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Fall Executive Committee Meeting 
October 25-26, 2013, Chicago 

 
Topic:   Maximizing Revenue to Support Member Programs 
 
Background: Revenue brought in by YALSA is used to support critical member 

resources, programs and services, such as the web site, the journals, 
advocacy efforts and more.  In order for YALSA to be able to 
continue to provide members the current offerings we have, YALSA 
needs to ensure that its current revenue streams are healthy and 
sustainable. The three big revenue streams for YALSA are dues, 
events, and sales. The minor revenue streams are continuing 
education, ads, and donations. Since the recession, net revenues have 
continued on a downward trend in several major areas, forcing 
YALSA to spend down on its net asset balance. The Executive 
Committee will want to review the fiscal snapshot provided below and 
discuss any potential proposals or recommendations it may want to 
put before the board in order to come up with a strategy to start 
building YALSA’s net asset balance back up. 

 
Action Required:  Discussion 
 
 

Trend Data: Net Revenue 
KEY: 
Green = growing 
Yellow = fluctuating 
Red = mainly in decline since recession 

 
Award seals 20,987 23,116 9,912 36,876 63,151 46,442 46,204 44,838 

Dues 153,509 183,484 213,459 216,082 207,366 209,044 220,194 236,718 
E-courses 32,659 18,081 28,506 18,427 4,123 6,068 5,609 3,162 
Webinars N/A N/A N/A N/A 500 8,161 11,755 5,339 

Curriculum Kits N/A N/A N/A N/A N/A N/A N/A -3,012 
Licensed Institutes 6,300 9,600 4,000 9,500 12,000 8,774 5,041 3,926 

Periodicals (42,634) (37,182) (13,856) (24,540) (12,337) (22,069) (19,623) (11,035) 
Publications (books) 7,268 8,436 10,758 1,676 19,654 9,225 8,199 6,360 

Teen Read Week & Teen Tech 
Week 

49,901 68,609 85,815 9,464 8,000 20,796 23,669 18,176 

Ticketed ALA conference events 36,573 41,228 42,101 32,289 13,300 29,334 11,648 38,652 
Symposium N/A N/A N/A 24,241 N/A 40,059 N/A 32,503 

Donations 3,750 4,850 5,708 6,340 12,156 17,422     15,040 16,880 
Interest 18,474 18,219 20,601 24,236 21,508 19,400 22,917 22,258 
Grants N/A 10,000 7,500 5,000 5,000 85,954 144,000 268,937 
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I.  DUES 

When trying to target membership, there are many different subgroups to take into consideration 
and understand that a one-size-fits-all approach is not beneficial.   
 
August 2013 Member Stats 
Member type Number % change 

from last yr  
Organizational   282 -11 
Corporate     16    0 
Personal 4794  -0.1 

• Regular – 3,002   -0.2 
• Student -     897  -10 
• Support staff/non-salaried - 482  +22 
• Retired - 100  +03 
• Advocate/friend - 73  +21 
• International - 43  +13 
• Life - 71  -10 
• Misc - 109    -0.1 

      Total: 5,092 
 
Membership Totals from August 2009 to August 2013 
2009  2010  2011  2012  2013 
5645  5296 [-349] 5327 [+31] 5188 [-139] 5092 [-96] 
$216,082 $207,366 $209,044 $220,194 $236,718 
 
A wide variety of member recruitment and retention campaigns have been undertaken, a 
sampling of which is provided below.  It’s acknowledged in the association industry that it takes 
fewer resources to retain an existing member than to recruit a new member 
 

1. Recruitment  
a. Member recruitment information sent to yalsa-bk subscribers; TRW registrants, 

ALA members who work in youth services, state library agency youth 
consultants, lapsed members, vendors, authors and booksellers 

b. Message developed for gift memberships  
c. Road trip exhibit booths at state and professional conferences 
d. Updating the join us web page and membership brochure 

2. Retention 
a. Division and Membership Promotion Committee sends out anniversary cards 
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b. Thank you notes written and sent to all YALSA volunteers annually. Welcome 
notes also sent to all new members  

c. Member surveys, including social media survey and satisfaction survey for 
members who are school librarians 

d. Volunteer of the Year Award 
e. Archived webinars free for members 
f. Get involved & making the most of your membership free webinars 

It is obvious that YALSA staff has done a lot to halt the drain on lapsed memberships. Members 
are vital in helping the organization achieve its mission and advance the profession – what can 
YALSA do to increase membership and build a stronger association? 

1. The self-guided marketing plan can be used as a reference; is it beneficial at this time for 
board members to look at it to see if anything needs updating or added?  Could be a job 
for the proposed standing committee on member recruitment and retention. 

2. Direct the Executive Director to work with staff to better promote the gift membership 
option. 

3. What else can be done to retain those members still in their first few years of 
membership?  

a. After sending them the first welcome letter, should board members send them 
another at a six-months interval to see if they have submitted a committee 
volunteer form? Have questions about any specific committees? Any questions at 
all? 

b. Smith Bucklin provides this sample New Member Welcome Program that 
YALSA could adopt or adapt 

� Acknowledgement of dues payment  
� Welcome from organization  
� Welcome call from the volunteer president or executive director  
� Welcome kit (print or e-mail)  
� Orientation Webcast  
� New member profile and survey (collecting data and understanding 

expectations)  
� Request to participate (author, speaker, and committee member)  
� Customized invitations to educational events/conferences  
� Mid-year check-in call/e-mail  

 
4. YALSA needs to be better at retaining the student members who tend to leave when the 

discount vanishes.  The new Student Member Engagement Taskforce and the self-guided 
marketing plan are meant to help with this. 
 

II.  EVENTS 
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As a reminder: for things like luncheons, receptions, etc., the overhead that is assessed by ALA 
is $1 per ticket sold.  For events that are continuing education related, such as preconferences, 
ALA assesses the full overhead amount on gross registration revenues (for FY14 it’s 24.2%) 

A. Annual ticketed events 

As has been discussed at Annual, and is obvious from the graph below [Item 14 – Annual 
2013 http://www.ala.org/yalsa/sites/ala.org.yalsa/files/content/TicketedEvents_AN13.pdf ], 
ticketed event attendance at Annual have been declining. Several factors impact sales 
including location of conference, exhibits closing on Monday rather than on Tuesday, lower 
numbers of YALSA members registering, popularity of authors who will be speaking, and 
overall decline in available finances.  

 
 
For 2014 YALSA’s Board directed staff to pilot a new schedule for ticketed events.  After 
talking to sponsors, the schedule is: 

Printz: Fri. night at Annual  
Coffee Klatch: keep Sunday morning of Annual 
Edwards: brunch event on Saturday at Annual 
Morris & Nonfiction brunch on Monday at Midwinter, but now a $19 ticketed event 
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Ticketed social event at Annual – Nichole’s looking into Christian’s recommendation to hold 
a session that teaches participants the various table games at Vegas 

 
B. Symposium Ticketed Events 

• As the #14 document indicates, the possibility of offering a luncheon or dinner at 
symposium with a variety of YALSA award winners will be pursued 
 

      C.  Other Ticketed Events 

Would it be beneficial to direct the Executive Director to work with staff to investigate 
offering tours in conference/symposium cities or overseas trips/tours?  

 
III.  SALES 

Books 
• Book sales have shrunk four fiscal years in a row.  YALSA netted $6,300 in FY13. 
• Self-publishing books and co-publishing them with other imprints is a time consuming 

effort for a shrinking return.  

Products 
• Products for Teen Read Week™ and Teen Tech Week™ are sold through ALA Graphics, 

although the YALSA take on them is only between 2% - 10%, which comes to between 
$3,000 - $5,000 per year, an amount that was closer to $15,000 - $20,000 prior to the 
recession 

• Reads 4 Teens: YALSA experimented this year with a digital download that offers 
existing content in a new way.  The cost is minimal due to the fact that the content 
already exists and there are no printing or shipping fees. 

• Curriculum Kits: the kits went on sale in April 2013.  The expense to create them was 
sizable at about $20,000.  YALSA recouped all but $3,000 of those expenses in FY13. 

Seals 
• Bulk seal sales to publishers has been bringing in about $40,000 per year, but it fluctuates 

based on the popularity of the titles.  The increasing switch to e-formats could impact this 
revenue stream 

Fundraising items 
• Silent Auctions – at least three have been held since the late 1980s but, as is obvious from 

the $3800 grossed from the last one held at Midwinter in 2011, the amount raised does 
not equate with the work involved for both staff and members. 

• Calendars – Printz 2012 calendars were sold; at best they were a break even event and 
required a lot of contact with publishers. 
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• Café Press – although using Café Press extends the number of items that YALSA can 
sell, it has never taken off to be a money maker. 

• YALSA mugs and t-shirts and other items were sold at YA Lit Symposium via a YALSA 
Store and netted about $4,000. 

OTHER REVENUE STREAMS 
1. E-courses were initially very popular, but in the last four years have taken a nose-dive.  
2. Webinars, which have been discussed in meetings, have suffered greatly from the 

competition of book journals and even our own ALA offering free and/or for pay webinars.  
3. Curriculum kits  are too new to fairly evaluate. 
4. Licensed Institutes, although Beth says are easy to maintain and provide, have seen 

shrinking revenues.  
5. Donations to Friends of YALSA vary, although in the last four years they have all reached 

five digits. In FY2006 there were $3750 collected, ranging to a high of $17,422 in FY11, but 
averaging $15370 for the last four years. For the last eight years, a total of $82,146 has been 
donated. 

6. Endowment Interest: YALSA has little control over interest rates, please note that they 
have been growing since FY2006 and enable our division to offer more services to members.  
The move of the Edwards Trust to ALA/YALSA will generate an approximate $30,000 in 
interest per year to YALSA. 

7. Grants: The first five years, a total of $27,500 was received in grants [FY06 to FY10]. It is 
obvious that the Executive Director, with help from some members, has worked to obtain 
important grants to boost YALSA’s mission. In the past three years, a total of $498,891 in 
grant money has come to YALSA. In turn, this puts a lot of extra work on the staff, but also 
opens up the door for grant funded positions on staff. 

PROBLEM AREAS  
1. YALS  
2. Books 
3. TRW/TTW products 
4. CE 
5. Sponsorships 

STRONG AREAS 
1. Dues  
2. Seals  
3. Symposium  
4. Interest  
5. Grants  

 
DECISION MAKING 
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1. What are our biggest strengths and assets? 
2. Where is the most potential for revenue growth among existing programs? 

a. Low hanging fruit 
b. Minimal resources, good RIO 

3. What programs are no longer generating adequate RIO, and are not likely to recover? 
a. Sunset, give away, or accept it as a member benefit 

4. What else can YALSA do to maximize revenue streams? 
5. Where does ALA fit in? 
6. Is anything being overlooked? 
7. Are we thinking big enough? 
 
NEXT STEPS 

• Develop a short-term growth strategy, get board approval, set goals, delegate tasks, 
monitor progress, make adjustments as needed 

• Housekeeping: 
o Need to develop a proposal for board consideration regarding how best to put the 

Margaret Edwards Trust funds to use 
o Work with FAC to help them be more strategic – create regular fundraising 

activities that can easily be deployed year after year 
o Need a new business plan to submit with the FY15 budget (can come from the 

growth strategy) 
o Decide whether to approach ALA about particular strategies 
o Discuss long-term growth strategies 

 
ADDITIONAL RESOURCES 

• Creating a Nonprofit Revenue Model: http://ow.ly/pXegJ  
• Data Shows Non-dues Revenue a Key to Association Sustainability, http://ow.ly/pX8Ic  
• Nonprofit Earned Income Strategies: Where to Start?, http://ow.ly/pXdF7 (.pdf) 


