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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 nonprofit 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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$3+ Billion Is A Click Away
■

 
A new study by Convio and 
JupiterResearch

 
found:

▶

 

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

■
 

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
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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
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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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Email file size and online income potential
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Why plan a year-end appeal?

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 appeal?

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
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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.

Tip #2:  Multi-Part Campaigns

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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Tip #2:  Multi-Part Campaigns
Campaign Kick-Off Stewardship eCard Last-Chance to Give
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Tip #2:  Multi-Part Campaigns
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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Tip #3:  Leverage Direct Mail

Offline Proof Online e-Appeal
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Tip #3:  Leverage Direct Mail
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Tip #4: Test Your Message

■
 

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

19



© 2008 Convio, Inc.

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



© 2008 Convio, Inc.

Tip #5:  Send a Year-end Message
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Where Do I Begin?

November December January
Main 

Priorities
Theme/message 
planning, draft copy and 
creative for appeal

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

Begin 2009 relationship 
and start working on next 
steps, including monthly 
program.

Type of 
work/
effort 

needed

Brainstorming and copy-

 
writing. Design mockups 
if possible.

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

Maintain stewardship 
pieces (newsletters) and 
develop monthly giving 
program if not already in 
place.

Key 
Objectives

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

Send all messages, in 
particular the 12/31 one.
TEST ALL EMAIL AND 
DONATION FORMS AS 

OUTSIDE USER!

Don’t go silent on your 
newest or repeat donors! 
Engage them with next 
steps going into 2009.

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

 

Key indicators, such as response rates, 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 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)

23

How Do I Predict & Measure Success?
File Size 
(usable)

Open 
Rate

Click- 
through 

Rate

Response 
Rate

(blended)

# of 
Gifts

Avg. 
Gift 
Size

Total 
Amount 
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
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About Convio

24

■

 

Leading provider of 
software and consulting 
to help nonprofits drive 
support online

■

 

Focus on helping 
nonprofits get results 
from their online 
investment

■

 

Internet strategy and 
campaign consulting 
capabilities
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Thank you!

To download the Free Holiday 2008 
Giving Report please visit:

 www.convio.com/holiday2008_web

To download a copy of the presentation 
slides please visit:
www.convio.com/holiday2008_slides
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