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About Us

Kenan Pollack
Senior Interactive Consultant

■ Twelve years experience Web site 
development, content management and 
marketing

■ Four years Web site and IT 
management at Aid to Artisans

■ Published book author and former 
national newsmagazine reporter

■ Client list includes World Wildlife Fund, 
FairTax.org, Goodwill/Easter Seals of 
MN, American Diabetes Association

Patrick Hansen
Senior Interactive Consultant

■ Eight years experience non-profit web 
site development, database 
development, and marketing 

■ Four years R&D with IBM

■ Published author with 12 patents

■ Manager of the Convio Go! Program

■ Client list includes America’s Second 
Harvest, National Relief Charities, 
National Women’s Law Center, Paul 
Anderson Youth Home
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About Convio’s Client Success Services

* Utilize specialized partners

50+ person agency within Convio to provide clients with the strategy, 
interactive services and online marketing best practices to achieve 

ongoing success
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Webinar 101 Two-Part Series

■ Optimizing Your Web site 101 is focused on 
design and techniques for your Web site –
getting visitors in and getting them to stay

■ Effective Online Marketing 101 is focused on 
outbound marketing techniques and campaigns –
drawing visitors in through targeted 
communications
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Relationship Building Framework: eCRM
eCRM is the practice of using the Internet to build life-long 
relationships with constituents
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Relationship Building Framework: eCRM
eCRM is the practice of using the Internet to build life-long 
relationships with constituents

Strategically
drawing traffic 
into your site 
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Relationship Building Framework: eCRM

Acquiring and
cultivating warm 

prospects

eCRM is the practice of using the Internet to build life-long 
relationships with constituents
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Relationship Building Framework: eCRM
eCRM is the practice of using the Internet to build life-long 
relationships with constituents

Encouraging 
interactive

opportunities 
for engagement
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Relationship Building Framework: eCRM
eCRM is the practice of using the Internet to build life-long 
relationships with constituents

Driving repeat 
actions and 
advancing 

relationships
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Today’s Objectives: Motivation
At the end of today’s session, you 

should feel empowered to:

1. Evaluate your housefile and its 
health

2. Understand your housefile 
composition (Who’s in your file?)

3. Identify interactive tactics for 
learning more about your housefile

Your Homework…
▶ Watch this space for 

ideas on what you can 
start doing now…
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Today’s Objectives: Motivation
At the end of today’s session, you 

should feel empowered to:

1. Evaluate your housefile and its 
health

2. Understand your housefile 
composition (Who’s in your file?)

3. Identify interactive tactics for 
learning more about your housefile
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Basics: Housefile Terms & Definitions

Email Housefile

Hard BounceSoft Bounce

Unsubscribe & 
Spam Complaint

Undeliverable
Opt-Out

Usable File
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Basics: Housefile Terms & Definitions

For new or smaller organizations (even many 
larger ones), the vast majority of emails come 
from offline sources.

Offline Upload or 
“Data Sync”

eNewsletter, etc. 
signup

eCards
Online Donations

Your Homework…
▶ Apply what you already 

know about your offline 
names (from direct mail 
appeals, events, 
volunteers, etc.) to your 
housefile

Usable File
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Housefile Health: Is your usable file engaged?

Usable File

■ Your “usable” file means the 
emails are deliverable, but it says 
nothing about engagement. 
Some ways to measure that:

■ Email appeal open rate
▶ Average: 14%

■ Email appeal click-through rate
▶ Average: 2%

■ Email appeal response rate
▶ Average: 0.07%
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Housefile Health: Is your usable file shrinking?

■ Housefile attrition or “churn” can mean fewer online 
constituents even as you add new email addresses

How do we measure churn?

Churn = 
# Constituents Lost

Total File Size
Hard

Bounce

Spam
Flag

Opt
Out

%

Benchmarks:

~20% annual churn

~1.8% monthly churn
Source: Sample of 20 Convio clients; 2007-2008
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Housefile Health: Is your usable file shrinking?

■ Housefile attrition or “churn” can mean fewer online 
constituents even as you add new email addresses

How do we measure churn?

Churn = 
# Constituents Lost

Total File Size
Hard

Bounce

Spam
Flag

Opt
Out

%

Constituent360 Groups Any Registered User Edit

Your Homework…
▶ Take a monthly “snapshot”

of your housefile health; 
calculate and track your 
monthly churn rate
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Today’s Objectives: Motivation
At the end of today’s session, you 

should feel empowered to:

1. Evaluate your housefile and its 
health

2. Understand your housefile 
composition (Who’s in your file?)

3. Identify interactive tactics for 
learning more about your housefile
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Housefile Benchmarks: Donor Composition
Donors as Percent of Total Email File
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Housefile Benchmarks: Advocate Composition
Advocates as Percent of Total Email File
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Housefile Benchmarks: Donors Who Advocate
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Housefile Benchmarks: Advocates Who Donate 

Your Homework…
Download a copy of the 
Convio Online Marketing
Nonprofit Benchmark Index™
Study. Search “benchmark” at:
http://community.customer.convio.com
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Who’s in your file? 

■ This approach is direct and measurable
■ Clients or service recipients, not shown here, are often part of your 

file and may require special consideration in messaging.

Housefile Composition: Literal Segmentation

eCommerce

Volunteering

Events

Activist

Donations

Category

Lapsed/InactiveNon-BuyerBuyer

Lapsed/InactiveNon-VolunteerVolunteer

Lapsed/InactiveNon-ParticipantParticipant

Lapsed/InactiveNon-AdvocateAdvocate

Lapsed/InactiveNon-DonorDonor

Action? Yes, but 
not recently.

Action? No.Action? Yes.
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Housefile Composition: Behavioral Segmentation

Go viral: Send 
eCards, use Web 2.0 

promo tools, blog

Highly-motivated, 
invite/bring others

Send email/fax to 
elected official

React to key event or 
situation

Make a regular end-
of-year contribution

What do they do?

“Evangelist”Organization
Awareness

“Uberteer”Volunteering

“Rebel with Your 
Cause”

Advocacy

“First Responder”Donations

“Tax-I”Donations

Behavior LabelCategory

Your Homework…
▶ Identify three or four key segments and how 

you would invite them to take action.
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Today’s Objectives: Motivation
At the end of today’s session, you 

should feel empowered to:

1. Evaluate your housefile and its 
health

2. Understand your housefile 
composition (Who’s in your file?)

3. Identify interactive tactics for 
learning more about your housefile
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Using Interactions to Drive Segmentation
■ Each segment should 

have at least one 
opportunity to take 
action on your 
homepage

Your Homework…
▶ Add three or more 

segment-driven actions to 
add to your homepage
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Using Interactions to Drive Segmentation
■ Apply segmentation consistently 

across interactions
■ Pay special attention to initial 

touch-points

Your Homework…
Audit the experience of new constituents for consistency & segmentation opportunities
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Summary of Your Homework and Next Steps
■ Learn more about non-profit email file composition

▶ Download a copy of the Convio Online Marketing Nonprofit 
Benchmark Index™ Study from customer.convio.com

▶ Take a monthly “snapshot” of your housefile health; calculate 
and track your monthly churn rate

■ Implement a segmentation strategy
▶ Apply what you already know about your offline names (from 

direct mail appeals, events, volunteers, etc.) to your housefile
▶ Identify three or four key segments and how you would invite 

them to take action.

■ Use online interactions to build segmentation
▶ Add three or more segment-driven actions to add to your 

homepage
▶ Audit the experience of new constituents for consistency and 

segmentation opportunities
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Q & A
Submit questions by typing them into the question 
text box and then hitting the “Ask” button
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Thank you!
You can access these slides and recording in our online 

Community at:
http://community.customer.convio.com/community/webinars

And register for our next Webinar:

Optimizing Your Web site 101.4: 
Creating Effective and Engaging Forms -- Sept 10


