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Today’s Agenda

* Gardens & Arboreta data!
* Acquisition
* Renewals
* Types of Campaigns
* Budgets
* The next big things in Membership
* The status of Membership staffing

e Case Studies



Membership by the
Numbers....

Where do your numbers fit?



Membership Totals

Comparing end-of-year membership totals of 2016 to
end-of-year membership totals from 2015, your
membership totals...

M Increased from the
previous year

W Decreased from the
previous year

m Stayed the same




Membership Totals

Membership increase from last year
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Revenue Totals

In comparing membership revenues at year-end
2016 to membership revenues at year-end
2015, your membership revenues...

m Increased over previous
year's revenues

®m Decreased from previous
year's revenues

m Revenues were about the
same in 2016 as in 2015.
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Expenditures Budget Totals

Comparing your membership
expenditure budget for 2016 to
your membership expenditure

budget from 2015, your
membership budget....

®m Increased over the
previous year's
budget

m Decreased from the
previous year's
budget

m Expenditure
budgets were about
the same in 2016 as
in 2015.

Your 2017 expenditure budget is....

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Increasing over your 2016 budget. _ 39%

Decreasing from your 2016 budget. 12%

Staying the same as your 2016
e ! _ 30%
budget.

2017 budget is not yet approved. 18%




Expenditures Budget Totals

Budgets Increased over last year

100%
90%

80%

67%

70%

60%

50%

40%

30%

20%

10%

0%
YE YE YE Mid YE Mid YE Mid YE Mid YE Mid YE Mid YE
2008 2009 2010 2011 2011 2012 2012 2013 2013 2014 2014 2015 2015 2016 2016

o @



Trends

Increase in Membership Totals, Revenues, and Expenditure
Budgets
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New Member Totals

Comparing new members acquired in
2016 to new members acquired in
2015, have your membership
acquisition efforts...

m Acquired more new
members in 2016 than in
2015.

m Acquired fewer new
members in 2016 than in
2015.

m Acquired about the same
number of new members
in 2016 as in 2015
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0%

More new members this year than last year
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Methods for Acquisition

Please select all of the means of acquiring new members that your
program utilizes.

100%
92%
0,
90% 33%
20% 79% 79%
0
71%
70% 67%
60% 58%
50%
40%
30%
20% 17%
13% 13%
- I . .
0%
On site Website Gift Facebook or Membership  Email Direct Mail Employee Online  Member Get
membership Membership other social Promotion Campaigns Incentive  Advertising A Member
sales Program media at Events or Campaigns Campaigns

campaign Conferences
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Renewals

Comparing membership renewal rates in
2016 to those in 2015, your renewal
rates....

100%
90%
80%
70%

. 60%
® Improved in 2016 over

2015. 0%
30%

20%

m Declined in 2016 over  10%
2015. 0%

m Renewal rates were
about the same in 2016
as in 2015.

Renewal rates improved this year over last
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Renewal Rate

What is your membership renewal
rate?

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Median Renewal Rate

Over 80% M 4.2%
100%

75% to 80% N 12.5% 90%
% 72% 73%
80%  67% 67% 67% 70% 679 ‘<7° 68% ' 67% 67%

70% to 74% [N 20.8% gy 62% 62% 62% 9% o
60%

65% to 69% [N 12.5%
50%

60% to 64% N 16.7% 40%
30%
55%t059% I 4.2% 20%
10%
50%to 54% [ 4.2% 0%
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40%to44%  0.0%

Below 40% I 3.3%

Don't know what the Renewal Rate
is

P 8.3%
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15t Year Renewal Rate

What is your first-year member renewal rate?

0% 5% 10% 15% 20% 25% 30%

Over 80% 0%

75% to 80% s 4%
70%t0 74% 0%
65% to 69% N 4%
60% to 64% 0%
55% to 59% s 4%
50%t054% 0%
45% t049% 0%
40% to 44% I 21%
35% to 39% s 4%
30% to 34% s 4%
25% to 29% I 13%
20% to 24% s 4%

15%t019% 0%

10%to 14% 0%

Below 10% @ 0%

35%

40%

45%

| don't know what the first-year renewal rate is I 42%
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Methods for Renewals

Please indicate the methods your program utilizes to drive
membership renewals...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Direct Mail letter packages 96%
Email e, s
On site renewals | — 33%
Phone solicitations || 29%
Direct Mail postcards || NN 13%

Auto-Renew I 13%
Facebook or Social Media [ 8%

Mobile Texting = 0%
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Direct Mail
Case Studies

Desert Botanical Garden
Phipps Conservatory & Botanical Gardens



Phipps Conservatory & Botanical Gardens

a program by the numbers....

Celebrate Snow Days and Glowmg Nights

AL\
g LTI




Phipps Conservatory & Botanical Gardens
a program by the numbers....

-------

Join Now and get a
@PH'PPS TWO MONTH membership bonus!

One Schenley Park | Pittsburgh, PA 15213383 Members get free admission all year, including four seasonal flower shows
like Spring’s “Masterpieces in Bloom!”




Phipps Conservatory & Botanical Gardens
a program by the numbers....

* Program history * Program growth
* At 12,000 membersin 2014 — * Membership became the pet

Membership started in early
90’s with 500 members!

Had just opened the first Leed
certified visitor center and the
Center for Sustainable
Landscapes

Phipps’ has a tradition of four
seasonal flower shows in their
15 rooms/gardens under glass
— AMAZING!!

Outdoor gardens are host to
Jazz in the Garden and other
seasonal events

project of the CFO

Put a real focus on maximizing
membership sales at flower
shows

Grew from just under 14,000
rznoelrgbers in 2015 to 16,625 in

In 2016, employed direct mail
for the first time

Spring campaigh = 4.74%
response rate, $62,000

Fall/holiday = 4.44% response
rate and $152,000

Renewal rate at all time high —
69.7%, 15t year 48.6%, multi
year 78.05%

Join Now and get a
TWO MONTH membership bonus!

Members get free admission all year, including four seasonal flower shows
like Spring’s “Masterpieces in Bloom!”



Desert Botanical Garden
a program by the numbers....

BRUCE MUNRO

at Desert Botanical Garden

Don’t Miss Out! «oes SRR
S[EClal Exhibition s Lo . ’ By ~: : Bruce Munrg, Wd&bmx
open until May 8, 2016. AT Phtographer Mk Pickthall

BECOME A MEMBER!

Join now and receive 20% off,

1 BONUS MONTH of membership,
and FREE admission to

Bruce Munro Sonoran Light!




* Program History

Desert Botanical Garden
a program by the numbers....

Last 15 years a time of great expansion
for the Garden and Membership

In mid 2000’s, a membership of 18,000 *

Chihully #1, Membership grew to
30,000

Retained many of those new
blockbuster members — at 28,000 by
the time of the next Chihully exhibit

More expansion of parking lot, entry
way and restaurant

Grew to 40,000 with next Chihuly .

Offering other exciting exhibitions that
complement membership growth and
maintenance

More new facilities — Butterfly Pavilion

* Program growth

Utilize direct mail, telemarketing
and digital campaigns

Direct mail — fall, January and
March campaigns — for Munro
Sonoran Lights exhibit —'15-"16
direct mail — 1.63% response,
$291,000 revenue, 180,000
pieces mailed in three campaigns

Use telephone for lapsed
recapture and first year renewal
rate hike — 38%

Digital —a complement to direct
mail.....

..the big reveal in the next section!

and Horticulture building BECq()ME A MEMBER!

Join now and receive 20% off
and FREE admission to
Bruce Munro Sonoran Light!



Desert Botanical Garden
a program by the numbers....

Desert Botanical Garden

[ e Desert Botanical Garden updated their cover photo. @38 snonsored (demo) - @

® ~+" published by Karilynn Marie [?] - Sponsored (demo) - @
Last Chance! Now through May 8, 2016 get 20% off your membership and
FREE admission to Bruce Munro: Sonoran Light PLUS one additional

Limited Time Discount on Membership: Join by May 8 and get 20% off
BONUS month of membership.

your membership plus FREE admission to Bruce Munro Sonoran Light!
http://join.dbg.org/munro20-1/

DO 537 21 Comments 94 Shares ] ~

s Like @ Comment ~» Share

Join Now and Be Enchanted

See the Garden in a whole new

S Learn More

light!
DO s6 6 Comments 3 Shares ] v
iy Like @ Comment # Share

K



Desert Botanical Garden
a program by the numbers....

Desert Botanical Garden
@ =" Snonsored (demo) -

Easy outdoor lighting DIYs to brighten up your summer nights!

8 Bright Ideas to [lluminate Your
Garden or Yard

JOIN.DEG.ORG Learn More

OO0 264 10 Comments 60 Shares ]~

Des

DEsexe ert Bota s

ol Nical g
Saormoredvder.,m = arden

JOIN.DBG 0pg

D2 Learn More

Comment  Sha ' Comment u s
re

DESERT BOTANICAL GARDEN
1201 N. Galvin Parkwey
Phosnix, AZ 85008

DESERT S
BOTANICAL 480941.1225

JONNOW  BUY TICKETS  BRUCE MUNRO: SONORAN LIGHT

See The Garden In A Whole
New Light (At Night)!

Now through May 8, visit us after dark to

experience Bruce Munro: Sonoran Light &t

includes eight illuminating works of art created
from mixed materials and lights and represents
British artist Bruce Munro's unique perspective of
the beauty of the Sonoran Desert

JOIN TODAY AND SEE IT FREE

Limited Time Discount on Membership!

Join by May 8 and get 20% off your membership pius FREE admission to
Bruce Munro Sonoran Light!

GET MY MEMBERSHIP!
Use Promo Code BME-A for this special offer

Join Now and Be Enchanted
+ FREE unlimited annual general admission
+ Advance ticket offers and member discounts
+ Reciprocal admission to more than 300 gardens, arboreta and conservatories
+ Discounts on classes, plant sales and gifts at the Garden Shop
+ Subscription to The Sonoran Quarterly magazine
+ Members' nights at Las Noches de las Luminarias (December)
+ Members' days at Plant Sales (March and October)

= A discount on a subscription to Phoenix Home & Garden Magazine

VIEW MEMBERSHIP LEVELS

Music in the Garden

Members receive exclusive discounts on concert tickets. Learn more

Bruce Munro Sonoran Light

“Beautiful display of art!" i ‘A magical evening!”

BUY TICKETS LEARN MORE

Win a Free Bruce

Munro Book

Enter for your chance to win a Bruce Munro,
LIGHT | Desert Botanical Garden book. This
ook features images of the artists exquisite
work, Including the eight Instailations presented

n the exhibition, along with an essay by noted art
critic Dr. Richard Cork and statements by the

artist,
ENTER TO WIN

dbg.org | Contact Us | Hours, Prioes, Directions
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Join Now and Be Enchanted
Choose the Level That Meets Your Needs and Get These Additional Benefits:

« Free annual membership
for two adults and your
children or grandchildren
under 18 years of age

« 2 FREE, single visit guest
passes

BEST VALLE

FREE annual admission
for 2 adults and your
children or grandchildren
under 18 years

4 FREE single visit guest
passes

One FREE scooter rental
per visit

FREE annual admission
for 2 adults and your
children or grandchildren
under 18 years

& FREE single visit guest
passes

One FREE scooter rental
per visit

Invitation to one exclusive
donor event

New Member Garden
Discovery Event

Annual recognition in The
Sonoran Quarterly
magazine

Desert Botanical Garden
a program by the numbers....

FREE annual admission
for 2 adults and your
children or grandchildren
under 18 years

8 FREE, single visit guest
passes

One FREE scooter rental
per visit

Invitation to one
exclusive donor event
MNew Member Garden
Discovery Event

Annual Recognition in
The Sonoran Quarterly
magazine

26




Desert Botanical Garden
a program by the numbers....

Demonstrated a capacity for growth and a clear opportunity to reach prospective
members via expanded email and Facebook
Raised visibility and contributed to an overall lift in membership sales
Established a baseline for future digital marketing campaigns
128 responses attributed to Facebook via promo code
97 contest entries
Expanded Email generated 2,276 attributed transactions
* (1,412 transactions for Munro exhibition tickets and 864 memberships sold)
equating to a response rate of 4.6%

Online average sale—5$271.95



Digital Marketing
and Social Media



Who Manages Social Media?

Who manages Social Media at your The person at my organization who
organization? manages social media is....
2% 1%

= | manage social media m A full-time social media

position

® Someone in my
department manages
social media

m A part-time social media
position

m Someone in another
department manages

m Social mediais an "add on" to
someone's existing job

social media

= Multiple people across » | don't know the status of
departments manage social media management.
social media

- &




Voice in Social Media Strategy

Does Membership have a
voice in your organization's
social media strategy?

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Membership has a voice in your

organization's social media strategy
100%

92%

88%
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Satisfied with Membership’s Voice
in Social Media Strategy

| am satisfied with the
voice/presence
Membership has in our
organization's social media
plan.

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

| am satisifed with the voice/presence
Membership has in our organization's social
media plan.

83%

Mid YE Mid YE Mid YE Mid YE
2013 2013 2014 2014 2015 2015 2016 2016
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Social Media Content Management

Does Membership have a voice
in your organization's social
media content management
(e.g. membership messages, 100%
promotions, contests)? 90%

80%
70%
60%
50%
40%
30%
20%
10%

0%

Membership has a voice in your social media content
management

83%

75% 78% 9%

Mid YE Mid YE Mid YE Mid YE
2013 2013 2014 2014 2015 2015 2016 2016




Role in Social Media Content

What type of role does membership have in social media
content management?

50%

45% _ 43% _
27% Very active 30% Not active
40%
35%
30%
25%
20% 17%
15% 13% 14%
10% 9%
0,
c9 4%
]
Full Highly Somewhat Reactive Passive None

Authority Active Active




Membership Social Media Content

What type of membership content/messages are included in your organization's social media
strategy? (Check all that apply...)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

80%

Membership Events
Gift Membership Promotion I 64%
Specific Membership Campaign IIINIEIGIGEE 10%
Member/Customer Service [IIININGEEEEEE 23%
Membership Renewal NG 27%

Discount Membership Promotion
(eg. Groupon, Living Social)
Fundraising Campaign,
Crowdfunding
Adopt an Animal, Artifact
or Similar Campaign

Membership Join Forms or Tabs [ 16%

I 25%
D 20%
I 20%

Membership Upgrade I 13%

Other (please specify) Il 6%




Digital Membership Marketing in Budget

Does Membership have a dedicated line item in the budget for digital
marketing (e.g. online advertising, social media campaigns, email
marketing, etc.)?

60%

52%

50%

40%

30%

22% 20%

20%

10%

6%
]

No Yes, but it is in another | don’t know
department's budget

0%




40%
35%
30%
25%
20%
15%
10%

5%

0%

Google Grant

Does your organization have a Google Grant for online advertising (i.e. Google
AdWords)?

37%
33%

2%
[
No, we do not have a Google No, we are not a qualified
Grant 501(c)(3)

Is Membership acquisition supported by membership
advertising as portion of the Google Grant?

27%

| don’t know

36




Giving Days

Has your organization participated in any of the following for membership?
0% 10% 20% 30% 40% 50% 60% 70% 80%

5%

Black Friday
68%
Cyber Monday
55%
#GivingTuesday 38%
45%
a Local Giving Day
66%

B Yes,once MYes,afewtimes ™ No




35%

30%

25%

20%

15%

10%

5%

0%

16%

10%

% I

Black Friday

Giving Days Success

Was the Campaign(s) Successful?

28% 207

24%
18%
10%
%

Cyber Monday

m Very Successful

B Somewhat Successful

#GivingTuesday

m Not Successful

25%

5% 5%

a Local Giving Day

. ®




Mobile Marketing

Does your organization have a
mobile marketing strategy?

Organization has a mobile marketing strategy

100%

90%

80%

70%
60% 50%
50%
40%
30%
m Yes 20%
10%
0%

® | don't know Mid YE Mid YE Mid YE Mid YE

2013 2013 2014 2014 2015 2015 2016 2016

® No




Mobile App with Membership Component

Does your organization have a mobile app that features a
membership servicing component?




Email Communications

Do you, as a membership manager, have the authority/ability to communicate
with your members via email?




Email Communications

How often do your members receive email communication from your
organization?

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
Everyday 0%
Afew times a week [[IININGGEE 9%
Once a week T 2%
Afew times a month [ 41%
once amonth [N 14%
Once every couple of months 0%
A few times ayear [ 5%

Onceayear 0%

Less often than once ayear 0%




Email Communications

Does your organization limit the number of emails members can
receive?




Email Communications

Are you able to send promotional emails about membership to the
institutional house list (e.g. ticket buyers, visitors, etc)?




Access to Google Analytics

Does Membership have access to and/or do you review
website/Google Analytics reports?

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%  50%

Yes, Membership has access to these

[0)
reports and | review them regularly 28%

Yes, Membership has access to these

219
reports, but | don’t use them ”

No, Membership does not have

[0)
access to these reports 46%

| don't know 11%




Metrics

* Average Online Sale
 Abandon Cart Rate (69.23%)

* Conversions
* Pixels
* Promo Codes
* Matchback Reporting
e Attribution Modeling

| DON'T KNOW,WHAT CONVERSION RATES ARE

* Google Conversion Goals AND'AT,THIS POINT 'M AFRAID TO ASK




Email Metrics

* Open rate 20% to 30%

* Click-through rate 1.5% to 7%

* Bounce rate 1% to 10%

* Unsubscribe rate 0.2% to 0.5%

Churn 20% to 30%

* Percentage of email addresses for members (75%+)

Silverpop  Blackbaud  Blackbaud Constant Constant  Constant Constant Mail Mail M+R M+R
Contact Contact Contact Contact Chimp Chimp Benchmarks Benchmarks
Nonprofits ~ Association  Visitation  Art Galleries/  Nonprofit- Nonprofit-  Nonprofit - Arts Nonprofit ~ Nonprofit Cultural
& Membership Museums Arts Association Membership and (All)

TYPE Organization Organization Artists AVERAGE
Gross Open Rate 35.60% 19.99% 20.94% 32.06% 31.97% 29.96% 11.66% 28.05% 25.76% 14.00% 20% 24.54%
Unique Open Rate 23.10% N/A N/A N/A N/A N/A N/A N/A N/A N/A N/A 23.10%
Click-Through Rate 2.30% 1.77% 1.13% 7.06% 6.91% 8.47% 7.05% 3.00% 2.97% 1.60% N/A 4.23%
Click-To-Open Rate 10.80% N/A N/A N/A N/A N/A N/A N/A N/A N/A N/A 10.80%
Bounce Rate N/A N/A N/A 9.83% 8.08% 11.89% 3.22% N/A N/A 10.00% N/A 8.60%
Hard Bounce Rate 0.064% N/A N/A N/A N/A N/A N/A 0.58% 0.49% N/A N/A 0.38%
Soft Bounce Rate N/A N/A N/A N/A N/A N/A N/A 0.80% 0.58% N/A N/A 0.69%

Unsubscribe Rate 0.060% N/A N/A 0.56% 0.49% 0.30% 0.40% 0.27% 0.19% 0.19% 0.19% 0.29%



Metrics

e Reach NOT SURE IF SOCIAL MEDIA HAS A
. GOODROI

* Interactions

* Influence

e Referrals

e Conversions

* Sentiment Analysis OR IFPEOPLE JUS;UKE CAT VIDEQS




Membership Programs

Staffing, Visitation, Climate,
Demographics



Staffing

In 2016, staffing levels within the membership department
have...

® [ncreased
m Decreased

m Stayed the same




Visitation

Please describe your organization's visitation or usage patterns in

last year.
80%
73%

70%

60%

50%

40%

30%

20%
14%

10% 9%

| = -
0% ]
Visitation or usage increased  Visitation or usage decreased Visitation or usage stayed the Do not know about our

same visitation or usage

. @



Membership Climate

In your professional opinion, comparing
last year to this year, the membership
climate is...

= Improving
m Deteriorating

® About the same as 2015.




Membership Positioning

How is Membership positioned in your organization?

0% 10% 20% 30% 40% 50% 60% 70% 80%

In the Development department | 623%
Our organization is small;
o)
we do not have departments _ 14%

In the Institutional
0,
Advancement department - 5%

In a department with 0
Development and Marketing - 5%

In the Marketing department - 5%

Membership is a 0
free-standing department - 5%

In the Finance department = 0%

In the Guest Experiences/Visitor Services department. = 0%




Membership Software

What database/software program(s) do you use for Membership?

0% 10% 20% 30% 40% 50% 60%

Blackbaud.... Raiser's Edge | 55%
slackbaud...trs [ :>%
Blackbaud.....NetCommunity _ 9%

Microsoft Accesss &/or Excel _ 9%

Blackbaud
Products

DonorPerfect - 5%
File Maker - 5%
Gateway/Galaxy - 5%

We use a custom system - 5%




Demographics

How many members does your organization have?

over 50,000 0%

25,001 to 50,000

14%

10,001 to 25,000 9%

5,000 to 10,000

14%

Under 5,000

64%

0% 10% 20% 30% 40% 50% 60% 70%




Demographics

What is your geographic location?

International

Northeastern US

; 5%

Na;c;;nal al 9%
(] ’

>




Demographics

How long have you served in a membership position?

over 10 years

9%

5to 10 years 18%

2 to 4 years 36%

1to 2 years 23%

Less than 1 year 14%

0% 5% 10% 15% 20% 25% 30% 35% 40%




45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

9%

Under
$30,000

18%

$30,000 to
$40,000

Demographics

What is your annual salary range?

41%

$40,001 to
$50,000

9%

$50,001 to
$60,000

0%

$60,001 to
$70,000

9%

$70,001 to
$80,000

5%

$80,001 to
$90,000

0%

$90,001 to
$100,000

0%

$100,001 to
$125,000

0%

Over
$125,000

@



MEMBERSHIP
CONSULTANTS

Thank You!!l

Dana Hines, President & CEO, Membership Consultants
Rosie Siemer, President + Founder, FIVESEED

Reach Us at:
Dana@Membership-Consultants.com

www.membership-consultants.com
314-771-4664 ext. 105



https://www.facebook.com/pages/Membership-Consultants/107790622581003
https://www.facebook.com/pages/Membership-Consultants/107790622581003
https://twitter.com/MemberConsult
https://twitter.com/MemberConsult
https://www.linkedin.com/company/membership-consultants
https://www.linkedin.com/company/membership-consultants
http://blog.membership-consultants.com/
http://blog.membership-consultants.com/

