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Rebrand

Goal of Membership: increase number of members, revenue, and 
members’ engagement with the museum

• Why?
• How?
• When?



Rebrand

Launched July 2019
Friend $65/$125
Partner $90/$175
Ambassador $140/$275

Launched July 2019
Associate $250/$450
Advocate $500/$900
Champion $1,000
Visionary* $1,500

Launched March 2019
Donor $2,500
Sustainer $5,000
Collector $10,000
Sponsor $25,000
Presenter* $50,000
Benefactor* $100,000*New levels



Rebrand

• Affinity Model vs. Affiliate Groups
• Why is this a part of CMA's rebrand?

• Big ideas
• Engage current members
• Members can self-select interests
• Better use of staff resources



Results – Affinity Group Participation
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Rebrand
My CMA – General Membership
• Free admission to ticketed exhibitions (84%)

• Flat rate parking (59%)

• Amenity discounts (45%)

• Other membership discounts (45%)

• Member magazine (38%)

• Free admission to MIX (36%)

• Senior Member Day (26%)

• Paid evening member events (21%)

• Tax deductibility (18%)

CMA Insider 
• Free admission to ticketed exhibitions (69%)

• Reciprocal membership (49%)

• Member magazine (46%)

• Exclusive member lectures & educational programs (45%)

• Flat rate parking (39%)

• Complimentary evening member events (38%)

• Other membership discounts (30%)

• Tax deductibility (25%)

• Amenity discounts (22%)

• Senior Member Day (20%)

• Free admission to MIX (16%)



Rebrand
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2019 Member Survey Results
Transactional vs. Philanthropic

% Selecting "Discounts on exhibitions, events, and programs" % Selecting "Desire to support a Cleveland Institution



Branding – Historical Collateral



Branding 

• Complete new structure (I.e. new levels, new 
names, benefits)

• Program now begins at $2,500 (vs. $1,000)

Donor Circles  Leadership Circle
President’s Circle  Donor $2,500

Founders Circle  Sustainer $5,000
Collector’s Circle  Collector $10,000

Patron’s Circle  Sponsor $25,000
*New Level  Presenter $50,000
*New Level  Benefactor $100,000



Branding 



Branding 



Branding 



Branding 

•Sponsorship Opportunities
•Specialized education programming
•Preferred seating
•Ticketed programs



Branding – Historical Collateral



Branding 
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Branding 

• Show your Cleveland pride, first step into philanthropy, 
an insider’s view

• Highlighting the added membership benefit of 
the opportunity to join an Affinity Group free of an extra 
charge

• Introducing new "carrots" at CMA Insider levels to 
encourage upgrades within the umbrella

• New reciprocal benefit through ROAM
• Education opportunity is important
• Use self-selected interests to encourage additional 

giving



Branding 

• Complete new structure (I.e. new levels, new 
names, benefits)

• Director’s Circle level formerly a part of the Donor 
Circles (now Leadership Circle) program

Supporting Circles  CMA Insider
Fellow  Associate

Contributing  Advocate
Director’s Circle  Champion

*new level  Visionary



Branding – Historical Collateral



Branding 



Branding 



Process

• Communicating change to members

• Leadership Circle
• LC Committee
• Multiple launches

• Summer 2018
• March 2019
• Summer 2019



Process
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Process

• Communicating change to members

• CMA Insider and General Membership
• Direct mail upgrade campaign

• June 2019 : Affinity Group members
• July 2019 : CMA Insider members
• July 2019 : email to all My CMA members

• Website updates
• July 2019 and ongoing



Process
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Results

Upgrades, 328, 24.05%

Same, 961, 70.45%

Downgrade, 26, 1.91%
New, 49, 3.59%

Current CMA Insider Associates as of January 31, 2020 
(by trend)



Process
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What worked?

• My CMA
• Enhanced communications (brochures, etc.)

• CMA Insider
• Affinity Group choices available on website at time of 

renewal
• Substantial increase in base level of $250
• Participation in Affinity model



What worked?

• Leadership Circle
• Connecting sponsorship to LC membership-engage 

major gift donors as high-level members; this benefit 
has been discontinued due to change in leadership

• Leadership Circle Committee was formed; a committee 
of donors who asked their peers to join LC

• Charging for some programs



What didn’t?

• My CMA
• Name/logo no longer used as the branding as of July 2020

• CMA Insider
• $1,000 level decreased substantially; FY19: 446 HH, FY20: 353 HH
• Separate Affinity Group upgrade mailing – announcement of the new 

benefit
• Leadership Circle

• Affiliate/Affinity group model. Some members decreased or didn’t 
increase b/c they get more programming/engagement being a lower 
level member and affinity/affiliate group member



COVID-19

• Culture & Community in a Time of Crisis



COVID-19

• Shift in messaging
• Institutional support vs. tangible benefits
• 47% renewal rate – first quarter FY21
• Membership pitch to museum visitors



Key Takeaways

• Increasing membership numbers at a free museum
• Increasing membership numbers while restructuring benefits
• Rebranding: what worked?

My CMA – cohesive communications at every level of the pipeline
CMA Insider – educational opportunities with curators
Leadership Circle – peer to peer solicitation is key



Contact Us!

Chelsea Jackson
Membership Sales Manager

$65 - $249
cjackson@clevelandart.org

Terri Mazzola Gertz
CMA Insider, Program Manager

$250 - $2,499
tmazzolagertz@clevelandart.org

Allison Tillinger
Leadership Circle, Program Director

$2,500+
atillinger@clevelandart.org
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