Recruitment Strategy for Active Senior Men (60-70 Years Old)
1. Executive Summary

SIR faces declining membership due to the advancing age of its current base (average
~80). To ensure the organization's future, sustain its 80 branches, and cultivate new
leadership, a strategic shift is required to recruit active senior men aged 60-70. This
demographic has different motivations, communication preferences, and expectations
than the current membership. This report outlines key strategies focusing on updated
messaging, targeted outreach channels, diverse programming, and creating a welcoming
environment to successfully attract and integrate these younger seniors. The failure of
the traditional "friend-recruiting-friend" model necessitates this proactive, multi-
channel approach.

2. Current Situation & Need for Change

* Organization: SIR provides social, mental, and physical activities for senior men.

* Structure: 80 branches across Northern California, 8800 members.

* Challenge: Declining membership; average age ~80; difficulty finding active leaders

for branches.

* Current Strategy: Reliance on personal referrals, which is no longer sufficient due to
the age of current members and their networks.

* Goal: Recruit 60-70 year old active senior men to revitalize membership, inject new
energy, and identify future leaders.

3. Understanding the Target Demographic: Active Men Aged 60-70

This group, often referred to as "Younger Seniors" or "Baby Boomers/Early Gen X,"
differs significantly from the 80+ cohort:

* Life Stage: Many are newly retired, nearing retirement, or working part-time. They
are transitioning from career-focused lives to seeking fulfilling ways to spend their
increased free time.

*Activity Level: They identify as "active." This means they seek engagement, physical
activity (ranging from moderate to vigorous), mental stimulation, and are generally
healthier and more mobile than the previous generation at the same age. They want to
*do* things, not just sit.

* Values:



* Purpose & Contribution: Many seek meaning beyond leisure. They want to feel
useful, share their skills, learn new things, and potentially contribute to their
community.

* Social Connection: They desire camaraderie but often seek peers with shared
*current® interests and activity levels.

* Health & Wellness: Proactive about maintaining physical and cognitive health.

* Independence & Autonomy: They don't see themselves as "old" and resist being
treated as such. They value choice and flexibility.

* Experience & Novelty: Open to trying new activities, traveling, and learning new
skills.

* Technology Use: Generally comfortable with technology — smartphones, internet
searching, email, and social media (especially Facebook) are common.

* Potential Concerns: They might perceive existing senior groups as being for "old
people," slow-paced, or focused solely on nostalgia. They may be wary of organizations
that seem stagnant or lack energy.

4. Crafting the Right Appeal: What Will Resonate?

To attract this demographic, your marketing message must shift from solely emphasizing
long-term companionship (though still important) to highlighting:

* Active Engagement: Focus on the *doing*. Use words like "active," "dynamic,"
"engaging," "explore," "learn," "participate."

* Variety and Choice: Showcase a diverse range of activities — physical (hiking,
pickleball, golf, walking groups, fitness classes), mental (discussion groups, workshops,
guest speakers, tech classes, book clubs), and social (outings, lunches, brewery visits,
volunteer projects).

* Community of Peers: Emphasize connecting with other *active* men navigating a
similar life stage (retirement transition, new hobbies).

* Purpose and Contribution: Frame opportunities for involvement not just as "filling
roles" but as ways to "make an impact," "share expertise," "mentor," or "help shape the
future" of the branch/organization.

* Health and Well-being: Subtly link activities to maintaining physical vitality and
mental sharpness.

*Flexibility: Highlight if activities cater to varying schedules (e.g., options for those still
working part-time).

* Modern Image: Ensure your promotional materials (website, flyers) look current,
vibrant, and feature images of active, younger-looking seniors.



Avoid: Messaging that sounds overly passive, focuses heavily on age itself, or exclusively
promotes sedentary activities.

5. Recommended Marketing Strategies & Channels

* 5.1. Digital Presence:

* Modern Website: Ensure your main website (and ideally branch pages) is mobile-
friendly, easy to navigate, visually appealing, and clearly states the benefits for *active*
seniors. Include high-quality photos/videos of diverse activities. Have clear "Join Us" or
"Learn More" calls to action and contact information for each branch.

* Social Media (Facebook): Create or actively manage a Facebook page. Share event
photos, upcoming activities, member spotlights (with permission), and relevant articles.
Use targeted Facebook Ads aimed at men aged 60-70 in specific Northern California zip
codes with interests like "retirement,"” "hiking," "golf," "volunteering," "lifelong
learning," etc.

* Local Online News & Community Sites: Post events and news releases on platforms
like Patch.com, local newspaper websites, and community calendars.

* Email Marketing: Build an email list through website sign-ups or event attendees.
Send out regular newsletters highlighting upcoming activities and success stories.

* 5.2. Community Outreach & Partnerships:

* Community & Senior Centers: Post eye-catching flyers (professionally designed if
possible) focusing on *active* programs. Offer to give short presentations about your
organization to other groups using the center. Target centers known for more active
programming.

* Libraries: Often host workshops and have community bulletin boards. Offer to run
a free workshop relevant to the demographic (e.g., "Planning an Active Retirement,"
"Tech Tips for Seniors").

* Fitness Centers & Gyms: Explore partnerships with gyms or fitness centers popular
with the 60+ demographic (e.g., YMCA, dedicated senior fitness programs). Ask to leave
flyers or offer a joint event.

* Sports & Hobby Clubs: Reach out to golf courses, hiking clubs, cycling groups,
photography clubs, etc. See if you can post information or if members might be
interested in complementary social activities.

* Local Events & Fairs: Set up an information booth at relevant community events,
health fairs, or retirement planning expos. Have engaging materials and active members
present to chat with potential recruits.

* Retirement Communities (Active Adult Focus): Target newer "active adult"
communities rather than traditional assisted living facilities. Present to residents or
leave materials.



* Healthcare Providers: With permission, leave brochures in waiting rooms of
doctors' offices or physical therapy clinics that serve this age group.

* 5.3. Targeted Programming & Events:

* "Introductory Events: Invite potential members to popular activities like a guided
hike, a brewery tour, a golf or bowling tournament rather than a lunch meeting!

*Skill-Sharing Workshops: Leverage the expertise of potential new members. Host
activities where they can share professional or hobby skills, giving them a sense of
purpose.

* Inter-Branch Activities: Promote larger events that bring members from different
branches together, showcasing the scale and social opportunities of the organization.

* 5.4, Leverage Existing (Younger) Members:

* Targeted Referral Program: While traditional referrals are waning, encourage your
*existing® members who are closer to the target age range (if any) to actively recruit
their peers.

* Ambassador Program: Identify enthusiastic members (even if slightly older) who
can speak passionately about the *active* aspects of SIR at outreach events.

6. Internal Considerations: Welcoming the New Member
Recruitment is only half the battle; retention and integration are crucial:

* Onboarding Process: Have a clear process for welcoming new members. Assign a
"buddy" from the branch (ideally someone active) to help them navigate their first few
meetings or activities.

* Activity Review: Branches should review their current activity calendars. Are there
enough options appealing to more active 60-70 year olds? Solicit input from new
members on desired activities. It may require adding new, more dynamic options
alongside existing popular ones.

* Leadership Pipeline: Intentionally identify potential leaders among the new recruits.
Offer mentorship opportunities, invite them to join committees, and clearly explain
leadership roles and pathways. Don't wait years; engage them early.

* Culture Check: Ensure branch meetings and interactions feel welcoming and
inclusive, not cliquey or resistant to new ideas or energy brought by younger members.
Leadership should model openness.

7. Measuring Success

Track key metrics to evaluate the effectiveness of these strategies:



* Number of inquiries from target demographic (track source if possible).

* Number of new members aged 60-70 joining each branch.

*  Attendance figures for new, more active programs.

* Feedback from new members (surveys, informal check-ins).

* Number of new members taking on committee or leadership roles within 1-2 years.
* QOverall shift in the average age of membership over time.

00

. Budget Considerations
Implementing these strategies will require resources:

Potential costs for professional design of flyers/website elements.
Advertising costs (e.g., Facebook Ads, local print ads).

Printing costs for materials.

Volunteer time for outreach and follow-up.

* ¥ ¥ ¥

Branches and the central organization need to allocate budget and/or volunteer effort
accordingly.

9. Conclusion

Recruiting active 60-70 year old men is vital for the long-term health, sustainability, and
leadership of SIR. By understanding their motivations, shifting the marketing message to
emphasize active engagement and purpose, utilizing targeted digital and community
outreach channels, and ensuring a welcoming internal environment, the organization
can successfully attract this crucial demographic. This requires a deliberate and
sustained effort, moving beyond past reliance on passive recruitment and embracing a
proactive, modern approach. The future vitality of our organization depends on
successfully integrating this next generation of senior men.



