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MAG National Committee Meeting
28th April 2007

Masonic Hall, Rugby

1.  Present

	Jane Chisholm
	National Chairman/Director

	Fergus O’Connell
	National-Vice Chairman/Clubs Liaison

	Ian Mutch
	President/The Road Editor

	Trevor Baird
	Public Affairs Director

	David Short
	Campaigns Manager

	Neil Stevenson
	Events(Shows and Stands)

	Selina Lavender
	East Anglia

	Murray Webb
	Eastern

	Gerard Livett
	Director – Regional Rep – Greater London

	Tony Cox
	Director – Regional Rep – North West

	Steve Wykes
	Director – Regional Rep – Scotland

	Stu Chivers
	South East 

	Finbar Coulson
	Southern

	Andrew Davies
	South Wales

	Eddie Lowe
	West Midlands

	Sheila McMahon
	Yorkshire 



Meeting commenced at 11.30am
2. Apologies

JustineTravis - National Finance Officer – Director
Archi Hipkins - National Network Communications Officer

Paul Turner -Cumbria

Rob Easthope -Thames Valley

Bryan Chapman - Western

Ian Cook -North East
3. Presentation  Part 1 from Creo – Gary Shaw. 


MAG visual identity and marketing programme for the future. Why? To reach out to the wider biking community and increase membership.

Meeting Objectives

· To agree a new visual MAG identity.
· Discuss and agree the strategic and tactical brand marketing programme.
· Determine budgetary requirements.
· Prioritise and agree activity plans.
· Date for launch.
Reminder of findings from research done. Comments made by biking community on MAG at present.  MAG and non MAG members. 

· “A bit tacky, too low key and amateurish.”
· “It looks like it’s stuck in the 70’s.”
· “Remember members are from all walks of life.”
· “They need to be more professional.”
· “New look magazine is excellent.”
· “We need more members, for a bigger voice.”
· “No hesitation recommending MAG.”
· “MAG holds great events, offer good discounts and deals.”
· “Get back to bikers clubs.”
· “Website needs to be improved – easier to navigate.”
The word on the street – (GB biker’s forum)

· “I think both of them (MAG and BMF) need to market themselves better. Bikers by nature are a community and will give to a good cause.”

· “Most are vaguely aware of what they do and stand for but don’t make that connection to them as a motorcyclist. I think with a few fresh ideas they could easily double or treble their membership.”

· “I’ll agree with that, I think a lot of the biking community see the BMF as a bunch of weirdies, more concerned with how to keep their Norton Comando’s running rather than keeping up to date with the modern rider which is changing and getting younger, yes diesel spills, speed cameras and bus lanes are important but to the younger bikers not that important. They need to become “trendy.”
· “I am a member of MAG. They spend too much time lobbying about bus lanes. OK, London is the capital but I bet more bikes live in places where there are NO bus lanes. Have to admit, I am thinking of cancelling with them as they are just so stuck up their own ego.”

· “Was a member of BMF for years. Love doing the BMF Peterborough rally. Haven’ joined for a couple of years now. When they stop all the in house bickering and get back to what they’re supposed to be doing I might join again. Till then I’ll stick to MAG.”

The Current Motorcycle Market – Lifestyle

· Adventure Sport

· Custom Bikes

· Non faired bikes

· Sport/Touring

· Supersport

· Scooters

· Touring

· Trail/Enduro

· Mopeds

· Motorcycle

· Powered Two Wheeler

MAG’s Strengths

· The heritage, an established organisation
· Membership power – endorsement of actions
· £1000 rewards scheme  - stolen bikes
· Events – well organized and enjoyable
· New outlook within National Committee members – ‘ready for change.’
Weaknesses  - (to address)

· Lack of awareness outside membership
· Image and perceptions outside the membership
· Average age of MAG member
· Being seen as overtly political
· Lack of perceived progress with improvements
Current Opportunities to develop

· Existing young membership – recommendations

· The Road magazine – advertising/circulation revenue

· Membership Benefits

· Online awareness and recruitment

· Affinity partnerships

· Promotions of our events and membership in light of BMF difficulties

Threats

· Financial – over reliance on events
· Perception of non-member bikers
· A phoenix from BMF
Hypothesis

· Equity in Brand heritage – use in PR (win over worried BMF members)
· Improve overall Brand Image/perception/awareness – “Use the team” for more lifestyle and progress
· Needs better financial standing – funding for revenue, increased membership, improved magazine, affinity marketing partnerships
· Ageing membership must be halted – recruitment using recommendations (particularly youth) and membership benefits
· Become the ‘BIG’ event
· Simpler more meaningful on line presence – affinity marketing partnerships
Overall Marketing Objectives

· Improve the perceptions of the Brand

· Improve the Brand image

· Increase the Brand awareness

· Increase the membership – primarily 18 – 35 year olds

Strategic Orderline

· Win the hearts and minds of key publication

· Re – Brand to communicate change

· Get the basics in place – establish the brand footprint

· Internal Communications – getting collective buy in from the membership

· Create maximum impact awareness with ‘new look.’

· Introduce the recruitment campaign

Rationale

· Take pride, we need to influence the key “movers and shakers” first – proof that things are changing
· We have to LOOK,FEEL and SOUND, like an organisation to connect with
· Create a reassuring platform to build from
Tactical Implementation – Timings

· Brand perceptions – Ongoing PR

· Brand Image – April/June

· Awareness campaign – June onwards

· Membership recruitment campaign – July onwards

PR – Brand perceptions

· Media/Press relations – EMAP, MCN. Interviews, Inwards investment and ‘the future’ (April June)
· Public relations – Changing times ‘The voice of MAG’, Staff, Membership, Policy, (April/June)
· Media/Press/Public relations – Stunts, Press release, + above (Mid June onwards) 
New Brand Image

· Soft launch – internal (April). Logo, Stationary, Website, Road magazine, Visuals

· Launch Date – external Farmyard Party 2007 – Logo, Stationary, Website, The Road Magazine, (Clothing/merchandise)
Strapline

· All about bikes

· Much to do about Biking

· Where Bikers count

· For a better Biking life

· Making Biking better

· A Bikers life

· Passionate about Biking

Much discussion took place throughout the presentation. The new logo “MAG the heart and soul of biking” was presented in various formats.

· As a stand alone image on white or black backgrounds

· Examples of stationary and name cards

· The design of the home page of the website

· Examples of front covers of The Road.

· Various sizes of examples of cards/leaflets advertising MAG – handouts, calendars of events, individual advertising of events, vouchers for discount to shops or events, NEC advertising.
The NC was impressed by the presentation and felt that it portrayed a dynamic, modern organisation that is on the move.
4. Presentation Part 2 from Creo - Gary Shaw 

Awareness Campaign – Targets

· Focus on existing/Lapsed members

· Move to MAG from new or BMF members

· Publications/Media journalists – MCN, Morton’s Motorcycle Monthly, Motorcycle Sport and Leisure, Classic Motorcycle Mechanics, Bike Magazine

· Affinity Partners

· Advertisers 

· Local Authority/Government

Awareness Campaign – The Road

· Mail out publications – media packs with features lists to potential Advertisers (retailers/manufacturing.)
Awareness Campaign – Events

· MAG stall at Bike Shows, Rallies and events.
Awareness Campaign – Affinity partnering

· Advertisers in Road magazine – joint mailings
· Like minded brands/companies – retailers etc. (instore handouts)

Awareness Campaign – Local Authority/Government

· Personal letters directing traffic/interest to website
Recruitment Campaign – Targets

· Lapsed members (BMF members)
· 18-35 year old bikers
· 35 year old bikers +
Campaign Summary

· Stage 1, Strategy/Creative                                                          £3,500
· Stage 2, Creative/Artwork (Style guide for ‘The Road’)              £3,500
· Website                                                                                       £5,000 - £15,000
· Six months account management                                               £1,000 per month
The contractors and employees were asked for their opinions and advice which they gave – then after much debate and discussion the NC voted unanimously to adopt the new logo and proceed with plans as outlined in the presentation.  10 – 0.

Proposed Gerard Livett (Greater London Regional Rep).
Seconded Stu Chivers (South East Regional Rep).
It was decided that the regions should be informed, but that the electronic version of the logo would be made available nearer to the time of the launch to avoid dilution of impact.

Meeting closed at 2.30 pm
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