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Thank You!

Programs should complement one another!
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Loyalty + Membership



Thank You!Creates Synergy

Visitors

Members

Donors
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Thank You!
• 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 

Why Loyalty?
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Thank You!
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

Types of Loyalty Programs



Thank You!Loyalty Possibilities



Thank You!Global Adoption

SOURCE: 2015 Aimia Global Loyalty Lens Report 

• 85% of respondents in 11 countries reported that they are members of 
at least one customer loyalty program 
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Thank You!Baby Boomers
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Thank You!Gen Xers
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Thank You!Millennials
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• 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

Best Practices for Loyalty



• Must integrate with:
– Ticketing

– Food & Beverage

– Merchandise

– Social media

– Email

– Mobile app

– Website

– CRM/Data warehouse

– Exhibits

The Glue 



Thank You!

• 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

Social Media Integration

Facebook Twitter Instagram Email Campaigns

Geolocations Follow an Account Hashtag a Photo Email Opens

Like a Page Tweet @ a Twitter
Account

Instagram Geo 
Location

Email Clicks

Use Specific # Retweet official #s Mention Users

Use Official #s



Point Defiance Zoo and Northwest Trek



• Customizable 

• Get to know your visitors

• Pass information back to 
CRM and other sources

• Collect data over time

Profile Properties



Loyalty.Logic

• Data should be owned exclusively by the organization 

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

Ownership of Data



Web Analytics



• Membership

• Marketing

• Development 

• Visitor Services

• Retail

• Food and Beverage

• Curatorial

• Programming and Education

The Players 



• Begin internal conversations early 

• Determine goal(s)

• Find the right partner/platform

• Evaluate opportunities for integration

• Develop rewards and program structure

• Identify internal resources to manage

• Invest in launch and enrollment 

How to Tackle



• Determine Goals

• Membership

• Visitorship

• Earned Revenue

• Repeat Visits

• Mission Adoption

• 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?

Next Steps 


