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Key Messages

Conv

io Confidential Information

Efficient fund generation ever more critical
Must build strong constituent relationships

Online marketing can be a foundation for
overall advancement strategy

Shift from broadcast and appeal to strategic
engagement and empowerment

Integrated, multi-channel approach required
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Agenda

s Key data

s Online marketing best practices

s Integrated multi-channel marketing
s Major donors and the Web

s Implications for HE advancement
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Direct Malil is Waning In Effectiveness

Three Years of Index Revenue and Donor Trends
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Source: Target Analysis Study of Major Nonprofit Mailers
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= Until now, increases in

revenue per donor
compensated for donor
declines, allowing
overall revenue to
continue to grow

In Q2 however,
continued revenue per
donor growth could not
make up for the donor
decreases and prevent
overall revenue from
declining
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Online Fundraising Continues Strong Growth

Online Revenue Year-Over-Year Growth Rate by Vertical
Median Total Revenue for July 2006 - June 2007, n=170

All Verticals I 5

Animal Welfare 13%

Association & Membership 99%

Disaster & International Relief | -26%

Disease & Health Services _ 22%
Environment & Wildiife _ 62%

Faith Based

igher Education

Human & Social Services

Major Emailers 59%
Public Affairs 4%
Public Broadcasting Stations 7%
Visitation, Performipg Arjs _ 83%
& Libraries
-40% -20% 0% 20% 40% 60% 80% 100% 120%

m Fifty-one (51) percent of online consumers say that despite the economic situation
they plan to donate online during the 2008 holiday season

m Nearly 7 out of 10 plan to donate the same or more online in 2008 than in 2007

© 2008 Convio, Inc. Source: Convio Benchmark Report 2007 and joint research with Jupiter Analysis y Co n v | 0®
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Online & Broadband Becoming Ubiquitous

Trends in home internet access: broadband vs dial-up
== Broadband at home = Dialup
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Source: Pew American Life Project
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|Is emaill still effective?
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Getting Your Message Through

Potential Glass Ceiling Looms as Opt-in E-mail Share Stabilizes

131%

32%
o
29%

1 35%
33%
32%

34%

Friends and family

Work or school 80%

Other

4% 02006 2005

i?’% W 2008 MW 2007

0% 20% 40% 60% 80% 100%

Mean Percentage of E-mail Received to Primary Personal Account
(user perceived)

Question: Approximately what percentage of e-mail you receive in your primary personal e-mail account comes from the following?

®
© 2008 Convio, Inc. , Source: JupiterResearch/NPD Consumer Survey (4/08), n = 2,427; JupiterResearch/Ipsos Insi GQ Ml@n n
Convio Confidential Information = 2 454: (9/06), n = 2,147; JupiterResearcis/Ipsos Insight Individual User Survey (6/05), n = 3,944 (&-mail users, US)



Relevancy/ Permission Marketing Critical

Irrelevant E-mail and Frequency Drive Churn and Skepticism in the
Channel

lunsubscribe from e-mail offers when the 500
offers/types of content do not interest me o

lunsubscribe from e-mail offers from senders 0
i 37%
mailing me too often

Signing up for permission e-mail offers leads to 0
o : 39%
more unsolicited spam e-mail

lunsubscribe from e-mail offers because | get
| J 33%
too much e-mail

| do not trust that the unsubscribe link in e-mail 0
30%
offers works

lunsubscribe from e-mail offers by clicking the 26%
spam button 0

0% 20% 40% 60% 80% 100%
Percentage of E-mail Users

Question: Which of the following statements about promotional offers you receive (not including unsolicited spam e-mail) do you agree with? Select all that apply.

®
© 2008 Convio, Inc. Source: JupiterResearch/NPD Consumer Survey (4/08), n = 2,427 (e-mail users, US) q CO n V I 0
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Value of Segmentation

For-profit
Industry Data:

Audlence Size Segmented Not Segmented

Opens Clicks Opens Clicks
< 5K 50.50% 11.70% 5.60% 0.60%
5K — 10K 48.80% 9.00% 3.90% 0.30%
10K — 50K 28.50% 7.60% 4.00% 0.50%
50K — 100K 13.40% 4.00% 3.70% 0.80%
> 100K 13.10% 1.10% 3.50% 0.20%
Averages 30.86% 6.68% 4.14% 0.48%

Source: Toplca for MarketingSherpa, October 2005

£ 2008 MarebngEners, In,

Nonprofit
Example:

© 2008 Convio, Inc.
Convio Confidential Information

2007 - Not Segmented

Audience: 67,325
Open Rate: 17.07%
Click-through Rate: 0.19%

Source: MarketingSherpa and Convio analysis

10

2007 - Segmented
Audience: 15,891

Open Rate: 26.77%
Click-through Rate: 2.08%

<Jconvior




Competition with Other Channels

73%

Cell phone 81%

N 76%

32%
IM 45%
56%
25%
SMS text 48%
g
22%
Social sites 42%
53%
0% 20% 40% 60% 80% 100%
Percentage of E-mail User Segment
B Ages 18to 24 O Ages 2510 34 [0 Overall

Question: For personal communications, which of the following have you used during the past year instead of using e-mail? Select all that apply.

Source: JupiterResearch/NPD Consumer Survey (4/08), n = 2,427 (overall e-mail users, US), n = 273 (e-mail users from
ages 18 to 24, US), n = 517 (e-mail users from ages 25 to 34, US)

© 2008 Convio, Inc. y Co n v I 0®
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What's happening with
social media?
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Social Networks: High Penetration/ Traffic

jae myspace.com.

a place for friends

Linked [

Source: Nielsen

110m active users (Jun 08)

39m U.S. unique visitors Aug 08
Avg. time per person 1:38:27
Sessions per person — 10.5

> 50% of users outside college
Fastest growing demographic is 25+

>110m active users (Jan 08)

59m U.S. unique visitors (Aug 08)
Avg. time per person 1:47:55
Sessions per person — 8.31

30m users
11.9m unique visitors (Aug 08)
Avg. time per person 0:11:29

®
© 2008 Convio, Inc Source: Nielsen, Facebook, various web marketing blogs g CO n V I 0
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Age Demographic Differences Still Exist

100%
Fublic Parsonal
80%
5
E
g so%
=
=
E 40%
L 1]
[
20%
0%
Read a Created or  Update my Read friends’ Used instant  Posted
Blog updatid  $18tus on & Status updates messaging  updates
a blog social on my social  services to my
network networking page twither page
B Ages 1810 24 [ Ages 2510 34 [ Ages 3510 44 [ Ages 4510 64 [l Ages 55+

Percent of all people in segment (not just online users)
© 2008 Convio, Inc. Source: Jupiter Research ° 'Conv|o®
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Technographic Differences

= - 1 -~ E '-\I
o i = Publish a blog
21% Creators (@) « Publish your own Web pages
» Upload video you created
+ Upload audio/music you created

« Write articles or stories and post them

37% Critics .-E;_'f'

= Post ratings/reviews of products or services )
« Comment on someone &lse’s blog

« Contribute to online forums

- Contribute to/edit articles in a wiki

0 e
19% Collectors ®— . Usa BSS feeds
- "Vote" for Web sites online
-« Add "tags”to Web pages or photos

35% Joiners ug— «» Maintain profile on a social networking site
« Visit social networking sites
o ¥,
o ' j | » Read blogs )
69% Spectators L) - Listen to podcasts

- Watch video from other users
« Read online forums
_ + Read customer ratings/reviews

25% Inactives ® | None of the above

Groups include consumers

% of online adults participating in at least one

aof the indicated activities at
least monthly

© 2008 Convio, Ine. Source: Forrester Research g convio’
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Campaign 2008 —

What can we learn?

&/ Convio
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College Grads Highly Engaged Online

The percentage of all adults who use the internet, email, or text
messaging to get news about politics or to exchange their views

s 46% used the Internet to get

Gender .
e — news about campaigns, share
Female 43 views and mobilize others
Age :
1809 58 s 35% have watched online
3049 56 videos related to the campaign
5064 41 .
~ 20 s 10% have used social
Annual Household Income networking sites
Less than $30,000 28 _
$30,000-$49,999 A7 s Half of those under 30 with
$50,000-$74,999 56 social network profiles use
$75,000+ 0 social networking sites to get or
pace/Hhnidly _ share information about the
White, non-Hispanic a7 . .
Black, non Hispanic 3 candidates and the campaign
:::;r;zflE”g'i”’h's"eam”g} 20 = 8% of Internet users have
Coms than S o donated to a candidate online
HS grad 32
P p— Co
\
ﬁ 69 A
©2008 Conyo e 17 \'JCOﬂVlC)@
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Younger Voters Moved By Internet

Younger Internet Users See the Good Side of the Internet
The percent of internet users in each age grous ag these statements...
18-29 30-49 50-64 B5+

The internet helps me feel more personally
connected to my candidate or campaign of 38% 29% 21% 18%
choice
| would not be as involved in this campaign as
much it it weren't for the intermet 32 22 16 14
Source: Pew Intermet & Amernican Lite Project Spring 2008 Survd N=1,553 intermet us#fs. Margin of erroris 3%,

© 2008 Convio, Inc.
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Online Marketing Best
Practices

Lessons from Outside
Higher Ed

&/ Convio
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eCRM: Online Constituent Relationship Mgmt

1. Optimize email capture in all
| )Q venues constituents are

2. Optimize the welcome process

3. Learn what’s important to them

CONSTITUENT
DATA

4. Communicate according to
Interests and prior support

5. Engage/ involve — through multiple
channels

6. Present tangible support
opportunities

/. Empower alumni to fundraise for

you peer to peer
&g CONVIO®
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Email Capture

- Facebook | Adopt an ASPCA Pet - Windows Internet Explorer Z”E”z‘
d 3 Ch' £ @: |n http:ffapps.new . facebook, comfaspeapets|pagename=Fb_registeridSerySessionldr01 1=j6p0dro9p1 . app2Shas_src=Facebc V| ‘f X |grassronts enterprise | peit
rdiin China [y — ———y —; 3 .
i F e Chrissizns PRI ,: w o [BB]-]“]@DEFS.“]@Defa...]EPath...]@Ama..‘ ]@Ama..‘ ]-@Ama..‘ l&Join‘.. ]HF X [EWEI(...] ] I & - B deh v |5k page v 0k Tools -
actiarwazt =) to the new Facebook Send feedback | Back to the old Facebook

facebook Watkins Hamlett  Friends  Applications  Inbox (12) q

Enter to win ol
Scripture Song

Sreei s il MBS, inal ASPCA Adopt or Gift a Pet | Invite Friends | Personal Page
- - y the tGospy

THE WORLD'S GREATEST Advertise

IFT CATALO

Get your power back

You2Gov allows you to
show the government that

you are the owner, not
the other way around!

ake the Pledge to Fight Animal Cruelty

YES, I support the ASPCA in its steadfast commitment to end animal cruel
possible to help the animals in my community live happy, healthy lives.

J(}in aur will do all that is

Online Comm

¥ h B fhe st baow e Gecel Hews [fews,
action ak re, ancl MES ko oo

l— * Name:

* Email:

Your Info:

Know When You're

Googled

ZABASPHERE

e b Yo B Basast

Find out when you're

being searched on the

web! Register now for 3

free ZabaSphere and

know when someone is

searching you. Very cool! =

SHARE EXPLORE

yurSTORY the BIBLE * ZIP / Postal Code:

Feadmost recents ores THE,

below:

BEHIND THE To that end, I pledge to:

Hope Br e Hope Bse
My Art Epresses By
Lowe ®or His Word [12  — Free E-Dewotional Batrig Wilang o can Dess ote s with Celk
Today's Top Chrktan Mz PRned GRrlg SN
Artkt

Mlearn to Recognize Animal Cruelty.

Erllepurt Animal Cruelty.

Lears Mot Lear More Ads

MSet a Good Example for Others.

ErFlg ht for the Passage of Anti-Cruelty Laws by Joining the ASPCA
Advocacy Brigade.

=
|

© 2008 Convio, Inc. v CO n V I 0®
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Email Capture Via Text Messaging

Text Message registration through a mobile phone — The constituent is first asked to
text a 'Keyword' to a 'Short Code' provided by the organization. After the constituent is
opted-in, Convio partner Mobile Commons sends back a text message requesting the
constituent's email address. After receiving the email address, Mobile Commons sends it
back to Convio to register the constituent in the organization's online program.

Text Message
To 30644

réed

N
=

© 2008 Convio, Inc.
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Text Mes Sage
From I0644

Thanks for joining the
Abe Lincoln ACTiAST
team. Reply with your
email address 1o get
longer form updates!

Text Mesiage
To 30644

llessigi@mcommons.com

22
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Beginning Engagement At Sign-Up

(A
WWE REDUCE YOUR CARBON FOOTPRINT. .

Welcome, WWF Supporter!

Thank you for signing up to rece
your commitment to conservatio

In order to make it easier for yo
have created a WWF Supporter (
website. We've built this secure
control of how WWF communical
opportunities to make a differen

USER NAME: mbeeby@convio.
PASSWORD: . |

Log in today to:

Take action to help save our |
Review and update your contz
Manage your e-mail preferenc
Change your user name and
Manage your interests

Read FOCUS, WWF's award-w
..and more

L T

Need help logging in?

We recommend you change youl
now to change your password or any

Log in often as new functionality
bookmark your WWF Supporter Cent

Sincerely,
World Wildlife Fund

World Wildlife Fund is the larges
years, WWF has worked to save
and address global threats such
Known worldwide by its panda fc
conservation programs. WWF ha
nearly 5 million supporters worli

© 2008 Convio, Inc.
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| Donate Now

(D

REDUCE YOUR CARBON FOOTPRINT

LOGOUT,

s WWE Web site. On this page, you can find
bment with WWF. As always, we thank you
use of the resources on this page to get the

OWEARE WHATWEDO PL/

Personal Profile Special Interests

¥ ice vontinues melting at ity vurent rte,
Janlar bears coald Aevoie extinct Ay te erd
of tris veaury
hata: WWF-Camon / Howard BLFFET

Descriptinn * Changde your username

Change your password

Update your email preferences
Renew your membershin

Updste vour personal information

TAKE ACTION

Take Action: Act now fo save life on
Earth!

| would like to receive email about the following selected topics

Expand All
Email Interests

B Collapse All

-
; i~ \ +
@ [J conservation Action Network .
*
& ™ ENewsletter
@ B Travel

featuring opperunities to travel with

U.5, Activists, Save Deep
Sea Wilderness

U.5. Activists: Protect
Endangered Species from

| would like to see content on the web site related to the following selected topics: D

LS. Activists: Stop Imports

4 S of Illegal Wood
Expand All B Coliapse All

Website Interests

Description

D |:| Endant Choosa which places Interast you the most

. - Cheose which specias interest you the most

2 O Endangered Species o . Les
“q Choosa which threats o the anvironment interest you the most

B @ O clobal Threats s 2

Donate Now

[ Save ) ( Reset _,'I

&g CONVIO®
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Optimizing Conversion: Welcome Series

m The ASPCA Prospect Conversion program consists of an automated four-
email series consisting of fundraising asks

m Response rate for four email online conversion series: 0.89%
(compared to a 0.10% response rate for a typical one-time email appeal)

s Cumulative 12-month conversion rate of online acquired prospects with
integrated six piece direct mail component: 5%

WE NEED YOU
ON OUR SIDE

Welcome to ASPCA.org S PPOITEr-al the ittt WE ARE THEIR VOICE

Cruel ix not cool. And you've taken a big step to alleviate needless fear,
pain and suffering in animals’ lives. Thank you for subscribing to ASPCA prline.

YES! ety

Exit Prospect Conversion Flow

© 2008 Convio, Inc. @ ConV I O@
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Targeted/ Personalized Emails

]f??ff%“xﬁxiiarzf
(:onserwgncv

AR THE ST AT na}maunh
MATURE.ORG

Dear Mandy,

great places

ETWORK

TELL A FRIEND DOMATE

welcome to the Febraary issue of Sreat Maces, the e-mail newsletter of The Nature
Consereancy. In this issue, uncover the exciting news of a histonc land deal in the
sdirondacks, get discounts an Nature Conservancy merchandise and send that special

somenne & Yalenting's Doy prepting cand.

Colorado

Zidarld E. Malde

Join us in the field

The Mature Conservancy of
Caolorado is offering
twenty-three amazing
naturalist workshops at our
premisr preserves in the
rampa and San Luis Valleys.
Offering expansnces in
birding, painting, astronary,
rafting, fy-fishing &na more,
thiese trips are designed to

Calorado, Theme's sormething
for eyveryore,

Learn more x>

explonz the natural beauty of

-«-;-uilnnm_aw,
llll o iaaaagi
iFé & -. h o Lol

| ! J H :
Iggiiﬁ ﬁ?; ﬁh e :':“-" " I 1

Elﬂ‘: rJ<-'u\ & Conservancr

Protecting the Adirondacks for Future
Generations
L4 000 seres of forest in the Adironcacks

=

N area
n times the size of Manhattan - have been
protected thanks to an innovative deal between The
Lyme Timbar Company and The Nature Conservancy
“The adirondacks have long beer 2 haven of serenity
andd bieauly for visitors 1"1'021“1 arnind thie world, " said
Haney Tepper, director of The Nature Conservancy's
M Work chapter, Discover the bighlights of this new
gresal place with plolos, & map 2nc more,

HAMaCneE =

Maryland

DAlan Eckart Phatography

The Chesapeake Boy
Initiative

The Chesspeake Bay is the
nation's largest and most
productive estusry—and it is
under tremendous pressure.
To ensure that the
COnsEnancy’s conservation
efforts here have the
raxirmum aositive impact, the
organizatian recantly
launched the Chesapeake
Bay Initiative,

Learn more ==

il e - TaTs
. LR R L
. N
o o = o B e e e
' ol Ve b E o N Wa Wanl s ¥ %
[ W O NN WA g e
N 0 WL N 'R Ve L u
‘§=.-.‘~-|L- W™ B e ==,—e' bl Bl i W e F
J u I
=, il
]

lentire's Day greeting card.

A .
EThe ksturs Conssrvancy

Protecting the Adirondacks for Future
Generations

104,000 acres of farest in the adirondacks - an area
sawan times the size of Manhattan - have baen
protected thanks to an nnovative deal betwesn The
Lyrne Timhers Company and The Nature CoOnservancy.
"Tha adirondacks have long been a havan of serenity
and heauty for visitors from arcund tha wordd,* said
Henry Tepper, director of The Nature Consgruancy's
Mew York chanter, Discover the hngiilighl‘:ﬁ of this new
gm{.r place woth photos, a mMap arvl mors

© 2008 Convio, Inc.
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Engagement: Asking For Input

[ ome [ support Us [Take Acton | AdoptNow | ehews Signur &
2009 Defenders Calendar Vote

Help us choose the cover photo for our 2009 calendar, which will be sentto 1.5 million people... and seen by many more. The

winning entry will appear in homes, doctor's offices, office cubicles and classrooms around the country.

“ -

™ . - & " " -
A rd » &
(53 T Mismgeleen e

& i T Brandanbuicg

(€] Jim Brandemhsrg

A: Gray Wolf surveying the tundra,

B: Timber Wolf pup in forest
Cienali Maticnal Park, Alaska

C: Timber Waolf resting an the
undergrowth, Minnesota

forestfloor, Minnesota
FPhato {c) Thomas Mangelzen

Fhoto (c) Jim Brandzsnburg Photo (¢} Jim Brandenburg

1 Which picture should be our cover photo?
O A Gray Wolf surveying the tundra, Denali Mational Fark, Alaska (Fhoto: Thomas Mangelsen)
OB Timber Wolf pup in forest undergrowth, Minnesota (Photo; Jim Brandenburg)
() C: Timber Waolf resting on the forest floor, Minnesota (Photo: Jim Brandenburg)
2 To verify your vote, please enter your information below.
First Last
© 2008 Convio, Inc. 26
Convio Confidential Information
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Engagement Outside Your Website

facebook James Young Friends  Applications  Inbox

ASPCA

Invite Friends | Personal Page

Adopt ar ¢

Adopt a

Help us pr
ASPCA Ao
ko show o
spread the
help us ol
friends an
| Furry crittn

| =

Frequently Asked Questions

Are these dogs and cats available for adopti
‘fes! Please visit wiw, aspca.org/myve For a complete
and instructions on how to adopt. Our adoption cen
E. 92nd 5t.

Why have some of my adopted dogs and cal
When the dogs and cats are adopted in real-life, we
Facebook, This allows us to add new dogs and cats |
help out the new dogs and cats by adopting or giftin

© 2008 Convio, Inc.
Convio Confidential Information

Adopt an ASPCA Animal!

Help us promote the dogs and cats at the ASPCA Adoption Center! By adopting animals to show on your
profile, vou are helping us spread the word and find them homes. To help us out even more, please invite
your friends and family to help us promote these furry critters tool

Page 1of 2 | << First | < Previous | Mext > | Last =>

Ava Bella Berny Bentley Eloomberg

O Send Me! O Send Mel O Send Me! ADOPTABLE

- \
MYM Canine-ality: Busy Bee % /

That Means I'm...: ’ \ 7
Maturally playful, curious and . f 7
trusting. Take me for a long walk N 9
every day. give me someathing to '_' L ) Q

do! After my job's done, we can - [ !

curl up in front of the fire in the
evenings

Boo Boo Calie Clarice
O Send Me! O send Me O send Ma!

Learn more about Meet Your /
MEET YOUR MATCH™ Match Canine-alities... £ L:‘

Frido Hennessy Jackie O Name: AVA
O send Me! O send Me! O send Me! ) ]
Breed: Fit Bull Mix
Color: White
Gender: Female
Age: & years

T |

&g CONVIO®
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Email Appeal Testing: Email

olves will no longer be safe in our most wild places, if the Farest Service has its way, Please help support
ur efforts to stop them. (For a limited time, one of our most generous donors will even match your

onation dollar-for-dellar!)

TTERT AT,

Wolves would no longer be safe in our most wild places, if the
Forest Service has its way, Under a new proposal, wolves
could be chased down from planes or all-terrain vehicles,
Baited traps could shoot toxic gas into their mouths,
causing a painful, horrible death.

Your donation can help stop this harmful proposal -- and
thanks to a dollar-for-dollar match, you can double the
impact of your donation

We’re launching a new campaign to stop the Forest Service’s
ill-advised plan, and you can help. Thanks to a generous doner|
who has offered to match your contribution, each dollar you
give between now and August 30th will have twice the
impact to protect our wolves and other wildlife

The Forest Service's plan to make it easier to kill wolves and
other carnivores would upset the natural balance in the most
remote and wild places we have left,

And it would put wildlife Services -- an agency with a grim
track record -- in charge. In 2004 alone, they killed more
than 37,000 animals through aerial gunning.

We have to stop this proposal. Double your gift NOW! Your

o

OO0 0 @

y i N
‘, YES! ! would like to double

donation to help save our wolves!
Please match my gift dollar-for-
N dollar:

. =

the impact of my

539 = $70 with match
550 = 100 with match
$100 = 5200 with match
$500 = $1000 with match

Another Amount doubles with
our dollar-for-dollar match!

DONATE NOW

Wolf copy focus: 0.17% donation rate

© 2008 Convio, Inc.
Convio Confidential Information
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hanks to a generous donor, vour contribution will go twice as far to help wolves -- Double the impact o

our daonation today!

v!w.savewulwes,org

olves

Dear Sandy,

Wi 've received word from a generous donor that he will match
wour contribution dollar-for-dollar in the next two weeks. That
means every dollar you give goes twice as far to save our
wolves and other wildlife!

Double your gift MOW! Help us reach our goal of $25.000 --
that's 550,000 with the match -- by August 30th

This matching gift couldn®t come at a better time. \We're
launching a new campaign to stop the Forest Service’s
harmful proposal that would make it easier to kill wolves
and other carnivores in our wilderness areas -- areas
designated to be wild and free of human influence.

winlves would no longer be safe in our most wild places. Baited
traps could shoot toxic gas into wolves mouths, causing a
painful, horrible death. They could be chased down from
planes or all-terrain vehicles.

and the agency that would be charged with the killing
operations -- Wildlife Services -- has a grim track record. In
2004 alone, they killed more than 37,000 animals by aerial
gunning.

Between now and August 30th, you have a great
oppertunity to help us stop this harmful proposal with this

Aallar far dallar danatian mateh

Nauhla tha sanact af uaor

donation to help save our waolves!
Please match my gift dollar-for-
dollar:

0]

O O 0O @

Haln ue reach anr onal of $75 000 -

/ YES! '+

” 5 =
i 3

i
uld like to double
the impact of my

535 = 570 with match
$50 = $100 with match
$100 = 5200 with match
$500 = 51000 with match

Another Amount doubles with
our dollar-for-dollar match!

DONATE NOW

Match copy focus: 0.13% donation rate

Wolf-focused tone increased donation rates by 29% in one segment

&g CONVIO®



Multi-part Email Campaigns

s Multi-series campaigns don’t have to be fancy
If you do not have time to create different messages, simply
resend the original email again.

For example, a SUStaIner Your World Wildlife Fund membership will expire soon.
Campalgn resend |n 2008 Renew your membership now and help us save critical funds on future notices.
yielded 28% more in Having trouble reading this email ? Please visit WWF's website. | Hawe a question? S:ntscts. .

revenue. (@] World Wildlife Fund

WWF Renew Your Membership

A July WWF renewal Renew Now |l bearn Nore
resend increased revenue pear Jessica, - -
by 79%: e mant 1 wesed nous rera e op il expire soon. Conflrming your

. . . By renewing your membership online today for another 12 months, you will help us
- Or|g|na| ema]l SUbJeCt save critical funds on future notices. You will find a suggested amount on the renewal

“Please ReneW Your WWF %ﬂml;t-lbut if you are able to give more, that will better equip us to save our living
Membership”
)

= Resend ema" SUbJeCt Your generous support of WWF enables us to protect animals [§
“Reminder: Renew Your e

WWF Membershlp” ...the beloved giant panda, barely surviving in six

isolated mountain ranges in southeast China,
threatened by logging and forest destruction;

...the black rhino -- proud possessor of a magnificent
hrarn  tha nhiart Af illaazl wildlifa trada

© 28 Convio, Inc. g convio
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Making Fundraising Tangible

© 2008 Convio, Inc.
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Americas

Second Rarvest
AN The Kation

Food Bank Netwark

5 million 1bs. of food
for the hungry!

In the land of plenty, there's no reason more than
35 million Americans should go hungry! You can
help get much-needed food to struggling families

by helping Fill America's

Fridge!

Mormally, every $1 you give MULTIPLIES 30 TIMES to getfood and groceries to families in need, That means it only
costs $5.25 to feed a family of four for a whole week. Now, thanks to a $125 000 matching gift from Rent-A-Center
as parl of a four-year $500,000 commitment to help end hunger that same §5.25 will feed them for two weeks!

Here's how:

Choose how much you would like to give for each of the kinds offoods below, Then click the calculator and see how your gift
mulliplies to help hungry families!

Enter the amount

you'd like to give:

o i
Dairy Products
& 7
.
Meat Products
= ]
Fruits & Veggies

& s

Breads & Grains

“Fill the Fridgel

30

What your gift
will do:

Feed a family of four for
0 weeks

That is
O meals

O s.

of food
$0
worth of food

All from your

$0 gifi!

Chck here to

GIVE NOW!
&g CONVIO®



Optimizing Ask Strings

m Get the full picture and integrate across channels
Figure out how your donors behave both on- and offline and

understand how your interactions with them effect behavior
- Use dynamic ask strings for renewals based on each donor’s giving history

&

REDUCE YOUR CARBON FOOTPRINT

SCIENCE CLIMATE ACT NOW

PLACES SPECIES

WHAT WE DO

WHO WE ARE

ﬂ ou are currently logged in as Jessica Fraser. If you are not Jessica Fraser, click here

o Gift Options

By renewing your WWF membership today, your generous gift will help us continue to save
endangered species, protect wild habitats and address global threats

As a special thank you, if you give a gift of at least the first recommended amount below, we'll
send you these two Polar Bear Bags. Made from durable woven fabric, these reusable bags
will take the place of hundreds of disposable bags

Gift Information
*Select Your Gift Amount @® 5141.00
O $143.00
O $144.00
O© $146.00
O Other /

L /|

Select a Premium

A
REDUCE YOUR CARBON FOOTPRINT

&

SCIENCE CLIMATE ACT NOW

PLACES SPECIES

WHO WE ARE  WHAT WE DO

ﬂ ou are currently logged in as J Fraser, If you are not J Fraser, click here.

o Gift Options

By renewing your WWF membership today, your generous gift will help us continue to save
endangered species, protect wild habitats and address global threats

As a special thank you, if you give a gift of at least the first recommended amount below, we'll
send you these two Polar Bear Bags. Made from durable woven fabric, these reusable bags
will take the place of hundreds of disposable bags

Gift Information
*Select Your Gift Amount @® 5101.00
© s$102.00
QO $103.00
C $104.00
O Other /

L/

Select a Premium

*Premium Selector © Two Polar Bear Bags n *Premium Selector O Two Polar Bear Bags n
Two eco-fiendly bags—shipped to A Two eco-fiendly bags—shipped to A
you in late November ol "x“ you in late November

© 2%88 Convio, Inc.
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Constituent Empowerment

JNE, T

. . . p— L e
Jewish National Fund -

Tha 'Wrrs ®Wa Do

k. I

Help Me go to Israel...
Hi, waloome 10 my person

Altpmative Spring Break (A58 to
1sroel page!

Waikh your befp, [ owil be spencirg
my spring oreak nok on vacation,
bk deing yalurteer wark n
Igianl, | am paring marsy for my
altarnative Spring Bresk bnp o
Iatanl, while contrbuling Lo
Jawish Hationad Furd's Kartham
Pangwal Campalgr, a worthy
causn at tha same timel

Tatal Momny Raisod

Here's how you c2n help me get
to Israpl on ASE this March

Each tmr-deductible contributon

il O thint you generously give or my behall, wil be used 1o reforest and
dchivvad: fu1io0 rebrided Harthern Diras. Once § raes & ricimum af f090, 1 will e
Qaig to lsragl with tha Jewish Hational Fund to take part in
bk @ aiftl projacts that ane par of the Morthem Panawal Casveaign

Cpavation Morthem Fenewal will focus an reforestation, uagrading
parks and recreabon sites, daveloping Tounsm, prapanng land for
agncuitune and graviding research and development, workng an
preparedress (more fire trucks, accessible hydrants sand sguipment
storsge], the puchazs of & Frefighting siplene, pear-round camps
for chidren, & housing lpsn program o encoursgs Famikbes (o move
Hem, Ded & Farn 1a the north, funding of Bugsy Sayanl, feresis slite youth
rewamant, arel Sakintess Jeteatiog

Rendy Lindsnman dinee 1201, IF has bagn tha canataker of the leaand of leesal, on
Bahalf of ite cwrers--lawih peapla auarysshena. Thi miomeg o
danate will halp rabidld forasts, parks, and commumstias in Hartham

Help me fight animal cruelty! '\
DONATE TO THE ASPCA TODAY

Goal: $1,000.00
Achieved: $785.00

© 2008 Convio, Inc.
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facebook Home Profile

ASPCA

View Facebook Profile

About the ASPCA

The mission of the ASPCA is to
provide effective means for the
prevention of cruelty to animals

throughout the United States.
Learn More About Us

Take the Pledge Against
Animal Cruelty!

Friends Who Support the the

ASPCA
James
Young David Hart —
Spann
@ Liia!
Sachin
Tad DAt fsdhaman  Matthen
Mielcarek
i . Peter
Kate Corey
Hussein  Pudhorodsky Genuard
Merriman
Kent
Noe! Nail Gilliam
Patrick Beebe
Dillan

Lisa Mings

Adopt or Gift a Pet | Invite Friends | Personal Page

Vinay Bhagat

How You Are Helping - Summary
1 actions in suppart of ASPCA

0 friends inspired to support the ASPCA
0 donations in support of the ASPCA
Take action now!

How You Are Helping - Details
You added the application at September 20 &:46pm,

Dogs and Cats You Have Adopted
My Adoptions Details

How Your Friends Are Helping
Moel Mail Bzebe added the application at October & 11:00am.

o
m Sachin Wadhawan added the application at July 30 11:55am.

i
' Victoria Miller added the application at July 26 9:23am,

.

.

Kate Hussein Merriman added the application at July 17 9:26am.

@ Patrick Dillon added the application at July 11 1:11am.

F

Tad Druart added the application at June 30 12:55pm.

Lisa Mings added the application at June 30 11:35am.

Tommy Spann added the application at June 30 10:17am.

P Brad Duff-Hudkins added the application at June 26 4:47pm,

Kent Giliam added the application at June 26 3:41pm.



Multi-Channel Marketing
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Multi-Channel Marketing: The Need

Aol «— Direct mail and telemarketing

<+— Email and Web

....
fasas s A
(T v
.....
||||||

.....

) 2% «— |M, text messaging, social media

. Y (5 '(; y
Ny * |
© 2008 Convio, Inc y ConVIo®
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Integrated Approach Maximizes Results

M UTE S S WS | IO

&

TIGER EMERGENCY UPDATE
TURGENT DISPATCH =* * * * * + * * * » % *
Dear Friesd,
1 am writing in you with an urgeni npdate aboui figers.
. | e wwenre, Mgers are among the world s mon emdangered antmals
Offline

appeal
and
envelope

AUGUST 2008

istinct sub-species of tiger knowm io be alive tody: Ammr tigers, Indochimese tigers,
an tigers, and Bengal tigers. Until recenthy Beagal tigers, which have the largest
ere considered o conservation success stogy with a thriving. even growing populaticn.

istating mews has recenily beem relessed that the population of Bengal
Indin, which was estimated at over 3,500 just five years ago, i now
ahorut 1,400 — and falling fast.

5 these rabse e
ke action.

ik v illd

Here are some facts about tigers you need 1o know:

You are the

[AST, BESTHOPE
for the survival of
endangered animals
Iike the tiger!

With your help WWF has bed many of the most successful effosts in tiger conservation, including last
year's mmmouncement of iwo new parks in Russia bo preserve crucial habitat for the Amor tiger.
{ower, please)

‘world wildlie Fund

1230 Twenty-Fourth Stoeet, MW = Washingloa, DC 20037
worldwildlife org

TIGER EMERGENCY REPLY
HELP WWF SAVE THE SUMATRAN TIGER!

| E e vacEe your 3iF of Hiis
ware i Hae wexk |3 derys, we'll vash vour FREE
tebelF plugh o youl [wdicebe youy chiice below

A B

Opmbisligs Olnmg gm0

CRukRoh ek r—*

‘Wourld Wildlife Fund

\ b IIIIIIIIIIIII el bl cheal byl F) 1250 Tweaty- Faurth, Strart, 19

© 2%58 Convio, Inc.
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- Coordinate the timing of on- and offline appeals
Example: Integrated tiger appeal preliminary
results show 40% better response rate

TIGER

EMERGENCY
UPDATE

Dear First NameWWF Member,

TRAFFIC:

sold and track them back to the source.

to put traffickers in jail.

domestic trade in tiger bane.

And we're working to save tigers in other ways.

With help from friends like you, we're presenving
habitat and protecting tiger prey species. We're also
leading the Terai Arc Landscape Project to protect

-

35

| hope you've had a chance to look over the urgent tiger dispatches | sent you last week.

By now, I'm sure that you are aware of the dire situation that tigers currently face: these majestic
animals could become extinct in our lifetimes if we don’t take action.

Teday, while tigers face many threats. including the loss of critical habitat, the single greatest threat
is poaching for their fur, bones, and internal organs. Aggressive and illegal tiger trafficking
threatens to hasten the tragic extinction of one of the world’s most magnificent animals.

Here are some of the ways WWF is fighting tiger traficking with our wildlife trade 1

+ We're conducting daring undercover investigations to find the places where tig
+« We're using advanced tracking and mapping to give governments the inforrm

« ‘We're ratcheting up pressure on China to urge them nat to lift their 15-year-&

Online
appeal,
included
envelope
image

You are the
LAST, BESTHOPE
for.the survival of

endangered animals
like the tiger!

<Jconvior



And Lifetime Donor Value

s Online engagement improves annual donor value and retention
rates even if donors continue to give via the mail

m If donors give online as well, annual value and retention rates are
further enhanced

Annual Donor Valuel Retention Rate?
250 - $255.74 100% -
$191.35 82.3%
200 - ) 75% - 70.1%
62.3%
150 -
$102.64 50% 1
100 -
o/ |
50 - 25%
0- 0% -
Direct Mail DM w ith Online Multi-Channel Direct Mail DM w ith Online Multi-Channel
Sources:

1. Convio/ Strategic One White Paper: Integrating Online Marketing (¢CRM) with Direct Mail Fundraising: Adding a New Communication and
Donation Channel Increases Donations; total contributions over 12 month period, excluding $10k+ gifts for SPCA of Texas in 2005
2. Ibid. Comparison of retention rates for multi-year donors, SPCA of Texas 2005

© 2008 Convio, Inc. Q convios
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Very Integrated

Campaign Example

Jan
Dec 17-23 Dec 24-30 Dec 31-Jn 6 | Jan 7-13 14-20 Jan 21-26 February | March
HRC.org Home Page Home Page Home Page Home Page Home Lightbox
Feature; Feature Feature (focus Feature Page Takeover
Thermometer Up on video) Feature
on Pages
Standalone Email #1 — Email #2 — Email #3 — Email #4 Email #5, #6,
Emails Launch (12/17) Personal note Focus on —1 Year Deadline (1/24,
from Joe Politics (1/8) out from 1/28);
(12/30) Inaugurat | Partners asks
ion (1/20)
Other Emails E-News Feature Holiday Card Resolve Video Huckabe E-news post-
(12/19) (12/24) (1/1) e Action campaign
on Year report
to Win
theme
(1/16)
Web 2.0 Initial Post, Post re: Post re: Video Web badge Post re: Post re:
Thermometer Up | Holiday card push Results Deadline
so far
HRC BackStory Initial Post, Post re: Post re: Video Post re: Post re:
Thermometer Up Holiday card? Results Deadline
so far
Mobile Text Last chance to Deadline
give in 07 text? Reminder?
(12/31) (1/25)
Direct Mail Renewal 0 Renl 1 Drops Ren 2 Drops Ren 3 Works
begins returning Membership Carbon Copy Annual
Envelope Card & Sticker Package Workplan
Closers
Telemarketing ™ 1 ™2
™ General File

Responsive




The Role of Online
Marketing with Major
Donors:

Wired Wealthy Study

&/ Convio
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Demographics

s 51% have completed 2-3 years
postgraduate work or more

m 38% professionals; 15% retired

m 90% Caucasian

Total Annual Household Income

164 years old LY

(all respondents)

Less than $50,000

4%/
Prefer not to answer {
7% $50,000 to $99,999

[

$500,000 or more B4

$300,000 to $499,999 o
’ $100,000 to $199,999

$200,000 to $299,999

© 2008 Convio, Inc.
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Age

(all respondents)

18 to 24 years old (1%)

65 years old and over

25 to 44 years old

45 to 54 years old

Demographic questions: Q33-39

&g CONVIO®



Online Interactions

m 90% buy stuff online (58%
regularly)

m /8% banking and bill-
paying online

m 65% get news online (36%
regularly)

= 51% have taken political
action online

m 43% download or listen to
MusIcC (18% regularly)

m 39% view videos (11%
regularly)

m 25% read blogs (9% regularly)
m 20% use SMS (10% regularly)

s 8% comment on a blog
(2% regularly)

© 2008 Convio, Inc.
Convio Confidential Information

Activities Respondents Engage in Online
(all respondents)

d More Regularly
¥ 99%

Emailing

J oo

Surfing the web to research an issue

J 7o

Banking/bill paying online

- J o

Buying products or services online

J osn

Reading magazines and newspapers online

J e

Taking political action

J s

Listening to or downloading music

e J son

Watching or downloading videos

0 (SRR

Sending or receiving mobile phone text messages

o J 2

Reading blogs

l f 8% B Yes. regularly
Writing a blog or commenting on a blog Yes, but infrequently
I ] | l J
0% 20% 40% 60% 80% 100% Less Regularly

Online habits questions: Q29-30

&g CONVIO®
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Wired Wealthy Donor Clusters

Relationship Seeker (29%)

Most likely to respond to opportunities to connect emotionally with
your organization online.

Casual Connector (41%)

The largest of the three clusters, question after question this group
appears to “split the difference” in terms of attitudes and
preferences.

All Business (30%)

Does not appear to be looking for a relationship or emotional
connection.

Cluster Analysis

© 2008 Convio, Inc. v ConVIO®
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Relationship Seekers

Relationship Seekers

29% (n. 995)

Avg. Age 48 yrs old

Avg. total gift (self-reported) $11,401/year

% Have given online 86%
% Prefer online 56%

%Prefer mail 23%

%Visit charity web site 16%

regularly (once a month or

more)

% Read most charity emails 42%

(75% or more)

Activities done online regularly:

% Read blogs 13%

% Take political action 35%

% Social network (approx.) 42%

% Watch or download video 18%

© 2008 Convio, Inc.
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“It feels like there are so many
challenges in the world...And |
know we are never going to be
done, but just give me something
to hang my hat on, something to
say, ‘yeah, this has made an
impact.”

“I do get lots of emails from all
these organizations and if it's got
interesting content about their
work, I'm happy to get them. You
pick and choose.”

Cluster Analysis QCC)“V'C)®



All Business

All Business
“As soon as you find 30% (n. 1022)
organizations that try to keep Avg. Age 53 yrs old
individual profiles of their donors :
_ Avg. total qgift (self-reported 12,698/year
and cater to them, send their 2 .g ( : i ) ¢ A
information to me.” % Have given online 75%
. . . % Prefer online 46%
| consider myself a very passive :
donor...many of the %Prefer mail 37%
organizations it's simply a %Visit charity web site 1%
monetary donation - don’t worry regularly (once a month or
I'll be back next year - and that's more)
really the extent that | want the % Read most charity emails 9%
- 5 (o)
relationship to be...so what (75% or more)
could they send me that would Activities done online regularly:
turn my head? | don’t know.” % Read blogs 6%
% Take political action 7%
% Social network (approx.) 12%
% Watch or download video 7%

© 2008 Convio, Inc. Cluster AnalySiS q ConVIO®
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Casual Connectors

Casual Connectors
41% (n. 1426)

Avg. Age 50 yrs old
Avg. total gift (self-reported) $9,212/year
% Have given online 80%

% Prefer online 50%

%Prefer mail 30%

%Visit charity web site 6%
regularly (once a month or
more)
% Read most charity emails 27%
(75% or more)

Activities done online regularly:

% Read blogs 8%
% Take political action 18%
% Social network (approx.) 19%
% Watch or download video 8%

© 2008 Convio, Inc.
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“| do like learning more about what
[the charities] are doing because |
feel like that keeps me connected
with it and allows me to understand
how my dollars are really going to
be effective for them.”

[When researching a charity] “We’ll
usually go to the charity’s web site
first and say, ‘ok we've heard this
little snippet in the news about
them — what are they actually
doing?’ ...If the information on the
web site is something we are
interested in, then I'll go and I'll look
to see, is their administrative costs
appropriate?”

Cluster Analysis QCC)nV|C)®



What does this mean?

Understanding

, Each requires a proclivities of
It’'s not ;
. customized, donor base
demographics
: targeted creates huge
that define ) o
o . marketing opportunities
donors, it’s their .
) approach to to customize a
behavior o .
capitalize on fundraising
their giving strategy

More Effective Donor Management, More

Effective Fundraising

© 2008 Convio, Inc. y Co n v I o®
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Web Sites and Giving

Tendency to Visit Web Site
s Web sites are an Prior to Making a First Gift

. . (all respondents)
Important decision-
making tool

LV Yes, nearly every time

17% Yes, often

“ Yes, sometimes

Not sure (1%)

-|I|- No, rarely or never

© 2008 Convio, Inc Web sﬁ @any 'I er
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Not a lot of bites at the apple...

Frequency of Visiting Web Site
After Making a Gift

(all respondents)

Don't know
Once a month or more

Once every 2-3 months
Less than once a year

Once or twice a year

&/ Convio
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Email Attitudes and Behaviors

Relationship Casual All
Total Seekers Connectors Business

% Agree

Strongly:

| always open and glance at emails from 23% 40% 24% 5%
causes | support

| like email updates that show how my 22% 39% 23% 3%
money is being spent

Most charities send me too much email 21% 13% 16% 36%

| used to read more of the emails | get 13% 13% 11% 14%
from causes and charities than | do now
(Charity emails do a good job of making me 9% 19% 8% 0% A
feel connected to the cause

Charity emails are generally well written 8% 16% 7% 1%
\and inspiring Y
Charity emails that address me by my first 8% 4% 6% 16%

name are too familiar

®
© 2008 Convio, Inc. |4 J Co n v I 0
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“Instead of just checking a box that

DO NOrs want more contrc says ‘Never’ [referring to email opt-
out box], they could actually grade it
and say ‘only contact me once or twice
a year, exceptional events.” At the
moment it’s either email me or don’t
email me.”

What effect, if any do the following have on your inclination to make an additione

donation in the future? (Q11sum2)

A lot/somewhat more: Relationship Casual All
Total Seekers Connectors Business

The charity permits me to tell
them how often to email me 73% 79% 76% 65%

The charity permits me to

control the information |

receive, so | only hear about 71% 77% 73% 62%
the subjects | care about

“Upon becoming a new donor, | wouldn’t mind filling out a brief survey that sort
of assesses my interest in the organization, like why I’m interested in them. So
that they can do targeted emails, and so they know more about who their donor
base is so they can create web information that addresses those interests.”

© 2008 Convio, Inc.
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Emails Most Likely to Make Donors Happy

m [ax receipt
s Annual renewal notice
s Financial update/progress report
s And for some of your donors:
» Action alerts
» Success stories “how public
radio made a difference.”

“What | would like which they don’t
all do and | find it very irritating -
they don’t send an end of year
statement for tax purposes...I just
have to keep all these bits of paper.

It would just be so much better if at
the end of the year...they would send
me one receipt, which they don’t
do.”

“Verv Valuable” Relationship Casual All

y Seekers Connectors | Business
Action alerts 53% 33% 7%
Success stories 43% 27% 1%

© 2008 Convio, Inc.
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Email questions: Q18suml, Q9sum2
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Five Things to Start Doing Tomorrow

Action Result

Get an “all business” and

Assess your email calendar . . . , :
relationship seeker” perspective

Plan four pure cultivation emails Enables potential donors to
contact/reach you

Plan a survey to assess recipient Identifies relevant subject
interests and preferences matter/channels for messages

Explore creation of a tax receipt Communication that pleases

in January 2009 most donors
Overhaul your newsletter; Ensure a donor-centric
Move primary control to fundraisers communication

© 2008 Convio, Inc. q ConVIO®
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Five Things to Plan for In 2009

Action

Create preference center, tiered
email options

Evaluate usability, Overhaul
donor info on website

Psychographic Profile Donors

Expand options for relationship
seekers, especially video

Create a permanent feedback loop
with donors, including advisory panel

© 2008 Convio, Inc.
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Result

More targeted messages to
supporters, increase % read

Stronger case for giving on your
website

Better understand donor
dynamics and needs

Increase engagement with most
engaging group

More touchpoints = more
engagement = better relationship

<Jconvior



Conclusions for Higher Ed
Clear business case for increased online investment

Imperative to be thoughtful about email capture,
engagement, segmentation, and fundraising

Strategy should encompass social networks and
text messaging as well as DM/TM integration

Critical to define what activities/engagement best
occur in public social networks vs. private

Measure ROI not solely by online dollars but by
online engagement. Online engagement lifts annual

donor value and supports major gifts fundraising
</ convior
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