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A. So so so much work. Ugh. All those 
 emails…. 

 
B. Sure, sure, a few emails. Lots of new 

 members! 
  
C. A fabulous way to get a WBEZ  

 tote bag 
 
 

Wait, Wait! Don’t Tell Me…  

What’s a Membership Drive? 



Rapid-fire quiz time 

Hurry, hurry – tell me!  
 

 
Tips and tricks to make your  

membership drive really fantastic 



Renewal Language to Prospects 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Test 



$10 Ask to Lapsed and Deeply Lapsed Donors 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Test 



Higher Ask String for Prospects 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Tie 



Font Type and Size 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Test 



Multi-Button vs. Single Button 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Tie 



“Renew” Language to Prospects 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Test 



Reverse Ask String 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Test 



Donate vs. Membership Lightbox at EOY 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Test 



Right Call-Out vs. Centered 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Test 



Streamlining Donation Form 

Test Control 

Vote: £ Control £ Test £ Tie 
Winner: R Control 



National Museum of the 
American Indian 

David Saunders, Director of Membership 

Membership Month 



A Membership Drive Limerick 

 
For the first time in twenty fourteen 
We sought to make some more green 
by taking the membership wheel 
and creating a driven appeal 
The results were a sight to be _______!  

Fill in the blank! 



NMAI Membership Month 

✳ Launched in 2014, Membership month has 
become an anchor campaign for the museum 

✳ Developed using tried and true direct 
marketing best practices 

 
✳ Key elements of each campaign: 

1.  Simplicity  
2.  Opportunity  
3.  Urgency/Deadline 

 



NMAI Membership Month   
Branded Campaign – Membership Month 
 
Membership month drives new members and 
revenue with achievable, but slightly optimistic 
results. 
 
Concept of Membership Month drives the incentive 
when combined with a strong case for support.  No 
premium or other incentive needed. 
 
GOAL: 100 new members  and $30,000 raised. 
Sent five emails, with subject lines that built upon 
urgency. 
 

	



This month we’re celebrating YOU! 
Email #1 

Tuesday, March 1 
 
Kick off of campaign with goals (100 new 
members for acquisition segment and $30,000 
for appeal/renewal segments) and 3/31 deadline. 
The email discussed the impact the Museum has 
made as a voice for Native people and how this is 
the direct result of Member support. The first 
email also mentioned that the Museum’s goals 
are not yet finished and Member support and 
Membership is needed now more than ever. 	
	



Important Membership Month Update 
Email #2 
Tuesday, March 15 

The second email updated members/prospects on 
the progress of the campaign’s first two weeks. 
The email highlighted the number of people who 
have been through the Museums, and the work 
being done to reach out to classrooms across the 
country, as well as highlighting work to preserve 
the Museum’s collection of Native objects and 
artifacts. 



The Finish Line is in Sight 
Email #3 

Thursday, March 24 
 
This email increased the urgency of the campaign 
going into the campaign’s final week. This email 
continued to reference how important Member 
support is to helping the Museum correct myths and 
stereotypes about Native peoples.  



The deadline is TOMORROW 
Email #4 
✳  Wednesday, March 30 –The email alerted 

Members that the campaign closed tomorrow and 
reiterated goals and importance of the Members in 
helping tell the Native story in a Native voice. 

✳  Email #5: Thursday, March 31 – Just hours left! 
This was the final chance to give and be a part of Membership 
Month.  

 



NMAI Membership Month 



Results! 

✳  Welcomed 123 new members, when regular 
eAcquisition efforts bring in around 30 new 
members per effort. 
 

✳  Reinstated 276 lapsed and soon-to-lapse 
members; monthly eRenewals bring in an 
average of 95 renewed members. 
 

✳  Received 147 gifts from active members. 
 

✳  Exceeded $30,000 goal, raising a total of 
$45,955. 



NMAI Membership Month 
  FY16	 FY15	 FY14	
 	  	  	  	
Quantity sent	 390,362	 276,746	 189,569	
 	  	  	  	
Open rate %	 13.83%	 15.03%	 17.58%	
Opens	 53,616	 40,892	 32,623	
Click through %	 0.54%	 0.55%	 0.63%	
Click  throughs	 2108	 1501	 1172	
# gifts	 510	 529	 363	
Avg. gift	 $90.11 	 $74.47 	 $92.88 	
Total income	 $45,955 	 $39,396 	 $33,715 	

RED (revenue/email 
delivered)	 $0.12 	 $0.14 	 $0.18 	

Resp. rate	 0.13%	 0.19%	 0.19%	



Developing your own campaigns 

✳  Apply fundraising best practices:  
✳  Use dollar goals, deadlines, branding—name your 

campaign 
 

✳  Document and Learn 
✳  When did you conduct the campaign? 
✳  Who did you send it to? 
✳  Where did you promote it? 

 

✳  Consider testing new tactics – adding a 
light box, social media promotion, online 
ads, etc. 



National Museum of African 
American History and Culture 
Edison Wato, Membership Manager 

Membership Month 



Let’s take it for a spin 

✳  This 5-email Membership Month 
series is designed as a membership 
drive, challenging current Charter 
Members to reach a fundraising goal 
and inviting prospects to join.  



Main message points 

Membership Month Giving has a 
deadline of 6/30  
 
✳  Goals  

✳  Member goal: Raise $20,000  
✳  Non-member goal: 100 new members  

 



 
June is Membership Month 
Email #1: June 2 
 
✳  Set the goal  

✳  100 new members for acquisition segment 
($20,000 for appeal/renewal segments)  

✳  6/30 deadline.  
✳  Themes 

✳  Where the Museum is in the construction 
process and how it is almost a year until 
opening 

✳  Charter Membership is needed now more 
than ever as we enter into the “home 
stretch” of construction 



Look at all those links! 
Email #1: June 2 

Leave no $ behind:  
Option to JOIN or GIVE 



 
Membership Month Update: Halfway 
Email #2: June 16 
 
✳  Update the member/prospect on the 

progress of the campaign’s first half.  
✳  Highlight the number of objects 

already collected and some of the 
objects that will be in the Museum 
when it opens 



 
Remind them of their impact  
Email #2: June 16 
 Objects, objects, and more objects 



 
Final Week 
Email #3: June 24 
 
✳  Increase the urgency of the 

campaign going into the final week 
✳  Continue to show building progress 

and include renderings of what the 
inside will look like when completed  



 
Embrace the unexpected 
Email #3: June 24 
 Increased goal to 225 Charter Members 
 



 
Deadline fast approaching 
Email #4: June 29 
 
✳  Alert Charter Members and 

supporters that the campaign closes 
tomorrow  

✳  Reiterate goals and importance of the 
Charter Members in helping finish 
construction 



 
Ramp up the urgency 
Email #4: June 29 
 Good ol’ thermometer graphic 
 



 
Last chance to push us over the top 
Email #5: June 30 
 
✳  This is the final chance to give and be 

a part of Membership Month and help 
reach the Museum’s Membership 
Month goals. 



 
Ramp up the urgency 
Email #5: June 30 
 ✳  Short and Sweet 



Lightbox 

From June 1, 2015 to June 30, 2015, there were 20,092 
unique visits to the NMAAHC homepage.  

✳  2,910 unique visits to the lightbox donation form  
✳  14.5% CTR 
✳  4.3% conversion rate 

LIGHTBOX Gifts Revenue Average Gift 

Charter 
Members 25  $    8,735.00   $  86.00  

Non-members 101  $    1,660.00   $  66.00  

TOTAL 126  $  10,395.00   $  82.50  



Results: $64,817 
 362 new members 

$6,350 

$4,725 

$8,490 

$9,885 

$7,445 

$10,395 

$1,020 

$3,015 

$1,545 

$3,939 

$3,145 

$4,864 

$0 $2,000 $4,000 $6,000 $8,000 $10,000 $12,000 $14,000 

Email 1 Appeal/
Acquisition 

Email 2 Appeal/
Acquisition 

Email 3 Appeal/
Acquisition 

Email 4 Appeal/
Acquisition 

Email 5 Appeal/
Acquisition 

Lightbox 

 Thank You Email  



A Membership Drive Limerick 
Let’s see what you remember! 

In June, our campaign went live - 
Our Charter Membership drive 
A few emails and one light box later, 
Success made us go even greater 
Our new goal was _(#)_ twenty-_(#)_ !  

 



Friends of the Smithsonian 
Yoon Lee, SVP at M+R 

Membership Drive 



NOT MY JOB! 
James Smithson was NOT: 

 
A) Illegitimate child of the 
1st Duke of Northumberland 
 
B) A chemist and 
mineralogist for whom the 
mineral “Smithsonite” is 
named 
 
C) The man who would give 
all his worldly wealth to a 
country he had never seen 
before 
 
D) A Frenchman by the 
name of Jacques-Louis 
Macie 
 
 

 



Friends of the Smithsonian 

✳  1st membership drive campaign was 
centered around the 250th birthday of 
James Smithson 
 

✳  3 emails: May 28, June 3, June 5 (deadline) 
 

✳  Public goal of 250 new members/donors 

June 2015 



Audience 

✳  The membership ask  
✳  All non-donor non-members  
✳  Lapsed members – “come back to us” 

✳  The donation ask 
✳  Active members and donor non-members – 

recognize status  

✳  Suppressions 
✳  Renewals audiences and sustainers 

The same old song 



James Smithson like you’ve 
never seen before 



Reasons 
to join 

Member  
benefits  

 

Special join 
discount 

 

James Smithson, 
philanthropist 

 



Two 
totally 

different 
styles 

Here at the 
Smithsonian, we all 
think James Smithson 
was pretty legendary! 
How could you not 
admire a guy who was:  
 
•  Born in secret in 

Paris most likely on 
June 5 (I mean, 
where is the movie 
about this man?!) 

 
•  A scientist whose 

analysis of zinc 
carbonate led to the 
mineral being 
named 
smithsonite, but 
who also published 
a paper on making 
coffee better. 
Original hipster.  

Curiosity: it’s a 
quality that unites all 
Smithsonian 
supporters. 
 
Curiously, his 
birthday is a secret to 
us but is thought to be 
June 5. And on his 
260th birthday, that 
legacy of curiosity, 
discover, and 
inspiration continues 
to grow — thanks to 
people like you.  



This happens sometimes 

 
 
 
 
 
Want your own statistical significance 
calculator? www.mrss.com/toolshed 
 





Emails. And nothing else. 

Email Summary	 # Gifts	 Total $	 Avg. Gift	

Email 1: Join	 21	 $2,105 	 $100 	

Email 1: Give	 17	 $1,354 	 $80 	

Email 2: Join	 34	 $2,835 	 $83 	

Email 2: Give	 8	 $525 	 $66 	

Email 3: Join	 25	 $2,210 	 $88 	

Email 3: Give	 25	 $2,210 	 $88 	

Enews -- Join	 7	 $655 	 $94 	

Total Join	 156	 $13,720 	 $88 	

Total Give	 50	 $4,089 	 $82 	



Is there a Carl Kasell voicemail 
in our future? 

Email 	 Click Rate 	
Response  

Rate	
Conversion 

Rate	 Unsub Rate	 Open Rate	 # Gifts 	 Total $	 Avg Gift	
Email 1: Join 
(control)	 0.51%	 0.02%	 3.91%	 0.16%	 12.70%	 11	 $1,250 	 $114 	
Email 1: Join 
(test)	 0.44%	 0.02%	 4.13%	 0.11%	 12.30%	 10	 $855 	 $86 	
Email 1: Give 
(control)	 0.36%	 0.06%	 17.02%	 0.11%	 19.56%	 8	 $389 	 $49 	
Email 1: Give 
(test)	 0.32%	 0.07%	 21.43%	 0.16%	 17.95%	 9	 $965 	 $107 	

Email 2: Join	 0.51%	 0.03%	 6.20%	 0.15%	 13.19%	 34	 $2,835 	 $83 	

Email 2: Give	 0.37%	 0.03%	 8.60%	 0.11%	 21.38%	 8	 $525 	 $66 	

Email 3: Join	 0.62%	 0.09%	 14.20%	 0.12%	 11.63%	 94	 $8,125 	 $86 	

Email 3: Give	 0.24%	 0.10%	 41.67%	 0.16%	 18.68%	 25	 $2,210 	 $88 	



Predictions! 

3.  
Ask low $ donors 

to become 
members 

4.  
Testing: find ways 

to make it work 

5.  
Auto-renewals & 

Sustaining 
Members 

1.  
Let’s do it again – 

with more 

2.  
Be creative 
 



Autorenewals 
 

In January 2013 

56% 
of people who submitted 

the form set their 
membership to autorenew. 



LCV Membership Drive 
Membership Drive revenue by year 

2008 2009 2010 2011 2012 2013 2014 2015 



The best part… 

2013 Membership Drive 2014 Membership Drive 2015 Membership Drive 

Normal Donations Autoreneal Revenue from 2013 Members Autorenewal from 2014 Members 

In 2015, we got money from 
2013 AND 2014 autorenewers. 



Thank you! 
 

Yoon Lee, SVP at M+R  
@leeyoonhyung     ylee@mrss.com 

 
David Saunders, Director of Membership at NMAI 

saundersdf@si.edu 
 

Edison Wato, Membership Manager at NMAAHC 
watoe@si.edu 

 

Questions? 


