that 

commemorate our Centennial and create a lasting legacy of your service contributions” 
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(Centennial Community Legacy projects, 2016). There are three levels of participation. The 

bronze level is about improving visibility of Lions within the community through signage. 

The silver level is regarding the provision of a ‘gift’ to the community such as a vehicle for a 

particular group in need. The gold level requires a larger project such as building a clinic or 

helping a school expand their library building. LCI has a specific Facebook page dedicated to 

all such projects completed by Lions Clubs around the world  

(https://www.facebook.com/lionsclubs/).  

 

5.4.4 TV features 

Three of the interviewees noted Rotary New Zealand included TV advertising in their 

marketing approach in 2016. This came at great expense, and was made possible with the 

assistance of Rotary International. Apparently Rotarians were pleased to see these 

advertisements, however no additional members were attracted as a result. Lions Clubs New 

Zealand is not interested in TV advertising, mainly due to the cost. There are other avenues 

worth pursuing for TV exposure. Programmes such as 60 minutes, Sunday and 20/20 should 

be approached, in particular upon completion of large projects such as the Centennial 

Community Legacy projects. For shorter TV features, ‘Good sorts’, which is part of TV 

One’s Sunday evening news, has previously featured Kaikoura Lions when they had 

upgraded the local hospital, and also Cambridge Lions with their successful monthly garage 

sale. The organisation should actively pursue such options, whether from club, zone, or 

district level.  

 

5.4.5 Social Media marketing and Conventional marketing  

Organisational branding is much more than a familiar logo or a recognisable tune. The brand 

represents a person’s experiences with an organisation including its mission, activities and 

success stories. It is these success stories which should be featured to the general public via 

Social Media (Waters & Jones, 2011). Videos in particular were found to be the most 

powerful tool in creating mental impressions in people’s minds, and give the organisation a 

human face (Brown, as cited in Waters & Jones, 2011).  Hence, short videos should be 

featured on the organisation’s Facebook page (Purcell, 2010).  

About 41% of the participants in the survey felt that event promotion via Facebook was 

effective, and they felt neutral about using the club’s website and other Social Media (resp. 
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51% and 55%). There was a strong correlation between these types of event promotion 

through Social Media marketing. In comparison, more conventional marketing options such 

as billboards, flyer drops, newspaper advertising, and school newsletter were found to be 

equally to slight less effective, ranging from 56% effective to 48% neutral. Again, a strong 

correlation existed between these conventional types of marketing. This indicates that 

members feel that either Social Media marketing is an effective means to conduct event 

promotions, or they feel that conventional marketing works better.  Only word of mouth 

(WoM) advertising appears to be the constant variable that all survey participants consider 

effective.  

Several interviewees mentioned conventional types of marketing. Billboards, signs at bus 

stops, displays at the venue where the Club meets, and talking to people (WoM) were all 

mentioned as great options to promote Lions and get the people interested. The main 

common thread was that all marketing should include “asking for the business”.  Signs, 

billboards, and talking to people are good sales and promotional options, but need to include 

an invitation for people to attend [a meeting; an event; an orientation evening] and become a 

member.  

 

5.4.6 Marketing to promote service work and increase awareness 

Miller (2009) suggests that online marketing approaches should be used to reach a more 

diverse group of people to traditional community fundraising events. Other researchers go as 

far as claiming that Social Media has the potential to change the management practices in 

NPOs (Campbell et al., 2014). However, it appears the organisations in the NFP sector 

continue to use online tools such as Facebook and Twitter for one-way communication, rather 

than the two-way communication tools they are ideally suitable for (Saxton, as cited in 

Campbell et al., 2014). Public service professionals should work together in teams to realise 

the potential of Social Media, including the use of instant messaging, social networking 

platforms (e.g., Facebook, LinkedIn), blogs, and wikis.  

District 202k, in which all participating clubs are located, is making changes to aid clubs. The 

aim is to set up a District Facebook page on which clubs, and zones, can feature their 

messages. A start has been made with some photos and videos already added. Audio and 

video broadcasts should become a regularly used media (Anders, 2016). Other researchers 

identify potential [financial] risks and urge all charitable service organisations to have clear 
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objectives when using such communication tools (Waters & LeBlanc-Feneley, 2013; Kent, 

2008; Hearn et al., 2009).  The organisation should decide whether these objectives are set at 

National level, or if individual Districts, Zones and indeed Clubs can determine the objectives 

of their communication and marketing. 

Research into the website usage of participating clubs revealed that some clubs are not 

actively using this tool to promote their club and the organisation as a whole. Nearly half of 

clubs have made an effort, in some cases a great effort, to use the website to increase 

awareness of their club’s service work. The main issue appears to be a lack of knowledge - or 

lack of willingness to learn - about online tools. The aging membership is likely to be a 

contributing factor. However, one interviewee pointed out that he gets his grandson to update 

the website. The grandchild even assists with responding to Facebook messages. 

Through factor analysis of the survey data findings, it was concluded there is a specific 

marketing strategy which is likely to promote the work of all Lions Clubs in New Zealand, 

such as through Social Media. In fact, there are two marketing strategies which are likely to 

promote Lions Clubs events and work. One strategic option is a combination of Social Media 

and online tools such as Facebook posts, website events, and other types of Social Media 

such as Twitter and Instagram.  The second strategic marketing option is a combination of 

conventional marketing such as local newspapers, school newsletters, flyer drops and 

billboards.  

As Stevens (2016) mentioned, websites must have contact information. Social networking 

sites must be checked regularly and messages must be responded to promptly. Ideally the 

local community is kept well informed and aware of all activities through Facebook posts, 

other messages via SNS, and flyer drops. Many commented on the current lack of ‘visibility’ 

of Lions and their work, such as doing beach or park clean-ups without any signage or 

publicity of this work having been completed by the local Lions. Interviewees propose 

interactivity with prospective members can be further increased through the use of videos and 

publications, such as blogs. The filming of short videos should be encouraged, as these are a 

fun way to promote services, and increase a general awareness of the organisation’s 

activities. Ideally a good content strategy is written, with a focus on quality rather than 

quantity.  
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5.4.7 Marketing to increase membership 

Factor analysis was utilised to establish whether high reproduced correlations were evident 

between prospecting for new members with people that current members already know, and 

the use of Social Media. In particular, for close family, close friends, extended family and 

friends on Social Media, such correlations were found.  It was concluded Social Media is a 

good option to use when encouraging people to become a member of a Lions Clubs in New 

Zealand, in particular when it involves close family and friends, as well as extended family 

and friends on Social Media. 

Three interviewees identified their club’s website as being a successful tool in attracting new 

members. Ideally this website, the Facebook page, brochures and notice board should always 

be up-to-date, and include photos of actual members (Stevens, 2016). Current use of Social 

Media amongst survey participants is at 34%, and 59% use websites. Interviewed participants 

further added that short videos and photos should be regularly included in posts on Social 

Media and on the website. As mentioned by the interviewees and Stevens (2016), a 

coordinated Social Media strategy is also useful within the District, or even across Multiple 

Districts. Rather than each club posting solely on their own Facebook page, a coordinated 

approach means that one central Facebook page is managed at Zone or District level. Clubs 

within that Zone or District add their posts, photos and videos.  

Alternatively, individual Club pages remain, but the contents are constantly shared between 

Clubs and with the Zone and District’s Facebook page. The first option will only be effective 

if the central management is continued year on year. This option is likely to be successful, as 

a high number of followers on a Facebook page is the factor which ensures its success. 

Individual Clubs are not as likely to have many followers as a coordinated page will have 

which has an accumulated following from all the Clubs in the Zone or District. The 

alternative option is currently being trialled in District 202K. This trial started in July 2016. 

 

5.4.8 The ten Ps of membership marketing 

In the marketing sphere, academics and practitioners often refer to the five Ps of marketing: 

product, price, place, promotion and people. In services marketing this is often extended with 

two more Ps being: process and physical evidence. It appears some of these Ps apply to Lions 

Club members trying to ‘market’ membership to others. However, three additional Ps apply 

also: pride, passion and prestige.  
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Pride is mentioned in the interviews as missing in many Lions Clubs. This could be a lack of 

pride in their particular club, and possible embarrassment about the length or venue of the 

business meetings. A lack of pride might also be due to members being unaware of the 

national and international success of the organisation. This lack of pride might well stem 

from a lack of knowledge.  

Passion is evident in many Lions Club members. They have a passion for their club, the work 

they do in their communities, and the relationships they have formed with others. However, 

there is a need to learn how to share this passion with others.  

Prestige is a very important aspect of charitable service organisations overseas, in particular 

in countries in Asia, such as in Indonesia and India. Being a member of a Lions Club is seen 

as a prestige position to be in, and the Club Presidents are treated as local celebrities. New 

Zealand appears to still suffer from the ‘tall Poppy syndrome’ and prestige is not generally 

part of our culture.  

The researcher feels the other Ps of services marketing also apply. In brief: ‘product’ in the 

events and projects arranged; ‘price’ in respect of the annual dues and ensuring people know 

how their dues will be used; ‘place’ can be regarding the community or area where the event 

or project is being provided; ‘promotion’ is simply promoting the organisation, its events, 

projects and membership; ‘people’ is one of the most important aspects as individuals really 

make a charitable service organisation; ‘process’ in regards to the ease of becoming a 

member, the induction and orientation, and ongoing stewardship; ‘physical evidence’ would 

be about both the completed project as well as about the companionship and relationships 

within the clubs.  

The researcher has opted to leave out a possible eleventh P in ‘parochialism’. This is simply 

not part of New Zealand’s culture, and would be difficult to instil in club members.  

Figure 5.2 reflects the ten Ps of membership marketing. 
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Figure 5.2 10 Ps of Membership Marketing 

 

Source: developed by the author 

5.4.9 Stewardship 

Block (as cited in Waters, 2009) argues that replacing leadership with stewardship reallocates 

the purpose and power of the organisation. Stewardship within NPOs focuses on the 

demonstration of gratitude to stakeholders for their involvement in the organisation. 

Individual clubs, as well as District and National representatives, should make a point of 

thanking those people who have donated time or money, and people who have participated in 

events. Furthermore, stewardship can apply to the clubs’ members. Showing gratitude and 

appreciation of people’s involvement will enhance overall stakeholder satisfaction, and 

retention of members. Research found public acknowledgement of positive stakeholder 

attitudes and behaviours will increase the likelihood of similar positive and supportive 

behaviour in the future (Ledingham, 2003). Such relationship nurturing and interpersonal 

communication should be at the forefront of any [marketing] strategy adopted by Lions Clubs 

NZ, including its strategy of member attraction and retention. 

 

Stevens (2016) strongly suggests prospective members are followed up by phone (not just 

email), including a ‘thank you for attending’ phone call. She feels ‘prospectives’ should be 
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provided with club bulletins or the LION magazine, and of course be invited to the next 

event. The memberships committee should take every opportunity to start building 

relationships, without overwhelming them.  

One relatively new option for Lions Club New Zealand is the appointment of a Global 

Communications Coordinator (GCC) role. As mentioned during the interviews, a new role 

has been created in Lions Clubs New Zealand. This person is going to be responsible for 

marketing and communication such as the magazine, the website, our database, and Social 

Media. Stewardship can be a valuable approach to incorporate in this role, as it is effectively 

the ultimate Public Relations and Marketing position with the organisation. This role should 

be an integral part of the national marketing strategy.  

 

5.5 Awareness 

5.5.1 Other charities 

As mentioned previously, if the organisation is working to fundraise on behalf of other 

charitable organisations, then some reciprocity should apply in regards to a public 

acknowledgement of the time, effort and money that Lions Clubs have put in. When Lions 

organise events to fundraise on behalf of other charitable organisations, there must be a 

minimum requirement in place in regard to the acknowledgement of Lions Clubs. Only if the 

charitable service organisation’s logo is included in a prominent place on equipment, can the 

charitable organisation be expected to benefit and increase a general public awareness of their 

work. Alternatively, a public notice can be broadcast via general media or on the 

beneficiary’s website.  

Some interviewees are keen for Lions Clubs to move away from being ‘buckets of money’, 

and return to the core motto ‘We Serve’: roll up your sleeves and help in the community. This 

type of work, as long as it is recognised and reported via Social Media and other means, can 

raise awareness in the local community.  

 

5.5.2 Sponsorship expectations 

Many organisations, such as the Spirit of Adventure and Outward Bound, will actively 

encourage young people to speak to their local Lions Club to obtain funding for their trip. 

Lions are happy to assist, but should be clear on the requirements. For example, the young 
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person going on the journey should report back upon completion of the trip. This ‘report’ 

should be to a larger audience, which includes the person’s family and others from the 

community or school. At present, these youngsters only report back to the Lions Club. Those 

Lions already know how they supported this person. It would be beneficial for the 

organisation to broaden their reach, and ensure the wider community become aware of the 

assistance they have provided to this youngster’s personal growth. 

 

5.5.3 Visibility and uniformity 

Several interviewees mentioned the need for uniformity. If the members of this charitable 

organisation are at an event, and they are wearing their yellow vests, it is immediately 

obvious to everyone who is involved. This visible uniformity works: at events, during 

disaster relief, and also for marketing purposes. Currently each Lions Club has their own 

shirt, and the club decides on the colour and style. As the LCI yellow vests are expensive, and 

locally produced equivalent options are subject to copyright, it might be an idea to look at 

encouraging clubs to gradually change to yellow shirts only. This would aid uniformity, and 

might eventually reduce the need for the yellow vests.  Additionally, clubs should be 

encouraged to include, ideally in purple which is the other Lions colour, the name of their 

club on the back of the shirts [in a large font] and of course the emblem and their club name 

[smaller] on the front. Shirts should also be produced for Friends of the Lions, and for 

younger family members attending events and meetings.  

 

5.6 Relationship between awareness and membership 

Horizon Research (2011) conducted a survey with 1,801 members of the public, and found 

nearly 89% had heard of Lions, with 78% viewing Lions as ‘people who want to give back to 

their communities’. More than a third of those surveyed commented on Lions being a general 

fundraising group. Therefore, it can be assumed that the general public in New Zealand is 

relatively well aware of Lions Clubs.  

This research project surveyed and interviewed a total of 108 members of Lions Clubs New 

Zealand, focusing on the opinions of current Lions members, with the aim to find out whether 

current activities such as events have an influence on awareness and/or the ability to attract 

membership, and indeed whether there is a relationship.  
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Interviewees acknowledged that they feel there is a relationship between those people being 

aware of the work Lions do, and those people’s potential interest in becoming a member 

themselves. Important occasions, when this link between awareness and membership can be 

clearly established, are when events are in progress. The general public in attendance to those 

events should be made fully aware of the Lions Club involvement through advertising, 

banners, and the Lions members wearing recognisable clothing such as the yellow vests. A 

main focus should be for the Lions at the event to talk to people about the organisation. As a 

minimum, the membership committee should set up a site with information, and has two to 

three members who talk to people. Assistance can be provided from Zone level, District level 

and the GMT team.  Interviewees feel strongly that if no members of the general public are 

spoken to about memberships during these events, that this is a missed opportunity. 

The outcome of the questionnaires was not as clear. Cross-tabulation and chi-square testing 

were applied to test any links between raising awareness through events and marketing, and 

an increase in the number of prospective members. It was found that there are 26 members 

(35%) who believe a combination of fundraising and community events will create awareness 

of Lions work and attract new members.  A further 18 members (24%) believe community 

events (not to raise funds) are the events most likely to attract new members, closely followed 

by 16 members (22%) who believe events to fundraise for others or other community groups 

are likely to attract new members. As these findings were found to be statistically significant, 

it was concluded there is a relationship between the awareness people have of work Lions 

Clubs do, and those same people becoming a member of a Lions Club.   

Moreover, through further cross-tabulation and chi-square testing in regards to events which 

are most likely to attract new members, it was concluded there are no specific events that are 

likely to encourage people to become members of a Lions Clubs in New Zealand. The results 

show that current members feel that a combination of both fundraising and community 

events, rather than any specific event(s), are more likely to attract new members to Lions 

Clubs. 

 

5.7 Retention 

The researcher identified very early in the interview process that retention of current 

members, in particular those in the first three years of membership, is an issue which requires 

attention. More than half (57%) of interviewees mentioned that half of new members leave in 
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the first three years. Hence, additional questions were incorporated into the questionnaire to 

include this aspect in the research project. 

 

5.7.1 Connecting and building relationships 

People really need to connect and build relationships. Stevens (2016) mentioned it is vitally 

important to engage with new members. Six out of seven interviewees commented on the 

importance of the relationships they have built over the years during their membership of this 

service organisation. Initial findings from the survey revealed that 60% of all participants 

consider ‘relationships developed’ important, and 21% feel this aspect of being a member is 

very important. Through cross-tabulation and chi-square testing of the survey data, it was 

revealed that those who became a member in the last two years believe the social side of 

membership is an important aspect. Those participants who have been a member for more 

than ten years feel the same. However, the findings for the other two groups of participants, 

including those who have been a member for three to six years, or for seven to ten years, 

were found to be not significant. It appears that only for current members who joined 

relatively recently and those in the group who became members more than ten years ago the 

social aspect was important when they joined Lions, and this social aspect remains of 

importance for staying with a Lions Club. Incorporated in the ‘social aspect’ are 

companionship, socialising with club members, and relationships developed. 

 

5.7.2 Reasons to join and stay 

Initial analysis of the survey data revealed that a majority of survey participants (51%) 

considered the social aspect an important reason to join a Lions Club. 47% rated 

companionship and 34% networking as important reasons for becoming a member. 

Respectively 64% and 60% rated serving the community and helping others to be very 

important upon joining. In comparison, the reasons for staying with a Club were rated as 

follows. 46% found ‘helping non-members’ very important; 66% rated ‘socialising with club 

members’, ‘relationships developed’ (60%), ‘organising & assisting in fundraising events’ 

(56%), ‘assisting in environmental projects’ (40%), and ‘assist LCIF with an annual 

contribution’ (48%) important. Participants felt mostly neutral about ‘networking 

opportunities’ (35%) and ‘leadership training’ (36%). Even though ‘socialising with club 

members’ was considered mostly important, ‘catching up for a drink before meetings’ was 
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considered neutral (33%), and a 24% of participants even thought this activity to be not that 

important’ or even not at all important (21%) in regards to their decision to stay in a Lions 

Club. Further analysis of the data from the survey provided proof that there are strong 

correlations between the reasons for joining and the reasons for staying with a Club. These 

correlations apply in particular for networking opportunities, social aspect, serve the 

community and help others. These findings demonstrate the importance of these aspects for 

people when joining a Lions Club, and when reasoning to stay a club member. Hence, it was 

concluded there are specific ways to retain current members of a Lions Club. Individual 

Clubs, assisted from Zone and District level, must ensure that those aspects of membership, 

which were found to be most important, are being satisfied for members. The organisation 

must aim to meet the needs and expectations of members. 

 

5.7.3 Meeting members’ needs 

It is equally important for the new members to understand what the club’s expectations are of 

its members (Stevens, 2016). Retention must be addressed at Club level. Before new 

members join, they should be fully informed about meetings, projects, and dues. Clubs must 

find out what the needs and expectations are of their members, initially by simply asking why 

they joined.  Retention will greatly improve if people’s expectations and the club’s 

expectations match. Where necessary, discrepancies should be identified and discussed so 

that a satisfactory solution can be found. As an example, if a member is not able to hear all 

discussion during a meeting, a microphone should be used. As the outcomes of these tests 

reveal, the main reasons for people to join a charitable service organisation are for the social 

aspect, and to be able to help others. Each club, and the organisation as a whole, must ensure 

that their members are frequently involved in both social happenings and community 

projects. New members should be involved in a service project. Your best source of new 

members is in your existing members (Stevens, 2016). 

 

5.7.4 Leadership positions 

Although charitable service organisation can greatly benefit from excellent leadership, it is 

important to ensure that new members are not immediately burdened with the responsibility 

of leadership roles. Stewardship should apply. It is preferable new members first learn about 

the organisation, the structure of the meetings, and achievement. Most importantly, the new 
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members should be given an opportunity to get to know other club members, as well as other 

new members in other clubs. Furthermore, excellent training should be provided to members 

who are interested in taking up the position of Vice-President, Director, Secretary, Treasurer, 

or Club President. It was identified by some interviewees the current training sessions for 

these roles, which are held once a year, are not seen to be of the required standard.  

 

5.8 Induction 

5.8.1 Induction Program 

New members are ideally inducted well, and fully informed. An Induction Program exists for 

new Lions Club members, but only about a third of interviewees were aware of it. It is left to 

the individual clubs to find out if an Orientation evening might be available. In the Zones 

included in this research project, the Zone Chairmen arrange Orientation evenings. These 

tend to happen two or three times a year. Therefore, new members should have the 

opportunity to attend an Orientation evening within approximately three months of joining. 

These Orientation evenings are generally very informative.  

As suggested by one interviewee, the Induction Program could span a longer period of time. 

Stevens (2016) even suggests a mentoring program be put in place which runs for several 

years. She also suggests the inclusion of a guest speaker from outside the club, who speaks 

about what being a member has meant to them, and what they have got out of being a 

member of a Lions Club. A particular power point presentation has been created with several 

slides about the history of the organisation, its achievements, the organisational structure, the 

international multiple districts, and the Centennial. This is quite a lengthy power point 

presentation, and is in need of updating as some of the information is now out of date. These 

Orientation evenings are also about relationship building. Additional time and an activity 

could be included to enhance the connectivity value of these gatherings.  

Currently it appears to be left to the club and zone to induct the new member, invite them to 

the Orientation evening, and then the induction has finished. In 2016 a new Welcome Letter 

will be introduced. This Welcome Letter will be sent from District level to the new member, 

and will include information about the Induction Program. Ideally dates of Orientation 

evenings will be included.  

New members are encouraged to attend leadership training sessions. However, the induction 

of new members could be extended, especially if the Orientation evening program was to be 
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shortened to allow for more relationship development. The power point presentation is 

substantial enough to be split into sections. One section at a time could be discussed, and 

Orientation evenings could take place at more regular intervals. Furthermore, research should 

be conducted to investigate successful overseas Induction Programs. Other structures and 

inclusions might be more effective elsewhere, and might be useful for implementation in 

New Zealand. It is expected that a well-structured and well-presented Induction Program will 

benefit the overall retention of all members. 

 

5.8.2 Sponsor responsibility and training 

At present, a ‘sponsor’ is nominated to every new member. Often this sponsor is the person 

who invited the member to join. New members are often full of enthusiasm of the club, and 

will invite their friends, family and acquaintances to attend meetings to ascertain whether 

they would also like to join. If this relatively new member becomes the sponsor of their 

friend who is also joining, the potential situation of “the blind leading the blind” might occur. 

Mentoring and stewardship of sponsors is required.  

Moreover, general customer service training such as ‘Kiwi Host’ might benefit many 

members. Current members need to welcome new members, and be willing and able to 

answers questions. Three interviewees pointed out the importance of information sharing, 

such as what the dues are, where they go and what has been achieved nationally and 

internationally with members’ dues. This information sharing cannot be left solely to the 

sponsor. 

 

5.8.3 Leadership training 

New members are encouraged to attend the Future Leaders session, followed by the 

Emerging Lions Leadership Institute (ELLI). Both Future Leaders and ELLI are weekend 

training sessions. The Future Leaders weekend only applies to District 202K, and is 

facilitated in Red Beach, near Orewa. ELLI is held once a year in locations such as 

Wellington or Rotorua. Generally, the individual clubs sponsor the member(s) who attend 

these training weekends so that only the cost of transport is the members’ responsibility. The 

cost of the training, workshops, accommodation, and food are covered by the members’ club.  

As five out of seven interviewees commented, all members should be encouraged to attend 

the Future Leaders and ELLI training weekends. All Clubs need trained and capable members 
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to serve in the leadership positions such as Club President, Vice-Presidents, Treasurer, 

Secretary, and Directors. However, as one interviewee pointed out, not everyone is interested 

in taking up one of those positions, and sometimes it feels like the ‘leadership training’ is 

“forced down people’s throats too much”. During a couple of the interviews it was noted that 

these weekend training sessions are very informative about Lions Clubs New Zealand, LCI 

and LCIF. These sessions cover a lot more than solely “leadership training”. It was suggested 

that maybe the word ‘leadership’ or ‘leaders’ could be removed from the titles so there is less 

emphasis on ‘leadership’ and hence the message appears less forceful.  

 

5.9 Chapter Conclusion 

In this chapter the research questions and objectives, as outlined in the first chapter, are 

addressed. Interesting findings were discussed in addition to the data analysis from the survey 

questionnaires, interviews, observations and documentation. Two complementary models 

were suggested to assist charitable service organisation in their quest to attract and retain 

more members. Firstly, the ‘Gaps Model of Service Quality’ was suggested, which relates to 

meeting the needs and expectations of [new] members. Secondly, the original “Five Ps of 

Marketing” are expanded to ‘The 10 Ps of Membership Marketing’, specifically for this type 

of organisation.   

The researcher believes that the analyses and suggestions in this chapter will add to the 

academic knowledge available for the not-for-profit sector, and will particularly benefit 

charitable service organisations aiming to raise awareness and increase membership. 

 

5.10 Chapter Summary 
In this chapter, the data findings and analyses from the survey questionnaires, and the 

information obtained during the interviews, observations and documentations were analysed 

and discussed. The data findings and hypotheses testing in chapter four were useful in the 

analysis and discussion. Some of the most important views from the literature review were 

incorporated. The research questions and objectives from chapter one were addressed 

covering membership, attracting younger members, marketing, awareness, retention, and 

induction. 

The next chapter provides conclusions and recommendations, as well as limitations 

applicable to this research project.  
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CHAPTER SIX:  

CONCLUSIONS AND RECOMMENDATIONS 

 

6.1 Research conclusions 

The aim of this research was to find out about a range of options for Lions Clubs in New 

Zealand to promote themselves to ensure the general public become more aware of Lions 

Clubs and, through this increased awareness; people should be encouraged to become 

members. 

Multiple sources of data and different research methods (both qualitative and quantitative) 

were used to ensure triangulation could be used to study the data obtained from survey 

questionnaire, interviews, observations and documentation (fig. 6.1). As reported by Jick (as 

cited in Collis & Hussey, 2014) the use of different methods reduces bias in data sources, 

methods and investigations.  

Figure 6.1 Triangulation in Case Study methodology  

 

 

Source: developed by the author 

 

  

Survey 
questionnaires

InterviewsObservations & 
documentation
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Awareness and membership 

Lions Clubs New Zealand is reasonably well known amongst New Zealanders, although 

many view the organisation merely as ‘fundraisers’. Ideally each Lions Club conducts a Club 

Excellence Programme (CEP) to find out the needs in the local community. The CEP should 

be followed by a Club Growth Program (CGP), which will assist the organisation’s clubs to 

grow their membership base. A further option to raise awareness and membership is for each 

club to work together with local businesses, council, schools and local youth groups when 

organising community projects and fundraising events. This cooperation can benefit everyone 

involved. In regards to marketing options and solutions, it was found Social Media should be 

used to keep the local community informed of Lions work and upcoming events. 

Community events were identified as being the most likely type of event to attract new 

members. In particular, the combination of both community and fundraising events was 

found to be very successful in the quest for increased awareness of the organisation and 

attraction of new members to local clubs. Sufficient event promotion should involve 

advertising and publicity using both conventional and online marketing tools. Conventional 

marketing tools, which were considered successful, include local newspaper advertising, flyer 

drops, school newsletters, and signs or billboards. Online marketing tools included Social 

Media options such as Facebook, especially community pages, Twitter, Instagram, and the 

Club’s website.  

 

Marketing for awareness 

Several useful marketing options apply to promote events, raise awareness and attract 

members. Cause-related marketing and working alongside for-profit organisations are 

worthwhile options to pursue, in particular for event marketing. It was found that a 

combination of community events and fundraising events (both to fundraise for the club as 

well as for others) were most likely to raise awareness of Lions work. Two strategic 

marketing options emerged in (1) Social Media and online tools, and (2) conventional 

marketing. Word of mouth advertising also appeared as a constant variable which all 

participants consider effective. 

Centennial Community Legacy projects currently provide excellent opportunities for 

additional marketing to raise the awareness of Lions Club’s community projects. Marketing 

should feature in local newspapers and on local community Facebook pages and posts. TV 



Carla Sutton (127 6433) MBus Thesis 

 

139 
 

features should be pursued on programmes such as 60 minutes, 20/20, Sunday, and TV One 

News’ “Good sorts”. These large Centennial projects in particular should be sufficiently 

impressive to feature on one of these TV programmes, however it might require someone at 

District or National level to be responsible for driving these opportunities to fruition. 

Furthermore, if Lions Clubs continue to raise funds for other charities, it was concluded that 

Lions need to take a hard-line approach to ensure they are publicly acknowledged as one of 

the major sponsors or fundraisers such as through the display of the Lions Clubs logo. A 

similar reciprocity should apply when a Lions Club sponsor a person or group. A presentation 

in front of an audience such as the school or sports club should be expected as part of the 

agreement. Only in this way will Lions Clubs get the recognition they deserve, and raise 

awareness of the great work this organisation does.  

Another relatively easy way to improve general awareness of Lions Clubs is for the Lions 

members to wear the yellow vests at events and projects. To improve visibility and 

uniformity, all Club shirts could gradually be changed to be yellow, with the Club name in 

purple letters on the back.  

 

Social Media to improve awareness 

As only 34% of survey participants identified as using Social Media, this is not perceived to 

be a viable option for many current members to use to promote awareness of Lions Clubs. 

However, it can be concluded that use of Social Media by Lions Clubs members is much 

lower than the general public’s use of online social networking sites. Facebook’s popularity 

has increased to 72% for those aged 30 to 49, and to 50% for those aged 50 to 64 (Zickuhr & 

Madden, 2012).  

Hence, two strategic marketing options emerged for Lions Clubs New Zealand to improve the 

general awareness of the organisation in: (1) Social Media and online tools, and (2) 

conventional marketing. It can be concluded a coordinated approach towards marketing is 

favoured, in particular for Social Media and the available online tools, such as a social 

networking sites which are managed at District or Zone level. At a minimum, Social Media 

pages should include regular Facebook messages from all Clubs, ideally including photos and 

short videos to extend the reach and interest. Twitter, Instagram, and blogs can be utilised 

too, and should be linked e.g., the blog is featured as a link on the Facebook page. A 
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coordinated approach might be easier to accomplish with the new appointment of a Global 

Communications Coordinator. 

 

Member retention 

Presently Lions Clubs New Zealand loses about 50% of new members in the first three years 

of membership. As national membership continues to decrease slowly, retention of current 

members is an important issue to address to ensure the longevity of the organisation. 

An important avenue of improving retention is to establish members’ reasons for joining and 

staying. It is important for the organisation to recognise these reasons. Three distinct groups 

of reasons for joining and reasons for staying exist in: (1) the social relationship aspect, (2) 

helping others and the community, and (3) networking opportunities. It can be concluded 

there are specific ways to retain current members of a Lions Club. Clubs must ensure they 

allow members to connect and build relationships. A sufficient number of projects should be 

established to help others and the local community. Members need to be provided with 

opportunities to form those networks they obviously seek when becoming a member. The 

individual clubs also have the responsibility to ensure people only join once they are made 

fully aware what is involved in being a member of a charitable service organisation. Ideally 

people are invited to an Information session which is informative and welcoming. They 

should also be invited to attend at least one business meeting, one social event, and one event 

or project. Prospective members should be fully informed of the dues. 

Meeting members’ needs and expectations was also found to be an important aspect of 

member retention. The organisation should ensure they meet the needs and expectations to 

increase volunteer satisfaction. A healthy level of satisfaction is vital for the unpaid 

volunteers (Carson, as cited in Orwig, 2011), even more so as people nowadays have less 

leisure time to volunteer and attend meetings. In addition, service quality was found to 

strongly influence satisfaction and loyalty (Leipnitz, 2014). Hence the researcher suggests the 

organisation considers “The Gaps Model of Service Quality” to establish – and close – the 

gaps in the current quality of service provided to members.  

It is suggested Lions Clubs continue to recognise and reward their members, as this will 

positively influence feelings of pride (Riketta, as cited in Leipnitz, 2014). This pride, in turn, 

should motivate members to invite others to join the organisation. At present, members only 
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sometimes talk to their family, friends, colleagues or acquaintances about becoming a 

member of a Lions Club.  

Retention may also benefit from members moving into leadership positions at a time right for 

them. New members should not be expected to immediately take up responsibilities such as 

Club President. It would be beneficial for all involved if new members were first provided 

with opportunities to become familiar with the structure and processes of the organisation. It 

is suggested the words ‘leadership’ or ‘leaders’ be removed from some of the training titles to 

reduce the emphasis on leadership, especially as these training sessions are to enhance a 

range of skills and abilities, not solely ‘leadership’. 

New members can also benefit from an Induction program which spans a longer period of 

time. The current PowerPoint is sufficient in length to be split and be shown across more than 

one Orientation session. Inspirational guests should be invited to speak at these sessions. 

Encouragement from Zone and District level should enhance the attendance. It is expected a 

well-structure and well-presented Induction Program will benefit the overall retention of all 

members. Mentoring and training of sponsors will also benefit new members, as well as the 

sponsors themselves.  

 

Social Media and increasing membership 

Current members sometimes talk to their close family and friends about also becoming a 

member of Lions Clubs. To a lesser extent, they also might talk to people in their extended 

family, colleagues, and acquaintances. About a third of current Lions Club members use 

Social Media. A much larger percentage of members’ close family and friends (resp. 75% 

and 70%) are expected to use Social Media. This online option or other means of 

communication are not readily used by current members to approach others about becoming a 

member of a Lions Club. However, the Club should use Social Media to inform the local 

community of upcoming Information evenings. Along with conventional marketing, this 

Social Media approach to marketing the organisation is expected to increase the general 

interest from the community in joining the local Lions Club. All marketing should include a 

message which “asks for the business” e.g., asking people to attend an Information meeting; 

asking people to become a member. 

It was concluded Social Media provides a useful tool when attracting those people aged 30 

and over, as in particular Facebook is enjoying increased popularity with those aged 30 to 65 
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years of age. However, it was also concluded that Social Media was not proven to be a good 

channel to use when attracting those under the age of 30.  

 

Marketing options to attract [younger] members 

Several opportunities exist to increase the number of members involved in Lions Clubs in 

New Zealand. New corporate or cyber clubs can be established. Corporate clubs are 

associated with large companies, such as the Bank of New Zealand. The aim for the company 

might be more aligned with CSR. Cyber clubs conduct meetings online or through video 

conferencing. Another option to pursue should be to attracting more female members, in 

some cases including their families, to Lions Clubs. Furthermore, people from different 

ethnicities could be encouraged to form cultural clubs, or join an existing club in pairs or 

small groups.  

New clubs with only young members and Leo Clubs offer opportunities for clubs to expand 

their membership, in particular if they want to increase the number of younger members. 

Completely new clubs are a viable option within new residential areas, as well as in areas 

where the existing club has only a small number of elderly members remaining in the club. If 

these or existing clubs are interested in attracting younger members, including those with 

young families, then a change of meeting times and venues might need to be considered. 

Current meetings might not be at family friendly times or venues.  

All of these options, and in particular Leo Clubs, provide excellent opportunities for the 

organisation to rid itself of the “old men’s club” image. 

 

 6.2 Recommendations for Lions Clubs New Zealand 

Throughout this report it is evident this charitable service organisation is well recognised for 

its fundraising work, especially for the local community. However, there is definitely room 

for improvement in both the areas of general awareness of Lions Clubs in New Zealand, as 

well as the organisation’s ability to attract and retain new [younger] members.  

This research concluded there are several practical approaches this organisation should adopt 

as part of the marketing strategy to improve general awareness and membership.  

Further to the conclusions, it is suggested Lions Clubs New Zealand consider the following 

recommendations: 
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� Adopt a collaborated marketing strategy, in particular for the online marketing 

approach, to increase reach to the general public including: 

o Linkages between centralised District or Zone level social networking sites, 

such as Facebook, and individual Clubs’ online pages and websites;  

o Regular posts with photos and short videos; 

o Electronic version of the LION magazine, or individual articles from this 

magazine; 

o Regular blog posts or newsletters;  

o The Global Communications Coordinator should be an integral part of this 

marketing strategy. 

• Take on a large project such as the Auckland City Mission. If all Lions Clubs in 

Auckland get involved, the organisation would be able to assist every Saturday with 

cooking and providing food for dinner. 

• Ask all Lions Clubs in New Zealand to have only yellow club shirts, with the name of 

the club in purple letters on the back of the shirt to improve uniformity and 

recognition of Lions Club members working in the community and at events. 

• Set up a crowd-sourcing site (similar to ‘Give a Little’) specifically for Lions Clubs 

New Zealand, and have individual clubs feature their project(s) on one central, trusted 

site. 

• Provide funds only to those [young] people or [youth] groups who commit to a 

presentation at their [youth] club or school (rather than only to the Lions Club) and 

mention the local Lions Club assisted with funds. “Thank you to the... Lions!” This 

should be a condition of getting the funds. 

• Provide sponsorship or funding only to other charitable organisations or companies 

who commit to acknowledging the support they received from Lions Clubs through 

use of the LCI logo on their equipment, marketing material or website. 

• Provide training and mentoring for all members to ensure they are fully prepared 

when sponsoring new members. 

• Revise the Induction Program to include: 

o A survey questionnaire to establish the reason(s) why new members join the 

organisation; 
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o A Welcome Letter from DGE; 

o Regular Orientation sessions which include connectivity activities; 

o Orientation sessions which are held at different times – not only evening 

sessions; 

o An updated and segmented PowerPoint presentation;  

o Informal gatherings with other new members and sponsors to encourage 

interpersonal communication and nurturing; 

o A broad training programme; 

o A total program lasting up to three years. 

• Conduct a survey with current members to find out about their needs and 

expectations, and whether these are met. Adopt stewardship in the organisational 

strategy of member attraction and retention. 

• Adopt ‘The 10 Ps of Membership Marketing’ in the training provided to members to 

ensure members are fully aware of the products and services that Lions Clubs 

represent; 

• Incorporate ‘The Gaps of Service Quality’ model in training provided to members to 

improve customer service and selling skills.   

• Encourage Clubs to keep a record of the projects they complete to establish a 

thorough and lasting record.  These records can be used during Information sessions, 

training, and for marketing purposes. They will instil a sense of pride for current and 

new Lions Club members. 

• Relax current restrictions on the type and track of Leo Clubs, so a club can have both 

Alpha (12 to 18 years old) and Omega (18 to 30 years old) Clubs, as well as both 

community and school based. All Leos will belong to the same club, but organise and 

enjoy different age-related activities. If members can come from schools, colleges, 

tertiary institutes, universities, and local youth groups, the number of interested young 

people is likely to increase. Older Leos would be provided with great leadership 

opportunities. If the Leo Clubs are involved in a sufficient number of fun activities – 

including outdoor pursuits – this will ensure their members stay fully engaged and 

entertained, and remain for many years to reap the benefits of being part of a 

respected service organisation. 
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6.3 Value of this research 

The aim of this research was to find out about a range of options for Lions Clubs in New 

Zealand to promote themselves to ensure the general public become more aware of Lions 

Clubs. Through this increased awareness, people should be encouraged to become members.  

The specific objectives of this research aim were; 

1. To determine whether improved awareness of Lions Clubs will increase new 

membership; 

2. To explore marketing options for Lions Clubs to improve awareness of Lions’ work; 

3. To explore Social Media as an option for Lions Clubs to promote their work in NZ 

and increase general awareness of their contributions to society; 

4. To determine how current members can be retained; 

5. To explore Social Media as an option for Lions Clubs to increase their membership; 

6. To explore marketing options to attract new [younger] members to Lions Clubs. 

The primary research question was “ What can Lions Clubs NZ do to market and promote 

themselves better to increase awareness and membership?”, and sub-research questions were;  

a. Does a general awareness of this organisation’s work mean that people are more 

likely to become a member of a Lions Club? 

b. Is marketing and communication through Social Media channels a solution?  

c. Which marketing strategy could work across most Lions Clubs in New Zealand?  

d. What encourages [younger] people to join a non-profit, charitable service club?  

e. Is there a specific [Induction] programme to encourage people to stay a member? 

In this research project and subsequent analyses, conclusions and recommendations, all above 

objectives and research questions have been answered.  

Research and data analysis found that several hypotheses could be rejected. Hypothesis One 

(Objective 1) was rejected as it appears there is a relationship between the awareness people 

have of work Lions Clubs do, and those same people becoming a member of a Lions Club. 

Hence this research includes a recommendation regarding uniformity.  

However, Hypothesis Two (Objective 1) cannot be rejected as it appears there are no specific 

events that are likely to encourage people to become members of a Lions Clubs in New 

Zealand, as it was found a combination of events is likely to be more effective.  

Hypothesis Three (Objective 3) was rejected as it appears there is a specific marketing 

strategy which is likely to promote the work of all Lions Clubs in New Zealand, such as 
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through Social Media. Hence, the researcher has included a recommendation for a 

collaborated marketing strategy.  

Hypothesis Four (Objective 4) was rejected as it appears there are specific ways to retain 

current members of a Lions Club. Several options have been identified. Moreover, a 

recommendation for further research has been incorporated.  

Hypothesis Five (Objective 5) was rejected as it appears Social Media is a good option to use 

when encouraging [some] people to become a member of a Lions Clubs in New Zealand, and 

this should be included in the collaborated marketing strategy.  

Hypothesis Six (Objective 6) cannot be rejected as it appears Social Media is not a good 

channel to utilise when Lions Clubs are trying to attract younger members. Other options are 

included in the recommendations, such as presentations at schools and youth clubs.  

Hypothesis Seven (Objective 6) was rejected as it appears there is a relationship between the 

number of Leo Clubs and Lions Club membership, hence the inclusion of a specific 

recommendation regarding Leo Club development. 

This research will genuinely contribute to the body of knowledge available on charitable 

service organisations. At present, gaps in current literature exist, in particular in regards to 

member attrition, as well as regarding any links between awareness and attracting new 

members. Lions Clubs New Zealand and other organisations should benefit from the findings 

in this research regarding conventional marketing options and Social Media utilisation to 

improve awareness and increase membership, including attraction of younger members. 

Moreover, valuable information was obtained regarding ways to retain current members.  

 

6.4 Limitations of the research 

It is undeniable every research has limitations. This also applies to this research project, and 

such limitations may affect the findings for Lions Clubs New Zealand. The participants in 

this research are all current Lions Club members. Personal opinions were expressed, which 

could be considered to lead to bias. Hence, the researcher ensured to mention if only a small 

number of interviewees expressed a particular opinion or idea.  

The sample size was relatively small, although sufficient in size due to the nature of the 

research, including survey questionnaires, semi-structured interviews, observations, and 

documentation. Observations were at business meetings and one Orientation evening, which 

might be considered a limited sample of observations. Seven 60 to 90 minute interviews were 
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conducted, allowing for a richness and depth of data collected from the qualitative approach. 

Furthermore, not all 101 questionnaires were fully completed, with six participants failing to 

answer all questions.  

This research was limited to Lions Club members currently located in Auckland and 

Northland. One could argue this influences the scope of this research, enabling data 

collection merely from these two areas, with a majority of participants located in the greater 

Auckland area. However, the researcher ensured to include a variety of clubs, located in rural, 

semi-rural, urban and suburban areas. The zones were specifically chosen to ensure such 

varied representation, in the hope the findings would reflect accurately describe nationwide 

feelings and opinions. 

The literature on marketing for non-for-profit and Social Media was rich and provided an 

excellent source of information for this research. However, there was a noticeable lack of 

current literature regarding membership retention and awareness of charitable service 

organisations. Much literature pertains to volunteer work and donator behaviour, such as for 

donating blood. An availability of prior literature specific to awareness and membership 

retention would have been valuable and beneficial to this research project. 

 

6.5 Further research opportunities 

This research was conducted in the greater Auckland area, with current Lions Club members. 

To enhance the scope of findings, and to get a broader view of opportunities, future research 

should be conducted to investigate successful overseas Induction Programs. This future 

research should include overseas Lions Clubs, as well as other charitable service 

organisations such as Rotary International and Kiwanis International. Useful structures and 

inclusions used elsewhere might be worth implementing in New Zealand. 

In New Zealand, Lions Clubs should invest in future research to review the success of the 

Club Excellent Process (CEP) and the Club Growth Program (CGP). Ideally, with the 

findings from this review, necessary changes are implemented to make this process and 

program as effective and efficient as possible. 

 

6.6 Closing statement 

This research identified a range of options for Lions Clubs in New Zealand to market this 

organisation to raise public awareness, as well as encourage people to become members.  It 
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was discovered that Social Media and other online tools are often, but not always, useful 

options to utilise for marketing and promotional purposes. Online tools considered 

worthwhile options include Facebook’s community pages, Lions Clubs websites, Twitter and 

Instagram. Conventional marketing options were also considered successful options, 

including local newspaper advertising, flyer drops, school newsletters, and billboards.  Word 

of mouth was considered to be a successful option, and members should be encouraged to use 

this type of advertising also for attracting new members by talking to people such as their 

neighbours, members of other clubs, and colleagues. 

If the organisation is specifically aiming to raise awareness with the general public, it was 

found cause-related marketing, Centennial Community Legacy projects, and reciprocity from 

other charitable organisations should all be pursued. Furthermore, Clubs should be 

encouraged to change their club shirts to yellow to aid visibility and uniformity at events and 

projects.  

Retention of current and new members can be improved if the organisation were to survey all 

members about the reasons for joining, as well as the reasons for staying. This will provide 

the opportunity to ensure those reasons, as well as their needs and expectations, are met. 

Some specific suggestions have been included regarding an improved and extended Induction 

Programme. A service quality model and a marketing mix were suggested to be included in 

future training sessions.  

This research identified several opportunities to increase the number of younger members 

currently attracted to the organisation. The opportunities involve corporate clubs, cyber clubs, 

new clubs with only young members, cultural clubs, Leo Clubs, as well as an aim to attract 

more females, and families.  
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Appendix A – Interview questions 

These are the questions used to get the conversation going during the interviews: 

• Tell me what year you joined a Lions Club, and why you joined. 

• Tell me about your Lions Club/Region/District/Zone and its membership drives. 

• Why do you think your fellow members joined Lions? 

• Tell me about fundraising events that your Club/Region/District/Zone organises. 

How are these events marketed? (Including Social Media?) 

• Tell me how you think the general public feel about Lions. 

• What influences do your Club/Region/District/Zone’s events have on other people’s 

awareness of Lions Clubs? 

• Tell me how you feel this awareness might influence those people becoming 

members. 

• Tell me how you think Lions Clubs can attract new and younger members. 

• What do you think of the effectiveness of Leo Clubs regarding attracting younger 

people to Lions? 

• Tell me if you think there is a relationship between the awareness the general public 

has of Lions Clubs, and Lions’ ability attract new members? 

• What types of marketing strategy, or aspects of or inclusions in a marketing strategy, 

do you think could work well for Lions Clubs (to increase awareness and to increase 

membership)? 

• Tell me how you feel about your Lions Club/Region/District/Zone and its retention 

of current members. 

• Does your Club/Region/District/Zone have an induction programme for new 

members? What do you think of the induction programme’s content and 

effectiveness in retaining new members? Are there other suggestions you have for 

retention of members? 

• Tell me if you know of any successful membership drives or marketing campaigns 

used in other countries such as Australia, UK, and/or USA. 
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Appendix B – Questionnaire 

Thank you for participating in this survey. This research aims to find out how Lions Clubs in 

New Zealand can market and promote themselves better to increase the awareness of our 

excellent work, and to increase membership.   

This questionnaire will take about 15 minutes to complete.  Your answers will be anonymous 

and will be dealt with in complete confidentiality. Please complete all 13 questions below. 

 

Question 1. 

When did you become a member of a Lions Club? Please tick the box in front of the answer 

which applies to you. 

□ In last two years □ In last 3-6 years □ In last 7-10 years □ More than 10 years ago 

 

Question 2. 

Please rate the importance of the following aspects in your decision to join a Lions club. 

Please circle your answers. 

 

Reason for joining: 

Not at all 

important 

 Not that 

important 
  Neutral Important 

  Very 

important 

a) Social aspect       1       2        3       4      5 

b) Companionship      1       2        3       4      5 

c) Networking       1       2        3       4      5 

d) Serve the community       1       2        3       4      5 

e) Help others      1       2        3       4      5 

f) Other reasons, please 

state: 

 

     1       2        3       4      5 
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Question 3. 

Please rate the importance of the following activities in your decision to stay with the Lions. 

Please circle your answers. 

 

Reason for staying: 

Not at all  

important 

Not that 

 important 
Neutral Important 

Very  

important 

a) Socialising with club 

members  

     1       2        3       4      5 

b) Relationships I have 

developed 

     1       2        3       4      5 

c) Catching up for a drink 

before meetings 

     1       2        3       4      5 

d) Organising & assisting 

in fundraising events  

     1       2        3       4      5 

e) Networking 

opportunities 

     1       2        3       4      5 

f) Helping others in need 

(non-members)  

     1       2        3       4      5 

g) Assisting with 

environmental projects 

     1       2        3       4      5 

h) Enabling LCIF to assist 

others with an annual 

contribution 

     1       2        3       4      5 

i) Leadership training      1       2        3       4      5 

j) Lions induction 

program 

     1       2        3       4      5 

Other reasons, please state:      1       2        3       4      5 
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Question 4. 

What is your age? Please tick applicable age bracket. 

□ 18 – 30 years □ 31 to 50 years □ 51 to 70 years □ 71 & over 

 

Question 5. 

a) Does your Lions Club promote or associate with a Leo Club?    

Please tick your answer:          

 

b) Do you think that having a Leo Club in your area would increase the number of 

young members that would join your Lions Club? 

Please tick your answer:          

 

Question 6. 

What type of fundraising event has your Lions Club organised in the last 2 to 3 years? 

Please tick all answers that are applicable to your club. 

(Please note that question 7 is about community events.) 

□ Sausage sizzle □ Market day □ Garage sale □ Family fun day 

□ Book fair □ Car rally □ Fashion show □ Big beach dig 

□ Other fundraising event(s). Please state: 

 

 

 

 

 

  

□ Yes □ No 

□ Yes □ No 
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Question 7. 

What type of community event has your Lions Club organised in the last 2 to 3 years? 

Please tick all that are applicable to your club. 

□ Planting trees □ Social/Dance □ Family picnic □ Garden/beach clean up 

□ Paint the town or 

building(s) 

□ Create a wildlife 

reserve / area 

□ Carols at Christmas □ Local statue, clock, 

lighthouse or similar icon 

□ Other community event(s). Please state: 

 

 

 

 

 

Question 8. 

In your opinion, which type of event creates most awareness of Lions work in media and 

your community? Please tick. 

□ Events to fundraise for Lions □ Community events (NOT to raise funds) 

□ Events to fundraise for others/community groups  

 

Question 9. 

In your opinion, which events are most likely to attract new Lions members? Please tick. 

□ Fundraising events especially (please name 

the event(s): 

 

 

 

□ Community events especially (please name the 

event(s): 
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Question 10. 

From your experience, which marketing is most effective in promoting your community 

and fundraising events? Please circle your answers. 

 Completely 

ineffective 
Ineffective Neutral Effective 

Very 

effective 

a) Facebook posts      1       2        3       4      5 

b) Website ‘events’      1       2        3       4      5 

c) Word of mouth      1       2        3       4      5 

d) Billboards       1       2        3       4      5 

e) Flyer drops      1       2        3       4      5 

f) Other Social Media 

such as twitter & 

instagram 

     1       2        3       4      5 

g) Local newspapers      1       2        3       4      5 

h) School newsletters      1       2        3       4      5 

i) Other marketing, please 

state: 

     1       2        3       4      5 

 

Question 11. 

What do you use your computer and/or mobile for? Please tick the box or boxes which best 

describe your use of technology. 

□ Emails □ Texting □ Facebook or other 

Social Media 

□ I don’t use a computer or mobile 

□ Shopping □ Work □ Taking & storing 

photos 

□ Checking websites for information on 

products & services 

 



Carla Sutton (127 6433) MBus Thesis 

 

5 
 

Question 12. 

How often do you talk  to the following groups of people about becoming a member of a 

Lions Club? Please circle your answers. 

  Never Rarely Sometimes Often Always 

a) Close family/  

        whānau tata  

      1       2        3       4      5 

b) Close friends       1       2        3       4      5 

c) Acquaintances       1       2        3       4      5 

d) Extended family/   

       whānau whānui  

      1       2        3       4      5 

e) Colleagues n/a      1       2        3       4      5 

f) Friends on Social Media n/a      1       2        3       4      5 

g) Neighbours       1       2        3       4      5 

h) Members of other clubs  

I am a member of 

n/a      1       2        3       4      5 

i) Other people, please state: 

 

 

 

      1       2        3       4      5 

n/a = not applicable e.g., I don’t have colleagues; I don’t have friends on Social Media; I 

don’t belong to any other clubs. 
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Question 13. 

Which of the above people are likely to use Social Media (Facebook, twitter, instagram, 

etc.)? Please tick your answer(s). 

□ Close family/ 

     whānau tata (a) 

□ Close friends (b) □ Acquaintances (c) □ Extended family/   

whānau whānui (d) 

□ Colleagues (e) 

 

□ Neighbours (g) □ Others (h) □ Other people (i) 

 

 

Thank you very much for your participation. The report of the findings will be made 

available to interested stakeholders. 

 

Yours sincerely 

 

Carla Sutton 

Master of Business student at Unitec Institute of Technology. 

 

 








