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Who is Longwood Gardens? 



Longwood Gardens is the living legacy of 
Pierre S. du Pont, inspiring people 

through excellence in garden design, 
horticulture, education, and the arts. 



Horticulture Education The Arts



Orchid Extravaganza
Now through March 31



Spring Blooms
April 1–May 26, 2017



Summer of Spectacle 
May 27-September 30, 2017



Chrysanthemum Festival 
October 7-November 19, 2017



A Longwood Christmas
November 23– January 7, 2018



Membership History



Membership History
Started in 2007, original 
goal was 50,000 HHs

Aim for 50/50 
attendance split

No development 
department 



Membership Growth

Frequent Visitor Pass 
transitioned to 
Membership Program, 
16,000 households

Expanded program with 
more benefits added, 
25,000 households
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Membership and GA price 
increase, higher levels 
established, 40,706 households

Significant growth as a 
result of Light exhibit

GA price increase

Prices remain with 
same benefits and 
significant growth



Benefits include:

10% discount at the 
GardenShop, the Terrace, 
Continuing Education 
courses, and additional 
admission 
tickets

Up to 15% discount on 
Performing Arts tickets

Presale access

Members-only hours

Two complimentary tickets

Complimentary scooter, 
strollers, 
and wheelchair rentals

Exclusive communications

Free performances and tours

Discounts to select Brandywine 
Valley attractions and regional 
garden centers

Former Membership Program



Why Change A Successful Program? 
Rapid growth and sustainability

Managing 65,000+ Members
Value versus price

FY14 price increase for GA, not Membership
Complicated program to manage and communicate

13 levels to choose from
Lack of differentiation between levels

Every level essentially gets the same benefits beyond access
Benefits too robust with our limited capacities

Benefits created when we had 25,000 households
Perception

Value decision versus one of support 



Our Membership Evolution



Employing 
Thought 

Leadership and 
Internal 

Expertise to 
Evolve our 

Membership 
Program

August 2014: Internal Analysis and Communications, RFP Release

July 2015: Data Mining, Interpretation of Member Habits, 
Behaviors: Connecting the Dots

September 2015: Secondary Data Gathering, Workshop and 
Testing: Affirming Our Direction

February-June 2016: Program Development, Forecasting, 
Positioning, Messaging

June-August 2016: Communications of New Levels

August 2016 and Beyond: Launch of the new program, Continue 
Reinforcement of Messaging, Member Response Tracking, Reporting 



- Benchmark 
- Guest Surveys
- Member Surveys
- Member Behavior & 

Demographic Study 

- Employee Focus 
Groups 

- On-site Intercept 
Survey 

- Guest Focus 
Groups

- Modeling Survey

Points of Data Collected



– 6.4% attend ticketed performances, representing 
53% of total sales

– 3.3% take CE classes, representing 66% of total 
attendees

– 60.1% use the Café, representing 45% of total 
sales 

– Members make up 36.7% of total sales for the 
GardenShop

– Members buy additional tickets representing 
$348,216 in revenue (18,193 tickets)

Quantitative Member Results



- They love the Gardens
- Value is the driver
- Levels based on the number of people included
- Beyond free admission, Christmas and 

GardenShop are the most important aspects of 
their Membership

- Low participation in certain benefits 
- Visitation was the reason for Membership

Qualitative Member Feedback



Modeling



Modeling 
Results 



Defining a New Program



What Did We Want to Achieve?
Simplicity

Flexibility

Loyalty

Profitability

Primary Shifts in Program: 
- Consolidation of Levels
- Delineation of Benefits
- Increased Flexibility 
- Increased Pricing (average 35% 

increase)



Evolution of Membership Levels

Current	Level Current	Price Transitioned	
Level

Transitione
d	Price

Student $30	 Gardens1 $85	
Individual $65	
Dual $95	 Gardens2 $135	
Individual	Plus $105	
Family $120	 Gardens5 $185	
Garden	Plus $150	

Rose	Arbor $250	
Gardens	
Preferred $295	

Chimes	Tower $500	
Gardens	
Premium $550	



Key Features and Benefits 

Included 
Admissions

10% Discount
GardenShop, 
Terrace, GA 

Tickets

20% 
Discount 
Scooters

Free Strollers 
and Wheelchairs

Pre-Sale 
Access

CE 
Discounts

Performing 
Arts 

Discounts
Longwood 

Chimes
No 

Reservations 
Needed

Cocktail 
Reception
Invitation

Gardens1 1 X X X
Gardens2 2 X X X
Gardens5 5 X X X
Gardens 
Preferred

5 X X X X X X X

Gardens 
Premium

9 X X X X X X X X X

Other Considerations: 
- For larger families additional youths can be added to 

Gardens5 and above, for $10 each
- Young adult discount for ages 18-25 versus previous 

Student Membership





Communications Plan
Internal 
Communications All-staff Meeting

Email from President & CEO

Staff Updates and Trainings

FAQs and Talking Points

External 
Communications Early Communication: June 1 to all Members 

New Welcome Packet in the mail: August 15

eNews stories: July, August, September

Website and Ecommerce

E-Renewals

On-site Collateral





What happened?



Membership Feedback
Top 3 Member Concern

Price Sensitivity
Scooter Rental
Performing Arts & Continuing Education Discounts

Calls & Emails Totals
Not	Renewing 77
Negative 228
Neutral 611
Positive 373
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Sales Analysis
Average Sale: 41% increase

August 2016-January 2017: $143.65
August 2015-January 2016: $101.83

Membership Sold: 12% decrease
August 2016-January 2017: 31,303
August 2015-January 2016: 35,175

Current 12 Month Retention Rate: 67.6%



Increased Visitation

August through January: 
6.6% increase over prior year

Members make up 47.6% of total visitation 
compared to 45.3% prior year same period



Lessons Learned



Institutionally Driven

Evaluated Consultant Recommendations

Systems/IT Team

Involving Key Staff

Preparedness for Member Feedback

Imagery 

Targeted Communications

Impact of Promotions

Reporting 

Lessons Learned



Thank you! 

Contact: mdietrich@longwoodgardens.org 


