
Making Email, Online Advertising, and Social 
Media Work for Membership
How a Multi-channel Marketing Approach Can Drive New Growth
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Thank You!

• Free Museum

• 200K Annual Visitation

• 5,200 Members

• Fall 2016: Matisse and Diebenkorn

Baltimore Museum of Art
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Thank You!

• 300,000 Annual Visitation 

• 34,250 Members

• Bruce Munro: Sonoran Light at Desert Botanical Garden

Desert Botanical Garden
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Thank You!

• Expanded Email (just launched)

• Facebook Ad Campaign (launching this week)

• A/B Testing Offer 

Desert Botanical Garden
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Thank You!

• 1 Million Annual Visitation 

• 23K Members

• Winter 2015: ZooLights, Giraffes

San Antonio Zoo
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Thank You!

• 2015 Holiday Gift Membership Campaign

• Giving Tuesday: Adopt-an-Animal

• 230 Attributed Viewthrough Conversions

• 122% increase in membership revenue 

San Antonio Zoo
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Thank You!

• 215K Annual Visitation 

• 12K Members

• The White Shirt According to Me. Gianfranco Ferré and Michelangelo: 
Sacred and Profane 

Phoenix Art Museum
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Thank You!

• Display Ads (in progress)

• Facebook Ad Campaign (in progress) 

• Facebook Contest (Spring 2016)

Phoenix Art Museum
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Thank You!Phoenix Art Museum
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Thank You!

• Free Museum

• Fall 2015: Facebook Pilot Campaign 

• St. Louis Modern

Saint Louis Art Museum
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Thank You!

Contest Overview

• 615 qualified entries 

– 47% new to database

– 37% current members

– 9% lapsed members

– 7% no prior gift history 

• 449 opt-ins for email

Saint Louis Art Museum
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Thank You!

• Free Zoo

• New Polar Bear, Kali

• Summer 2015: Expanded Email and Email Append 

Saint Louis Zoo
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Thank You!

• ROI of $5.93 for Expanded Email Program

• 357 NEW members; 626 total memberships 

• Increased email addresses in membership 

database by 30% (Opt-In Rate = 99%)

• Estimated value between $1.00 and $1.06 

per opt-in email ($31,629 - $33,617) 

Saint Louis Zoo
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Thank You!Landing Pages

16



Thank You!
“At the point that I made this decision, our Museum was doing very little digital 
marketing. I wanted to try something different for not only our membership program but 
also for the Museum. Most importantly, I wanted to go to someone that knew what they 
were doing and would work with us on the true potential of a smart digital marketing 
campaign.”

~ Tammy Stewart, Phoenix Art Museum

“We had never done a marketing campaign for membership that was entirely digital like 
this one. We had limited budget to work with, but a brand new holiday lights event 
running through part of November and all of December and we knew we didn’t want to 
miss the opportunity of our first holiday event. We felt that given the high number of 
people that do their holiday shopping online, it was the perfect time to try a digital 
campaign.” 

~ Dana Nelson, San Antonio Zoo

Q&A: 
Why Did You Make the Decision to Invest in Digital? 
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Thank You!

“You truly need the support of multiple departments. At the time I 
started the conversations with Membership Consultants, I was actually 
not going to have the support of the Marketing department on this 
endeavor. There were some staff changes and I was able to have their 
support and interest in the program. In addition, I need to have more 
conversations with different staff members about the program, and their 
help with implementing some aspects.”

~ Tammy Stewart, Phoenix Art Museum

Q&A: 
What was the most important (or unexpected) learning?
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Thank You!

“We tied our adopt-an-animal program into the digital campaign and 
offered a giraffe (our newest addition) adopt special…and I was surprised 
by its overwhelming success…”

~ Dana Nelson, San Antonio Zoo

Q&A:
What was the most important (or unexpected) learning? 
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Thank You!

“Talk to everyone that is involved with your web, social media, email 
campaigns, and online processes. This includes possibly third party 
vendors that might host any part of your site. Everyone will have to do 
something and everyone will have to be on your timeline.”

~ Tammy Stewart, Phoenix Art Museum

Q&A: 
What would you recommend an organization consider before investing?
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Thank You!
“Be prepared to be very clear about what your offer is, what the restrictions are, 
and how all the “fine print” works…Everything ends up online these days, but even 
more so when you are concentrating the campaign to digital media, and one 
wrong answer posted can cause a lot of confusion…Don’t be scared to step 
outside the box and try something new…

Make sure your marketing team is on-board…The best digital campaign in the 
world is not going to succeed unless you have your marketing folks on board...”

~ Dana Nelson, San Antonio Zoo

Q&A: 
What would you recommend an organization consider before investing?
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• Email list building is critical

• Be proactive; bring ideas and depts to the table

• Invest early and experiment often

• Ongoing optimization and testing

• Landing pages  

Best Practices for Digital
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