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Similar Questions & Concerns

Why have members?

Impact if membership                                               
increases or decreases?

Membership seems small and p
expensive (or too big)

How do other organizations                  
view membership?p



Similar Questions & Concerns

Effective methods to acquire members?Effective methods to acquire members?

Impact of new acquisition on retention?Impact of new acquisition on retention? 

Wh t i t li it d ?Where to invest our limited resources?

Can we figure this out on our own?



Strategic Membership Considerations

 Bodies or Bucks?

 Impact of Membership to your organization?

 Performance of the current program?

 Consider “same” or “different” program?

 Is there sufficient infrastructure for growth?



Membership 101



Positioning of Membership



Family-Based Membership 

ENGAGED base of community constituents
I t t d i i i P d A ti iti• Interested in mission: Programs and Activities

• Interested in supporting: Events & Retail Store
• Predictable source of annual revenue …                   

but often similar ratio of new vs. renewal income
P t b t lti t f dditi l ift• Prospect base to cultivate for additional gifts

- Annual Fund
- Membership Upgrades
- Planned Giving



124,000 visitors annually

6 000 member households6,000 member households

1 full-time Director (50%)
2 full time Support Staff2 full-time Support Staff

- processing, fulfillment           
- event managementevent management



Prior Levels Prior Levels 
(2000 and earlier)(2000 and earlier)

GENERALGENERAL (under $100) 
$Student - $25

Regular - $50
Franklinia - $75

PREMIER ($100 and up)PREMIER ($100 and up)
Chestnut - $150
Holly $250Holly - $250
Oak - $500
Laurel $1 000Laurel - $1,000



General Membership Distribution

10% 
Regular ($50‐65)

Franklinia($75)

90%



Rationale:Rationale: Opportunity in 2000

• Dramatically low distribution: 
10% Franklinia ($75) vs. 90% General ($50)

• Opening of Garden Railway – change in audienceOpening of Garden Railway change in audience

• Opportunity to introduce mid-level membership 
and diversify member benefits

• Greater revenue opportunity if mid levelGreater revenue opportunity if mid level 
membership was successful… even if base the 
number of  households remained the same. 



Transition #1

1) Retire GENERAL Category 
• Add lifestyles: Individual Dual and Household• Add lifestyles: Individual, Dual and Household        

(better match to new audience)

2) Create Mid Level Focus: Beech Membership
• Not positioned on lifestyleNot positioned on lifestyle
• Incrementally low difference to upgrade

Household $65Household $65 
Beech Membership $85 = $20





Eye on the Prize – Jackpot!

Beech Membership – What happened?
• Enhanced benefits package at mid point level
• Positioned Beech as a “Premier”Positioned Beech as a Premier  

membership for families
• Revenue increased 15% by 2003 with• Revenue increased 15% by 2003 …with 

incrementally small growth to the base



FY05 Distribution 

4%

General ($50 65)

25% 

General ($50‐65)

Beech ($90)

Ch ($150)

71%

Chestnut ($150)



2010 …Another Transition2010 …Another Transition
RATIONALE:
• Grand Opening - Tree Adventure in July 2009
• Higher attendance
• Higher admission fees (increased in January 2009 and 2010)
• New membership cart with sales-oriented staffNew membership cart with sales oriented staff
• Dramatic increase in new memberships



2010 Membership Levels2010 Membership Levels
GENERAL LEVELS
Individual

PREMIER LEVELS
Beech

• $60 One-Year 
• $115 Two-Year
Dual

• $115 One-Year
• $220 Two-Year

Dual
• $75 One-Year
• $140 Two-Year

Chestnut Chestnut - $165

HollyHolly - $250

FarFar--Away FriendsAway Friends
• $45 One-Year
• $85 Two Year

Oak - $500

Laurel Laurel - $1,000
• $85 Two-Year
Family
• $90 One-Year

Katsura - $2,500

• $170 Two-Year



Chestnut Membership             
the NEW prizethe NEW prize

1 Position as “Family DeluxeFamily Deluxe” membership1. Position as Family DeluxeFamily Deluxe  membership

2 Added guest benefits Bring 2 guests anytime2. Added guest benefits – Bring 2 guests anytime

 Our response to multiple generations/Our response to multiple generations/ 
households visiting the Arboretum together

 Confirmed by Focus Group Research Confirmed by Focus Group Research



FY11 Distribution 

11%

18%

General ($65‐90)

Beech ($115)

71%
Beech ($115)

Chestnut ($165)



2011 Challenges 2011 Challenges –– New PrizesNew Prizes

Stabili e REVENUEStabilize REVENUE
– Maximize income per 

transactiontransaction

Focus on RenewalsFocus on Renewals
– Stabilize the base with 

fewer new 
memberships



Challenge 1: Stabilize Revenueg

• Avoid implosion of revenue in year twoAvoid implosion of revenue in year two 

• Key Considerations (build our confidence)

1) Onsite Sales & Conversion Rates

2) M b hi V l t P id Ad i i C t2) Membership Value to Paid Admission Cost



Conversion Rate HistoryConversion Rate History
 Conversion rates 

highest in FY99 –
Garden Railway 

 2 3% following years FY99 FY00 FY05 FY09 FY10 2.3% following years

 Spike in rates 

FY99 FY00 FY05 FY09 FY10

3.3% 2.3% 2.5% 2.3% 3.1%p
returned in FY10 –
Out on a Limb Tree

 Exceeding a 10 year 
proven trend



Value Proposition:                 
Membership to Paid Admission CostMembership to Paid Admission Cost

Paid Admission Cost (non member) (1) Visit (2) Visits (3) VisitsPaid Admission Cost (non member) (1) Visit (2) Visits (3) Visits

2 Adults ($28) and 2 Youth ($14) $42 $84 $126 

PRIOR Family Membership 
(2 adults and 2 children) $75 (1) Visit (2) Visits (3) Visits

Difference to Admission Cost
($33)

M b l
$9 

M b
$51

M bDifference to Admission Cost Member loss Member saves Member saves

REVISED Family Membership $90

Difference to Admission Cost ($48) ($6) $32 
Rational:
Member must attend 3 times for savingsMember must attend 3 times for savings



Challenge 2: Renewal Ratesg

Major ConcernsMajor Concerns

• 1st Year Member renewal rates (traditionally low)

• Price increase may deter interest



Renewal Strategy 1:  PricingRenewal Strategy 1:  Pricing
Implement price increase but offer discounted rate 

to renewing members

Category Existing Price New Price Discounted Price

Individual $55 $60 $55

Dual $65 $75 $65

Family $75 $90 $80

Far Away Friends $40 $45 $40Far-Away Friends $40 $45 $40

Beech $95 $115 $105

Chestnut $150 $165 $155

Holly $250 No change No discount

Oak $500 No change No discount

Laurel $1 000 No change No discountLaurel $1,000 No change No discount

Katsura $2,500 No change No discount



Renewal Strategy 2: PositioningRenewal Strategy 2: Positioning

RE-SELL excitement of year one! 

• Position renewals similar to new acquisition 
mailings bymailings by…

• Upgrading prior renewal packaging/materials

• Offering member “extras” in renewal package … 

plus other savings and values to enjoyplus other savings and values to enjoy. 





Number of Memberships
FY05 FY11FY05 – FY11
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Membership Revenue
FY05 FY11FY05 – FY11
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