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Our Mission

The Museum’s mission 
is to play a leading role 
in transforming the 
nation’s relationship 
with science and 
technology. 



Museum of Science

• Founded in 1830 as 
Boston Society of Natural 
History

• Became the Museum of 
Science in 1951

• 700 exhibits, Omni 
Theater, Planetarium, 4-D 
Theater, Butterfly Garden

• Highest attended attraction 
in Boston after Fenway 
Park



Membership Structure

• Adopted in 
2004 after 
extensive 
research

• Membership 
as value 
proposition

• 50,000+ 
member 
households
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•Membership Retention Project
•Member Communications
•Marketing
•Data Management

•Goals
• Increase retention rates for members in the 
renewal cycle

Getting Started



Diving into the Data

•Admits92 POS and homegrown Web Store
• Reports from here used for data entry

•Abila Millennium 
• Database of record

•Nightly jobs to push certain information between 
them

• Unreliable data
•Lots of data, but not easily accessible



How We Monitor Members

•Surveys
•Loyalty indicators
•Pricing and benefits

•Monthly progress toward goals
•Retention rates
•Next Membership 
•Visitation



Membership Overall Renewal Rates
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Membership FY14 Renewal Rates By Status
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Renewal Source

FY12 Memberships

0

2000

4000

6000

8000

10000

12000

14000

In 
Pers

on Mail
Web

Pho
ne

Te
lem

ark
eti

ng

Auto
 R

en
ew

New Rejoin Renew

FY12 Memberships that Renewed 
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Retention & Visit Count 
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Retaining At-Risk Members

•Examine current processes
•What are we doing? How is it working?

•Identify obstacles to renewals
•Plan of attack:

•Increase member visitation
•Redesign renewal mail notices
•Refine renewal cycle 



What We Knew to Begin With

•Survey says most popular reason for visiting was 
to spend time with family and friends

•More visits = greater likelihood to renew
•Membership as value proposition
•Content driven audience
•Direct mail acquisitions with no full package saw 
no decline in response rates



What Were We Doing

•2010 membership at all time high
•Updated renewal segments

•Giving level segments à Visitation 
Segments

•Target high value members
•0 Visits excluded from full package



Obstacles to Retention

•Retaining members after a blockbuster 
exhibit

•Renewal cycle is undermined
•High proportion of at-risk members 

•Visitation data is suspect and 
incomplete
•Count initial visit for on site purchase



Increasing Visitation

•Move members out of low visit danger 
zone

•Customize message in monthly E-News
•Acknowledge behavior

•Incentivize visits?
•Member “events” during regular hours
•Free parking
•Discounts for add-on venues



Renewal Notice Redesign

•Mail pieces were dated and stale
•Value message

•Evaluate types of pieces 
•Do we need a full package?

•Customized messaging
•Acknowledge behavior





Redesign Mail Pieces

•(Re)Member theme based on survey 
results
•Experience message
•Letters highlight time spent together at the 
museum

•Easy to update
•Less of a burden for Member 
Communications and Marketing to maintain

•Gave us more art options





Renewal Cycle Timing & Channels

•Enticing at-risk members to renew
•Cycle had not changed but 
membership base had

•Notices sent over 4 month period 
around date of expiration
•Should this be extended?
•Send more notices after expiration?



Old Renewal Cycle

•Two Mailings
1. Self Mailer

2. Full Package
• Paired with email

•Telemarketing
• Month of expiration

•Lapsed notice postcard
•Segments:

• 0, 1, or 2+ visits

• New or Not New



Analyzing the Cycle

•Rejoin members behave more like new 
members

•Telemarketing best performing renewal 
notice
•Most renewals in month of expiration

•Mail trending down as web trending up
•Frequent visitors likely to renew on site



2013 Renewals by Source

0

100

200

300

400

500

600

On Site Mail Phone Telemarketing Web
New Re-join Renewed



2013 Renewal Source
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Things that Would Stay the Same

•Retain timing 
• 3 months before expiration date to 1 month lapsed

•Retain offers
• 2 extra Omni passes with first mailing
• 2 extra months of membership with telemarketing

•Retain channels
• Mail

• Telemarketing
• Email



Things That We Wanted to Change

•Test Voice Broadcast after expiration
•Acknowledge and reward frequent visit 
behavior with experience messaging

•New groupings that could be further refined
•Start with tracks based on visitation

•Respond to member behavior
•Retain Full Package for mail responders only



What Actually Changed

•Scraped full package
• Too expensive, not enough mail responders to 

warrant special treatment
•New codes for tracking and offer fulfillment

• Worked closely with Data Management on set up
•3 month transition

• Wanted to make sure we didn’t miss telemarketing 
notice for those in cycle



New Renewal Cycle Strategy

Changes:
•New, Rejoin, or Renew segments
•2nd mail notice = tri-fold self-mailer
•Lapsed voice broadcast notice

New Tracks:
•0-2 Visits

• Same timing as old cycle
•3+ visits

• Telemarketing first



Some Pluses

•Increased renewal rates for at risk groups
•8% increase in number of Upgrades
•Early telemarketing very successful with 
3+ visitors

•38% conversion rate with avg. gift of $138

•0-2 visits: 30% conversion rate with avg. gift 
of $130



Improved At Risk Retention
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Telemarketing Conversion Rates
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Need to Reevaluate

•Voice Broadcast
• No increase in renewals 

•Visitation split too extreme?
•Further customization

• Presence of young children

• Proximity to Boston
•Big drop off in mail responses

• Increases across other sources



Renewal Source
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Retaining At-Risk Members

•Identified low visit danger zone
•3 Part Plan

•Encourage visits
•Refresh mailings
•Refine timing of notifications

•Looking ahead
•Expand outreach to low visit members
• Implementing Tessitura


