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Guiding Principles in Determining Relevancy 

Organizational Strategic Planning
Lack of membership goals & 
anticipated growth

Aggressive revenue goals 
without performance history

Value-Visit Calculation
Membership pays for itself 
in 2 visits or less

Too numerous visits required 
to justify joining

Conversion Rates & Retention
High conversion rates 
(no brainer to join)

Low renewal rates 
(minimum loyalty & duration)

Low conversion rates 
(insufficient # new memberships)

High renewal rates
(lack of significant net growth) 



Guiding Principles
Cultivation & Upgrades  

Enroll at “premium” levels 
then downgrade when 
renewing 

Minimal upgrades
•Meets my lifestyle
• Got all the stuff I need

Membership Revenue & Expense 
High net revenue 
(after all expenses applied)

• Low investment in 
acquisition and retention

Low net revenue
(after all expenses applied)

• Benefit “rich” services & 
offerings among basic levels



Guiding Principles
Impact of Membership 

$50
Average

Dues

Less Expense
Acquisition

Service
Retention

Net $25 $7 Adult Programs

$15 Children’s Programs

$25 Annual Fund

$10 Store & Cafe

$57 TOTAL
Other Spending



Guiding Principles

Museum A
Strategic Plan
Value-visit
Conversion rates
Retention 

Your 
Organization

Museum B
Strategic Plan
Value-visit
Conversion rates
Retention 



Strengths

Respectable Growth - 2,000 to 5,000 member households
Active and Loyal Fans 
Additional Spending – exceptional beyond cost to service 



Relevancy of Membership

New expansion effort:  Ability to offer special traveling exhibitions

Guest passes: 
• Too generous (old program) used as key incentive to join
• Too restrictive (new program) cumbersome, anti-member service

Growth: 91% (under $100) 

Upgrades: Minimal 

Benefits:  Too generous given new expansion effort, increased 
admission rates and value-visit calculation

Senior Membership: Retire and reposition as a discount at all levels



Arrival in Advance of 
Major Exhibition

• Only US venue

• Expected to generate HIGH 
attendance and new members



NEW Membership Program 
Goals & Expectations of Change

• Launch by August 1, 2013
• Prior to press conference announcing the Grace Kelly (Aug 15, 2013)
• Stay ahead of wave of new members associated with exhibition
• Give staff time to promote the new levels to current/renewing members

• Greater clarity in membership levels
• Retire redundant/outdated names for membership levels
• Streamline benefits, avoid redundancy in level types

• Keep current membership “happy” with transition of new program
• Includes significant senior citizen contingent

• Focus on growing number of members at the “upper levels”
• Sustaining ($250)
• Patron ($500)
• Michener Circle ($1,000)





ALL CATEGORIES
Category Subcategory Number of Memberships

Senior Citizen Gift Membership/Scholarship/Comp 11
None 1166
Total $40 Memberships 1177

Individual Gift Membership/Scholarship/Comp 61
$5 Senior Discount 3
None 426
Total $45 and $50 Memberships 490

Dual/Family Gift Membership/Scholarship/Comp 46
None 1123

Grandparent Gift Membership/Scholarship/Comp 4
None 401

Dual $5 Senior Discount 2
None 2
Total $65 and $70 Memberships 1578

Household $5 Senior Discount 1
Total $75 and $80 Memberships 1

Key/Contributo
r Gift Membership/Scholarship/Comp 5

None 170
Contributor Gift Membership/Scholarship/Comp 1

$5 Senior Discount 1
None 168
Total $95 and $100 Memberships 345

Sponsor None 33
Sustaining None 13

Total $250 Memberships 46
Donor None 4
Patron None 2

Total $500 Memberships 6
Michener 
Circle None 4

Total $1000 Memberships 4
Key Lifetime None 95
Lifetime None 3

Total Lifetime Memberships 98

BEFORE
August 1, 2012 

to
July 31, 2013



Transition

Created new materials 
• Renewal stationary
• Membership brochure
• Website updates
• On-site signage
• Staff buy-in through onsite 

sales training

Launch
• Announce in renewals 
• Lapsed member campaign 
~ 4,000 households (2009-2013)



AFTER

August 1, 2013 
to

July 31, 2014

ALL CATEGORIES
Category Subcategory Number of Memberships

Senior Citizen Gift Membership/Scholarship/Comp 1
None 107
Total $40 Memberships 108

Individual Gift Membership/Scholarship/Comp 3
$5 Senior Discount 882
None 672
Gift Certificate 54
Total $45 and $50 Memberships 1611

Dual $5 Senior Discount 592
None 637
Gift Certificate 52

Dual/Family Gift Membership/Scholarship/Comp 3
None 82

Grandparent None 35
Total $65 and $70 Memberships 1401

Household $5 Senior Discount 178
None 407
Education Scholarship 1
Gift Certificate 21
Program Discount 1
Total $75 and $80 Memberships 608

Key/Contributor Gift Membership/Scholarship/Comp 1
None 2

Contributor $5 Senior Discount 110
Gift Certificate 5
None 325
Total $95 and $100 Memberships 443

Sustaining $5 Senior Discount 13
None 58
Gift Certificate 1
Total $245 and $250 Memberships 72

Patron None 8
Total $500 Memberships 8

Michener Circle None 5
Total $1000 Memberships 5

Key Lifetime None 95
Lifetime None 4

Gift Certificate 1
Total Lifetime Memberships 100

TOTAL MEMBERS 4356
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443

72 8 5
Individual Dual Household Contributor Sustaining Patron Michener Circle

All Membership Levels - Comparison

2012-2013

2013-2014
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Sustaining Patron Michener Circle

Upper Level Memberships - Comparison

2012-2013

2013-2014



Additional Efforts 

• Upgrade campaigns focused 
on upper levels

• Tote bags and drawings 



Feedback and Reactions

Neutral to Positive
• Impact of price changes and new names were subtle 
• Evoked minimal reactions = “It was time for a change!”
• Seniors excited about the $5 discount at any level
• Endorsed not having to be classified as a “Senior Citizen”
• Can be an “Individual” (or other level) just like everyone else!
• Repositioning general admission guest passes for access to 

special exhibitions (Grace Kelly) was critical to change
• Changes generated new group of upper level members, 

eager to use their passes immediately for entrance into the 
special exhibition



Feedback and Reactions

Some Negative Feedback

Senior citizens concerned during the early stages of transition 
• Benefits being taken away due to change in names/discounts
• Clarified by front line staff and back of house
• Small group of members surprised that upper level members 

are getting more attention/benefits than before; 
• Concerned that they don’t get the same benefits and has 

induced some to and others to consider upgrading



Relevancy of Membership

Growth: Minimal 

Membership Pyramid: 98% (mid point or 6 persons) 

2010 2011 2012
if 2  Person 
omitted

Total Number 1,304 1,083 1,487

Thinker $45 (two persons) n/a 5% 18%

Explore  $65 (six persons) 84% 87% 78% 98%

Innovator $125 (six persons) 3% 2% 2% 2%



Relevancy of Membership

Upgrades: Minimal to none

Benefits:  Too generous 
• New expansion effort (> exhibits/dwell time)
• Increased admission rates (value-visit calculation)
• Number persons admitted per membership

Levels: 2 person offering must be retired = not profitable

Opportunity: Maximize change prior to NEW opening



Relevancy of Membership Use

Membership use description 

• Disclaimer of usage is missing  

• How many cards are issued per membership?

• Is ID required at time of admission for “Named” persons 

on the card as suggested by application form? 

• If not, can card(s) be shared?

Opportunities for versioning































Training Considerations

Longer-Term 
visitor/admission staff

Focus
Inspiration

Information 
Individual empowerment 

to manage change

Shorter-Term/New 
visitor/admission staff

Focus 
Information
Instruction

Interactive learning 



Members are an important audience

25%



Purchasers of Children’s Programs

66%



Purchasers of Adult Programs

82%



Source of Contributors 
Beyond Membership Dues

70%



Loyal Base of Supporters

73%

35%

71%

47%

78%

Low High

New

Mulit-Year







Questions & Comments

Louise Feder Claudia Gomez Diane Ward


