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Key Messages

■ 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

■ Key data

■ Online marketing best practices 

■ Integrated multi-channel marketing

■ Major donors and the Web

■ Implications for HE advancement
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Direct Mail is Waning In Effectiveness
■ 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

Source: Target Analysis Study of Major Nonprofit Mailers
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Online Fundraising Continues Strong Growth

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

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

Source: Convio Benchmark Report 2007 and joint research with Jupiter Analysis
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Online & Broadband Becoming Ubiquitous

Source: Pew American Life Project
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Is email still effective?
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Getting Your Message Through
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33%

32%

3%
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24%

35%

31%

25%

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

Other

Work or school

Opt in

Friends and family

Spam

2008 2007
2006 2005

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? 
Source: JupiterResearch/NPD Consumer Survey (4/08), n = 2,427; JupiterResearch/Ipsos Insight Consumer Survey (9/07), n 
= 2,454; (9/06), n = 2,147; JupiterResearch/Ipsos Insight Individual User Survey (6/05), n = 3,944 (e-mail users, US)

Potential Glass Ceiling Looms as Opt-in E-mail Share Stabilizes
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26%

30%

33%

39%

37%

50%

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

I unsubscribe from e-mail offers by clicking the
spam button

I do not trust that the unsubscribe link in e-mail
offers works

I unsubscribe from e-mail offers because I get
too much e-mail

Signing up for permission e-mail offers leads to
more unsolicited spam e-mail

I unsubscribe from e-mail offers from senders
 mailing me too often

I unsubscribe from e-mail offers when the
offers/types of content do not interest me

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

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.

Source: JupiterResearch/NPD Consumer Survey (4/08), n = 2,427 (e-mail users, US)

Relevancy/ Permission Marketing Critical



© 2008 Convio, Inc.
Convio Confidential Information 10

Value of Segmentation
For-profit 
Industry Data:

2007 - Not Segmented

Audience:  67,325

Open Rate:  17.07%

Click-through Rate:  0.19%

2007 - Segmented

Audience:  15,891

Open Rate:  26.77%

Click-through Rate:  2.08%

Nonprofit 
Example:

Source: MarketingSherpa and Convio analysis
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53%
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42%

48%

45%

81%

22%

25%

32%

73%

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

Social sites

SMS text

IM

Cell phone

Ages 18 to 24 Ages 25 to 34 Overall 

Percentage of E-mail User Segment

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)

Competition with Other Channels
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What’s happening with 
social media?
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Social Networks: High Penetration/ Traffic
■ 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

Source: Nielsen

Source: Nielsen, Facebook, various web marketing blogs



© 2008 Convio, Inc.
Convio Confidential Information 14

Age Demographic Differences Still Exist

Percent of all people in segment (not just online users)
Source: Jupiter Research
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Technographic Differences

21%

37%

19%

35%

69%

25%

% of online adults

Source: Forrester Research
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Campaign 2008 –

What can we learn?
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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

■ 46% used the Internet to get 
news about campaigns, share 
views and mobilize others

■ 35% have watched online 
videos related to the campaign

■ 10% have used social 
networking sites

■ Half of those under 30 with 
social network profiles use 
social networking sites to get or 
share information about the 
candidates and the campaign

■ 8% of Internet users have 
donated to a candidate online 
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Younger Voters Moved By Internet



© 2008 Convio, Inc.
Convio Confidential Information 19

19

Online Marketing Best 
Practices

Lessons from Outside 
Higher Ed
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- Toby Smith, Internet 
Strategist, CARE USA

eCRM: Online Constituent Relationship Mgmt

1. Optimize email capture in all 
venues constituents are

2. Optimize the welcome process

3. Learn what’s important to them

4. Communicate according to 
interests and prior support

5. Engage/ involve – through multiple 
channels

6. Present tangible support 
opportunities

7. Empower alumni to fundraise for 
you peer to peer
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Email Capture
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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.
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Beginning Engagement At Sign-Up
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Optimizing Conversion: Welcome Series

Reg+14 Days Reg+28 Days Reg+56 DaysReg+1 Day

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

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

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

Exit Prospect Conversion Flow



© 2008 Convio, Inc.
Convio Confidential Information 25

Targeted/ Personalized Emails
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Engagement: Asking For Input

26
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Engagement Outside Your Website
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Email Appeal Testing: Email

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

Wolf copy focus: 0.17% donation rate Match copy focus: 0.13% donation rate
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Multi-part Email Campaigns

■ 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 
campaign resend in 2008
yielded 28% more in
revenue. 

A July WWF renewal
resend increased revenue
by 79%:

- Original email subject:
“Please Renew Your WWF
Membership”

- Resend email subject:
“Reminder: Renew Your
WWF Membership”
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Making Fundraising Tangible
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Optimizing Ask Strings
■ 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
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Constituent Empowerment

Help Me go to Israel…
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Multi-Channel Marketing
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Multi-Channel Marketing: The Need

Direct mail and telemarketing

Email and Web

IM, text messaging, social media
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Integrated Approach Maximizes Results
- Coordinate the timing of on- and offline appeals

Example: Integrated tiger appeal preliminary 
results show 40% better response rate 

Envelope back

Online 
appeal, 
included 
envelope 

image

Online 
appeal, 
included 
envelope 

image

Offline 
appeal 

and 
envelope

Offline 
appeal 

and 
envelope
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And Lifetime Donor Value
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Annual Donor Value1

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

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

Sources: 
1. Convio/ Strategic One White Paper: Integrating Online Marketing (eCRM) 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

82.3%
70.1%

62.3%

$102.64

$191.35

$255.74
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Very Integrated Campaign Example

Dec 17-23 Dec 24-30 Dec 31-Jn 6 Jan 7-13
Jan 
14-20 Jan 21-26 February March

HRC.org Home Page 
Feature; 
Thermometer Up 
on Pages

Home Page 
Feature

Home Page 
Feature (focus 
on video)

Home Page 
Feature

Home 
Page 
Feature

Lightbox
Takeover

Standalone 
Emails

Email #1 –
Launch (12/17)

Email #2 –
Personal note 
from Joe 
(12/30)

Email #3 –
Focus on 
Politics (1/8)

Email #4 
– 1 Year 
out from 
Inaugurat
ion (1/20)

Email #5, #6, 
Deadline (1/24, 
1/28);
Partners asks

Other Emails E-News Feature 
(12/19)

Holiday Card 
(12/24)

Resolve Video 
(1/1)

Huckabe
e Action 
on Year 
to Win 
theme 
(1/16)

E-news post-
campaign 
report

Web 2.0 Initial Post, 
Thermometer Up

Post re: 
Holiday card

Post re: Video Web badge 
push

Post re: 
Results 
so far

Post re: 
Deadline

HRC BackStory Initial Post, 
Thermometer Up

Post re: 
Holiday card?

Post re: Video Post re: 
Results 
so far

Post re: 
Deadline

Mobile Text Last chance to 
give in 07 text? 
(12/31)

Deadline 
Reminder? 
(1/25)

Direct Mail Renewal 0 
begins returning
Envelope 
Closers

Renl 1 Drops
Membership 
Card & Sticker

Ren 2 Drops
Carbon Copy 
Package

Ren 3 Works
Annual 
Workplan

Telemarketing TM 1
TM 
Responsive

TM 2
General File
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The Role of Online 
Marketing with Major 

Donors: 

Wired Wealthy Study
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Demographics

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

■ 38% professionals; 15% retired
■ 90% Caucasian

Demographic questions: Q33-39
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Online Interactions
■ 90% buy stuff online (58% 

regularly)

■ 78% banking and bill-
paying online

■ 65% get news online (36% 
regularly)

■ 51% have taken political 
action online

■ 43% download or listen to 
music (18% regularly)

■ 39% view videos (11% 
regularly)

■ 25% read blogs (9% regularly)

■ 20% use SMS (10% regularly)

■ 8% comment on a blog
(2% regularly) Online habits questions: Q29-30
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Wired Wealthy Donor Clusters

Cluster Analysis

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.
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Relationship Seekers

Cluster Analysis

“It feels like there are so many 
challenges in the world…And I 
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.”

18%% Watch or download video
42%% Social network (approx.)
35%% Take political action 
13%% Read blogs 

Activities done online regularly:

42%% Read most charity emails
(75% or more)

16%%Visit charity web site 
regularly (once a month or 
more)

23%%Prefer mail
56%% Prefer online
86%% Have given online

$11,401/yearAvg. total gift (self-reported)
48 yrs oldAvg. Age

Relationship Seekers
29% (n. 995)
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All Business

Cluster Analysis

“As soon as you find 
organizations that try to keep 
individual profiles of their donors 
and cater to them, send their 
information to me.”

“I consider myself a very passive 
donor…many of the 
organizations it’s simply a 
monetary donation - don’t worry 
I’ll be back next year - and that’s 
really the extent that I want the 
relationship to be…so what 
could they send me that would 
turn my head? I don’t know.”

7%% Watch or download video
12%% Social network (approx.)
7%% Take political action 
6%% Read blogs 

Activities done online regularly:

9%% Read most charity emails
(75% or more)

1%%Visit charity web site 
regularly (once a month or 
more)

37%%Prefer mail
46%% Prefer online
75%% Have given online

$12,698/yearAvg. total gift (self-reported)
53 yrs oldAvg. Age

All Business
30% (n. 1022)



© 2008 Convio, Inc.
Convio Confidential Information 44

Casual Connectors

Cluster Analysis

“I do like learning more about what 
[the charities] are doing because I 
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?”

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

Activities done online regularly:

27%% Read most charity emails
(75% or more)

6%%Visit charity web site 
regularly (once a month or 
more)

30%%Prefer mail
50%% Prefer online
80%% Have given online

$9,212/yearAvg. total gift (self-reported)
50 yrs oldAvg. Age

Casual Connectors
41% (n. 1426)
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What does this mean?

It’s not 
demographics 

that define 
donors, it’s their 

behavior

Each requires a 
customized, 

targeted 
marketing 

approach to 
capitalize on 
their giving

Understanding 
proclivities of 
donor base 

creates huge 
opportunities 
to customize a 

fundraising 
strategy

More Effective Donor Management, More 
Effective Fundraising
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Web site question: Q20

Web Sites and Giving

■ Web sites are an 
important decision-
making tool
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Not a lot of bites at the apple…
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Email Attitudes and Behaviors

Email question: Q17sum1

Total
Relationship 

Seekers
Casual 

Connectors
All 

Business
% Agree 
Strongly:

I always open and glance at emails from 
causes I support

23% 40% 24% 5%

I like email updates that show how my 
money is being spent

22% 39% 23% 3%

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

I used to read more of the emails I get 
from causes and charities than I do now

13% 13% 11% 14%

Charity emails do a good job of making me 
feel connected to the cause

9% 19% 8% 0%

Charity emails are generally well written 
and inspiring

8% 16% 7% 1%

Charity emails that address me by my first 
name are too familiar

8% 4% 6% 16%
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Donors want more control 

What effect, if any do the following have on your inclination to make an additional 
donation in the future? (Q11sum2) 
A lot/somewhat more: 

Total 
Relationship 

Seekers 
Casual 

Connectors 
All 

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 I 
receive, so I only hear about 
the subjects I care about 

71% 77% 73% 62% 

 
“Upon becoming a new donor, I 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.”

Email question: Q11

“Instead of just checking a box that 
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.”
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Emails Most Likely to Make Donors Happy

■ Tax receipt
■ Annual renewal notice
■ Financial update/progress report 
■ And for some of your donors:
▶Action alerts
▶Success stories “how public 

radio made a difference.”

Email questions: Q18sum1, Q9sum2

“Very Valuable” Relationship 
Seekers

Casual 
Connectors

All 
Business

Action alerts 53% 33% 7%

Success stories 43% 27% 1%

“What I would like which they don’t 
all do and I 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.”
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Five Things to Start Doing Tomorrow

Assess your email calendar

Action Result

Get an “all business” and 
“relationship seeker” perspective

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

Plan a survey to assess recipient 
interests and preferences

Identifies relevant subject 
matter/channels for messages

Explore creation of a tax receipt
in January 2009

Communication that pleases 
most donors

Overhaul your newsletter;
Move primary control to fundraisers

Ensure a donor-centric 
communication
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Five Things to Plan for In 2009

Create preference center, tiered 
email options

Action Result

More targeted messages to 
supporters, increase % read 

Evaluate usability, Overhaul 
donor info on website 

Stronger case for giving on your 
website

Psychographic Profile Donors Better understand donor 
dynamics and needs

Expand options for relationship
seekers, especially video

Increase engagement with most 
engaging group

Create a permanent feedback loop 
with donors, including advisory panel

More touchpoints = more 
engagement = better relationship
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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


