Club Website Review Working Group

Interim report at 9th September 2006
The draft report of the working group’s review is being prepared but will not be finalised for another 10 days or so. The report reviews the Club’s website needs and options and sets out recommended proposals for developing and maintaining an interesting, lively and topical website which is recognised as delivering useful good quality information and services for our members. The working group feel that achieving those aims will depend on good, regular maintenance providing a supply of interesting and topical material and information services for Club members and potential members. There are organisational and workload issues with active website maintenance which the report will address. 
The review has had an emphasis on identifying the aims and key features of a website that would appeal to our members and be seen as enhancing the value of their membership. So a focus on the website output as seen from a member’s viewpoint has been the essential approach of the review. We are also aware the website will also be seen by potential Club members, so it is important the website attracts them and has a content which is interesting and convinces them of the benefits and real value of Club membership. So the website will play an increasing part in recruiting new members. 
The review has also recognised the particular style and culture of a club which is essentially a members’ motor club in which its volunteer members play a major part in managing the broad range of the Club’s activities and events for fellow members, supported by a small Club Office team. That participative aspect is a vital part of the Club’s ethos and success which distinguishes it from a commercial organisation providing predominantly spares and other commercial services for its members. A key feature of a members club is open communication which provides support and the exchange of views so the working group recognise that a key feature is providing scope for our members’ participation in the areas of the website content through the contribution of tips and support on an open bulletin or discussion board.
The commercial potential of the Club website has been identified as an area which could generate a useful cashflow which would be particularly beneficial at a time when the Club’s finances are suffering adverse trends against budget and substantial operating losses. 
What are our aims and concerns over the commercial exploitation of the Club’s website and in particular advertising content?
· Provide useful information services to our members on the availability of goods and services from specialist suppliers and traders which will be of interest to MG enthusiasts.

· Exploit the commercial benefits of the Club’s website in the sense of making best use of the commercial opportunities for the benefit of the Club and its members. Particular care will be needed to avoid onerous contractual liabilities or conditions or formal or informal product or service liability.

· Ensure the scale and nature of the commercial advertising activities on the Club website are not excessive or of a type which might damage the style and values of a members’ motor club.

· Avoid competing with established commercial activities of individual CRBs – for example classified advertising. In such cases simple links can be provided on the Club’s website pages to the relevant CRB webpages.

Outline proposals for advertising on the Club website

The working group recognises that maximising the commercial potential of the Club’s website could result in an increasing volume of advertising and that at some stage the scale of that advertising, in terms of the sheer volume and scope of the offers, and even the nature (offers less directly related to enthusiasts’ motoring interests), could become overbearing or have adverse effect on the appearance and feel of the website. It is a dilemma that any magazine publisher and increasingly any website manager will have. So suggested guidelines for the Club website advertising will be necessary which reflect what it is felt the majority of the Club members might wish to see. An initial outline of the issues and concerns to be covered by the guidelines suggested in the working group’s report is:
· Scale of the advertising should be such that it provides a level of interest for our members without creating an overbearing visual impact on the core webpages including the homepage.

· Nature of the advertising should be related to a motoring enthusiast’s needs for goods and services to maintain and run their MG (spares, servicing, insurance, classified MG car and spares adverts and so on) or for services related to their enjoyment of their car (travel services, hotel and B&B accommodation, books, videos, motor shows, motoring auctions, motor and related museums, motorsport events and similar items).  

· Advertising on the homepage. Whether we have advertising on the homepage of the Club’s website and if so how much is inevitably a judgement. Clearly advertising slots on the homepage will have a particular value to advertisers. However the view of the working group is that commercial advertising on the homepage would broadcast a message that the website is commercial which many would feel does not sit comfortably with the value and ethos of a successful members’ motor club. So the recommendation is that no commercial advertising is carried on the homepage but instead have an attractive rollover notice which directs members to a dedicated advertising webpage. 
· Advertising on the core webpages. The working group’s view is that the same policy will apply to most of the core webpages, although the webpage with details of the Trade Member Scheme and registered trade members could have a limited number of small rollover adverts for individual suppliers and traders made available on a regular auction basis. 
· Dedicated advertising webpage
This webpage would act as routing webpage with links to other advertising – classifieds, individual advertisers 

Power of advertising

The power and effectiveness of advertising is a combination of the message and the location. On a website the rollover advert is by far the most common because it is very effective. In terms of size it can be quite modest with a logo together with the option of a simple message, but the key feature is the rollover action – when the mouse passes over the link (which can be the whole of the rollover image or simply some highlighted text) the visitor can simply left click and is then transferred to another location. That location can be another webpage on the Club website (for example a dedicated webpage) or a webpage on another website, usually the advertiser’s own website where details of the offer and how to make a purchase are set out. 

So what roll over button advertising options could the Club offer suppliers and traders on its website?
· Rollover buttons for a periodic fee. A flat fee would be payable for three months, six months or a year and be subject to renewal. The fee could be negotiated or for attractive locations they can be auctioned to ensure free access and the best price. We will need an information sheet setting out the available advertising slots, options, discounts for members of the Trade Member Scheme and terms so a marketing effort can be launched by the Club. 
· Rollover button click fee.  A flat fee is payable for each time a visitor clicks the rollover advert so a counter will be necessary to monitor the clicks on the trader’s rollover advert from which the periodic fee can be calculated and invoiced. This is the system used extensively by Google on its websites.

· Rollover button with a referral commission counter. With this arrangement installs its software on the Club’s website which monitors the clicks on the trader’s rollover advert, but it goes one stage further in that it monitors the successful purchases made on the trader’s website from the referrals from the Club’s website. From that information, the referral counter service provider is able to calculate the amount of commission payable for each successful transaction. In the case proposed by Moss the commission offered is 4.5% flat on the amount of the purchase arising from the referral. We understand that where visitors are referred to the trader’s website and online store but do not complete a purchase online on that occasion but either then telephone and order or return directly to the trader’s website later and complete a purchase, no commission is recorded as arising from the initial referral and consequently no payment is due and payable by the trader to the Club.
Concerns over the a referral commission counter proposal

There are number of concern identified with this option:

· Referral counter service provider’s software would be installed on the Club’s website.  There are inevitably concerns over the integrity of that software, the scope of its activities and the controls we would have over what activity it monitors and the use to which any data on our members is put to by the service provider. There is a financial security and fidelity issue, data protection concerns and responsibilities and a website integrity issue for the Club.

· Terms and conditions of the referral counter service provider’s agreement is not attractive at all and before accepting it is necessary that the Club obtains legal advice on the agreement and its implications. A meeting with a specialist lawyer has been arranged to examine these concerns in more detail. See my separate note on the need for specialist legal advice and proposal to the Executive Committee circulated earlier this week.
Structuring the referral commission counter arrangements to address some of these concerns

One way under review to address some of those concerns is for the Club to register a separate domain (for example www.mgccadvertising1.co.uk ) which would be webhosted as a dedicated website quite independent of the Club website. The visitor clicking the trader’s rollover on the Club’s website would be transferred to the new dedicated website with a single webpage with the trader’s rollover. Possibly that webpage could have an advert alongside with a brief explanation that clicking the rollover will transfer the visitor to the trader’s online shop where purchases can be made with most major cards. The referral counter service provider’s software would be installed on this new independent website and not on the Club’s website so any terms and conditions in the service provider’s agreement would apply only to that dedicated website. 
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The working party members are still discussing their views and assessing options. The group last met over the Silverstone weekend and are in regular contact.

Aims and outcomes

We have first clarified the aims and outcomes which will guide the new website and how it is managed. It is vital to avoid focusing on process – either the website design or aspects of functionality - until it is clear what the website has to do to be seen as interesting, lively and topical. We also need to have a very clear idea of how the Club website will be a part of delivering good quality services and products to the Club’s members. This Club Website Review should not be rushed as we have had a “revamp” of the website which converted an old dull and static website into a newer looking but still dull and static website. 

The aim is not only to create but also to maintain a Club website which is interesting, lively and topical. The interest will come from improved content focusing on information and support material seen as useful by Club members that makes a clear contribution to both their enjoyment of Club membership and their value for money assessment of that membership. The site will become more lively through far more active website management and content changes rather than be run on static basis as previously and at present. Topicality will be introduced by using material which is current and newsworthy – this would be both on the website and through members’ contributions to an active bulletin board.

Focus will be on identifying website users’ needs and consulting with CRBs
Throughout the review we are focusing on the outcomes which would be seen by website users (both Club members and potential members) as successful for the website and for the Club. The website must also work well for the CRBs who are a vital part in both the delivery of support and services to members and also in demonstrating the essential features of a members’ Club is the active participation of Club members rather than it being simply a commercial organisation.

Key areas

A number of requirements have been identified and are being worked on. Where possible the existing webmaster is being encouraged to make necessary changes in both the website content and routine management:

· Rolling Club Calendar is necessary so members can see what is coming up in the next month or 18 months. We are encouraging the webmaster to update the calendar on a daily basis or at least once a week.

· Club BB is needed as part of the step change in approach to communications and consultation in the Club. Minimal moderation should be the aim and it should be managed by someone with experience of running a BB for some years. The sections of the Club’s BB should not compete with established CRB BBs but simply have a link so visitors can go straight to the particular CRB BB.

· Club news needs to be available on the Club website so members know what is going on, what key issues are topical, what commitments the Club has taken on or is considering, how the new building works are progressing, and what business was covered at recent Council meetings.

· Club annual accounts need to be available to Club members. It is unusual in a members’ club not to send members the annual accounts. This can be done as a small insert in Safety Fast! and/or on a webpage on the Club website.
· Welcoming new Club members – there should be a “welcoming new members” webpage so the Club can welcome the new members who are joining so they feel they are valued. 

· CRB contacts need to be up to date – currently the contacts for Dennis Barker in the T Register section are out of date for example.

· Exploiting the commercial potential of the Club website. We need to consider the strategic and operational implications and agree the scope and style of how commercial use of the website can be made. 
· Members’ password access area. This aspect of website policy needs careful consideration.
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