2019-2020 Club Growth Results

“Were we Bigger, Better and Bolder?”

CGD Yukimasa Matsuda, DTM
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We build new clubs and support all clubs in
achieving excellence.
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New Clubs : +19 new clubs -3 clubs

Division Area Charter Date Name
1 C 31 08/08/2019 SMEBC Nikko Toastmasters Corporate
2 B 21 08/12/2019 Kofu Toastmasters
3 E 51 09/16/2019 One-World Toastmasters Club
4 I 95 10/03/2019 Fujitsu Toastmasters Corporate
5 E 51 10/18/2019 Atami Yugawara Bilingual Toastmasters Club
6 I 91 11/30/2019 Mizuho Toastmasters B Corporate
7 C 32 11/30/2019 Mizuho Toastmasters C Corporate
8 B 25 11/30/2019  Mizuho Toastmasters E Corporate 1 O COrporate C|UbS
9 C 33 12/03/2019 Mizuho Toastmasters A Corporate
10 F 63 12/18/2019 OSAKAROMAN
11 D 44 12/23/2019 Mizuho Toastmasters D Corporate
12 A 16 12/24/2019 Tokyo Nihao Toastmasters Club Chinese 5 Iang uages
13 A 16 01/01/2020 One Astellas Toastmasters Corporate
14 C 36 01/12/2020 Nihombashi Toastmasters Club
15 A 15 02/03/2020 Morgan Stanley Tokyo Toastmasters Club Corporate
16 E 53 03/01/2020 Yokohama Aoba Speech Club
17 G 72 04/09/2020 Gore Japan Toastmasters Club Corporate
18 B 24 04/13/2020 Tokyo Hangul Toastmasters Club Korean
19 A 11 5/1/2020 Sendai Dynamic Speakers
Reinstated 2 Reinstated
C 31 La Voce Italian
C 31 Kotonoha
Dissolved =
A 14 UD Trucks 2 DISSOIVed
H 81 Shuri Trilingual

A: +4. B:

+3,C:+4, D: +1, E: +3, F: +1, G: +1, |: +2



Strategy — Go west, but... Stayed east

2 clubs from west — Osaka Roman & Gore Japan

No significant impact by Radio Promotion

Could not have an educational event in Aichi

Not big impact by “Furusato ZOOM”

No movement to promote Women's leadership
.... My initiatives did not work

What went well was ....

Charter Process Education, Consultation
& Support

Basic supports, business as usual
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TOASTMASTERS
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Paid Members -0.82% Growth

Apr 200/month < ‘

COVID-1g  2019-2020:9,138 Hide Al

impact I - Show All Base To Date
| B 20102011 | 9,275 9,199
2011-2012
B 2012-2013 Distinguished
B 2013-2014 9,415
2014-2015  April end — 9,152
B 2015-2016
2016-2017 May end — 9,275 +123
B 2017-2018 Covid-19?
B 2018-2019 June end — 9,415 +140
I 2019-2020

Feb Mar Apr May Jun




The results of CGD

Japan (as of 2020-05-07)

District Goal|Actual |Year's|Needs| Percent |Clubs

Rank in|Percentile

Rank

(to be dist) [to date| goal | more |complete(,_ world | in world re;i‘on
Paid clubs 215  202] Met! 106.4%| DistC 5 96.7% 2
Mem payments 9152 9415 263 97.2% ) M M . 12 90.8% 2
Dist. clubs 61 80 19 76.2%| 0% 20% 40% 60% B80% 100% 26 79.2% 5
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New Channel Discovery

Radio & Digital



Radio Campaign & Digital Marketing

New approaches for paid promotional channels

Budget & Expenses: JPY3,300,000 — (-44% vs prev. term)
For Radio :JPY 1,800,000 -
For Digital : JPY 1,500,000 -
(Expense was lower due to COVID-19)

This year
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H_eIIo! Toastmasters

> Six-part series 15minutes radio program
featuring Toastmasters' education programs
and local Toastmasters Clubs

> st About Toastmasters & Organize your Speech

> 2nd Connect with Your Audience

> 3rd Persuasive Speaking

> 4th Active listening

> 5th Develop Your Vision

> 6th Team building



(1)FM Okazaiki; Sep — Nov, 2019
(2)FM Chu-o-(Osaka) ; Nov, 2019 — Jan, 2020.

@FM Kusatsu; Nov, 2019 — Jan, 2020.
(4)MID FM(Nagoya); Dec, 2019 — Feb, 2020
Shiga
Nagoya
Osaka Toyota
Okazaki

(5)FM Toyota; Dec, 2019 — Feb, 2020
Over 5,000,000

total potential.coverage




Results

No significant impact to Club Activities.
No members acquired.

-> \We learned that radio channel is
not effective in acquiring new members,
but effective in acknowledging toastmasters.

” | have not heard anything about Toastmasters. Now | knew
that Toastmasters provide such a fantastic opportunity.”



Digital Marketing

« 2-year project, and as the 1styear
 Embedded tracking codes in Website
« Started Analysis

|dentified effective wordings

Rebuilt club search feature

Refreshed club information

Promoted prospective clubs el ﬁ

Promoted Online club activities ®

ERE AAQ/L

Created testimonial page %

LinkedIn promotion by TI ﬁ
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Results

We can see the impact of digital marketing.

If we continue the campaigns for one more year,
We can see more fruitful results.

” More than 500 prospective guests per week have been
introduced to the clubs in District 76 in April.”
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