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Mandy O’Neill, Director, Business Development, Convio



Does your Website …

It can.
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Who speaks for you 24 hours a day?
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86% of major donors check your website 
before making a new gift to a charity

65% of donors who use the Internet check 
your website “every time” they give.

Number one deciding factor for making a donation: Mission 

Trust: 80% of people who contact Congress rely on 
nonprofit information as “trustworthy” compared to only 
39% who find information from Congress trustworthy. 
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Project objectives
In early 2008, CDF started out with a well thought out set of objectives to 
improve their Web user experience:
Re-Branding Usability Design Traffic

Clearly define Website 
audiences and their goals

Support fundraising and 
advocacy missions

Drive increased new, 
qualified traffic through 
search engine optimization 

Better identify what CDF is 
and its leadership in the 
field

Enhance the aesthetics of 
the site; improve usability 
and accessibility 
throughout

Better evaluate visits and 
track user flows into the 
site, from CMS to CRM, 
with goals

Highlight the 35 year 
history and the impact CDF 
has had and can have in 
the future 

Provide a consistent look 
and feel across web 
properties

Start usability at the 
search engine experience

Establish and integrate 
new org. style standards

Integrate site with content 
management system
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Where we started from
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Steps in the Strategic Redesign

• Discovery

• Information Architecture (IA)

• Search Engine Optimization (SEO)

• Design

• Usability analysis

• Implementation planning

• Build

• CMS integration, testing, launch

• Analytics preparation
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Discovery & Evaluation

CDF needed to know much more about its 
audiences and how to leverage a wealth of 
material

• Review existing data
• Web audience user survey
• Internal staff survey & stakeholder 

interviews
• Comprehensive content and language 

audit and examination of plans
• Branding audit and objectives
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Key User Needs
• Engaged constituency (long-time supporters: 83% female, 67% 40+ 

years old, 64% white)
• Needed diversification

• Poor search presence; many visits from Emails, newsletters, article 
links, word of mouth

• But email didn’t support reasons to visit; Ensure consistency with 
announcements sent

• Individual focus: What can I do?
• Evoke values: credible, engaging, relevant, reliable, inspiring, 

informative, compelling
• Focus on successes, impact (What doing NOW, history important but 

our work and successes need to shine)
• We are the experts, users expect and depend on the site being up-to-

date
• Better interrelation of initiatives, issues, and calls to action; cross-

referencing



10©2009 Convio, Inc.  |  Page

Re-branding

• Collaboration with PR agency

• Logo, colors, styles makeover

• Photography

• Messaging and slogan 
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SEO Integration 
• SEO recommendations integrated through entire 

process to ensure “search engine friendly” site and 
high rank for top program issues

• Elements of optimization:
• IA naming of navigation links and URLs for CMS
• Page names and URL conventions for secure forms
• SEO technical requirements for each type of content/wrapper 

(title tags, meta tags)
• Optimizing our actual files (titles, keywords, file names, etc.)
• Page code optimization for search engines
• Redirection strategy for old pages to new pages
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The new user experience

• Usable, user-centric design

• Better identification of what CDF does and what the 
user can do to help us fulfill our mission

• Better content differentiation and user cuing

• Unique feel to set CDF apart

• Integrating CMS and CRM experiences

• Leveraging  the CMS for search engine visibility and 
increased engagement
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Homepage Issue page Campaign Page Action Page
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Homepage Issue page Campaign Page Action Page
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Homepage Issue page Campaign Page Action Page
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Homepage Issue page Campaign Page Action Page
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Expertise
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Email
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Donation
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Early results
• Site visits from 2008 – 2009 (March 1-April 20) increased 12%

• Email conversion rate increased 350%

• Google organic search visits increased 23%; Google listing now 
includes CDF program links

• Average time on site up 15%; bounce rate improved 1.37%

• Facebook page view have doubled since 2008; 26% increase in fans 
per day; 440% increase in visits from Facebook to site from 2008 to 
2009

• A wide range of keyword phrases (e.g. “ending child poverty” and “child 
advocacy”) increased in rank from low or nonexistent to top 5 on Google 
in most cases

• Improved internal site traffic and better staff understanding of content 
organization and integration, resulting in less time to maintain the site, 
often due to dynamically driven and related content automation.
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Early results
• Leveraging  the CMS 

for search engine 
visibility and increased 
engagement

The important main 
Google listing w/ 
“sitelinks”

CDF search
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Early results

• Keyword phrases:

Ending child poverty 
(old site rank = #9)

End child poverty

Child poverty

#3
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• Keyword phrases:

Child advocacy 
resources

Child advocacy 
organization

(no visibility in Google for old 
site in first 30 results)

#4

Early results
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Organization Impact
Greater awareness what the site can do for the 
organization and their individual/departmental missions

Inspired a significant increase in participation in the site –
see the value in keeping the website updated

More integrated website is helping people to think in a 
more integrated fashion internally (e.g. seeing options for 
cross-promotion and acting less siloed)

Established new content strategy (e.g. what content goes 
where on the admin side and on the user side) frees us up 
from spending time thinking how to best incorporate 
content on our website and forces us to stay user-centric 
and consistent.
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Summary
Before

CDF: We didn’t know who our user was, what they wanted and 
where they were looking for what they wanted.

User: Didn’t know what CDF was doing or where they were 
heading and what they could do to help.

After

CDF: We know what our audience wants and where we can put 
what they want where they can easily find it.

User: Knows what CDF does (and did), how they can help and 
what CDF’s future is.
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Q & A
Want to contact us after the presentation?

Contact Heidi Hess
Director of Online Communications
Children's Defense Fund
HHess@childrensdefense.org

Contact Jim Jacobs
Vice President of Interactive
OmniStudio
jim@omnistudio.com

Contact Mandy O’Neill
Director, Business Development
Convio, Inc
aoneill@convio.com

Click here to read the 
Children’s Defense Fund 

Case Study

mailto:HHess@childrensdefense.org
mailto:jim@omnistudio.com
mailto:aoneill@convio.com
http://www.convio.com/our-clients/case-studies/childrens-defense-fund.html
http://www.convio.com/our-clients/case-studies/childrens-defense-fund.html
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About Convio

27

■ 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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For Additional Information

Questions?  

Email us at info@convio.com
or call 888.528.9501

mailto:info@convio.com
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