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❖ Created as a direct mail donor program in 2007, supporting 
the capital project of building the Memorial (2011) and 
Museum (2014). 
Inaugurated membership offers in 2013, 
onsite posts added when Museum opened in 2014 

❖ Continued to grow every year and as of 2019 consisted of 
20,000 dues paying members totaling $1.5M

❖ Members support annually via member dues and 
additional contributions, participate in commemoration 
events, attend public programs, are volunteers, docents 
and are one of our key communities that advocates, 
supports, and amplifies our mission. 

BUT 

❖ The program as designed in 2013 doesn’t fit our audience
visitation patterns, lists benefits that have no perceived or 
actual value, never materialized or otherwise don’t exist.  

❖ Current labels and space between levels create barriers to 
entry and don’t encourage retention and upgrades

History of Membership Program
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Methodology: Data Collection– the canaries in the coal mine
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Methodology: Data Collection
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Methodology: Email Survey
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Methodology: Dues Benchmarking

9/11 Memorial & Museum

2019 Dues Increase - Comparable Institutions Dues Pricing Study

Individual Dual Family or similar

NYC

NS11MM 74 108 250

Metropolitan Museum of Art 100 200 600

American Museum of Natural History n/a 115 250

Whitney Museum of Art 90 140 300

Guggenheim Museum 85 140 300

New York Botanic Garden 85 110 275

WCS/Bronx Zoo 105 190 260

MISSION
WWII Museum 50 90 250

US Holocaust Museum 99 499

NATIONAL PEERS

Seattle Art Museum 79 99 250

High Museum of Art 75 110 170

LACMA 60 110 250

The Field Museum 95 95 175

Musem of Fine Arts, Boston 75 115 275

Art Institute of Chicago 105 150 200

Philadelphia Museum of Art 75 125 250



National September 11 Memorial & Museum | Page 10

Methodology - Tax Deductibility Review
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OPPORTUNITY:

Small tweaks to already successful program can  

• optimize acquisition both onsite and via direct response channels

• increase opportunities for additional visits to Museum that encourage engagement and retention year over year

• leverage our Museum offerings (tours, retail, café, etc)

• corrects long-standing tax deductibility assessment that were created before the Museum opened

STRATEGY: 

Relaunch and rebrand membership and benefits structure to 

• Rename membership levels

• create two tiers of membership (Access and Engagement)

• Increase pricing where needed to alleviate compression

• Add, remove and realign benefits 

• Add President’s Circle level to build bridge to Major Giving program

• Rebrand marketing materials to evoke feeling of member community

Strategy
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Inspiration
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OLD NEW

MEMBERS

Individual $74 Member $75 + $1 Good

Dual $108 Member Plus $125 + $17 Better

Family $250 Member Premium $250 -- Best

BENEFACTORS

Visionary $500 Visionary $500 -- Events, recognition, 
peek-behind-the-
curtain programs, 
opportunities and tours

Contributor $1,000 Contributor $1,000 --

Patron’s Circle $2,000 Patron $2,500 + $500

Presidents Circle $5,000 + $5,000 New level: Benefit 
dinner bundled ticket

Stategy: Membership by Level (New and Old) as of May 2019
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Tax Deductibility Review part 2
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New Membership Branding as of May 2019
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Direct Mail Renewal Redesign
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Onsite Signage and Membership Cards
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Simplified Onsite Sales Tools based on Good, Better, Best Structure
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Results
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Membership Renewal Results
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Confronting COVID – Our Unwavering Purpose

❖ Museum closed for 6 months, reopened on 9/11 to Family members and 9/12 to 
the general public with special hours for Museum members

❖ Senior Leadership already primed with information about the lifetime value of 
Museum members, so open to creative ideas to maintain engagement and 
retention of members, open to contactless payment options onsite (no staff)

❖ Restructured benefits included free Memorial and Museum tours, and invitations 
to public programs, salon-style behind-the-scenes events, so when all of these 
became virtual it was foregone conclusion that Members would have access first 
or for free.

❖ Restructured renewal series logic already moved low likelihood onsite joins into 
Annual Fund prospect pool, so direct mail renewal ROI is at all time high 

❖ Museum members were already primed with mission-based messaging in 
renewals beginning in May of 2019, so when we lit gasoline on that fire for our 
emergency fund, they responded positively.  Renewals took a nosedive in March 
and April 2020, but since May (1 year since relaunch) they have bounced back
and our response rates and ROI are at an all time high. 

2020 – COVID19 Closure
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