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Traditional Direct Response Modelp

Prospects

Donors, Participators

Loyal Constituents

■ Rent/exchange 
donor lists from 
similar groups

■ Cost per dollar raised 
■ “Fish in the 

same pond”

■ Cannot access 
younger

p
for acquisition has risen 
from ~$0.50 in 1950s to 
$1.69 today

■ Limited cross-program

30-50%1%

30-40%
younger 
prospects who 
are not already 
on lists

■ Limited cross program 
coordination

99%
50-70%

Churn multi-year donors

Churn first year donors 
and event participants

Mailing non-responders 
is cost prohibitive

99%
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p

Sources: Estimates based on Convio experience and DMA research including 2005 DMA Response Rate Report, the 
Direct Marketing Association.  Professor Adrian Sergeant, at Henley Management College in Great Britain 



Finding and Retaining Donorsg g
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Source: Target Analytics donorCentrics Report



Fundraising Emphasis: Maturesg p

Gen Y

Boomers
Gen X

Gen Y

Civics
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Canadian Generational Giving
Civics
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61% Give
4.2M donors
$549 yr/avg
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Gen Y
$549 yr/avg
4.2 charities
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55% Give
2 7M d
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$100.

$200.
2.7M donors
$325 yr/avg
3.6 charities
$.8 B/yr 
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A Strategic Approach:  eCRMg pp

Reach out to new and 

MotivationOutreach Understand constituents’ 
interests and motivations, 
and engage them with 
regular, personalized 
communications through 

existing constituents online 
through “viral marketing” 
and integrated marketing 
campaigns

g
your Web site and email

ActionLoyalty Drive higher response with 
convenient online tools for 

Build enduring 
relationships by analyzing 
constituent data and 
refining your approach

donations, advocacy, 
volunteering and more
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How is eCRM Different?
A cost effective, scalable approach to building  

relationships and driving income

Major
Giving
Major
Giving

Few gifts, high 
donation amounts $ High touch

p g

Mid-level 
Giving

Mid-level 
Giving

Annual GivingAnnual Giving$

$ High touch

Annual GivingAnnual Giving

Product Purchase/Event 
Attendance

Product Purchase/Event 
Attendance$

Site Registrants/HousefileSite Registrants/Housefile

General PublicGeneral Public

High tech
High numbers 
of small gifts, 

purchases
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#1: REACH!#1: REACH!

Be everywhere theyBe everywhere they 
are:  website, email, 

Facebook, YouTube & 
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,
Twitter – roughly in 
that order of priority



Constituents have many different entry 
points to your organization p y g
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Your Website Is Critical

85% of “Wired Wealthy” 
are likely to visit your 
website before makingwebsite before making 
their first gift

Source: Convio Sea Change Strategies Edge Research
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Source:  Convio, Sea Change Strategies, Edge Research
http://www.convio.com/wiredwealthy



Video Depiction of what not to do…..p

http://www.youtube.com/watch?v=x-
5mIompIQ8&feature=player embedded
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5mIompIQ8&feature=player_embedded



Alberta Children’s Hospital Foundation –
Dynamic Registration Flowy g
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Alberta Children’s Hospital Foundation –
Dynamic Registration Flowy g
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Alberta Children’s Hospital Foundation –
Dynamic Registration Flowy g
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ACHF – Dynamic Registration Flowy g
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Example of an engaging websitep g g g
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Clean and Simplep
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Social Media – Facebook
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How can we achieve success with 
Facebook - Social Media Integration g
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Social Media – You Tube
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Submit favorite video and fill out email to enter 
contest. Others could sign up to vote.g p
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Social Media Twitter
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Operation Smile – Leveraging Twitterp g g
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Canadian Wildlife E-cards…Acquisitionq
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Acquisition – Petition for Climate 
Change g
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Petition for Climate Changeg
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Pledges for acquisitiong q
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#2. KnowKnow

Be interested in who 
they are, what they 

t d h thwant, and how they 
relate to you.

(Mind reading ability 
not required).
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http://www.flickr.com/photos/baccharus
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Who Are You?

Total Recipients:
2 1962,196

Opens:
947 (43 24%)947 (43.24%)

Click-Throughs:Click Throughs:
471 (21.51%)

R i i t A tiRecipient Actions: 
386 (17.63%)
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Survey your Constituentsy y
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#3. Welcome

B i t ti l i
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Be intentional in 
warming them up

www.flickr.com/photos/eelssej_ 



First Impressions Count!p

Supporter engagement decreases over time
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Time on Housefile
Source: Analysis of 3 major nonprofits



ACHF – Welcome Series
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ACHF – Welcome Series

37©2010 Convio, Inc.  |  Page



Ontario Association of Food Banks
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#4. Cultivate Be effective in# Cu t ate Be effective in 
your online 

communications
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http://www.flickr.com/photos/question_everything



Subject Lines Matterj

Short subject lines outperform long subject lines

40©2010 Convio, Inc.  |  Page Source – MailerMailer LLC 2008, based on number of characters in subject line



Open Rate vs. Subject Line Lengthp j g
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Where are you on this chart?y

Longer Lower
Source:  Email Marketing 
Metrics,  MailerMailer LLC 
2008 based on number of 
characters in subject line

Longer 
Subject 
Lines

Lower 
Open 
Rates

Shorter 
Subject 
Lines

Higher 
Open 
Rates
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Lines Rates



“Because of you” 
16 characters16 characters

Talk / Talk 
11 characters
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Good E-newsletter – Ontario Association 
of Food Banks
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Nature Conservancy of Canada – Good 
example of an E-newsletterp
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#5 Ask#5. Ask 

Be bold in soliciting g
gifts.

(Wishing and waiting 
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( s g a d a t g
is not asking)



What Motivates an Online Gift?
Other, 10%

Email, 36%

Telemarketing, 
13%

Direct Mail, 

S %

20%
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Search, 21%

Source:  2009 Convio Analysis of one Major Mailer Account



Canadian Breast Cancer Foundation –
Example of a good donation formp g
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Canadian Cancer – Donation Form
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Encourage Sustainer Giving Programs…g g g
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Canadian Wildlife – Purchase a “virtual 
Animal”
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End-of-Year:  A Campaign Approachp g pp

Taking a campaign approach 
to end of year fundraising can

Last Chance

to end-of-year fundraising can 
generate 4X the results

Sent on December 30/31st  raised
56% f t t l

Ki k ff

eCard

56% of total

Kick-off

Sent just before Chanukah / 
Christmas raised 19% of total

Sent mid-December 
raised 25% of total

52©2010 Convio, Inc.  |  Page Source: Convio analysis of 17 multi-part end-of-year fundraising 
campaigns in 2008



Campaign Timelinep g

MSG 
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#3#1 #2 #3
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Holiday Campaign – Message 1 Nature 
Canada
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Stewardship Holiday E-cardp y
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Nature Canada – Last Chance to Give
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Unexpected events – Ability to be timelyp y y
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Provide a “mission related” value add premium to 
their gift. Nature Conservancy of Canadag y
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Stewardship….Properly thanking donorsp p y g

59©2010 Convio, Inc.  |  Page



Stewardship - Keeping your 
Constituents informed of results
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Articulating what your contribution will 
accomplishp
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Effective Storytelling….Share success 
stories.
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Engage them in your fundraising..g g y g
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The Top 5 things you need to 
BE SUCCESSFUL online

1. Reach: Be everywhere they are 

BE SUCCESSFUL online

2. Know: Be interested in who they are

3 W l B i t ti l i i th3. Welcome: Be intentional in warming them up

4. Cultivate: Be effective in communicatingg

5. Ask: Be bold in soliciting gifts and making sure 
to properly steward them after the gift. to p ope y ste a d t e a te t e g t

64©2010 Convio, Inc.  |  Page



Create Online + Offline Connection
• Research tells us that a multi-channel approach is the only option 

for reaching across generational constituencies and for planning for 
th t tithe next generation.

• Key tactics will ease the migration to incorporate digital channels as 
Boomers come on line and younger generations make moreBoomers come on line and younger generations make more 
significant financial impact.

• Online feeder acquisition
• Multi-channel campaign methodology
• Segmentation methodology
• Donor management database• Donor management database
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Online Feeder Acquisitionq
• In the multi-channel world the goals of any online fundraising manager 

should extend beyond revenue raised online, but the ability to influence the 
overall relationship through online campaignoverall relationship through online campaign.

• Online must serve as a list acquisition channel for offline campaigning, 
similar to capturing an email address in offline channels.p g
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Integrated Marketing: Retention Rates

Source: Analysis by StrategicOne and 
Convio for SPCA of Texas – a regional 
animal welfare organization

Multi year donors per segment:
Online Only: 37
Offline Only No eCRM: 12,555
Offline Only eCRM: 1,389
Dual Channel: 1,588

■ Lifetime value is driven by a lift in retention rates
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Integrated Marketing: Annual Valueg g
Donor Value over 12 Months

$247 66

$300.00

$187.47

$247.66

$200.00

$250.00
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e

Donors per segment:
Online Only: 253 donors
Offline Only No eCRM: 
55,042
Offline Only eCRM: 2,844

$107.38
$96.25

$100.00

$150.00

12
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o 
D
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 O e O y eC ,8
Dual Channel: 3,143

$0.00

$50.00

Online Only Offline Only Off line Only w / Dual Channely y
No eCRM

y
eCRM

Donor Description

Coupled with lifting gift frequency and hence annual value
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68

Coupled with lifting gift frequency and hence annual value



The Integrated Marketing Effect g g
• Engaging offline donors online greatly enhances their value

Lifetime Donor ValueLifetime Donor Value

$800

$1,000

ue
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$694
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Offline Only Offline Only w/ eCRM Dual Channel

O
ffl
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e 

Offline Only 
No eCRM

Offline Only w/ eCRM Dual Channel

Donor Description

Offline Revenue Online Revenue
Source: Analysis by StrategicOne and 
Convio for SPCA of Texas – a regional 
animal welfare organization
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Donors per segment:

Offline Only No eCRM: 55,042
Offline Only eCRM: 2,844
Dual Channel: 3,143

Note: Metrics exclude transactions $10k+ 
and one time only donors



Fundraising Performance Metricsg
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Increased competition for wallet share.  Be the 
organization that is “15 minutes ahead”.

shoes
g
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Q&A

Thank you!Thank you!

Kenneth Kuhler – kkuhler@convio.com
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