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Inviting New 
Audiences In

What is an empathy-first approach?

• Understand audience needs 

• Remove barriers to participation

• New metrics



What role does membership play 
in advancing the principles of DEAI?



MCA Denver

● Founded in 1996
● Nearly 5,000 Members
● Serves over 11,000 Teens Annually
● Rotating Exhibitions
● Art, Sense, and Nonsense



Broke Heart 
Club

● Accessible option to join!
● Helps with pipeline development
● Playful, fun, and great for easy sign-ups for 

those attending events
● Nearly 1,000 members
● Second most successful membership level in 

terms of members in the program



Drawbacks to the Broke Heart Club Membership

● Integration into our main database can be tricky
● During the pandemic, we had more members 

dropping their monthly membership
● Members must email me to cancel their membership
● Twice a week entering in new members into our 

database.



Ways We Continue to Listen and 
Respond!

• Partnership with EnChroma for colorblind 
visitors like myself

• Wall texts translated into Spanish

• Free digital programs

• Partnership with the Equity Project LLC and 
MCA Denver

• Penny Saturdays 

• Special visitation hours for members and at-risk 
populations

• SNAP and Museums for All



Megan Bernard
Assistant Director of Membership
mbernard@mfa.org
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Outreach With Meaning



Outreach With Meaning….Who Are We?

• 70,000 members
• Five general member levels up to $2,999
• Most members fall into the first two levels of membership



Outreach With Meaning….MFA Citizens
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• Over 4,500 active members 
from over 150 countries

• Direct outreach at 
naturalization ceremonies



Outreach With Meaning….MFA Citizens Benefits
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• Welcoming signage
• Welcome bag received when they join



Outreach With Meaning….First Year Free Members
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Goals: 
• Convert 25% of all free event 

attendees 
• Convert 13% into paid members

The When and How
• Community Celebrations and Late 

Nite Events
• Personal connection with staff 

signing up members
• We said it with a smile!



Outreach With Meaning….Engaged Communication
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• Welcome Messages
Handouts
Email
Voice Broadcast

• Visit Emails
3, 6, 9 month



Outreach with Meaning…Program Evaluation
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Mechanism Focus

Email Surveys Gauge awareness and effectiveness of communications

Phone Interviews Dig deeper into questions from the survey which we would like deeper 
insight on

Focus Groups Get fuller picture of insights and provide more direct feedback on 
communication efforts

Engagement Reporting Understanding member behavior and using this to understand their 
likelihood to renew



Outreach With Meaning….Using What Members Tell Us
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Membership is…memorable experiences rooted in community, learning, culture, and people.



Outreach With Meaning….All Around the Museum
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Outreach With Meaning….Is A Team Effort!

And hard work, but it’s 
worth it



Getting Loud & Proud



• Mission to create great 
experiences with great art for 
everyone

• At CMA, there’s a willingness to 
try new things

• 5,500 member households 



Loud & Proud at the 
Columbus 
Museum of Art
• Our first ever LGBTQ+ 

and Allied membership 
level

• Launched in 
September 2018 with 
800 attendees

• Exceeding expectations 
by 167%



Breaking Through 
Museum Stigma

• Inviting the LGBTQ+ community 
to make their home at the CMA

• Great experiences with great 
art for everyone

• Seeing yourself on the wall

• Feeling safe to have the tough 
talks



We are connecting our patrons to artists from the LGBTQ+ community
• Invite across the 

community
• Offer a free day 

every Sunday
• Offer one major free 

LGBTQ+ party each year
• Ask members to 

bring guests







• Rebranded in 2017 as Newfields, 
A Place for Nature & the Arts

• Campus includes Indianapolis 
Museum of Art, Lilly House, 
Garden, The Virginia B. Fairbanks 
Art & Nature Park, Elder 
Greenhouse, and more

• 15,000 member households 

What is Newfields?



Audience Assessment & Leisure Study





What does all this 
mean for membership?



What Does 
This Mean For 
Membership?

• Now multiple points of entry for potential 
supporters. 

• Membership “core” is expanding and 
evolving.

• Opportunity to look at our membership 
program more critically:
• What are we trying to achieve though 

the membership program?
• Can we serve members better by 

offering more specialized products, 
rather than a homogenous 
membership program?



Leadership Team has been inspired by the book, 
“The Art of Relevance,” by Nina Simon. The basic 
premise is that we need to “build a bigger room 
with more entry points” (rather than a lot of 
specialized programs) to be more relevant and 
inclusive to diverse audiences.

• Focus on community partners

• “Gallery re-envisioning” project, 
experiments to re-hanging galleries to tell 
new stories

• Internal Inquiry: multi-year assessment and 
DEIA training with Phyllis Braxton of PINK 
Consulting, hiring, board recruitment and 
procurement practices, etc.

The Art of 
Relevance



Q&A




