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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 Feeding America, 
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



5© 2008 Convio, Inc.

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: Loyalty
At the end of today’s session, you 

should feel empowered to:

1. Communicate regularly with 
your supporters

2. Plan a year-end fundraising 
campaign

3. Understand the results of your 
campaign Your Homework…

▶ Watch this space for 
ideas on what you can 
start doing now…
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Outbound Marketing: Email Communications

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

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

■ Triggered Communications: Emails that are sent 
automatically when a new prospect joins the file.

Your Homework…
■ Develop an editorial calendar for all scheduled 

communications.
■ Working on producing newsletter for distribution 

between now and upcoming end-of-year appeal.
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Scheduled Messages: Email Newsletters

■ Forward to a Friend and 
Donate links above the fold

■ Excerpt-style newsletter, with 
monthly headline feature

■ Look remains 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”
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Scheduled Messages: Email Newsletters
■ 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. 
http://www.useit.com/alertbox/newsletters.html. June, 2006.
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Scheduled Messages: Regular Communications
eNewsletter Template Announcement Template
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Today’s Objectives: Loyalty
At the end of today’s session, you 

should feel empowered to:

1. Communicate regularly with 
your supporters

2. Plan a year-end fundraising 
campaign

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

Your Homework…
▶ Download a copy of the Convio Online Marketing Nonprofit Benchmark Index™ Study from 

customer.convio.com
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Why plan a year-end campaign?

Source: 2007 Department of Commerce retail sales data

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

While November and 
December accounts for 

22% of total sales

U.S. Retail Sales by Month
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Why plan a year-end campaign?

Source: Convio analysis of accounts during 2006 and 2007

83% of calendar year accounts for 
57% of total online fundraising

While November and 
December account for 

43% of total online 
fundraising



20© 2008 Convio, Inc.

eAppeal –
Campaign 

kick-off

Sent to broad 
audience

After a constituent donates in response to this campaign, they 
shift into the audience that receives stewardship messages.

Year-End Email Campaign Structure

Audience: 
Entire email 
file, minus any 
suppression 
lists

Audience: 
Individuals 
who have 
donated to 
this campaign

Stewardship 
eCard – warm 

holiday greeting 
and 

acknowledgement

Conditionalized
content speaks to 
donors vs. non-

donors

*received after 
donation completed

Last chance to 
give in 2008

Donation 
Confirmation 

AutoResponder –
includes tax receipt 

information

Sent 12/31
Conditional 

Content
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Year-End Campaign Example: Content
Campaign Kick-Off Stewardship eCard Last-Chance to Give
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Year-End Campaign Example: Timing
Campaign Kick-Off Stewardship eCard Last-Chance to Give

November 28 
through December 4

December 15 to 23*

December 31
*These dates are for 
December 25th/Christmas 
messaging; emails targeting 
Jewish supporters instead 
should be targeted around 
December 21st, the first 
night of Hanukkah this year.

Providing a “last-chance”
December 31st message, 
regardless of day of week, is 
key for targeting those 
motivated by tax deduction.
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Year-End Campaigns:  Bridging offline to online

Offline Proof Online e-Appeal
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End-of-year calendar planning

Send all messages—in 
particular the final 
December 31st

message—by target 
dates.

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

Send prepared messages 
on targeted day(s)

December

Have email (at least part 
one) completed and test 
sent.
TEST ALL EMAIL AND 
DONATION FORMS AS 

OUTSIDE USER!

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

Key 
Objectives

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

Brainstorming and copy-
writing. Design mockups 
if possible.

Type of 
work/
effort 

needed

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

Theme/message 
planning, draft copy and 
creative for appeal

Main 
Priorities

NovemberSept/Oct.

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

Your Homework…
▶ Beginning planning now for your year-end campaign including theme, copywriting, 

design and production.
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Today’s Objectives: Loyalty
At the end of today’s session, you 

should feel empowered to:

1. Communicate regularly with 
your supporters

2. Plan a year-end fundraising 
campaign

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

$150
$100
$50

Avg. 
Gift 
Size

50
30
10

# of 
Gifts

10%
4%
2%

Click-
through 

Rate

$7,500.5%30%10,000High

$3,000.3%20%10,000Middle

$500.1%10%10,000Low

Total 
Amount 
Raised

Response 
Rate

(blended)

Open 
Rate

File Size 
(usable)

■ Key indicators, such as response rates, will vary based on audience 
segment—i.e. previous donors perform better than non-donors. 

■ Defining an “average” gift can vary materially between organizations—
look at your own data to determine benchmarks.

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

■ 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:

▶ Number of Recipients
▶ Unsubscribe rate
▶ Open rate
▶ Click-through rate
▶ Number of Gifts
▶ Response rate
▶ Average Gift
▶ Total Raised
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Summary of Your Homework and Next Steps
■ 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

■ 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

■ 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...
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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


