New Building,
New Membership

Preparing for, leveraging, and surviving a move
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Todayos Bl ueprint

Every building project is unique, but there are some
shared challenges:

A Retaining members during change

A Leveraging new building to acquire new
members

A Re-evaluating, re -structuring program




Join our email support group?

Going/went through a building project?
Let 0s keep I n touch.

Sign up on the sheet going around, and
Courtney will connect the group via
email.
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BURKE MUSEUM MEMBERSHIP
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BURKE MUSEUM MEMBERSHIP
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BURKE MUSEUM MEMBERSHIP



MEMBERSHIP
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Preparing for the New Burke

A Historical data analysis/future projections
A Systems upgrade
A Pricing and benefits restructure

A New Burke membership campaign
(Nota ocharter membershipod)

A Involve members in community campaign
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Historical analysis & future projections

Get to know your:

Acquisition rate
A Through the front door
A Online

Renewal rate
A First time members
A Loyal members

Average $/membership sale

They will increase! () | S

BURKE MUSEUM MEMBERSHIP



Systems upgrade

Replacing multiple outdated systems with a single
museum -wide CRM (Patron Manager) that:

A Cuts down staff processing time
A Tracks all member/visitor data in one place
A Offers robust reporting capabilities

A Integrates with email marketing tool (Emma)
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Membership program restructure

Goals:
A Re-evaluate benefits

A Increase rates to align with
new admission prices

A Simplify

Process:
A Members survey

A Focus groups
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New Burke Membership Campaign

Not a charter campaign.

Leveraging excitement about the new building to
sell memberships.

Two phases:
Renewal campaign

Acquisition campaign
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New Burke Renewal Campaign
January 2018 6 December 2018 (building close)

Goals:
A Encourage existing membersto renew despite closure

A Contribute to operating funds during closure

Benefits:

A Final membership at current pricing

A 9 months of extra membership to make up for closure
A Active membership during New  Burke opening

A New Burke member preview
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New Burke Acquisition Campaign
January 2019 0 Fall 2019 (New Burke open)

Goals:
A Encourage new members to join  at new rates

A Leverage museum -wide outreach and audience
development efforts

Benefits:
A Special edition New Burke membership card
A Active membership when the New Burke opens

A New Burke member preview
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New Burke Community Campaign

A Ongoing member communications about New
Burke progress

A Launching Community Campaign at an extra
speci al Me mb ethhecSsends &light (last

one in the building)

A One night a year to everyday!
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The Situation:

SEFMOMA

SFMOMA closed its doors to the public on June 2, 2013 for an
extensive transformation.

Mo San Francisco
SF™" MA et

After almost three years, SFMOMA opened on May 14, 2016 as
one of the largest modern and contemporary art museums in
the world .

MO
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