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MAS NYC: Overview

What is MAS? Planning,
. . Design &
n L|V0b|e C|Ty, Infrcsl?ucture
resilience, zoning, Preservation Arts &
. & Cultural
preservation Sustainabiliy D bl

New York's leading -
organization LIVABILITY &

dedicated to ~ RESILIENCE

creating a more
livable city



MAS NYC: What They Do

MAS Summit
NYC Tours
Jane Jacobs Walks

Livable Neighborhoods
Program

“The Atlas is meant to be a resource for residents and planners

alike to ultimately make city plans more reflective of the neigh-

borhood consensus. ”
Lysandra Ohrstrom, The New York Observer



MAS NYC: The Who & The What

Current Members Number of Member Type
Members
O 2,000 Members s Beneiactors
O Middle Oged & Up 1 Chairman’s Circle
O Mostly Caucasian 57 Contributing
35 Corporate
160 Dual/Family
1356 Individual
WhO-l-_I-edoeS MAS 27 Richard Morris Hunt
wanfe 296 Seniors
O Younger audience 24 Sponsoring
O More members 8¢ >tudent
94 Sustaini
O More engagement el
200 Urbanist




MAS NYC: Campaign Objective

Increase membership by 1,000 new members
iIn the “Urbanist” group generating revenues

of at least US$ 50,000 by the end of 2014, using
the communications budget of US$ 8,000.

Is this a “SMART" objective?

Specific v

Measurable vV

Achievable X URBAN'STS

Realistic X Young professionals in their

Timed v 20s and 303



MAS NYC: Reframing the Objective

o

L|m
tations

-

~
Objective is not entirely
S.M.A.R.T.

Budget restricts
communications efforts

Age is a limiting
demographic factor

O There are many people in
their forties and fifties that
are active, dynamic,
AND...they have money!

New Primary Objective:
1,000 new members overall!




Population Overview

Manhattan or

outer
bboroughs
Discretionary Strong passion
income POSSIBLE for the city
TARGETS
?

Ti Creative
s types




Research Methods

L e vor e voncana e e oot a

Elizabeth Leigh Myers ﬁ
New York, New York Architect
@ Lives in New York, New York - From Cancdn, Quintana Roo 181,453 like th
ub Likes Architect and Design
14 2 mutual friends: Robyn J. Silber and Lindsey A. Kremer o)) Like
An architect . licen:

Therese Evans SEE MORE

New York, New York

@ Lives in New York, New York - From Stockholm, Sweden More Than 1,000 People A Share
b Likes Architect, The Beach Any Time of the Year and 1 other

@ Watches National Geographic Channel, Bored to Death and the bordwalk.

1 1 mutual friend: Avis Richards REFINE THIS SEARCH

+1 Add Friend Message | | Q Gender  add.

Relationship | Add... v

Jonathan Sinclair Employer  Add.. v
Works at Ancient Surfaces

Search

Current City  New York, New York ~
@ Lives in New York, New York - From Houdan, France

ub Likes Architect, Antiques and 1 other Hometown | Add... v
# Studied at Fashion Institute of Technology Sehool
14 1 mutual friend: Avis Richards chool | Add... ¥

Friendshi -
+1 Add Friend Message | [Q P add

Name Add..

Likes Architect v Add
Zheng Yu Chen (FR35#8)
The City College of New York SEE MORE
@ Lives in New York, New York - From Lianjiang, Fujian, China
Wb Likes Architect
4 ® Single - Male
]/ B Read B¥EOET ¥

a +1 Add Friend Message | |Q
-~

EXTEND THIS SEARCH

Location as Find people

first filter: New based on

, shared
York City interests (likes

Analyze
characteristics
and lifestyle




Research Methods

Audience e T NLA
observation _
at MAS
Summit
Short
inferviews
with tour
participants
Research
about NYC )
demographic |
subsets




Prospective Segments

City as their City as their City as their
Muse School Playground

City as their
Retirement
Home

City as their City as their City as their
Set Work Legacy




Top Three Segments

_ City as their
Muse

City as their
Set

City as their | City as their
School Playground

City as their
Retirement
Home

City as their City as their
Work Legacy



Top Three Segments

ETHERCITYRASHTHEIREMUSER
GERARD

City as their
Muse




Top Three Segments

NTHERCITYRASHTHEIRISCHOO LY
ALEXANDRA

City as their
School




Top Three Segments

NTHERCITYRASHTHEIREPLAYGROUNDK
MIKE

City as their
Playground




Who will we targete

New “New Yorkers” or people
who have lived in the city their
whole life — it does not matter
because they share a mutual
passion for the city. They seek
adventure, the “next big thing”,
new activities, and opportunities
fo meet new people. They enjoy
living life and having fun. They
consider the city as their
playground and an infegral part
of thelir lifestyle.

NTHENCITYRASHTHEIREPLAYGROUNDK
MIKE




MAS Brand Positioning

To “Mike”, the Municipal Art Society is
a source of new perspectives and
knowledge about New York, that
offers them real, and insightful views
that no otfther organization can
provide, so they can enjoy and
discover fresh, unexpected aspects of
their favorite city.




Adjusting the product to “Mike”




Communication...

...with General Public

...with Target Segment




Communication...

...with Target Segment

Offer 2 months of
free trial membership
with automatic
renewal

Create check-in
locations for tours
and get-togethers

Infroduce
#MAStours hashtag

s
livingsocial

Sosh

NYC

Offer tour and
membership deals
through Living Social

Promote tours and get-
togethers as activities on
lifestyle apps such as Sosh

Leveraging NYC culture:
cooperation with
Restaurant Week



Communication...

...with General Public

Increase effectiveness of existing channels
and fouch points

Offer 2 months of free Brand the tours

trial membership

Introduction of MAS at
beginning of tours and
distribute membership
sign-up forms

Automatic renewal as
default

Rearrange and
reframe membership
choices on website

Offer sign-up opportunity
at MAS summit



Cost Estimate

Automatic membership renewal as default

Rearrange / reframe membership website

Brand the tours

Promote membership at summit and tours

Create Foursquare check-ins

Promote activities on NY lifestyle apps

Organize get-togethers

Infroduce hashtag

Two months free frial membership loss in discounts
Offer Living Social deals 40% of earnings



Expected Actions

O Check-in af tours and
events and share it
on social networks

O Tell friends

O Learn about tfours

O Learn about the MAS and membership
benefits



Summary

Reframed
objective:
1,000 new
members

Target \
Segment:
Mike - City as
playground

*Seize the Day

* Always looking
for hidden jewels

of the city /

SN

It's important
to
communicat
e with Mike
and general

public
/

~N

Use free
channels and
increase
effectiveness
of existing
channels

/

~

Learn about
MAS

- become a
member

- let others

know
J




Thank You.

Q&A



Appendix

Sample Table Listing for Different Membership Types

Sources



Sample Table Listing for Different

Membership Types

Dual/ | Urbanist Urbanist
. . vel Urbanist Leader- - Contri- Spon- Bene- President's Chairman's
Individual Senior Family Profes- - N Sustaining B 3 Patron | .
: Sustaining ship buting soring factor Circle Circle
Member sional .
Council
Price $ 5000 $ 4000 $ 7500|% 64500 $ 12500 $ 250,00|% 12500 $ 250,00 $ 500,00| $1.000,00 $2.500,00 $5.00000 $ 10.000,00
Tax deductable $ 3500 $ 2500 $ 4500|% S000 $ 9500 $ 19000|$ 9500 $ 190,00 $ 440,00 $ 910,00 $2.200,00 $4.40000 $ 8.800,00
Member discount for tours v v v v v v v v v v v v v
eNewsletter v v v v v v v v v v v v v
Access to Members-only tours & programs v v v v v v v v v v v v v
Invitation to MAS annual meeting v v v v v v v v v v v v v
Priority access to Greenacre Reference Library v v v v v v v v v v v v v
Notification of new tour schedule v v v v v
Advance nofification of new tour schedule v v v v v v v v
$15 tour gift code v v v v v YVYY v VYYY VY Y VIV NNV IV IV IY
Invitation to all Urbanist events v v v
Invitation to set the annual Urbanist agenda v
Invitation to select MAS professional committee v
meetings
Invitation for two to MAS receptions and award v v v v v v v
presentations
C_)phon to purchase up to two member-priced v v v v v v v v v
tickets for tours
Benefits extended to pariner and children v v v v v v v v
Personal contact with MAS staff v v v v
Invitation to the Mas Summit for NYC v v vYvY
Private tour for 30 pax v v
Opportunities for policy briefings and private v

MAS events with chair, president and directors




Sources

https://courseworks.columbia.edu/access/content/attac
hment/COPRK4016_001_2013_3/Assignments/d4be2e35-
cd94-479b-af18-513e90ab8c38/2013-Livability-Survey-
Major-Findings_FINAL.pdf

https://secure3.convio.net/masnyc/site/Ecommerceestor
e_id=1221

http://mas.org/programs/
http://mas.org/programs/livable-neighborhoods/
http://mas.org/2013-mas-summit-for-new-york-city/
http://mas.org/aboutmas/

http://mas.org/membership/



