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Similar Questions & Concerns

Why have members?

Membership seems small
and expensive (or too big)

Impact if membership
increases or decreases?

How do other organizations
view membership?

Diverse Organizations

LARGEE

Philadelphia Museum of Art , Minneapolis Institute of the Arts, Detroit Institute of Arts,
High Museum of Art

SMALLEé

University based museums (free admission) University of Pennsylvania, Texas and
Rochester, New York

HORTI CULTURALé

Pennsylvania Horticultural Society, Morris Arboretum, Frederik Meijer Gardens

FAMI LY BASEDEé

Portland Childrenés Museum,
Institute Science Museum

Nati onal Museu

BOUTI QUEé

Pennsylvania Historical Society, The Clay Studio, Wood Turning Center, Painted Bride,
National Museum for American Jewish History

Similar Questions & Concerns

What are the most effective methods to acquire
members?

If new members are acquired, what is the impact
on renewal rates and attrition?

Where should we invest our limited resources?

Can we figure this out on our own?



Questions at the Start of the Process

V Do you desire more fibo

<

Do you know the impact of the Membership to the
institution 1 beyond annual dues?

<

What is the performance of the current program
and how does it compare to industry-related
standards?

V Do you desire the fisame
membership program? Is change and growth
even possible?

<

Is there sufficient infrastructure for growth?

Valley Forge National Historical Park

Background / History

CfiWatchdogodo Mission

C Goodintentionsias fconcerned?od

Member- Centric Audit

\
\

A

C Pack behavior i stick together

C Single focus

The Friends of

Session
Valley Forge Park

Highlights

. 1777 -1778

1. Phases: Important to being Memberi Centric
2. Questions: Help identify growth continuum
3. Examples: Actual changes & applications

4. Evaluation: Measuring impact i 3 Views

Valley Forge National Historical Park

Evolution of Association Partners

MEMBER CENTRIC Audit

Interpretive

Historical
Society

More special interest groups
More people involved

More good will and passion
BUT highly territorial

¢ Purposeful
interested constituents but
not as a PARTNERSHIP

a



Pack to Partnership i Phase |

Phase 2
1) Are internal partners known?
2) Are they in synch with each other?
3) Are they dues paying members?
4) Distribution of effort among the partners? Partnership to PI’OQTGSS

5 Level of Aindividual 0 v
6) Show me the effort i member acquisition?

7) Show me the money - % expense programs
to member recruitment

8) Show me the results i shared knowledge

Lowest Hanging Fruit Return on Effort & Investment

Average Dues $55
INTERNAL MESSAGES

A Cost to acquire ($500) $5

A Study your mission statement A Cost to renew $1

A Examine your literature A Costto service (events) $15

A Review the membership of your board Ratio under $100: 95% Over $100 : 5%

A Understand the level of return for the effort Addition giving $0

A Define the potential membership market (s) Additional spending Unknown



Annual Friend Drive

wwwifriendsofvalleyforge.org

Annual Friend Drive J o

Inesday
Visitar Center: 78 Rm.

= Moot the Friands and learn about our work
m Light refreshments, lecturs and music (Wed. only)

= Lsam about Revolutionary Run, a 5 mile run in the
park on April 18, 2008, Visit www.revolutionaryrun.org

www.friendsofvalieyforge.org

Partnership to Progress Learning Curve

Friends of VF Park

Building

Membership Day in the Park

Day in the Park




Outcomes

Progress Requires Partnership

C 5-7 new onsite memberships i immediate

C Plus cash donations

C High interest by users, low visibility of Friends
C Easy dialogue i low investment

C Many email addresses & names/addresses

C What a success! i aslam dunk to get members

Encampment
v

The Friends o
of Valley g A

Forge Park

Visitor Center

4 Information Desk
(cve)

Y v

Communications Thasker
Printed & Electronic Show

BUILDING
Events MEMBERSHIP

Fundraising
Appeals & Renewals Valley Forge
Recaptures Park

Day in
the Park

Betzwood

Learning Curve Realities

CCash without a Atouch pc
C No follow-up to email names (not recorded)

C No mailings/information sent as promised

C Not possible to join later (Visitor Center)

C Rec. users attending annual members event
|l earned the organization

C No new memberships renewed the next year

The Friends of
—® Valley Forge Park

MEMBERSHIP

Sales Training Program



Geographic impact is

18% Other states

Idaho, lowa
Florida
Massachusetts
Maryland

Pennsylvania

2009 Accomplishments

$50,000++ for trail work, including funds
for new connector trail

5,000 volunteer hours
Funds to support Crayfish Corps

Funding for multimedia production and
exhibits at Valley Forge Train Station

Bruce Baky Fellowship at U of Penn
Fund p aauraiadsell ehone tour

Members Contribute in Different Ways

Nembership

Make additional Upgrade to a higher

contributions to membership level
the Annual Fund

Base of volunteers, shoppers to store, event attendees

Onsite Membership Sales
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Industry Standard 1% - 1.5% ZiowosCh&ireChidsdime 1

04 - 70,
1 new member 3% - 7%+

per 100 visitors 37 7 new members
per 100 visitors



HOSTED BY
MEREDITH VIEIRA

Create
Membership
Sales Tool




