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Museum of History & Industry 

Sharing Data 
Across 
Communities  



We’re curious. 





Consulting Data 
Professional 

Development 

• Full suite consulting 

• Sprints 

• Online workshops 

• Intensives 

• Webinars 

 

• Data Center 

• Community Networks 

• Analytics products like 

Patron Loyalty Index 

• Campaign products 

like response reports 

and Prospect Finder 

• Custom analytics work 





Powered by TRG Data Center 

COMMUNITY NETWORKS 



 28 million culture-going households 



Audience 360 
Managed by Theatre Development Fund (TDF) 

 
1. 40 participating organizations  

Primarily Performing Arts Organizations  

 

2. 3.3 Million Unique Mailable Households  

8.8 Million Total Customer Records 

2 Million households available for trade  

 

3. 14.7 Million Households traded  

October 2016 – October 2017  

 

 



Cultural Resource Collective 
Managed by ArtsFund 

 
1. 35 participating organizations  

Including performing arts and museums   

 

2. 2.2 Million Unique Mailable Households  

7.4 Million Total Customer Records 

1.2 available households for trade 

 

3. 6.9 Million Households traded  

October 2016 – October 2017  

 

 



knows that sharing 

data risks losing 

patrons to 

competitors?  

Everybody 



 Collaboration or Competition? 

• Patron Loyalty Study: Loyalty by the Numbers (December 2014) 

• Partnership with the Greater Philadelphia Cultural Alliance 

• Study of 17 organizations’ transactional data (not surveys) 

• 9 performing arts organizations, 8 museums/attractions 

Photo via Matt Harris (CC BY 2.0, Modified) 



Collaboration or Competition? 

980,000 Households 

$771 Million $ 
7 Years 



Collaboration or Competition? 



Mostly Donors 

Mostly Subscribers 

Mostly Single Ticket 

Buyers 

Offer them the best, first 

The magic  

of “and” 

A second or next “date” 

Patron Loyalty Index Categories 



0.3% 

2.1% 

97.5% 

39% 

23% 

38% 

Households Revenue 

Advocates, Buyers, Tryers 



Question 

If 39% of the total revenue comes from 0.3% 

of the total patrons in Philadelphia, aren’t 

those organizations competing for the 

attention of a few critical patrons? 



organizations that a 

patron visits, the 

deeper their loyalty 

becomes.  

The more 



• Omnivores 

1 Organization, 
78%

2 Organizations, 
15%

3
or

more,
7%



3%

8%

89%

Patrons that engaged with 1-2 Organizations

% of Advocate Appearances % of Buyer Appearances % of Tryer Appearances

4%

15%

81%

Patrons that engaged with 3 - 6 Organizations

% of Advocate Appearances % of Buyer Appearances % of Tryer Appearances

7%

22%

71%

Patrons that engaged with 7-10 organizations

% of Advocate Appearances % of Buyer Appearances % of Tryer Appearances

13%

27%

60%

Patrons that engaged with 11 - 14 Organizations

% of Advocate Appearances % of Buyer Appearances % of Tryer Appearances

• Loyalty by Number of Orgs Visited 



Apparent Non-Actives 

Performing Arts 
Only two orgs have a majority of “in-actives”  

that are active elsewhere 

In just two of orgs, 

more than 50% of 

inactives are active 

elsewhere 

Org Type 
Active 

Total 

Inactive 

Total 

%Inacti

ve 

Inactive, 

ACTIVE in 

other orgs  

APPAREN

T Non-

Actives 

(active in 

other orgs) 

Presenter 10571 13635 56.33% 7121 52.23% 

Performing Arts 1 11336 9727 46.18% 4913 50.51% 

Theatre 1  13446 7849 36.86% 3686 46.96% 

Theatre 2  9891 12090 55.00% 5007 41.41% 

Theatre 3  10937 7710 41.35% 3049 39.55% 

Presenter 2  8536 7620 47.17% 2868 37.64% 

Performing Arts 2 28934 28128 49.29% 9804 34.85% 

Performing Arts 3  41407 27778 40.15% 7051 25.38% 

Presenter 3  129909 129961 50.01% 17279 13.30% 

Presenter 3 has 

more Blockbuster 

attendees? Very 

different rates.  



Apparent Non-Actives 

Museums 
More “Blockbuster” attendees in this group? 

One MUS org has 

more than 50% of 

inactives are active 

elsewhere 

Org Type 
Active 

Total 

Inactive 

Total 

%Inactiv

e 

Inactive, 

ACTIVE in 

other orgs  

APPAREN

T Non-

Actives 

(active in 

other orgs) 

Museum 1   3995 2703 40.36% 1370 50.68% 

Museum 2  8075 9477 53.99% 4385 46.27% 

Museum 3  950 1059 52.71% 456 43.06% 

Museum 4  15382 15922 50.86% 6754 42.42% 

Museum 5  72115 108113 59.99% 17569 16.25% 

Attraction 1  96900 112186 53.66% 15970 14.24% 

Musuem 6 118836 72783 37.98% 9422 12.95% 

Attraction 2  119551 58316 32.79% 6565 11.26% 

Markedly different 

levels of Inactives 

NOT active 

elsewhere for 4 

MUSEUMS 

Blockbuster 

attendees? 



Apparent Non-Actives: ALL 
Combining ARTS with MUS makes Apparent  

Non-actives more visible 

In 70% of orgs, 

more than 50% of 

inactives are active 

elsewhere 

These orgs creating 

Arts/Culture 

buyers? 

Others: creating 

Blockbuster 

Buyers? 



Apparent Non-Actives 
Crossing the Line – Arts “Apparent Non-Actives”  

in Museums 

Larger Museums and attractions 

“pick up” the most Arts Inactives  



Apparent Non-Actives 
Crossing the Line – Museum “Apparent Non-Actives” in Arts 

Large Performing Arts “pick up” the 

most museum apparent non-actives 

Museum 1 drops 

30% - most 

Apparent Non-

active crossover 

is WITHIN 

museums 



your patrons are NOT 

active with you, it does 

not mean they are 

NOT active elsewhere.  

Even if  



TOYS of the ‘50s, ‘60s and ‘70s 

MOHAI’s Membership Campaign Success  



Museum of History & Industry 

Bringing bold and fresh approaches to history  

 1. Mariely Lemagne, Membership Program Manager  

 Over 10 years experience in membership management  

 

2.   Inaugural Cultural Resource Collective participant, starting in  

 August 2014 

 

3.  Collection of 4 million objects, documents, and photographs. 

  3 permanent exhibits, 2 special exhibits, and serves 150,000 

        visitors per year  

 

 

 



0.3% 

Advocates, Buyers, Tryers 



Toys of the ‘50s, ‘60s and ‘70s 
MOHAI July 2- September 25, 2016  

 
1. 12,500 households from TRG 

trade data 

       15,000 total pieces mailed 

 

2. Seattle Art Museum, ACT 

Theater, 5th Avenue Theater  

Collected trade data from 11 

Organizations  

 

3. Offer included a Guest Pass 

and  Membership give-away  

 



Toys of the ‘50s, ‘60s and ‘70s 
Campaign Response 

 
1. 9% Campaign Response Rate; up 8% from 2015  

758 Direct appeal responses 

 

2. 65% Of total memberships sold came in as a result of appeal  

1,136 total memberships sold  

 

3. $54,000 revenue from direct appeal responses  

 $96,660 revenue total memberships sold 

 



Jazz at Lincoln Center  

Membership & Single Ticket Pre-Sale  



Jazz at Lincoln Center  
In the Spirit of Swing 

  

1. Danielle Green, Membership Manager  

 Member of the Audience 360 Steering Committee  

 

2.    Inaugural Audience 360 participant, starting in May 2014 

 

3.    Produces 107 performances and serves 78,643 patrons per year in 

 NYC and 107,339 tour attendees  

      322 free webcasts viewed 3.3M times in the past year 

 

 

 



0.3% 

Advocates, Buyers, Tryers 



Membership Pre-Sale  
Jazz at Lincoln Center: June 1-30, 2017  

  

1. 13,869 Trade households mailed from 5 organizations 

 43,848 Households mailed 

  

2.   46.1% Acquisition Rate or 136 memberships (7 from trades) 

      Mailing Response: 75 membership gifts (both renewal and 

        acquisition) 

 

3.    41 completely new to file members  

 

4.    5% increase in membership revenue compared to previous fiscal 

 year  

 



Increases in Tickets Sold 
Jazz at Lincoln Center: June 1-30, 2017  

 
1. Member purchased 37% of overall ticket revenue during this period  

 

2. 25% increase in ticket sales revenue compared to previous  

       fiscal year 

Attributed to the strong membership response.  

 

3. 126 tickets purchased by members  

        Comprises 27% of ticket buying base during this period  

 

4.   79 tickets purchased by trade households 

 



research do you 

conduct on your 

organization?  

What  



do you identify trade 

partners? 

How  



other ways have you 

collaborated across-

genre?  

What 



do you track the  

response & impact  of 

your tactics?  

How  



lessons have you 

learned? What will 

you do differently in 

future campaigns?  

What   



For more information on 

Community Networks & Data 

Center email:  

LetsTalk@trgarts.com 

Thank You  


