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Loyalty + Membership

Programs should complement one another!
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Creates Synergy

— Donors

— Members

Visitors



Why Loyalty?

Attract and identify visitors

Encourage repeat visitation and support retention
Capture valuable data

Understand passions and interests

Reward members and incentivize joining

Added value to guests

Increase per cap spends

Keep the institution top of mind

Support mission messaging

Measure engagement

Deepen the relationship

Venue differentiator
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Types of Loyalty Programs

Simple/Inexpensive Passport
— Website activities
Punch card

Email engagement
Purchases only

Event registrations
Anniversary recognition
Check in

SMS Text

Hard/swipe card

Mobile app
Complex/More Investment  Holistic fully-integrated



Loyalty Possibilities
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Global Adoption

 85% of respondents in 11 countries reported that they are members of
at least one customer loyalty program

RESPONDENTS ARE WILLING TO SHARE

Name
I OVER
Emai (o)
Address “ O A) Date of Birth
(o) *®
Nationality “ 0 A) -Qb Hobbies and
OR MORE Interests

é Occupation

SOURCE: 2015 Aimia Global Loyalty Lens Report
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Baby Boomers

BABY BOOMERS ARE MOTIVATED TO JOIN LOYALTY PROGRAMS
TO SAVE MONEY AND EARN REWARDS

o of baby boomers join loyalty
® o programs to save money

CrowdTwist, 2015

61 80/ of baby boomers join loyalty
° o programs to receive rewards  |oyalty program benefits ranked by baby boomers’ preferences:

CrowdTwist, 2015 (*Respondents chose more than one answer)

Cash back/credit 69.2%

Free products 36.5%

Donations to charitable causes 31.5%

CrowdTwist, 2015
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Gen Xers

GEN XERS ARE MOTIVATED TO JOIN LOYALTY PROGRAMS TO
SAVE MONEY AND EARN REWARDS

88.6%
71.2%

of Gen Xers join loyalty
programs to save money

CrowdTwist, 2015

of Gen Xers join loyalty
programs to receive rewards

CrowdTwist, 2015

* 56.1%

CrowdTwist, 2015

Loyalty program benefits ranked by consumer preference:

(*Respondents chose more than one answer)

Discounts/coupons
Cash back/credit
Free products

Donations to charitable causes

CrowdTwist, 2015
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of Gen Xers say they would
like to earn points for
engagement beyond spend

85.1%

70.5%

46.7%

30.0%



Millennials

SAVING MONEY AND RECEIVING REWARDS ARE MILLENNIALS’
TOP MOTIVATIONS TO JOIN LOYALTY PROGRAMS:

of millennials are
83 3% motivated to join loyalty IE
® programs to save money

CrowdTwist, 2015

of millennials say receiving

71 6% rewards is their main motivation
o to join a loyalty program Loyalty program benefits ranked by consumer preference:

rdTwist 2015
CrowdTwist, 2015 (*Respondents chose more than one answer)

Discounts/coupons _ 82.9%
Cashback/credit _ 63.7%

Free Products _ 55.2%

Donations to charitable causes - 29.9%

CrowdTwist, 2015
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Best Practices for Loyalty

Systems integration

Branded design

Customizable

Variety in ways to earn points
Portal

Tiered and experiential rewards
Redemption is easy and quick
Ownership of data

Analytics

Path to membership




The Glue \

* Must integrate with:
— Ticketing
— Food & Beverage
— Merchandise
— Social media
— Email
— Mobile app
— Website
— CRM/Data warehouse
— Exhibits

Glue-All
Multi-Purpose Glué
Bonds Strond

For All Your Needs
Safe, Non-Tox«
. 4FLOZ(116mL)




Social Media Integration

* Design with social media integration in mind

— Pull data from multiple sources into a single location
that can be shared with CRM or data warehouse

— Track social interactions

Geolocations Follow an Account  Hashtag a Photo Email Opens
Like a Page Tweet @ a Twitter Instagram Geo Email Clicks
Account Location

Use Specific # Retweet official #s Mention Users

Use Official #s



Point Defiance Zoo and Northwest Trek

UFETIME | REDEEM | PROFILE L

0/0[5]3[3]4]

REDEEM CODE: SUBMIT

LEADERBOARD | 401 | REWARDS

LEADEREOARD | EARN | REWARDS

MY STATS

POLAR BEAR
Lorem ipsum dolor sit amet, consectetur
adipisicing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

MY STATS

LEADERBOARD | (/41 | REWARDS



Profile Properties

Customizable
Get to know your visitors

Pass information back to
CRM and other sources

Collect data over time

LEADERBEOARD | EARN | REWARDS

BASIC INFORMATION

Northwest Ti
LO0) Wildiife Park

CIIXTIY METRO PARKS TACOMA

PROFILE

LIFETIME | REDEEM | PROFILE LOGOUT

000000 @

PROFILE PICTURE

CURRENT PHCTO

SOCIAL MEDIA

UPLOAD & PHOTO

You can upload a JPG, GIF OR PNG.
File Sizs Limit is 4MB.




Ownership of Data

e Data should be owned exclusively by the organization

* Able to be exported and/or viewed via a dashboard

User Points
Usemame First name Last name Email Lifetime Season ~ Available S KI critical update
hd T hd [ T T 1226 T T UAIA
dean@srireemaninc.com Dean Pallack dean@srireemaninc.com 37550 16705 20750 View points Renier S.'s Point Records
gdmccraw@icloud.com Gavin McCraw gdmccraw@icloud.com 20865 16395 16765 View points
N N _ Points Eamed: 275 Points Spent: 0 Points Remaining: 275
dan.garcia851@yahoo.com Dan garcia dan.garcia951@yahoo.com 31595 16360 3645 View points S
edl
chiefolagues@yahoo.com Ruben Olagues chiefolagues@yal
thachvu ho J68u@statefarm.com Thachvu Ho thachvu ho j8UG FanSite Reporting Dashboard seatip DISPIAY Sont Emai Points. Points Remaining Season  WeeKl Lo rew i
_ . Name Eamed Spent Points Points Points N
‘seaver@gmail.com Seaver Chan seaver@gmail.col
tzeman@earthiink.net Todd Zeman tzeman@earthlink |— T T T T T T T T T T T T ’—
glouie003@hotmail. com Gilbert Louie glouie003@notm: Visible By Administrators Only
754864 R S. ier.st kidata. 155 0 155 195 195
mark r.castanon@imco.com Mark Castanon mark r_castanon@ enier renier-steyn@skidata.com
ptaskovich@earthlink.net Peter Taskovich plaskovich@earth
i ; Audits
chasjunk@hotmail.com Charles Inman chasjunk@hotmal . L.
) ) o . Dashiboard Total Point Activity for X through Y
Iustinpetersen@live.com Justin Petersen lustinpetersen@Ii Username Pis valid  Award date Activity Category Seat ld Name
ellaine_o@ hotmail. com Ellaine Grimares ellaine_g@hotma Point Adiv“y ,7 T ’* Yy OT ‘ v T T T v
gilberio_campos22@yahoo.com Gilberto Campos gilberto_campos2
abth52@aol.com Alex Tabaldo alxtb52@aol.com Rewards renier.steyn 5 No 3/4/2016 4:06:23 PM E';f"u?ma Login B2B Activities Edit
justherecountingcrows@gmail.com Stave Tabaldo justherecountingc
_ ean First Time Login _ _
joe74-2@verizon.net Joe Prowse joe74-2@verizon Real-Time Data renier.steyn 5 No 3/412016 12:53:42 PM [ B2B Activities Edit
jwembes@gmail.com Justin ‘Wembes jwembes@gmail.( First T Logi
- renier.steyn 5 No 3/4/2016 12:52:48 PM rst Time Login B28 Activities Edit
mipenningion16@yahoo.com Joe Pennington mipenningion16@ Bonus
bgatG3@aol.com Bill Gatlin bgatG3@aol.com % 3 B Z 2 € 3 g First Time Logi
FIEE LD 3 E EN S ® 2 £ 4 renier steyn 5 No 3Rt izaatepm oo IEROOT B2B Activities Edit
mjarvis77@icloud com Michael Janvis mjarvis77@icloud Z Ofu ?y g 'g b3 ;a‘
thehodge81@yah i hodgd thehodge81@yah 2 S 2 Q E! 3 ® i - First Time Login . .
rehedged 1@yahoo.com eric iodgdon ehodged 1@yal e 9 E [ i E - renier.steyn 5 No 3/4/2016 12:42:51 PM Bonus B2B Activities Edit
Friscorod1972@yahoo.com Khalil Braicher Friscorod1972@y ?,D ma g %_ @ tcg.
(Y % E) 3 ) . First Time Login _ .
friscorad@me. com maurice bratcher Triscorod@me.cor - 2 2 % % renier.steyn 5 No 3/4/2016 8:08:41 AM s B2B Activities Edit
) B
2. [ ES % renier.steyn 155 Yes 3/3/2016 9:52:46 PM Admin Adjustment Admin 754864 Renier S. Edit
Export Data %;
renier steyn 5 No 3/3/2016 6:19:27 PM g';f"uz""a lezn B2B Aciivities Edit
renier steyn 5 No 3/3/2016 4:58:54 PM First Time Login B2B Activities Edit
Bonus
renier.steyn 5 Yes 3/3/2016 8:45:52 AM Quiz Points B2B Activities Edit
Pointsl




Web Analytics

All Sessions + Add Segment
100.00%
Overview
Sessions v VS, Selects meiric Hourly | Day  Week | Month
® Sessions
4,000
Cp—t—— —
] TE) Aug s Aug 12
M Retuming Visitor B New Visitor
Sessions Users Pageviews Pages / Session Avg. Session Duration Bounce Rate % New Sessions O All Sessions + Add Segment
67,164 20,880 176,563 263 00:04:13 49.09% 28.17% 100.00%
- e~
Overview
Sessions ¥ | VS. Select a metric Hourly  Day Week Month
® Sessions
Language Sessions % Sessions 5000
Language 1. enus 64022 |
Country 2. engb 900 | 0.74%
City 3w 256 | 0.38%
system 4. es 171 | 0.25% 4,000
Browser 5. ptbr 170 | 0.25%
Operaling Systerm 6. enau 167 | 0.25%
e~
! September 2014 October 2014 November 2014 December 2014
-
B New Visitor M Returning Visitor
Sessions Users Pageviews

129,170
. P PTT I TR

81,568
I AT PN T

Pages / Session

4.04
MM

Avg. Session Duration

00:03:56
Aoy

% New Sessions

62.83%
T Y

522,105
M

Bounce Rate

34.37% ,
Bt g prrsertos il Mew Visitor

#1152 Sessions (62.8%)




The Players

Membership
Marketing

Development

Visitor Services

Retail

Food and Beverage
Curatorial

Programming and Education



How to Tackle

Begin internal conversations early
Determine goal(s)

Find the right partner/platform
Evaluate opportunities for integration
Develop rewards and program structure
ldentify internal resources to manage
Invest in launch and enroliment




e Determine Goals

Membership
Visitorship
Earned Revenue
Repeat Visits
Mission Adoption

Next Steps

Questions to ask:

What behaviors do you want to
influence?

What will the reward structure be?
Who will manage?

How will you leverage the contacts
captured?

What will you do with the learning
from the data?



