Integrated
Campaigns

How to make your online and offline
efforts work together
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Why are you here?
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A Whole New Level
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The value of
multi-channel
donors

Data from

donorCentrics™ Internet Giving Collaborative
Benchmarking Report (December 2008)

presented by Nick Allen

2 Donordigital

ONLINE FUMDRAISING = ADVOCACY = ADVERTISING



Online revenue and donors as
%0 of totals (most successful)

m Donors: 15%
m Revenue: 17.5%



Why bother?

m Use more touch points, get more $

m Figure out how donors like to
communicate

m Invest In retention and long-term
value



Demographics: online v. mail

m Younger
m Online: 35-64
m Mail: 65+
m 149% online donors 65+
m Online sweet spot: 50s

m Higher household income

m Gender
m Gender ratios similar online and off
= Men give more than women
m Online women give more than offline men



Offline, online, both

m Offline v. online average gifts
m $79 v $154
m $79 v. $148
m $52 v. $74

m Offline v. online multi-channel
donors

m $212 v. $302
m $192 v. $258
m$115 v. $157



Online to mall.....

m Online-acquired donors giving by
mail or phone: 15-25%

m Mail-acquired donors giving online:
6-7%



Retention, conversion

m Mail donors give more Iif they have
e-mail address on file

m Longer a donor giving by maill, less
likely she will also give online

m Longer a donor on file, more
revenue/year, both channels

m Multi-year retention rates a little
lower for online



Multi-year retention: # sources

m Offline donor, 1 source: 66%

m Offline donor, 2+ sources: 81%
m Online donor, 1 source: 59%

m Online donor, 2 sources: 75%

Sample organization, Target Analytics
donorCentrics Internet study, Dec. 2008



Multi-year revenue per
donor migration, 2007-08

Donors giving online and offline 2007
m 2008 offline only: $386
m 2008 offline and online: $561
m 2008 online only: $453
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Preservation Nation
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FREE E-NEWSLETTER

Get Connected with News, Events & Alers

|Y0ur email here

BECOME A MEMBER

Join today and your gift will be matched
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STORY OF THE DAY A Guide for States HOW YOU CAN HELP
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Portland Debates Fate of Modernist pases both threats and Join
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Renew Your Membership




Challenge: Develop online membership renewal
pathway integrated with 9-part traditional direct
mail package

Goals:

® |ncrease renewal income

Increase retention rate

Lower costs

Foster additional membership communications channels
Learn about how members would respond to online appeals

Increase affinity of all donors to online activities
» Get offline donors used to and comfortable with Preservation
Nation even if they didn’t renew online



eRenewal Series

NATIONAL
TRUST

e O-part email series to dovetalil
with direct mail drops
 Condensed language

« Carry over images from direct
mail package

 Renewal language and
images imbedded throughout
website and targeted to
individuals in renewal cycle

FOR
HISTORIC
PRESERVATION’

www . PreservationNation.org
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R1

R2

R3
R4
R5

R6
R7
R8
R9

Timing

4 months prior to renewal

3 months prior to renewal

2 months prior to renewal
1 month prior to renewal

Month of renewal

Month after expire
2 months after expire
3 months after expire

4 months after expire

Your membership expires soon; Split
messaging b/n multi-year & 15t year
members; expiration date published

Impact reminder

Benefits reminder
Magazine reminder

Deadline: renew by certain date to not
receive more mailed notices

Monthly options available
Mission reminder

Critical needs reminder



Challenges

» Limited % of emails for off-line donors

» Less than 25% of email house file as donors

 Many of emails gathered through data-synch—would they
respond to online approaches? How would they react?

» Direct mail program very established and successful.

 Management distrust of online delivery mechanisms

* Who would implement? Direct mail team? Membership?
Fundraising?

* Would members adopt?

» Limited understanding of what online members expected

Opportunities

e Decrease hard costs

* Increase online engagement

e Tap into momentum of new website and presence among
members



The Team

Management: risk/uncertain outcome

Fundraising team: coordinate asks & messaging in
offline series (i.e., emphasized need for dynamic ask
strings); drive offline members to give online, increasing
registrations

Offline data managers: agree to support via monthly
selects; comfort with timeline

Engagement staff: build & send messages; testing;
group uploads; reports

Consultants: best practices, industry
experiences/approaches, condensed language, send
schedule, blending with other communications packages



Results
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 Implemented March 2008

Immediately drove
eRenewal income above
prior year levels

e eRenewals continue to
drive online revenue and
growth
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Results

eRenewers Date of 15t gift

2003 2002 « Strong adoption rate
.  Historic donors responding
v 2008 enthusiastically
2009 « Data sync donors adopting online
process

* Online constituents confirming
online preferences

2007

W 2008 W 2007 W 2006 W 2009 W 2005 W 2004 @ 2003 eRenewer Origin
T —

Full Registration

Donation
Data Sync Import
H Donation B Forwarded Email Tell-A-Friend
W Data Sync Import B Cuick Registration W Email Upload
| Full Registration B Advocacy Alert B Other

W Survey W Admin Registration



Results

eRenewals 28.31% 4.69% 2.6%

NTHP 25.58% 5.14% 0.14%
eNewsletter

Convio 20% 2.0% 0.13%
benchmarks

« Strong email responsiveness



Taking It to the next level

* Refresh series

— Freshen images/some content

— Testing rotation of asks

— Testing pitch and messaging of asks
- Incorporate new online-only features

- Increase personalization of asks

- Add expire dates



Bigger/Better Integration

e Catalyst for organizational shift to online
fundraising

— Support to invest in email append
« Secured additional 12,000 emails for existing members

* Driving more sophisticated online engagement
— Mission-connected engagement campaigns
— This Place Matters
— Partners in Preservation



This Place Matters
YWY ﬁ(\: ™  Integrate multiple

> Uplond a phota of your pace | platforms: social
wep | ot | Ter networking, email,
partner collaborations

THIS PLACE MATTERS ' Engagement effort
View Ihe places ihat matter all across the country — and 3dd vur placs to our Map! th atm akeS

preservation
accessible to all;

e Multiple membership
acquisition channels:
online acquisition and
snail mail

« Affiliate group
organizing

* Future opportunities:
Magazine story




Parthers In Preservation

login

AMERICAN EXPRESS e \oters fed into
Partners in Preservation engagement pathway
PARTMER® (Greater Boston Initiative stome

P————— campaign for

' membership and
sustained online
engagement

-« Acquisition: email
rotations, direct mail and
telemarketing

SRS Next steps in place for
immediate cultivation

> f«lm.n R Welcome to the Greater Boston Homepage for the American CASTYOD
eam more about American Express , p ) . .
Partners in Prasanation Express Parinars In Preservation Program ¢ Tell us which  ® Blended W|th Ofﬂ|ne
> Explore Help American Express and the Mational Trust for Historic care aboutm 2 2
Discover the herilage of Bosion Preservation give away $1 million in preservation grants to pro mOtI on cam pal g ns by

sites



| essons Learned

1. Start with lower risk to make the case to
leadership for higher profile initiatives

— Be prepared for the bar to move following success

2. It takes a village to support the program

— And it may take time to convince your villagers to
give it a try

3. Learn from your results

— Be willing to test assumptions, move forward from
analysis

Last Slide
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Sarah Durham

e active blogger
e tweets @ bigducksarah
» host of Nonprofit Jungle podcast




Quantity: 2,000
Final size: 4.25”" x 6”
2/2 color
The Pledge to e Stock: Cougar opaque
e Duche #80 cover
Wafer seal, vertical

perforation,
I score & fold
iR e ey Mail fulfillment
Total cost: $3,220.80

Pledge to End Duchenne Postcard




1. iPetition

2. Petitions on Ning

3. Democracy in Action
4. Care 2 petitionsite

Parent Project Muscular Dystrophy > Fundraising > Online petition options
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o puckenne | Muscular Dystrophy

Together we can end Duchenne
Togaihar we will end Duchenne

O M T tmorinve e bremient, ity f B e fng-tern ntioek far 8 |Sdihal etectrd by

Parent Project Muscular Dystrophy > Fundraising > Sign the Pledge Email




Parent Project Muscular Dystrophy > Fundraising > Sign the Pledge Webpage




']
Pledge to End Duchenne

Signatures | Total: 3,039

# First Name Last Name  State
1 rvan fischar MY
Joanna Brown OR
Christine Piacentino MY
Katherine Sciolto MY
Liz Brandwood MY
Cramn Gundarrman KS
Sonny Bu: MY
Scott Moa

Farra Trompeter MY
10 knislen Blai MY
11 Ron

12 Pat long O
13 Constancs

14 Mary

16 Tanya Flarming

16 Halan Polimani

17 Cara Manzi

1B Pat & Mike Flynin

18 Andrea Memado

20 Dedra Herald

21 Elizabetn Dr

22 Erin K

23 Paity

2
3
4
5
]
T
B
a

Parent Project Muscular Dystrophy > Fundraising > Sign the Pledge Webpage
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END DUCHENNE

1) Gat the sigi

1) Take your photo,

Parent Project Muscular Dystrophy > Fundraising > End Duchenne Photo Campaign Email b




flickr

Homa The: Towsr Sign Up Explore

PP End Duch_enne_ L

MDD Grow Foa

Sign the Pledge Flickr page




Parent Project Muscular Dystrophy > Fundraising > End Duchenne Photo Campaign Webpage b
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Parent Project Muscular Dystrophy > Fundraising > S.T.l.R. Email




Parent Project Muscular Dystrophy > Fundraising > Sign the Pledge Donation Webpage
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Parent Project Muscular Dystrophy > Fundraising > You're Amazing Email




'::'::thm”#' Lﬁnfﬂupumu % raised Avg gift

Date Sent

7/2/08 | 6% 2,938 signatures (3561  [$42.17
7/16/08 10% 270 photographs [$500  [$250.00

40 new/upgrades;
7/30/08 5% I5% increase in  [$1,607 [$40.18

monthly revenue

8/20/08 | 1% $20.00 $20.00

Parent Project Muscular Dystrophy > Fundraising > Sign the Pledge Email results




Postcard signatures

Online petition signatures

Pictures uploaded

New sustainers

Last Slide

Parent Project Muscular Dystrophy > Fundraising > Total End Duchenne campaign results




Workshop

Think of a successful campaign from last year

— Fundraising, Advocacy, Awareness, Recruitment
What was the campaign issue in focus?
Why was it successful?

How did you promote it?




