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WHO ARE WE?

WHY ARE WE HERE?



BEST PRACTICES IN DIRECT MARKETING 

FOR MUSEUM FUNDRAISING: 

WHAT STILL MAKES SENSE

- Who: Tailored communications for thoughtful segmentation

- What: What is the call to action?

- When: What is the deadline we are asking for people to take 

action by?

- Where: Where are we wanting the individual to go, if anywhere?

- Why: Why does their action matter?

- How: How does the person respond?



LONGTIME 
INDUSTRY 
PRACTICES
FOR MUSEUM 
MEMBERSHIP 
MARKETING THAT 
MIGHT NOT BE 
RIGHT FOR NOW

- Using language that is not “too 
complicated”

- Transactional asks: The 
“What’s in it for me?”

- Salesy tone
- High usage of descriptions like 

“much-anticipated”, “stunning”, 
“highly sought-after”

- Lots and lots of exclamation 
marks!!!



WHAT PMA HAD BEEN DOING

- Large acquisition mailings, with a predictable schedule and 
volume

- Regular digital and mail renewal series, segmented by level 
to customize communications around benefits



AND THEN WE 
BEGAN TO HEAR 
ABOUT THIS 
THING CALLED 
CORONAVIRUS



WE HAD NO IDEA ABOUT THE LEVEL OF WHAT WAS 
ABOUT TO HAPPEN BUT DID HAVE A SENSE WE 
NEEDED TO URGENTLY PUT SYSTEMS IN PLACE TO 
KEEP UP COMMUNICATIONS WITH MEMBERS.



THERE IS 
VALUE IN 
CULTURE.

We now know what it’s 
like to have no museums 

open. Audiences still find a 
way to connect to the 

cultural experiences they 
crave.  



BY THE TIME THE MUSEUM 
HAD TEMPORARILY 
CLOSED TO DO ITS PART 
AGAINST COVID-19, THE 
MEMBERSHIP TEAM HAD A 
FULL PLAN IN PLACE AND 
WE WERE READY TO GO.

Without research or much 
discussion, we felt the need to 
be compassionate, human, 
and very honest about the 
experience we were all 
collectively sharing.



THE 
RESPONSE

“I’m quarantined in my bedroom for suspected 
COVID…[and] these daily doses of art make me feel 
connected to the museum, to our cultural heritage, and to 
the beauty that abounds amidst this grim pandemic. It’s 
helping me stay positive, determined, and connected to a 
higher purpose. Thank you for doing this. It makes a real 
difference in our lives.” – Carlos, Museum Member



LEANING ON 
THE LESSONS 
OF 
COLLEAGUES 
WHO HAD LED 
PROGRAMS 
AFTER 9/11

- Renewals
- Extensions
- Commitment to helping 

the Museum raise funds 
despite the situation

- Understanding of the 
need to be flexible



Planning for the 
unknown… the 

good and the 
bad

Unicorns Came Down to the Sea, Kay Sage Tanguy, American, 1898 - 1963



A GREATER 
NEED FOR 
FLEXIBILITY

- Opening date continued to shift
- Uncertainty if members would want 

to return 
- Uncertainty about sinking money 

into acquisition 
- Fear of needing to close again
- Fear the things would shift and the 

message would no longer resonate



REOPENING



WHERE WE 
ARE NOW

- We still fully realize things can 
change at any moment.

- Direct marketing 
communications have become 
less complicated and more 
nimble

- We always ask ourselves if 
pieces would still be relevant if 
the situation quickly changes.

- We remain dedicated to 
provided digital experiences 
and to “checking in” on 
members through outreach



January 2020 Direct Mail September 2020 Direct Mail



SPECIFIC 
EFFORTS

- Monthly acquisition drops tied 
to email, phone, and 
remarketing

- Increase in Annual Fund asks
- Trying to let people customize 

experience wherever possible
- Expiration extensions
- Virtual vs onsite experiences 



OUTCOMES - Exceeding goals
- 30% variance from FY20 

revenue
- Increase in Annual Fund gifts
- September acquisition mailing 

met projections 



LESSONS
(SO FAR)

A Well-Taught Child, from the series Moral Lessons through Pictures of Good and Evil (Kyōkun 
zenaku zukai) Tsukioka Yoshitoshi, Japanese, 1839 - 1892.



INTO THE 
UNKNOWN

Portrait of the Artist's Mother, Henry Ossawa Tanner
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