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Everything Museum Membership 
Centric
• Acquiring Members
• Keeping Members
• Stewarding Members
• Increasing Member giving
• Analyzing all metrics
• Annual Goals



AMMC History

• 1980—Denver, CO
• First only Art Museums
• Expanded in 2010 to include Science, History, 

and Cultural Museums
• Staged in major cities across the US
• All volunteer run
• Served more than 6,500 professionals
• More than 900 Museums!



Conference Overview

• Highest level of scholarship in Membership
• From the best speakers
• Sharing the Best of Best Practices



Your Path

• Through review of the Program Book
• Check the sessions!
• Check the session Bios

 Similar or different Museums
 Large successful Direct Mail programs



Keynotes

Engaging new 
voices and 
perspectives for 
your biggest 
challenges



Sessions from other presenters

• Membership Directors from across our nations 
Museums

• Agency professionals that are friends of the 
Conference



Don’t Forget Stewardship!

Focusing on 
long-term 
relationships with 
your Members
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Household Breakdown by Category
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				To resize chart data range, drag lower right corner of range.









N E T W O R K !



MEMBERSHIP 101

Jennifer Thomas
Saint Louis Art Museum
Jennifer.Thomas@slam.org

mailto:Jennifer.Thomas@slam.org


Museum Profile

• Encyclopedic art museum with 30,000+ works 
• Free admission with paid exhibitions 
• 450,000 visitors annually

• Members make up 35–40% of ticketed exhibition 
attendance

• 14,000 active member households
• $65–$1000 

• $1.3 annual support to General Operating Funds
• 71% renewal rate



Museum Profile
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Museum Profile
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Why Membership?

• Reliable source of operating funds
• Core constituency 
▫ Regular attendees
▫ Exhibition goers
▫ Program audience 
▫ Restaurant and Shop customers

• Extends institution’s presence in community 
• Indicates community support and pride 



Why Membership?

Planned 
Gifts

Major Gifts
Upper Level 
Membership

Capital, Gifts of Art

Annual Giving
Membership Renewals

Tributes, Annual fund Donations

On-site/First Time 
Giving

New Memberships 
Donation Boxes, Fundraising Events

Repeat Visitors
Exhibition Ticket Buyers, Program/Event Attendees,   

Shoppers and Diners

Visitors/Prospects



Membership 
Program

Acquisition

Retention/
Renewal

Engagement
and

Service

Relevant
Communication

The Basics



Acquisition
• noun
▫ 1.an asset or object bought or obtained, 

typically by a library or museum

• Different Forms of Acquisition
▫ Engaged 
 Website, Onsite (Lobby, Museum)

▫ Disengaged/Unengaged
 Lapsed members, ticket purchasers, strangers, gifts



Direct Mail

• Often more investment, but also more reward 
• Full packages or simpler postcards/invitations
• Mail to lapsed members, in-house prospects, 

community exchanges, or commercial lists 
• .75 – 1% response rate is typical (even higher 

with “match back”)



Direct Mail Package

Offer includes discounted rates, exclusive
event, and free gift  



Website



Lobby



Museum-Wide



Museum-Wide



Entrances & Exits



Onsite Sales: 
Active recruitment  

• Well-trained staff
• Consistent sequence of service
• Visitor incentives to join
• Staff incentives to sell 
• Opportunity for name 

capture
• Continue the conversation

after the visit 



Onsite Sales: 
Know your conversion rate

• A predictive measure of convertible attendance
▫ Might remove school groups, children, current 

members

1806 memberships sold 
÷

31,449 exhibition ticket buyers 
=

5.7% conversion rate 



Renewals

Backbone of membership program

• At SLAM, renewals are:
▫ 70% of overall membership revenue
▫ 15% higher average gift than new or reinstated 

members



Renewal Rates
How many of last year’s members are still 
members today?

Affected by:
• Type of organization 
• Years of membership term
• Level of membership
• Acquisition channel 
• Institutional and external factors
• Renewal cycle 



Successful Renewal Solicitation Cycle 

• Multi-channel 
• Begins 2 to 3 months prior to expiration
• Should continue until appeals break even
• Should be segmented 
• Higher levels – may consider longer cycle
• Should be in pace with processing 



SLAM Renewal Cycle 

Email 
(E1)

10 
weeks 

out

Letter 
(L1)

8 
weeks 

out

Letter 
(L2)

4 
weeks 

out

Email 
(E2)

1 
week 
out

Letter 
(L3)

At 
EXP

Letter 
(L4)

4 
weeks 
after

Letter 
(L5)

8 
weeks 
after

Recapture 
Efforts

Encourage early
response, upgrade Increase urgency “We want you 

back!”



Reply device with specific ask amounts

Timely insert

eRenewal

Renewal Package 



Stewardship & Engagement
Welcome package that reaffirms 
decision to join/renew and 
encourages immediate involvement 



Stewardship & Engagement
Benefits and events that deepen involvement, 
make visiting habitual, and take advantage of 
existing resources



Segmentation (Targeted 
Communication? – is that broader?
• Make your communications as relevant as 

possible

• What do you know or can assume about your 
members?
▫ BASIC: Individuals & Duals vs. Families

▫ ADVANCED: Visitation & Attendance Patterns



Versioning

• eNewsletters
▫ Adjust subject lines
▫ Split content into 2+ versions

• Print Newsletters
▫ Swap out sections where relevance varies



Membership 101

Questions? 
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