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About Us

Patrick Hansen Kenan Pollack
Senior Interactive Consultant Senior Interactive Consultant
= Eight years experience nonprofit 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
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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

BUILD CAPACITY

PLAN
& DESIGN

-
-
=
&
-
-
= .

Academy Strategy

SEM & _
Web Analytics* Benchmarking
Research

& Analytics*®
Information
Virtual I
Administration S — Architecture,

User Experience

EXECUTE

Campaign

Management Design®

* Utilize specialized partners

© 2008 Convio, Inc. 3 | y CO n V I 0®



$3+ Billion Is A Click Away

= A new study by Convio and
JupiterResearch found:

g convior

$3 Billion Is
A Click Away

» An estimated 89.5 million online US
consumers plan to give more than
$3 billion to nonprofit organizations
during the holiday season of 2008

L R AR AR RRRR Rk k]

s Will your organization be one
of the lucky recipients?
Don't leave it up to chance...
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Planned Spending over the 2008 Holiday Season

Some 46% of the group
who said their financial
situation became
substantially worse over
the past 12 months still
plan to donate online
this holiday season.

Also, 46% of 18-24-
year-olds and 50% of
25-34-year-olds plan to
donate online, with 13%
planning to donate more
this year than last

© 2008 Convio, Inc.

Planned spending over the

2008 Holiday Season

LJS Online Adults (age 18+)

The Convio survey (conducted
by JupiterResearch) asked a
sample of 1756 millicn online
adults about their planned
spending over the 2008 holiday
season, including their plans
regarding charitable donations.
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Five Proven Tips

1. Send an appeal

2. Make it a multi-part
campaign

3. Leverage direct mall
4. Test your messaging

5. Send a year-end message
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Email file size and online income potential

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

All Verticals

Animal Welfare
Association & Membership
Disaster & International Relief
Disease & Health Services
Environment & Wildlife
Faith Based

Higher Education

Human & Sccial Services
Major Emailers

Public Affairs

Public Broadcasting Stations

Visitation, Performing Arts
& Libraries

© 2008 Convio, Inc.

_ 20,385 Email File Size # in Panel Amount Raised
<10,000 95 $47,039
20,140 | 10,001-25,000 74 $115,685
25,001-50,000 58 $144,547
12,173 50,001-100,000 42 $416,571
100,001-250,000 35 $680,587
12,816 250,001+ 23 $732,829
Total 327
N 7
I - 53
B s o057
433,564
15,067
32,267
10,000 20,000 30,000 40,000 50,000 500,000
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Why plan a year-end appeal?

16% -

14% -

12% -

10% +

U.S. Retail Sales by Month

0 9%
% gy O 8% gy 8%

13%

9%

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

Source: 2007 Department of Commerce retail sales data
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While November and
December accounts for
22% of total sales
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Why plan a year-end appeal?

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

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

5% -
wIEE RN ARRERANI

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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Five Proven Tips

1. Send an appeal

2. Make it a multi-part
campaign

3. Leverage direct mall
4. Test your messaging

5. Send a year-end message

© 2008 Convio, Inc. y CO n v I o®



Tip #2. Multi-Part Campaigns

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.
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Tip #2. Multi-Part Campaigns

Campaign Kick-Off Stewardship eCard Last-Chance to Give

Spread, Joy 10 the Weorls B

(: /7)!‘/'(!(/ ) 7(.:/ teo the /yr//;/ [ Donate ]

Happy Holidays to
You and Yours from

Liser Lot o Jorzz s - Bhavrerd  Fhpesrseed the ' MWontd

The Riverwalk Yot (G o, Frazz b CHlarerd - Hovisnol the Word
Jazz Family...

in tt THEh wear on the air, § feat ' very proud b have secomeished with the heln of vou parrionate

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

Listen -
Greetings
from
Jim Cullum

are this Greeting

| Listen
with a Friend

Sh,
SS—— | dmctuctitiln gift which wil ply
small, will put the project on 1

0T,

Sincerely,

C’.%q; Cse.

Citacal | rverwalazzon | guconvier

| menalguzey | guconvier
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Tip #2. Multi-Part Campaigns

Campaign Kick-Off Stewardship eCard Last-Chance to Give

pread, Joy 1o the Wortd — 2T pread Joy te the e VAN oo )

Happy Holidays to
You and Yours from
The Riverwalk

[
bTEEWALL

Jazz Family...

E 1 and Santa’s little helpers
i 8. . = A . .
on nutlenca, and whad fof yous suppon | o e n"‘ " Elliott, Sebastian, and Jac!

e o . i Listen -
Greetings
from
Jim Cullum

T | Share this Greeting | Listen
with a Friend

Citracal | o | gy

C’.%M Cove .

December 15 to 23*

Citacal | rverwalazzon | guconvier

*These dates are for
December 25t/Christmas December 31

November 28 messaging; emails targeting

th roug h December 4 Jewish supporters instead
should be targeted around

December 21st, the first
night of Hanukkah this year.

Providing a “last-chance”
December 315t message,
regardless of day of week, is
key for targeting those
motivated by tax deduction.
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Five Proven Tips

1. Send an appeal

2. Make it a multi-part
campaign

3. Leverage direct mail

4. Test your messaging
5. Send a year-end message
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Tip #3. Leverage Direc

Background:
1333 tirit of
PMS 2673

Furple
City/Drive:
Fnt};iger 65
Bodd 1242

OESTFHOLZ-LF_LSR.gxd 1/3/07 10:432 M Fmga 1 G)

Offline Proof

Client/Job Number: 05 STFH 015
Project Mame: 2007 Winter Renswal

5T. FRANCIS HOWSE

2007 Annual Fund

TO FIGHT HOMELESSNESS

YES! | want to support the 2007 Annual Fund to
Fight Homelessness.

{ ) $XX provides hot, nutritious meals for
XX guests.

{ ) $2 helps clothe our guests to protect them
trom the elements.

() $XX gives many pairs of warm, clean socks,
mittens and underwear for guests.

() Other $ _

KEXCity XXXXXXX Drive

ID#  KEYCODE
Mrs. John J. Sample
LW. Robbins Assoclates

1HE" TRIM
ALL SIDES

Gift Ask &
Array: Frutige!
EE Aoman
124z

201 Summer Street
Hollistan, MA 01746-6789

Plesea maks check payable to 5t Francls Housa, PO, Box E5859, Boston, MA
OZ2OECHES. Your contrbution b deductible for Income tax purposss. Pleass
raks ary nesded commections to your name and sddress sbovs ard retum this

B EASE e T I b form for our rescrds. Thank you for your suppert. Plasse ses other sids.

Your donations at work: “For it 15 In q”“u:

Every dollar counts in the fight against homelessness

that we receive”
St. Francls of Assisl

510 feeds a hot, hearty lunch to five men and women whao
might go hungry without it.

825 dothes and protects a guest from the elements,

$65 provides an hour of professional mental health counssling
to ease a guest’s troubled mind.

$125 finances one day of our Moving Ahead Program, including

temporary housing, for a student committed to finding
meaningful employment and leaving homelessness behind.

2007 Annual Fund

s uPPORTER

Mrs. Jane Sample

15 helping the poor and homealess
quests of 5t Francis House

S500 allows us to serve a delicious, nutritious breakfast to
everyone who comes through our doors one morning.

W thark o - plese detah o leep ¥

© 2008 Convio, Inc.

Mame:
Frutiger 55
Roman 12pt
Is halpin%:
Frutiger 41
Light tali:
1042

TRIM
14" GUTTER

t Mall

Online e-Appeal

SN

FRANCIS

Dear System,

Of all times to be homeless, winter is the
absolute warst. The bitter New England cold can
be deadly when you don't know where your next
hot real will come fram or if you'll be lucky
enough to get a bed far the night.

More than 500 poor and homeless men and
wormen visit St. Francis House every day, and
our services are even more critical during the
winter raonths. Help us continue to seme
Boston's needy by participating in the 2007
Annual Fund Drive 1o Fight Homelessness today

We count on the Annual Fund drive to allow us
to provide food, clothing, health care, job training,
counzeling and so many ather life-changing
semices to the poor and homeless each year.
Mone of this would be possible without friends

and leawe hameal hehind far good

With gratitude for your support,

AR
“’/‘\({ Rt ,)){f%’;'ﬁ\

v

Karen LaFrazia
Executive Director

P.5. - A portion of all gifts received by April 30 will be matched by The Feinstein Foundation. So please - act now. Thanks

again

Tell-A-Friend

Every dollar counts in the fight against homelessness

Your donations at work:

: to feed a hot, hearty lunch to five men and wormen
Give $10 who might go hungry without it
m to provide clothes and protect a guest from the
elements.
; to provide an hour of professional mental health
Give $65 counseling to ease a guest's troubled mind

Give $125 to finance one day of our Moving Ahead Program,
including termporary housing, for a student

Give $500 1o serve a delicious, nutritious breakfast to everyone
who comes through our doors one morning

like you. Mo matter what the size of your gift, your help will make a difference. Please, help our guesis rebuild their lives

committed to finding meaningful employment and
leaving homelessness hehind
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Tip #3. Leverage Direct Mall

[ogether, We're Providing Healthier Choices

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

Yea! T wank to mcl.:uehnquudhuuk s efforts to fight hunger in
MNaortheast Ohio. use my g=rerous gift 1o provide mop: fruits,
and nuiritions food ta hungry men, women aod children in nesd.
J5LG 33061 3JsUGE OSUGY  OCkher §

Mr. and M. Jabn O Seruple
Doocr

E

& Carearial Trive

Plan by, MA O 580
iweould Boa o recabes a-madlu pdaies from tha Oevaknd Foadbank. Here ks my
[T A ]

Pmmummk yabl 0o Owswlanid Fyodbank. Your MB‘MMWW‘MMM
nm:nummw":h S tha ofthk farm.
1!90!1 wmmmnumno o MM#.-:I:INDMMD\MMQ

| |
I\

Cleveland

_ﬁ;}qghank

1 s

April 25, 2008

Cleveland
Foodbank

Together, We’re Providing Healithier Choices

Dear System,

Just yesterday, a 24-foot Cleveland Foodbank truck dropped off 9 400 pounds of
fresh foods to our farmer's market site at Calvary Hill Baptist Church on

Cleveland's east side. ¥'ou can belp us keep our trucks rolling to farmer's markets
all across Mortheast Ohio.

Cur staff unloaded pallets of apples, onions, bread and dairy products so that the
long line of children and their parents, the elderly, and others in nesd from the
reighborhoods surrounding the church could have access to heatthy foods.

The vital link between food and hunger

onate Now

E;nizrluu Joha D, Sample Thiz iz o.ne of ning free farmer§ market sites We.run on & regular basis, and we Through our Fresh

Dooar . reed to increase this number. I'm sure that you, like || have found that your foood pProduce Initiative, the

Amargent budget isn't going nearly as far as it uzedto. For famiies who are already Cleveland Foodbank

9 Cenilzenial Drive struggling to make ends meet, t has become difficut to pay for necessities like rent provides over 113,400

Pﬂlb"-gi-ﬂimm ar utiities and the nutritious foods they need most. pounds of produce atno

Bar cost to families in need
each week! Tour gift will

Dizar Mr. and Mrs. Sample,

Genzrous friends like ¥ou enable the Cleveland Foodbank is provides nuiritious food 1o
stmggling people in Mortheast Ohio. 1can never thank ¥ou enough far all your suppori.

Right oo, for many families - and  Four own - the food budged isn't going quite as
Far s 1Eased to. Food costs are ai an all-i handguand:nerg}:ummuweﬁ Asa
rzzult, food pantri=: and soup kltrhrns\.n:r reporting sharp incresses in the numkbsr of
peeple seeking foad,

Frash preduce is partioalarly expensive, making it difficult for many peﬂplebclﬁor\d:be
USDA-recommendsd five in nire daily servings of Froits and wegstables. Far mu:%
Families right her= in NMortheast Ohia, nuiritious fraiis and wgetables are a lu. evcan 1 affard.

When people are forced to cut back on their food budget, they often purchase insxpensive,
high-fat plega.ned foods that bemporarily fill their siomachs, bui offer very litile nuirition. That
means growing girle and bovs and the eldedy — thoze o the highest risk in our community —
aren’traceiving the vitamins and nutriens ey nesd o Jead kealthy Lives.

We mut continue 1o grow our Frash Produce Initiative - and all of our effars io Gght
hunger - o keep our bungry oeighbors bealihy. Hungry men, women and, especially, children
are counting on us. And we are couniing oo you!

Won't you plemse reach out once ngain with o generous gift of $LG, $UG] or even $UG2
today? Together, we'l] provide a steady supply of frash, healdiy food bo our local bunger centers
and the families they s2rve.

Children —who maks up nearty one third of all the people we help - need a nuiritious diet to
grow up healthy, When they don't get the vitamins and nuirients that fruits and vegetablas
provide, they bacome sluggish - impading their ability io learn and Fulfill their potential in schaal.

And ii's oot just children who suffer. Senior cilizens and people who are ill n=ed fresh
produce to keep up their sirengih, quicken recovery times and ensure betier healih.

Our Fresh Prodoce Initiative is one way we gei fresh fraiis and tg:hhlubopenple inmeed.
Here are a few other ways you help us keep oor community bealiby an

» Communily erganizations that are members of the Focdbank can seled from perishable

The produce and fresh foods we provide help ensure that the children, elderly and
families we serve have the nutritious foods they need to stay hesltthy and help
them get by in these days of high gas and food bils.

Pleasze consider making = qift online to help us support owr distribution of fresh
foods through our Fresh Produce Intistive and all of our programs that bring
heatthy foods to local men, women, and children in nesd. | only costs one dollar to
make 21 pounds of produce available to families that need them most, What an
investment!

Thank you for your support of allthe work we dol

Sincerely,

@tﬁmc& CI’WL

Anne Camphell Goodman
Executive Directar

p.g. If you've recertly made & gift to the Foodbank, thank you so much for your
generosity. We couldn't do it without youl

Email: info @clevelandfoodbank.org
15500 South Wateroo Road, Cleveland, OH 44110
Phone 216,738 2265

provide critical support to
this and all of our food

distribution programs >

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

foods and predhuce at our ensite Marketplace, increasing the produce available 1o oo
membsr agencics. Thiz email was sent by the Cleweland Foodbank. Click here to unsubecbe or change your email preferences. Click hers to contact us.
{emer, pleass) You may also view our Privacy Policy online.

15500 South Watarkes Road, Cavalard, OH 49110 e dewalandfoodbank.org

© 2008 Convio, Inc.
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Five Proven Tips

1. Send an appeal

2. Make it a multi-part
campaign

3. Leverage direct mall

4. Test your messaging

5. Send a year-end message
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Tip #4: Test Your Message

m Given the economic situation this year, test
(subject lines, content) message options (i.e. A/B
variants) with the first send to see how your
constituents respond.

= In the final message, go with the send that tested
the best

&g CONVIO’
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Tip #5: Send a Year-end Message

in need this holiday - m: a gift today!

| & Our Holiday Shopping
ﬁfﬁﬁm :] ¥ L) m ﬂlit)l‘l b 'dgﬁ l')l: gr()(:CI 1CS.

Endng Hunger. >>CLICK HERE<<

Last chance to give in 2007

Dear System,

Thig iz your last chance to give a hunger-fighting giftin 2007 and take
advantage of the special $250,000 matching grant ta help families in need.

Ag ol know, our goal is to fill 5.9 million bags for the halidays, We still
have more than 2 million bags left to fill, and we need your help. GIVENOW"

Remember, with our board of directors' matching grant, every dallar yau
give DOUBLES to provide not 4, hut 8 bags of groceries.

Remember, we're

Gifts given by Dec. 31 are tax-deductible for 2007. faced with a major
Won'tyou give one last gift this year and help us fill 5.9 million bags of shortage right
groceries? now and need to
raise funds for
Thank you far your partnership in the fight against hunger. an additional
. 400 truckloads —
Sincerely,

above and beyond
our normal holiday

%&k&, €5£MA_ ﬁzll':?aign. Please

Wicki Escarra
President and CEO

P.5. Give one last qift in 2007 and DOUBLE YOUR SUPPORT to help fill 5.9
million bags of groceries this holiday and fill the shekes of our near-empty
food banks and pantries!

Subscribe Unsubscribe How We Work DONATE NOWE

|
' g convio
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Where Do | Begin?

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

November December January
Main Theme/message Finalize, approve and Begin 2009 relationship
Priorities  planning, draft copy and | proof copy and design and start working on next
creative for appeal elements. Build! steps, including monthly
program.
Type of Brainstorming and copy- @ Begin production of Maintain stewardship
work/ writing. Design mockups | email and donation pieces (newsletters) and
if possible. forms and related pages | develop monthly giving
effort . . .
with proofed copy. program if not already in
needed olace.
Key Have theme and visuals | Send all messages, in Don’t go silent on your
Objectives (borrowing from direct particular the 12/31 one. = newest or repeat donors!
mail appeal if possible) TEST ALL EMAIL AND @ Engage them with next
nailed down. DONATION FORMS AS @ steps going into 2009.

OUTSIDE USER!
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How Do | Predict & Measure Success?
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, 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 repeat

opportunities to give, including December 315t “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)

© 2008 Convio, Inc.
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About Convio

= Leading provider of ASPCA ﬁ“ A\
software and consulting dul
to help nonprofits drive  wgs.if -
support online S

= Focus on helping m
nonprofits get results  geeranon

from their online

- N
= Internet strategy and T T R e
campaign consulting B Y, €
capabilities + American
YR

NTERMNATIONALI
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Thank you!

To download the Free Holiday 2008
Giving Report please visit:

o download a copy of the presentation
slides please visit:
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