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Why This is Important

� Mid-level and major giving acutely impacted by 
the economy

� Traditional 1-1 relationship development model 
alone will not be enough

� Many of your major/ mid-level donors are online 
and have high expectations

� The Web can be a sourcing channel, a 
relationship channel, and a gathering place for 
donor intelligence
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Wired Wealthy Is…

� Large-scale survey of 23 major nonprofit 
organizations across various sectors, amassing  
3,443 “wired wealthy” donors, fall 2007

� Major insights and implications for donor 
management in general, and going in to a 
recession

� Diagnosed three predominant groups within the 
medium to high-dollar donor population
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Evolution of Learnings

Then (2008)
• Onset of greater understanding of mid-

level+ donors

• Illustrated that the Internet is a viable 
channel for this group

• Unique segments indicated need for 
more customized marketing/ 
fundraising

• Clearly indicated preferences and 
frustrations with NP communication 
channels

• Outline “to-do” list for NPs to build 
better strategy

Now (2009)
• Findings even more relevant, stakes 

are even higher

• Greater need for customization, 
minimizing frustration, grabbing the 
donor’s attention, building the 
relationship

• Witnessed these findings in action

• Examples of methods that please 
donors

• Case study of WW findings 
implemented
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Donor behaviors…

� Multi-channel givers

� Have been on line for 
many years, active in 
many online activities

� Under-represented in 
organization’s email 
files - on average, only 
25% of file have email 
addresses

� Donors are not a 
monolithic group

� 90% buy stuff online 

� 78% banking and bill-paying online

� 65% get news online 

� 51% have taken political action online

� 43% download or listen to music 

� 39% view videos 

� 25% read blogs 

� 20% use SMS 

� 8% comment on a blog
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Wired Wealthy Donor Clusters

Relationship 
Seeker 

29% of donors

Want a relationship with 
organization

Biggest opportunity for 
engagement, likely to 
partake in opportunities to 
connect emotionally, online

Casual 
Connector 

41% of donors

Swing voters

Difficult to predict/satisfy

Some opportunity for 
engagement, want a 
connection, but not a 
relationship

Need more hand-holding than 
the all-business group

All Business

30% of donors

Transactional relationship 
only

Little opportunity for 
engagement, if any. In-
roads are mainly actions 
or items that make it 
easier for them to donate.  
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Wired Wealthy Donor Clusters

“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.” –Casual 
Connector

“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.’” -
Relationship Seeker

“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.” –All 
Business
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Top six things you should know…

1. Limited opportunity for a website to capture a 
donor’s attention, and most miss.  Donors visit to 
do some research, give or renew, and generally 
leave uninspired  

2. Websites are not considered particularly well-
designed, easy to navigate, or, make it easy to 
give

3. An appetite exists for more online connection via 
video, chats, forwarding a message, blogging or 
participating in a podcast.  This is especially the 
case for relationship seekers
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Top six things you should know…

4. Donors are inundated by charity email, and read selectively.  
Pieces they do read generally leave them feeling unmoved, or 
uninspired.  Many feel they are not well-written.  Emails are 
not a bad strategy, just the current form could stand 
examination and improvement
• Relationship seekers are most likely to read emails
• For them, email is a good mode of communication provided the 

message hits the mark

5. Donors want more control of how they communicate with 
organizations – both frequency and content

6. Some messages really make donors happy - tax receipts, 
success stories, progress reports, and reports of how a charity 
spends its money
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Top six things to do…

1. Know your donors and service them accordingly 

2. Critically examine major donor touch points

3. Hone your value proposition and primary message

4. Begin or continue confidence building

5. Cultivate, cultivate, cultivate  

6. Major gift officers are part of online giving strat egy
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Best Practice Fundraising Website Example

� Giving promoted prominently 
on home page

� Respectful of typical reader’s 
web-browsing habits (brevity, 
layout) 

� One feature element, multiple 
secondary features

� Dynamic visuals, including 
engagement video

� Multiple tools to engage

� Reader-oriented category tabs

� Short text blurbs and bold 
graphic “ads”

� All content is “above 
the fold”
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Email Subscription Management: Nonprofit Examples
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Email Opt-Out Options: Nonprofit Examples
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Email Subscription Management: Commercial Example
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At bottom of page, opt out offers options

Email Opt-out  Design: Commercial Example
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Email Opt-out  Design: More Commercial Examples
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Small Nonprofit Email Success Message

Reporting Success
• Number of pets adopted in 2008
• Substantial increase from 2007 

Perspective on 2008
• Intakes 
• Increase in need/number of animals due 
to foreclosures, economic crisis making pet 
care unattainable 

2009 Commitment 
• Recognize new and difficult challenges on 
the horizon 
• Continued commitment to the mission
• Eyes on the future, forward thinking
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Case Study in Progress: Conservation International

■ Historically focused on major gifts with only recent 
development of membership / smaller gift program

■ Wired Wealthy is our audience, in online giving, event 
attendance, and offline giving

■ Study findings consistent with our own research

■ Study release coincided with launch of our first 
integrated brand campaign – Lost There, Felt Here

■ Study results helped build a plan that capitalizes on the 
science power and star power of CI
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Principles of Communication

1. Highly personalized and donor controlled

2. Treat donors as serious program partners

3. Maintain a disciplined narrative arc with complete storylines

4. Plan a high ratio of cultivation to appeals

5. Provide multiple opportunities for two-way communications

6. Give donors things they value to encourage word of mouth

7. Use video

8. Develop a quasi-directed giving program

9. Select our niche and stick to it
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Disciplined Narrative Arc
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Disciplined Narrative Arc
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High Ratio of Cultivation to Appeals

Cultivation

■ Pandas

■ Digital Magazine

■ Nov eNews

■ Climate Change By The 
Numbers

■ Dec eNews – 2008 year in 
review

■ Our Gifts to You

Appeals

■ Kick-off Appeal  from CEO

■ Gorillas

■ Tom Friedman video message

■ Tigers

■ Calendar Premium

■ Last-minute Gift Idea

■ Dec. 26, 28, 30, 31 – Match 
Appeals
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Pandas

■ Pure cultivation

■ Use of video

■ Reports on fieldwork in 
China

■ Climate change and 
forests as the larger 
context
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Digital Magazine
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Climate Change By The Numbers

Narrative arc

Forward to a Friend
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� Narrative arc 

� Use of video

� Reports on conservation 
success

� Climate change and 
forests as the larger 
context

Kick-off Appeal from CEO
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■ Treat donors as program 
partners with reports from 
field

■ Narrative arc?

Gorillas
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■ Use of video

■ Narrative arc

■ Stick to our niche

Video Message Tom Friedman



46th AFP INTERNATIONAL CONFERENCE ON FUNDRAISING — w ww.afpnet.org

eNews Update

Report on 
success

Cultivation
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Tigers

Narrative arc
Report back
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Our Gifts To You

■ Cultivation

■ Encourage word 
of mouth

■ Select our niche
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Million Dollar Challenge

■ Narrative arc
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■ Narrative arc

■ Urgency

Last Chance
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■ Network is a online 
community for 
gathering feedback, 
insight, comments 
and reactions

■ Began with survey of 
all donors and 
subscribers

■ Invited larger dollar 
donors who also 
showed high net 
promoter score to join 
Insight Network

Insight Network -- Two-Way Communications
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Donor Feedback

“I think you have a really good touch in being inclusive without 
making it feel like a fundraising solicitation in every communication -
great job!”

“This was one of the absolute BEST e-newsletter/updates I have 
EVER received from any non-profit organization... and I work for 
one! Thank you for sharing very specific details about what you are 
doing and how our donations are making a difference. It's not only 
interesting to learn about these issues, but I also feel very connected 
to the cause.

“Just to say that I think channels of communication with CI are a lot 
more effective than when I first joined your organisation.  I really 
appreciated that, it makes people like me at the grass roots feel far 
more connected.”
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� Colleen McCulloch-Learch, learch@edgeresearch.com

� Vinay Bhagat, vinay@convio.com

� Beth Wallace, bawallace@conservation.org

� Mark Rovner, mark.rovner@seachangestrategies.com

Thank you


