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About Us

Patrick Hansen Kenan Pollack
Senior Interactive Consultant Senior Interactive Consultant
= Eight years experience non-profit web m  Twelve years experience Web site
site development, database development, content management and
development, and marketing marketing
n Four years R&D with IBM n Four years Web site and IT

= Published author with 12 patents management at Aid to Artisans

= Published book author and former
national newsmagazine reporter

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

= Manager of the Convio Go! Program

m Client list includes Feeding America,
National Relief Charities, National
Women’s Law Center, Paul Anderson
Youth Home

© 2008 Convio, Inc. 2 y C 0 n V I 0®



About Convio’s Client Success Services

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

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

s 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

ONLIN\
SUCCESS
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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

ONLINE
SUCCESS

&g convio
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Relationship Building Framework: eCRM

eCRM is the practice of using the Internet to build life-long
relationships with constituents

Acquiring and
cultivating warm
prospects

ONLINE \/
SUCCESS

&g convio
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Relationship Building Framework: eCRM

eCRM is the practice of using the Internet to build life-long
relationships with constituents

ONLINE
SUCCESS

Encouraging
interactive
opportunities
for engagement

gconvior
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Relationship Building Framework: eCRM

eCRM is the practice of using the Internet to build life-long
relationships with constituents

ONLINE
SUCCESS
Driving repeat
actions and
advancing

relationships

g/convior
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Today’s Objectives: Loyalty

At the end of today’s session, you

should feel empowered to: &’ %3
: : ONLINE |
1. Communicate regularly with S
your supporters )

2. Plan a year-end fundraising
campaign

3. Understand the results of your

campaign Your Homework...

» Waitch this space for
ideas on what you can
start doing now...

© 2008 Convio, Inc. 10




Today’s Objectives: Loyalty

At the end of today’s session, you

should feel empowered to: &7’ TR
: : - oNLINE N\
1. Communicate regularly with S {
your supporters A y
2. Plan a year-end fundraising i
campaign

3. Understand the results of your
campaign
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Outbound Marketing: Email Communications

s Scheduled Communications: Email communications
whose timing and execution can be planned well in
advance (i.e. eNewsletters, etc.).

s Timely Communications: Based upon specific events—
disaster, breaking news, etc.—which can drive awareness
but may arise unexpectedly in the course of the year.

m [riggered Communications: Emails that are sent
automatically when a new prospect joins the file.

Your Homework...

7 Develop an editorial calendar for all scheduled
communications.

7 Working on producing newsletter for distribution
between now and upcoming end-of-year appeal.

© 2008 Convio, Inc. 12 q ConVIO®




Scheduled Messages: Email Newsletters

Forward to a Friend and
Donate links above the fold

Excerpt-style newsletter, with
monthly headline feature

!_ook rerr_lains consistent from
Issue to issue

Headlines and features
change from month to month

Speaks to reader through
clear calls to action like
“Update Your Address,’
“Forward to a Friend,” and
“Learn more”

© 2008 Convio, Inc.

If you are unable to view the message below, Click Here to view this message on our website

pt.org
April 2008

In this Issue

Wwinter is gradually coming to an end in Yellowstone, Annual walf
collaring was recently completed, roads are being plowed, and
groundbreaking will soon ocour for the new Visitor Education
Center, Read on to learn what's happening this spring in
Yellowstone, and how you can get involved

Wolf Research is a Year-Round Effort

ST T Each winter, Yellowstone Walf Project staff
2 and volunteers brave frigid temperatures
and unpredictable weather on a daily basis
to conduct essential research on the Park’s
5 wolf packs, A typical day begins before first

- light with teams heading into the field to

locate and document wolf movements, kill
rates, hunting technigues, pack numbers, and wolf behavior,
Days are long and rarely end before dark, But the payoff is the
opportunity to contribute to one of the longest continuous
wildlife monitoring programs in Yellowstone,

Learn Mare ==
Spring Beckons Active Visitors to Yellowstone

Spring biking and hiking are great ways to
enjoy Yellowstone, Some greenery is starting
to sprout, waterfalls are thundering with
spring runoff, and Park visitation is lighter
than in the summertime.

For a limited time, certain roads are plowed
and made available to bicyclists and other non-motorized
activities, And even though vellowstone usually still has snow on
the ground in the springtime, there are numerous trails suitable
for spring day hiking.

Learn More ==

Contract Awarded for Visitor Education Center

Around three million people each year visit
Yellowstone, and most of thermn make a stop
at Old Faithful, Unfortunately, too many
leave the Park without ever having an
oppartunity to learn about Yellowstone's
volcanic past and the workings of the world’s
largest concentration of geysers and hot
springs. But soon all that will change.

Learn More ==

B
&g convio

Dear System,

You are receiving
ellowstone eMews at
support@canyio.com.

Click here to update your
profile ==

Online Roving
Rangers

Maw you can download a
Yellawstone Ranger ta yaur
cormputer or iPad

Read mare

Volunteer Anglers
Needed

vellowstone asks fly-fishing
visitors for help with native
trout conservation

Read more

Cycle for
Yellowstone

The 11th Annual Spring
Cycla Tour bansfits the
Yellowstans Park
Foundation

Read mars




Scheduled Messages: Email Newsletters

© 2008 Convio, Inc.

Recipients fully read only 19% of an
eNewsletter, often not scanning the
entire newsletter.

35% of readers scanned only a small
part of the newsletter.

67% of readers completely skipped
introductory text at the top of the
newsletter.

Average amount of time readers
spend on an eNewsletter after
opening it: 51 seconds

Notice the emphasis on reading the
first two words of the headlines.

“2006 Email Marketing Snapshot”, David Daniels, Jupiter Research, 2006
Email Newsletters: Surviving Inbox Congestion. Jakob Nielsen.
. June, 2006.
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Scheduled Messages: Regular Communications

eNewsletter Template

If you are unable to view the message below, Click Here to wiew this message on our website

Welcome to the first online edition of Food for Thought!

Your support of the Cleveland Foodbank is allowing us to do more than ever to
feed hungry men, wwomen and children across Northeast Chio - so much that we
cant say it all in our offline newsletter. Cur online edition includes last-minute
updates and neves available only to you as & member of our online community .
Like what vou see here? Please share this message with others and ask
them to join us in the fight to end hunger in our community

Great News - Foodbank to Receive Much Needed Food

Relief for hungry northesst Ohioans should arrive soon,
thanks to approval of the Farm Bill by the Congress last
weeek. The long-aveaited Farm Bill could not come st & mare
important time, as the demands of a faiing economy and rapid
increazes in food and fuel prices escalate the need for
hunger relief. At the Cleveland Foodbank alone, we estimate
that we will be able to provide an additional 1.5 milion meals
in northeast Chio in the year ahead, once this bill i finally
enacted.

Qur service territory's Members of Congress who woted in favor of the Farm Bill
included Sen. Sherrod Browen, Rep. Stephanie Tubbs Jones, Rep. Dennis
Kucinich, Rep. Steven LaTourette, Rep. Betty Sutton and Rep. Ralph Regula.

Pleasze take a moment to contact these members' offices and let them knowe howe
valusble their support of the Farm Bill is. For Senator Browen, visit
hittp:/brown.senate.gov/contact’; for Representatives, vist
hittp:/'www.house.gow for a listing of members,

April 2008 was a record-breaking month at the Foodbank!

This April, we distributed more food in & single month than
any other month in our history. The total was 2 275 645
pounds of food, which is enough for approximately 1.7 milion
meals for lowe-income people in northeast Chio. Cur
distribution continues to increasze in response to the
escalating need for emergency food in northeast
Ohio. Just last year, our member agencies in Cuyahoga
courty served 1 million more meals than they did the previous
year. Thanks to our grest volunteers, food and financial
donors, this critically important food iz available. We couldn’t do it without
your help!

© 2008 Convio, Inc.

fou are receiving the Food For
Thought eMewsletter by
request at
support@convio.com.

Click here to update your
profile.

You're Invited!

Harvest for Hunger Recognition
Cerermnaony on Thursday, May
29 at 8 a.m. at the Cleveland
Foodbank. Join us az we
celebrate the success of this
vear's Harvest for Hunger
carnpaign, the Foodbank’s
annual food and funds drive.
To RS¥P, please contact
Lindsay Doemrr- at
216-7328-2046 or
Idoerr@clevelandfoodbank.org

Food Drive at the Lake County
Captains Game

June 10th at 7 p.m.

Bring a non-perizhable itern
and receive $2 off the ticket
price to the garme. Visitors are
encouraged to donate “Super
Six" iterns, our most needed
food iterns, which include
peanut butter, tuna fish,
cereal, beef stew, canned soup
and canned vegetables, For
ticket information click here,

Community Support at Work!
For every $1 invested in the
Foodbank’s Fresh Produce
Initiative, we can make 21
pounds of fresh fruits and
vegatables susilable ta hungry
rmen, wormnen and children in
our community! Make a
donation today to help support
this program and all of our
food distribution.

Announcement Template

If you are unable to view the message below, Click Here to view this message on our website

I\
Cleveland
Foodbank

Dear System,

‘Welcome to the Cleveland Foodbank's online community—aour most effective way

to keep special friends like you up to date onthe fight against hunger in our region.

W are grateful for your interest in our mission and want to share our work with
you in & timely way. | is your generosity and concern that make our community's
efforts to fight hunoer successful. With community support, we can:

Provide enough food for more than 55,000 meals a day

Provide hot meals and nutrition education to at-risk children through
after-school programs

- Distribute over 4,000 prepared meals a day for local shetters, hot meal
programs and other feeding programs

Distribute 5.6 milion pounds of fresh fruits and vegetables annually to
families in need

‘Wi look forward to updsting you sbout our work—this is your community's food
bank, and we want you in the loop! You can updste vour profile or email address
or unzubscribe from our emal list st any time,

Pleaze share our nesws with your friends and family. Every hit of help you provide
iz important, whether it is through donsting, volunteering, or helping to spread the
sweord. Wie are glad to have you join uz in the fight against hunger—together we
are making & real differencel

@L‘L& G;q}%(.& CI).,LL

Anne Camphbell Goodiman
Executive Directar

Email: info iclewelandfondbank o
15500 South Wateroo Road, Cleveland, OH 44110
Phone 216 738 2265

The vital link between food and hunger

From the desk of -

Anne Campbell
Goodman

Your subscriptions:
Food For Thought
Advocacy Updates
wolunteer Updates

What's in our Food for
Thought newsletter?

Wiew 3 recent
online-only edition =

Copyright @ 2000-2007 Cleveland Foodbank, Inc., Al Rights Resened

This email was sent by the Cleweland Foodbank . Click hers to unsubserbe or change your email preferences. Click hers to contact us

fou may also wiew our Privacy Policy online.
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Today’s Objectives: Loyalty

At the end of today’s session, you

should feel empowered to: &7’ TR
: : - oNLINE N\
1. Communicate regularly with S {
your supporters X y
2. Plan a year-end fundraising i
campaign

3. Understand the results of your
campaign
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Email file size and online income potential

Median Housefile Size as of June 30, 2007, n= 419

Al verticals | [N 20,385 Email File Size #in Panel | Amount Raised
<10,000 95 $47,039
Animal Welfare 20,140 | 10,001-25,000 74 $115,685
25,001-50,000 58 $144,547
Association & Membership 12,173 50,001-100,000 42 $416,571
100,001-250,000 35 $680,587
Disaster & International Relief 12 818 250,001+ 23 $732,829
Total 327
Disease & Health Services | [N 19.124
envionment & wiite | N ;o
Human & Social Services | [ 8,067
Major Emailers 433,564
Public Affairs 15,067
Public Broadcasting Stations 32,267
Visitation, Performing Arts
g Lbraries | NN o194
0 10,000 20,000 30,000 40,000 50,000 500,000

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

&g CONVIO’




Why plan a year-end campaign?

10%1 U.S. Retail Sales by Month
14% -
12% -

10% -
9%

% gy 8% 8w gy

8%
8% 7% 7%

il

6%
4%

2%

13%

9%

0%

Sep

Oct Nov Dec

Jan Mar Apr May Jun
\\ / - ‘
' Y

83% of calendar year accounts for
78% of total online fundraising

Source: 2007 Department of Commerce retail sales data

© 2008 Convio, Inc.

While November and
December accounts for
22% of total sales
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Why plan a year-end campaign?

Fundraising by Month
40%
35% -
30% -
25% -
20% -
19% -

| 8% 8%
10% 1 4oy 4o, 5% 5% 6% 6% 5% 6% 7% ;

2% -
0% ..l.II.IIII

Jan Feb Mar Apr May Jun Jul Aug Sep Oct, Nov Dec

— A )

39%

Y Y
83% of calendar year accounts for While November and
57% of total online fundraising December account for
43% of total online
fundraising

Source: Convio analysis of accounts during 2006 and 2007
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Year-End Email Campaign Structure

Audience:
Entire email
file, minus any
suppression
lists

eAppeal —
Campaign
kick-off

Sent to broad
audience

v

Conditional
Content

Stewardship
eCard — warm
holiday greeting
and

acknowledgement

Sent 12/31

Last chance to
give in 2008

Audience:
Individuals
who have
donated to
this campaign

y

*received after
donation completed

Donation
Confirmation

AutoResponder —
includes tax receipt

information

A 4

Conditionalized

content speaks to

donors vs. non-
donors

After a constituent donates in response to this campaign, they

shift into the audience that receives stewardship messages.

© 2008 Convio, Inc.

20

&g CONVIO’



Year-End Campaign Example: Content

Campaign Kick-Off Stewardship eCard Last-Chance to Give

Spread, Joy 10 the Weorls B

Happy Holidays to ) Chpread Jey te the Vert/ T

You and Yours from

Winetd The Riverwalk

oser (Ll o Forzz s Cisoend  Hpearned the
Wowe Ll of Jerzz bi Clistreed - Fevrned the CWorltd
Jazz Family...

Thth wear an the air, & feat ©'m very proud ko omeished with the help of you pasrionate

and Santa’s little helpers
Elliott, Sebastian, and Jac!

Listen -
" Greetings
E from W hve £at our tights high—to thare this smad
. vof\u member of our antine vadien
Jim Cullum < S0
Give $120 0

e the top.

armnd, tarduiuctibla gt which wil pley
rge and small, will put the project on
e with ¥ even larger audience in 2007,

; T Share this Grnllnul Listen

with a Friend

ar being 4 part of the trad fx warldwid

fiee aecmgit oy wiarmst rmgards Far ¥ wery Hy

¥ and for the haartfalt mecsages. Neap thode mestage:
Trarl

Sinceraly,

C’%ﬂ; Eee. .

Citacal | rverwalazzon | guconvier

| mersiuzon | gGeanviat TallhFris uicribe | Updte Prof
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Year-End Campaign Example: Timing

Campaign Kick-Off Stewardship eCard Last-Chance to Give

N\ e Jey 1 the Wortd pread Joy te the e VAN oo )

Happy Holidays to
You and Yours from
The Riverwalk
Jazz Family...

and Santa’s little helpers
Elliott, Sebastian, and Jac!

Listen -
Greetings
from
Jim Cullum

T | Share this Greeting

| Listen
with a Friend

Citracal | org |

rrrrrrrrrr

December 15 to 23*

w Citacal | rvervaligazzon | gonvior

OV S —— *These dates are for
December 25%/Christmas December 31

November 28 messaging; emails targeting Providi qast-ch ,
- ; roviding a “last-chance
throuah December 4 Jewish supporters instead .
J should be targeted around December 31! message,

December 21st, the first regardless of day of week, is
night of Hanukkah this year. key for targeting those

motivated by tax deduction.
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Year-End Campaigns: Bridging offline to online

Offline Proof Online e-Appeal

GEETFHOLS-LF_LSA.gxd 1/2/07 10:43 AM Cmge 1 G) Client/Job Number: 06 STFH 015 | 1HE TRIM
| Project Name: 2007 Wintsr Renswal ALL SIDES S T . I. R A N C ] S
5T. FRAMNCIS HOUSE YESh! Iwantltosuppcrtthe 2007 Annual Fund to Gift Ask &
Background: Fight Homelessness. Array: Frutige!
Lg'\%:a‘ggg 20 07 A H'H'L{a[ F urld () $%X provides hot, nutritious meals for Eg?g“”
Purple TO FIGHT HOMELESSNESS X}(gﬁests. '
giw'.‘n”";é XXXCityXXXXXXX Drive () ‘?%hteflgselcéorrﬁzﬁt?ur guests to protect them - ‘
i ] . ear System, / . . - .
Bad 1212 () $xX gives many pairs of warm, clean socks, v Your dL)J’lathHb at ‘NLJI’k.
mittens and underwear for quests. Of all times to be homeless, winter is the Every dollar counts in the fight against homelessness
() Other § absolute worst. The bitter Mew England cold can
L ce: )
ID# KEYCODE Fi e?gg “ ﬁgtdniaei‘lywv:rigrﬁguﬂg?nn;rkgugumh;fluycukm next Give $10 to feed a hot, hearty lunch to five men and women
Mrs. John J. Sample R It v i who might go hungry without it
LW. Robbins Associates [ enough to get a bed for the night.
201 Summer Street A to provide clothes and protect a guest from the
Holllstan, MA 01746-5732 More than 800 poor and homeless men and elements
’ wormen visit St. Francis House every day, and :
&”ﬁﬂé‘a’%ﬁm’?ﬁm?ﬂmﬁﬁﬁw !O:;S;E?ﬁg?b:: our services are even mare critical during the Give $65 to provide an hour of professional mental health
maka any needed cormactions to your nama and address above and retum this winter months. Help us continue to serve counseling to ease a guest's troubled mind
¥ PLEASE DETACH HEFE ¥ e Boslon's needy by participating in the 2007
Annual Fund Drive 1o Fight Homelessness today Give $125 to finance one day of our Moving Ahead Program,
Ly W1t I € - reyples . L £t including termporary housing, for a student
Yo _l.[l‘ d(: rhII’lt_. ns at _1"»_(- I'k< I'UI | l- s In QI Vi HQ We count on the Annual Fund drive to allow us committed to finding meaningful employment and
Every dollar counts in the fight against homelessness H t- “ :- to provide food, clothing, health care, job training, leaving homelessness behind
. Nat we recelve counzeling and so many ather life-changing
$10 fe_edsa hot, hearty !unch t_ofrme rmen and women who ‘ semices to the poor and homeless each year. Give $500 1o serve a delicious, nutritious breakfast to everyone
might go hungry without it. st. Francls of Assisl who comes through our daors one morning
Mone of this would be possible without friends
$25 dothes and protects a guest from the elements. ELIND FERFS like you. Mo matter what the size of your gift, your help will make a difference. Please, help our guests rebuild their lives
$65 provides an hour of professional mental health counssling [ nd and leave homel hehind for gond
to ease a guest’s troubled mind. 2'007 Annu'a' Fu' )
N . . " % SsuUuPPORTTER With gratitude for your support,
$125 finances one day of our Moving Ahead Program, including 3 Mame:
temporary housing, for a student committed to finding H Mrs. Jane Sample Emtigeriszs
meaningful employmert and leaving homelessness behind. H s helping the poor and homaless h"{,’_‘jgin%f‘ “’(j/ (_/ )
$500 allows us to serve a delicious, nutritious breakfast to ; gquests of 5t. Francis House Frutiger 4 /\\, At ol -
everyone who comes through our doors one morning. 1 1042 [
Laam mare about the difference y * Karen LaFrazia
Visit www.st house. i
! TRIM Executive Director
14" GUTTER P.5. - A portion of all gifts received by April 30 will be matched by The Feinstein Foundation. So please - act now. Thanks
p g ¥ AR ¥ p
again
Tell-AcFriend
. . @
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End-of-year calendar planning

Getting an end-of-year campaign out the door in November/December
means starting now. Here’'s what to consider:

Main
Priorities

Type of
work/
effort
needed

Key
Objectives

Sept/Oct.

Theme/message
planning, draft copy and
creative for appeal

Brainstorming and copy-
writing. Design mockups
if possible.

Have theme and visuals
(borrowing from direct
mail appeal if possible)
nailed down.

November

Finalize, approve and
proof copy and design
elements. Build!

Begin production of
email and donation
forms and related pages
with proofed copy.

Have email (at least part

one) completed and test

sent.

TEST ALL EMAIL AND

DONATION FORMS AS
OUTSIDE USER!

December

Send prepared messages
on targeted day(s)

Complete production for
latter messages (if not
done already).

Send all messages—in
particular the final
December 315t
message—Dby target
dates.

>

Your Homework...
Beginning planning now for your year-end campaign including theme, copywriting,
design and production.

&g CONVIO’




Today’s Objectives: Loyalty

At the end of today’s session, you

should feel empowered to: 77 TR
S A
: : R (=
1. Communicate regularly with S {
your supporters X y
2. Plan a year-end fundraising i
campaign

3. Understand the results of your
campaign
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Year-end Campaign Metrics: Estimating Returns

File Size | Open Click- Response | # of Avg. Total
(usable) Rate through Rate Gifts Gift Amount

Rate (blended) Size Raised

Low 10,000 | 10% 2% 1% 10 $50 $500
Middle | 10,000 | 20% 4% 3% 30 $100 | $3,000
High 10,000 | 30% 10% 5% 50 $150 | $7,500

m Key indicators, such as response rates, will vary based on audience
segment—i.e. previous donors perform better than non-donors.
m Defining an “average” gift can vary materially between organizations—

look at your own data to determine benchmarks.

m Year-end appeals need multi-part messaging to provide supporters
repeat opportunities to give, including December 31st “last chance”.

m Direct returns shown. Does not account for whitemail—gifts that cannot
be attributed to specific appeals—which may account for 75% of funding.

Your Homework...
> Review your existing email appeal performance, including 2007’s year-end appeal
data if you have it to develop internal benchmarks.
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Year-end Campaign Metrics: What to Track

Track for each email message:

vVvvyVvVvVYVYY

© 2008 Convio, Inc.

Number of Recipients
Unsubscribe rate
Open rate
Click-through rate
Number of Gifts
Response rate
Average Gift

Total Raised

27
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Summary of Your Homework and Next Steps

m Learn more about email file size and income potential
» Download a copy of the Convio Online Marketing Nonprofit Benchmark
Index™ Study from customer.convio.com

m Work on getting a regular communication (stewardship) email to
supporters prior to end-of-year appeal
» If currently sending regular communications, evaluate your practices
» Develop an editorial calendar for all scheduled communications
» Produce and send regular newsletter to supporters in advance of year-
end appeals

m Begin work on year-end appeal including:

» If you can leverage copy and/or theme from direct mail appeal, start
there. Otherwise, work on developing a year-end theme and message
now for your appeal.

» Assign responsibilities and deadlines for tasks to get campaign
developed include copywriting, design, and production.

» Review previous email appeal data to develop internal benchmarks for
year-end appeal. Keep track from here on...

© 2008 Convio, Inc. 28 q C 0 n V I 0®
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Q&A

Submit questions by typing them into the question
text box and then hitting the “Ask” button

© 2008 Convio, Inc.
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Thank you!

You can access these slides and recording in our online
Community at:
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