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Session Overview
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● Session Kickoff
● Isabella Stewart Gardner Museum
● Oakland Zoo
● National Museum of Women in the Arts
● Takeaways and Q&A



In a Perfect World...



In the Real World...



Isabella Stewart Gardner Museum

Hailey Conneely, Membership Director



"Years ago I decided that the greatest need in our Country was 
Art... We were a very young country and had very few 
opportunities to see beautiful things, works of art... So, I 
determined to make it my life’s work if I could." 
 
- ISABELLA STEWART GARDNER





Where we were:
● Museum Visitation on the rise

○ FY12: <200,000

○ FY15: 225,000

● Attained new baseline for membership households post new-
wing opening

○ Pre FY12: 3,000 to FY15: 5,750

● Renewal Rate: avg. 65%



Making lemonade…



• Loyal core audience
• Shared problem
• Portion of galleries impacted
• Building preservation project 

already in pipeline
• Experience with closures

• Transition in leadership
• Negative press attention
• 25-35% anticipated drop in 

member household count
• Impact on visitor experience
• Project scope and duration

PROS

CONS



New Plans, New Strategy

• Build off of audience interests
• Assure assure members
• Communicate openly, transparently
• Maintain market share
• Project active, open presence
• Actively monitor online reviews
• Move up building preservation project

• Loyal core audience
• Shared problem
• Portion of galleries impacted
• Building preservation project 

already in pipeline
• Experience with closures 



October 
2016:
Crivelli
Exhibition

March 
2016:
Off the Wall 
Exhibition

Phase 1: Low impact

March 
2015:
Othoniel
Exhibition

September 
2016:
Beyond Words 
Exhibition

Phase 2: Medium impact Phase 3: High impact

January 2016:
Letter from Board 
President

New Executive 
Director arrives

November 
2015:
Former 
Director 
retires

August 2016:
“Off View” 
Announcement

November 2016: 
Re-opening of 2nd 
floor galleries

Project Timeline



“Off View” Communications

Members
● Email announcements
● Monthly e-newsletter with brief updates
● Revised renewal letter copy
● Letter from Board President
● Email major progress updates
● Postcard

Onsite
● Help onsite staff - draft answers to frequently 

asked questions
● Orient visitors - update map onsite 
● Provide regular communications internally 

about status updates

Online
● Indicate galleries are “off view” on website
● Promote active/open status of the Museum



Awareness Campaigns: 
Social Media 

● Active social media presence 

○ #MyGardner Series with staff pictured with favorite 
work in Off the Wall

● @igersboston group

○ Launched new photography policy 



Awareness Campaigns: Print and Transit Ads



Fall 2015 Crivelli Acquisition Campaign



Spring 2016 Off the Wall Acquisition Campaign



Renewal Series

Begins two months prior to 
expiration through two months 
after expiration

● 5 Letters

● 5 Emails

Includes upgrade and early 
renewal incentives



What’s Old is “New”



It worked!

Member Household Count 
● 5% increase
● 5,751 → 6,041

Renewal Rate
● 66% 

Museum Visitation
● 13.5% increase 
● 225,813 →  256,299



Oakland Zoo

Sarah Scates, Membership Manager





Oakland Zoo
Location: Oakland, CA

Size: 50 acres

Annual Visitation: 750,000

Member Households: 22,000

Base level memberships: Individual ($84), Dual 
($124), Family ($159), Family Plus ($194), 
Sustaining ($234)



In 2015…



But we were headed towards...



The Challenge

How to find SUCCESS in a 
year without anything new to offer?



The Opportunity



On-site Efforts



Renewal Cycle: Postal Mail



Renewal Cycle: Email



New Webstore



Spring 2016 Acquisition DM Package



Spring Acquisition Email & Digital



A Caveat...

Vs



The Results!

$326,297
gross revenue

3.02%
response rate to multi-
channel campaign

$0.23 cost per dollar raised

3,038
memberships sold

94%
online redemption



The Results! YOY Response Rate and Average Gift



Next up: a Blockbuster!



National Museum of Women in the Arts

Carolyn Higgins, Membership Manager



National Museum of Women in the Arts



Gender Disparity in the Arts



What is #5WomenArtists?



#5WomenArtists Results



#5WomenArtists in Direct Marketing



Women’s March on Washington

● Following the result of the 
election in November, close to 
500,000 people came to 
Washington for the Women’s 
March.

● How can the museum be a part 
of the conversation and 
become a safe space for 
marchers?



Women’s March on Washington 



Women’s March on Washington: Impact on NMWA



Create a plan and execute 
carefully

Be sure your membership 
assets are excellent 

Communicate with your 
members

Ideas and Conclusions

Be positive
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Collaborate across 
departments

Leverage your 
opportunities



Thank you!  Questions?  
Martha Ernst, Vice President
mernst@daniller.com

Hailey Conneely, Membership Director 
hconneely@isgm.org

Sarah Scates, Membership Manager
sarah@oaklandzoo.org

Carolyn Higgins, Membership Manager
chiggins@nmwa.org
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