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Before we start, where does corporate membership fit? 
Corporate giving to cultural organizations can take many different forms based on the values and main objectives of the corporate partners.  

Sponsorships 

Gift Purpose: Supporting a 
specific event or project 

Gift Type: Restricted gift 

Main Goal: Marketing and 
brand Visibility

Gift source: Marketing Budget

Philanthropy

Gift Purpose: Supporting a specific 
project or program 

Gift type: Restricted gift, often a 
grant 

Main Goal: Supporting a cause in 
connection with corporate social 
responsibility

Gift Source: Foundation or grant 
giving branch

Special Events/ Rentals 

Gift Purpose: Donation or  
membership in order to host their 
own event

Gift Type: Usually unrestricted gift/ 
part of membership annual fund

Main Goal: Hospitality and 
networking by hosting their own 
events on site

Gift Source:  Special events/ 
corporate relations 

Corporate Membership

Gift Purpose:  Year-round support 
with member benefits & access

Gift Type: unrestricted gift/ part 
of membership annual fund

Main Goal: Employee benefits and 
engagement, with additional 
access benefits

Gift Source: HR or other 
employee-facing branch 
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Main Question: How have cultural institutions adjusted their membership approach as we emerge from covid?

Project scope and methodology

Interview Questions: 

Overview of your corporate member value proposition
•Describe your corporate membership programs: how many giving levels does your corporate membership comprise? What are the differences across giving levels?
•What is a typical annual renewal rate for your corporate members?
•How do you build deeper relationships with corporate members, so they increase levels or become corporate sponsors?
•What would you say is working well in your corporate membership program, what do you hope to change?

Specific benefits
•What are the benefits you feel your partners value most?
•What kind of spaces and entertaining options do you provide as part of your corporate membership? What membership benefits and discounts do you offer the 
staff of your corporate partners? Does that include access to special exhibitions and events?
•Have you incorporated digital benefits and access to virtual programming for corporate members?

Overview and impact of Covid-19:
•What solutions did you implement to stay connected and encourage ongoing giving during the pandemic? Do you plan to transition from or maintain any of the 
aforementioned temporary offers?
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Study Participants 

*

*

* Indicates museums we sourced for our benchmark with publicly available information. We did not interview these museums. 
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Institutions at a glance 
Operating Budget Revenue Contributed revenue % revenue covered by 

contribution Approximate annual visitors

AMNH $210,518,219 $198,055,556 $124,838,615 63% 5 Million 

Art Institute Chicago $316,818,865 $351,772,088 $93,682,754 27% 1.5 Million 

Field Museum $79,999,924 $89,977,530 $39,351,332 44% 1.65 Million

Guggenheim Foundation $71,125,883 $84,620,075 $31,680,309 37% 1 Million 

Metropolitan Museum of Art $421,209,919 $414,668,610 $245,041,493 59% 6-7 Million

MFAH $110,441,805 $169,281,056 $46,908,310 28% 1.2 Million 

MoMA $266,556,359 $443,982,645 $244,100,473 55% 2.5 Million 

Museum of Science Boston $66,622,105 $84,543,128 $43,490,437 51% 1.4 Million 

New Museum $15,975,223 $11,726,489 $7,597,796 65% (not found) 

Smithsonian Institution $1,418,028,412 $1,601,028,226 $1,292,933,360 80% 9-10 Million

The Shed $60,025,560 $101,081,298 $90,569,567 90% (not found) 

Whitney Museum $82,192,000 $113,143,000 $82,725,000 73% 1.2 Million

WCS $298,619,522 $255,583,692 $193,870,983 76% 4 Million

Information gathered here is from IRS990 2019 forms, annual report and other publicly available sources for 2019 attendance figures. 
When we consider visitor sizes, please consider them as an approximation and note that some organizations like the Smithsonian and WCS operate multiple sites.  
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Membership details

Information gathered here was provided by interviewees or gathered from publicly available sources. 

Number of 
Membership Levels Minimum Contribution Approx. # of corp members Year-round free

general admission
Need to be a member to 
rent space for an event? Topmost benefit

AMNH 5 $2,500 65 Starts at $25,000 YES Event privileges 
General admission

Art Institute Chicago 6 $2,500 80-90 Starts at $25,000 NO Event privileges 
Program sponsorship

Field Museum 5 $5,000 50-60 Starts at $10,000 NO Family membership
Family day 

Guggenheim Foundation 5 $5,000 40 Start at $20,000 YES Event Privileges 
Custom benefits 

Metropolitan Museum 8 $2,500 85 Start at $35,000 YES General Admission
Event and Tour access 

MFAH 4 $2,500 33 No general admission for 
all staff- passes available NO VIP tours and access passes 

Leadership Circle Membership

MOMA 4 $5,000 240 $25,000 YES General Admission  
Event privileges 

Museum of Science Boston 6 $1,500 120 Starts at $25,000 NO General admission 
Family and corporate days

New Museum 3 $5,000 20 Starts at $5,000 YES Event privileges 
Rental fee waivers 

Smithsonian Institution 5 $5,000 30-35 Free to all NO Private Tours 
Invitations 

The Shed 3 $5,000 30 Starts at $25,000 YES Access to signature McCourt 
rental space 

Whitney Museum 5 $5,000 70 Starts at $25,000 YES Event privileges
General admission

WCS 5 $15,000 35 Starts at $15,000 
(limited dates) NO Conservation site visits 

Animal encounters 
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Corporate Memberships Have Much In Common

Common purpose for 
memberships 

• Revenue generation: primary aim is to generate 
contributed income. 

• Starter partnerships: corporate memberships are seen as 
a lower-stake entry path to sponsorship or other revenue

• Boost to visitor numbers: Organizations see the 
opportunity to increase visitor numbers thanks to 
corporate staff. 

There is a common understanding of the purpose of corporate membership programs as well as consistent benefits that serve to fulfill those 
objectives. 

Consistent benefits for 
members  

• Staff admission, guest passes & access days 

• Hospitality & special event invitations 

• Rental opportunities & entertaining

• On-site and remote activations

• Visibility & recognition 

• Discounts 
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Corporations have changed; implications for membership

“It used to be that we would talk to one person at 
the company, presenting the membership packages 
at the same time as discussing sponsorships and 
other programming support options. Now the 
teams are getting really sophisticated...With large 
companies for example, we don’t talk about the 
membership to their impact units anymore. We will 
talk to HR staff for the membership, marketing 
teams for sponsorship and then if they have a 
foundation, we apply to their grants and ensure 
we meet those guidelines for other support…”

Teams are more sophisticated 
and less connected….  

Companies are more global, and 
even local teams may not want to 
travel…

“This idea that we've got not one, not two but three 
different benefits that we can deliver to all national 
and global offices and not just in person, is really 
valuable…”

“Even for local staff, commuting is a nightmare, 
and it could take them an hour to get to our 
museum. Offering virtual programs is therefore 
convenient for them, and increases the reach for 
staff outside of the city.”

People are more tied to higher-
order values and purpose… 

“The Accelerist company published a research study 
on the concept of “purpose people” and the idea 
that what matters most to people is working with 
and for people with impact. We want our corporate 
membership program to work within that 
framework of “purpose people,” fostering and 
meeting that impact value.”

“We want companies to see our space as a place for 
them to explore their IDEA processes and help 
meet their goals. We are more intentionally 
integrating our programs with  their ERGs and 
inviting them to events, connect with our exhibitions 
etc.”

Sample quotes from interviews



| ADVISORY BOARD FOR THE ARTS – Confidential for ABA members only 9 | ADVISORY BOARD FOR THE ARTS – Confidential for ABA members only 9

Common challenges

Prioritize Delivery of Benefits 
With Greatest Value

Prioritize delivery of benefits that 
drive renewal

Structure Membership to 
Clarify Products, Use Values 

to Differentiate Benefits

Streamline your benefits to make 
partnerships more intuitive

Optimize your Team 
Toward Activity at Scale

Leverage organizational 
resources to support team 

functioning 

The challenge: renewal rates are high, but 
inconsistent and membership upgrades are rare.  
Especially for members primarily looking for 
entertaining opportunities, retention is unlikely 
unless value proposition shifts.

Little time for prospecting. Most 
organizations feel understaffed for 
benefits delivery, member stewarding and 
prospecting.

Memberships require heavy-lifting. Benefits 
fulfillment takes time disproportionate to the 
value provided, especially at lowest levels. 

How do I structure membership? What added-value benefits to offer? How to find time to prospect?
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Guiding Lessons

2
Prioritize Delivery of Benefits 

With Greatest Value

Prioritize delivery of benefits that 
drive renewal

1
Clarify Products and Use Values to 

Differentiate

Streamline your benefits to make 
partnerships more intuitive

3

Optimize your Team

Leverage organizational resources to 
support team functioning 

How do I structure membership? What added-value benefits to offer? How to find time to prospect?
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Avoid “the paradox of choice” by simplifying levels…

Rent the Runaway Subscriptions
Main Value: Increase  of items you can 
get

Victoria & Albert Museum
Individual Memberships
Main value: Increase in number of people 
you can invite

Choice Overload: the tendency for people to 
get overwhelmed when they are presented 
with a large number of options. 

When businesses limit their membership to 
three distinct packages, this facilitates buyer 
decision making.  These packages are typically 
based on:

• how much they want access to (product)
• how much they can spend (cost) 
• how much time they have to enjoy 

benefits (access) 

https://thedecisionlab.com/reference-guide/economics/the-paradox-of-choice

The Theory The Practice
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The Field Museum, New Museum of Contemporary Art and American Museum of Natural History are typical examples of corporate membership 
structures that highlight the increase in benefit count with higher giving…

Many still differentiate levels based on “amount” of benefits...  
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Select Access $5,000

150 passes

*Not publicized, part of events group

While the Guggenheim clearly differentiates levels and different ‘products’ by name, based on the value proposition and target buyer at the corporation.  

…While different ‘products’ help members find the right level 

Hospitality First $30,000Entertaining Access*

Executive Access $15,000

Employees First $20,000 Custom $40,000

Free admissions to 
all employees

Admission + access to The 
Wright restaurant for 
events

All other benefits + tailored 
additional benefits

Passes + access to some 
entertaining spaces

50 passes

“Access” Levels:
Entry Level; Distinguished by 
Passes

“First” Levels: 
Mid-Level; Distinguished by Employee 
Access

“Custom” Level:
Top-Level; Responsive to Corporate 
Needs

Employee/ 
Exec 
Value Prop 

Event
Value Prop 
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Many organizations plan to remove or reframe lower giving levels...

“For next year we are hoping to migrate away 
from our $5K donor level, and make $10K our 
lowest giving level. We will keep a $5K giving 
level as part of the deposit required to book an 
event, but that will be managed by special 
events instead of following under membership.” 

Transition up members to the next level

“When considering our team capacity, and the 
effort required to administer benefits for smaller 
donors, it just doesn’t seem to make sense with 
the small financial return… We think that there 
are more interesting and personalized 
opportunities for stewardship if we encourage the 
executives at these smaller companies to invest as 
individual members, where they can give based 
on their personal affinities with more tailored 
invitations and networking”

“We felt that the administrative load for partners 
at the 5K level was too onerous in comparison to 
the gift  received.  Therefore, we only grandfather 
long-term partners at that level. Thanks to our 
colleagues in events and sponsorships, we have 
been able to convert these smaller donors 
towards other activations like booth 
sponsorships at some of our events, thereby 
freeing our time for larger partnerships”

Considering the costs vs. benefits of lower-level memberships, many organizations are looking at removing their lowest level.   There are three ways they 
plan to keep those members while removing the lowest level. 

Encourage a shift to individual donation Encourage smaller sponsorships instead

Sample quotes from interviews
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Removing prices is an easy step to reframe conversations…

Removing the price tag for different corporate membership levels on their website allowed the membership team to: 

1. Avoid conversations defaulting to a given price point 

2. Get people to talk about what they want from their partnership 

3. Ask about company values and company working cultures

4. Find alignment with what the museum does and offers

5. Make conversations and partnerships feel more personalized

Museum of Science corporate member benefits  
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…and align memberships with value-driven philanthropy

“I would say I have seen a new trend from corporate giving in 
terms of  increased interest in philanthropy giving in 
connection to growing corporate social responsibility 
commitments. 

Corporate memberships are therefore not only a pipeline towards 
marketing sponsorships, but also more and more an introduction 
to program giving… 

My most recent approach…has been to take a two-pronged 
approach when presenting corporate memberships: on one side 
highlighting staff benefits…and on the other side the impact of 
their gift for the whole institution. I’m finding we're talking 
about membership and programmatic investment 
simultaneously”

-Kacee Kellum Corporate Major Gifts Officer, Field Museum 

Before … 

Memberships were seen as a a 
pipeline to …. 

Now… 

Memberships can be paired 
with philanthropy for deeper 

impact… 

Sponsorship 

Philanthropy  

Staff 
engagement 

program support 
and impact 

Alignment with 
a specific project 

Alignment with the 
institution as a whole 

Membership and “something else” …. 

+

Corporations are increasingly interested in supporting their values through their work with nonprofits – whether charitable or marketing.  Increasingly, they 
ask for membership PLUS the ability to contribute to specific causes (e.g., environmental sustainability, antiracism, etc.)… 
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Values expand partnerships and prospect opportunities 
Consumer purchase behavior is tightly connected to their perception of a brand’s values – consumers are much more likely to purchase from companies they trust 
and share values with.  As a result, companies want to align with institutions that share their values, and broadcast those values to customers and employees.

“How social values influence consumer purchases behavior and brand performance…” Survey Monkey, March 2021.   https://www.surveymonkey.com/curiosity/how-social-values-influence-consumer-purchase-behavior-and-brand-
performance/

“Our sustainability values are updated 
on the website – as is our DEAI plan.  I 
make it clear  [with corporate members 
that] that we’re differentiating 
ourselves in these areas… 

This has helped and opened up a lot of 
prospects who might not have been 
interested in art but want to engage 
with sustainability.”

-Katy Newton, Associate Manager-
Corporate Membership, Solomon R.  
Guggenheim Museum and Foundation 

Art Innovation SustainabilityEducation

Annual fund messaging  focuses on institutional values 
and day-to-day impact  

Reframing corporate partnerships with 
similar annual fund messaging…. 

Aligns partnerships with broader 
company and institutional values

Supports partners’ branding goals for 
own customer-base

Expands pool of prospect partners 

Demonstrates impact of general 
operating support 

+ +

https://www.surveymonkey.com/curiosity/how-social-values-influence-consumer-purchase-behavior-and-brand-performance/
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Guiding Lessons

2
Prioritize Delivery of Benefits 

With Greatest Value

Prioritize delivery of benefits that 
drive renewal

1
Clarify Products and Use Values to 

Differentiate

Streamline your benefits to make 
partnerships more intuitive

3

Optimize your Team

Leverage organizational resources to 
support team functioning 

How do I structure membership? What added-value benefits to offer? How to find time to prospect?
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While most museums offer free tickets or passes, rarely does a company use all its passes.  However, the more passes they use, the more value they perceive; ticket 
use is the single most cited metric for corporate membership departments to evaluate membership health.

Focus on attendance building with two key tactics

Use big events to build attendance habits

The Field offers free family days starting the $15K 
level. On this day, corporate member staff and 
additional guests can enjoy the museum free of 
charge. These dedicated days are easier to promote 
and easy for staff to enjoy without pre-registering or 
using passes. 

Similarly, the WCS hosts annual free weekends across 
their sites at different times of the year, offering high-
level partners multiple free weekends a year for staff 
and three guests. These weekends generate interest 
and goodwill from partners.

Remove friction for ticket use

The Guggenheim provides partners a code for their guest 
passes, which they can share at will.  Once the company has 
used allotted passes, they get notified directly. The museum 
includes a disclaimer that  they are not responsible for misuse 
of codes. Visitors are not required to show employee ID.  

For top-level donors with free general admission, the 
Whitney Museum sends a dedicated promotional code that 
allows staff to directly reserve their free tickets with a guest 
on a designated corporate purchasing  page. Once they 
have their emailed ticket, they present that along with their 
employee ID for admission. 

Limited pass distribution

Unlimited admission systemsCorporate weekends in lieu of unlimited general admission 

Family day on top of annual general admission
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Embed privileged touchpoints for networking
At the Museum of Fine Arts, Houston and the Art Institute of Chicago, both institutions provide additional executive benefits to their top corporate donors for 
additional networking and touchpoints with key partnership advocates. 

At the highest levels of corporate support, 
the Museum of Fine Arts, Houston, offers 
a complimentary membership with the 
MFAH’s premier individual giving society, 
the Leadership Circle. This exclusive access 
allows corporate partner executives to 
connect with other HNWI patrons at 
multiple private events throughout the 
year. This also allows the museum to create 
additional goodwill and strategic touch 
points with high-level partners who can 
engage with a broader breadth of the 
museum’s projects and patrons. 

Connect executive members with other 
high-net worth individual patrons : 

Connect executive members with other 
business leaders in the corporate programs:

At the Art Institute of Chicago, the top 
two levels of corporate memberships 
include access to the museum’s exclusive 
Business Council group. This group 
welcomes other business leaders in the area 
committed to supporting the museums’ 
work within the city of Chicago. Access to 
the Business Council expands networking 
opportunities for members; and provides 
further touchpoints for the museum to 
align corporate giving to wider civic 
objectives. 
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Connecting with ERGs is a growing opportunity area
Employee Resource Groups (ERGs) are growing in most organizations.  7 out of 10 interviewees are increasing their focus on ERG reach.  These programs 
allow companies to demonstrate commitment to employee groups while the museum can emphasize higher-order values they share with the company.

ERGs on the rise

According to the Sequoia Consulting 
Group’s 2021 Employee Experience 
Benchmarking report, 40% of 
companies have Employee Resource 
Groups, a 9% increase from last year. 
This is in line with an uptick in 
Diversity, Equity and Inclusion (DEI) 
initiatives 

About 70% of companies have rolled 
out new DEI programming over the 
last year to create a more inclusive 
culture, and 96% of companies plan to 
expand their talent outreach 
strategies to build a more equitable 
workplace.

Cultural Heritage
The Smithsonian dovetailed programming and events with heritage month celebrations for corporate 
members. The ability to connect their exhibitions and collection to various heritage groups bas been a 
great source of tour and webinar content for corporate partners. 

Sustainability
As part of their strategic goal to be a champion of climate awareness and sustainability, the Field Museum 
has developed a series of tours and resources around sustainable actions that align perfectly with corporate 
Green Teams. They have offered tours and workshops for their partner ERGs. 

Parent Groups
At the Wildlife Conservation Society, one of their corporate members came to the organization with a 
request specifically for their parenting/ caregiver ERG. The membership team connected with their 
colleagues in WCS education, and were able to share existing resource such as kids coloring activities and 
animal worksheets, which the corporate member’ ERG then used for their virtual kids’ day.

Examples of Museum ERG Programs

https://www.sequoia.com/news/sequoia-announces-2021_employee-experience-benchmark-report-findings/
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What ERG content should I support?

https://www.reworked.co/employee-experience/why-employee-resource-groups-are-a-rising-entity/

Goal: connecting what corporate ERGs are already doing with what cultural sites have on offer

• What ERGs do your different partners have? 

• Are their consistent interest groups across your partners you could scale and serve? 

• Do you have exhibitions that resonate with these different groups? 

• Do you have content past and present that can be developed for a program or workshop? 

• Are there events going on in the museum you can invite ERGs to? 

• Can you expand ERGs site visits with workshops and other interactive opportunities? 

• Which other departments could you work with to deliver ERG programs? 

Developing and offering  tour or workshop content for ERG groups is a great way to align company values with the institution; and doesn’t have to imply too much 
extra work as long as you leverage existing programs and content. 

Since there are a lot of possible topic avenues your can take to appeal to different ERGs, here are a few starter questions and avenues to consider: 

https://www.reworked.co/employee-experience/why-employee-resource-groups-are-a-rising-entity/
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The Art Institute of Chicago developed 
virtual lunch and learn events for their 
corporate partners in collaboration with 
curatorial and/or education staff leading 
the talks. With an easy link access during 
typical working lunch break, the virtual 
lunch and learns saw strong corporate 
engagement, more so than previous in-
person Saturday events. 

Virtual events expand reach

Virtual lunch and learns

Meet your partner where it’s easiest Offer virtual engagement Scale with other departments

Virtual VolunteeringShared events

Throughout the pandemic months there 
were growing request to connect cultural 
partners with ERGs and volunteer 
groups. The Smithsonian managed to 
leverage their existing virtual public 
volunteer programs for their corporate 
partners, such as transcribing their vast 
collections. 

Since reopening  and returning to more 
in-person events, the Guggenheim 
museum has scaled back their virtual 
events, however they have continued 
offering monthly events in tandem with 
their membership colleagues These 
exhibition-based programs have remained 
popular and more accessible. 

Varied digital programs allow for multiple touch points with corporate partners. 

Example virtual programs

Format: Open to all corporate partners

Support partner activations 

Virtual welcome

In response to continued discomfort and 
geographic difficulties for large in-person 
meet and greets, the Whitney Museum has 
offered virtual thematic and/or exhibition-
based tours with Q&A sessions at the end, 
for corporate partners looking to engage 
with their remote staff and new employees. 

Format: Private bookable opportunities Format: Private bookable opportunities Format: Open to all corporate partners 
and general individual members 
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Showcase your full offer with scalable a la carte benefits
The Whitney offers replicable a la carte benefits to provide customizable features without the usual strain of full customization  

The Whitney Tour Option Why it works

• Members below the $25,000 giving level have the privilege to 
schedule one before- or after-hours tour at cost with a private 
teaching fellow or curator. 

• Members at the $25,000 giving level have access to one 
complimentary tour while partners at $40,000 and above 
have access to two complimentary tours. Additional tours are 
provided for purchase on a case-by-case basis. 

• Ready-made tours are easy to scale

• Tours under 25 guests require only one educator

• Cost is broken down by cost of educator and 
cost to keep space open 

• Extra cost is accessible, around  $500 per extra 
tour (with lower premium for virtual tours) 

• Adding tour is easy to bill and administer

Don’t forget: Adding at-cost tour benefits can have 
implications for tax deductions if it is also included in 
individual memberships, because it attaches a dollar value 
to the services provided. Consult your general counsel. 

• The additional cost for a tour of 25 people usually comes around $500 for both the building access 
and educator fee.

• Most costs for tours (outside of the allotted complimentary tours) are based on membership level 
and are adsorbed by the corporate member. Additional tours outside of the allotment are not 
always guaranteed. 

• Virtual tour options also available at lower cost 
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This has been a really great synergy especially during the pandemic. For example, if we have a 
partner that has a workplace program with another non-profit, they can extend their guest passes 
or donate their rental fee waiver to those partners, thereby showing that the membership benefits 
can also serve their other community endeavors. -Kacee Kellum Corporate Major Gifts Officer, 
Field Museum 

Demonstrate increased community value at top giving levels

What is it: 
Providing your highest-level members the ability to 
donate their benefits to other non-profits. 

What it gets you: 
• Connects benefits with greater community values and 

CSR goals 
• Helps make a case for renewals and upgrades 

What it gets your partners: 
• Benefits don’t go to waste 
• Member gets to use benefits for other causes they are 

committed to

What is gets community: 
• Ability to use benefits paid for by others 
• Access to benefits and local sites  

The Field Museum invites top donors to share their benefits with the communityReposition your partnership  
benefits to have values of their own 

Make donations 
and community 
support more of 
a premier 
benefit …



| ADVISORY BOARD FOR THE ARTS – Confidential for ABA members only 26 | ADVISORY BOARD FOR THE ARTS – Confidential for ABA members only 26

Guiding Lessons

2
Prioritize Delivery of Benefits 

With Greatest Value

Prioritize delivery of benefits that 
drive renewal

1
Clarify Products and Use Values to 

Differentiate

Streamline your benefits to make 
partnerships more intuitive

3

Optimize your Team

Leverage organizational resources to 
support team functioning 

How do I structure membership? What added-value benefits to offer? How to find time to prospect?
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Challenges for corporate 
membership team
• Limited staff and time 
• Heavy administrative load
• Need to templatize 

processes
• Ongoing renewals 

Cross-departmental collaboration expands team impact 
While increasing the team size would be ideal, there are opportunities to expand the team without hiring for new positions, through collaborating with other 
departments, leveraging existing processes, and automation

Opportunities to share 
with other departments 

Important to preserve within 
corporate membership team 

Special events coordination 
Administering benefits
On-site ticketing processes 
Delivering activations 

Relationship management 
Prospecting new partners
Renewal conversations 
Partnership negotiations 

• At the Field Museum, their special events and business development teams help 
manage larger scale corporate events while the corporate team focuses on smaller 
events. 

• At the Museum of Fine Arts, Houston, other teams within the development 
department help with fulfillment of high-level benefits, such as invitations to 
Leadership Circle events, that provide a corporate partner's top executive with 
business development and networking opportunities at exclusive events with Trustees 
and upper-level individual patrons. 

• At the Art Institute Chicago, their education colleagues help with specialized tours 
and facilitation for their virtual webinars and any on-site events like “bring your kid” 
to the office days with partners. 

• At the Guggenheim Museum, the visitor service staff supports day-to-day 
operations with admission of tickets, as well as fielding all questions both on-site and 
in the general corporate email inbox. 

Leveraging skills of other departments 
Decision tree for team-optimization process
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The Field Museum has an identification system that allows them to track the usage of benefits by individual members. Wanting to test out a similar process 
with their corporate partners, the team used stickers to help identify and monitor the activity and spending of corporate partners as they arrived for their free 
family day.  From the pilot test, the corporate membership team is hoping to implement the same tracking and identification process in the next year

Leverage processes from individual memberships

Applying Individual Membership Processes for Corporate Partners

Existing tracking mechanism/ QR codes or scanning codes  for individual members- high level of technical integration with CRM tools 

Able to track use of discounts in stores and 
restaurants 

Able to track attendance and use of 
ticket passes 

Able to track use of discounts for 
special exhibitions or other events  

How it works for corporate partners: 
• Send dedicated company codes to corporate partners 
• QR codes expire automatically at end of partnership or use of all passes
• Remove challenge of checking and monitoring staff IDs 
• Automatic email notifications when approaching end of benefits 

Results: 
• Can monitor benefit usage and use reminders as a touch point for 

partners 
• Can use tracking as a leverage to encourage upgrades 
• Can track total spending of corporate partners to measure overall 

impact 
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Karen Freeman
Executive Director, Research

karen.freeman@advisoryarts.com

Advisory Board for the Arts
www.advisoryboardarts.com
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Research Analyst
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Brooke A. Minto
Managing Director
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https://www.advisoryboardarts.com/
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American Museum of Natural History Membership details
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Art Institute of Chicago Membership details
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Field Museum Membership details
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Guggenheim Foundation Membership details
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Metropolitan Museum Membership details
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Museum of Fine Arts, Houston, Membership details
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MoMA Membership details
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Museum of Science Boston Membership details

$1,500 $2,500 $5,000 $10,000 $25,000 $40,000
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New Museum of Contemporary Art Membership details
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Smithsonian Institution Membership details
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SHED Membership details
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Whitney Museum of American Art Membership details
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Wildlife Conservation Society Membership details
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Additional ABA Member Resources

Individual Donors to the Arts 
Signature Research June 2021 

Redefining the Donor Value Proposition
Signature Research May 2021 

Coming Back Stronger Survey Analysis
Signature Research December 2020 

https://static1.squarespace.com/static/5cddadfebfcd3e0001fa3b7c/t/60ca0212ac38b50e58762961/1623851551807/ABA+Donor+Survey+Report+FINAL+June+2021.pdf
https://static1.squarespace.com/static/5cddadfebfcd3e0001fa3b7c/t/60ca0212ac38b50e58762961/1623851551807/ABA+Donor+Survey+Report+FINAL+June+2021.pdf
https://static1.squarespace.com/static/5cddadfebfcd3e0001fa3b7c/t/60ac308e9eacd703e1f15eb1/1621897359750/Monday+Summit+Materials+Final.pdf
https://static1.squarespace.com/static/5cddadfebfcd3e0001fa3b7c/t/60ac308e9eacd703e1f15eb1/1621897359750/Monday+Summit+Materials+Final.pdf
https://static1.squarespace.com/static/5cddadfebfcd3e0001fa3b7c/t/5fdab0c8dc2ddb6396c446fc/1608167627272/Overall_AudienceSurveyReport.pdf
https://static1.squarespace.com/static/5cddadfebfcd3e0001fa3b7c/t/5fdab0c8dc2ddb6396c446fc/1608167627272/Overall_AudienceSurveyReport.pdf

