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What we hoped to learn from  
our survey results

•In-depth knowledge of current membership

•Understanding of why former members left and how to attract them 
again

•Information on where target market is and how to attract new 
members

Plus……



What we hope to achieve with a 
long range marketing plan

•“Brand” identity

•Coordinated marketing materials

•Functional, attractive website

•Planned marketing campaign

•Long term membership growth

But first we needed to take a close look at ourselves…





We surveyed the following:

•Current members—375 surveys mailed

•Former members—300 surveys mailed to members who dropped within 
the past three years

•Prospective members—300 phone calls made. Criteria: age 60+, 12 
targeted zip codes, home value $75,000 or higher

(Copies of the surveys are included in your Osher booklet)  



Survey Responses

Current members—375 mailed/253 returned (67%)

Former members—300 mailed/157 returned (59%)

Prospects—300 responses achieved

Our research firm was pleased with these results, especially from the 
former members.



Current Member Survey Results

The level of member satisfaction with Osher is high: 

94% were satisfied with their Membership

97% would recommend Osher to others

87% have tried to bring in new Osher members

Members reported three major reasons for joining Osher:
“Continuing my intellectual growth” (98%)

“Meeting new people with common interests” (87%)

“Developing a new set of friends” (77%)



Current members view on Courses

Members were generally satisfied with the number of courses and 
quality of courses offered but less so with the variety.

When asked for suggestions of courses they would like to see offered 
they wrote in 153 course suggestions.  This information was passes on to 
our Course Offerings Committee for review and follow-up.



Former Member Responses

Overall return rate of 59%

While they were members, 77% reported they were satisfied with their 
membership

86% would recommend Osher to a friend



Former Member (continued)

Varied reasons for leaving the program:
Too few courses of interest/quality (39% mentioned/ 19% major reason for leaving)

Personal Health (14% major reason)

Location/Distance (7% major reason)

Not feeling welcome (27% mentioned/ 7% major reason for leaving)

Cost (9% major reason)

Got involved with other organizations/ No time for Osher (40%)



Prospective Members

89% of prospects indicated they were involved in some kind of 
organization in the community ranging from church groups, athletic 
clubs or special interest organizations.

The most important reason sited for their involvement in outside 
organizations was to “keep physically and mentally active and healthy.



Prospects (continued)

When asked to name organizations and/or programs designed to provide learning 
or education for retired persons 8% mentioned Osher.

When asked if they have head of Osher, 29% who hadn’t previously mentioned 
Osher said they had heard of it.

Of those who had heard of Osher, 85% were aware of its educational purpose 
and 57% had at some time thought of joining Osher.



Prospects (conclusion)

Unaided awareness of Osher is low (8%)

Aided awareness is 29% but should be higher given that the respondents in the 
survey represent a prime target audience for Osher.

27% of respondents, having now heard about the program, said it is likely they 
would consider joining Osher.  

This suggests a very large pool of potential members who may respond to a 
marketing campaign which effectively communicates the benefits of Osher 
membership.



Summary of Market Research

•Solid data – valid for a number of years 

•Could not have achieved results independently

•Lack of time, expertise, analytical tools

•Anonymity of surveys important

•Involving and informing members key



What’s Next?
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