
Power Shift
Succeeding Online in a Donor Centric World
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The Shift

• Fundraising is transforming
- Channel preferences are shifting
- Channels and communication approaches proliferating
- Integration has become a “must”
- Major donors are online
- Donor expectations and opportunities are increasing

• Success requires a strategic approach executed• Success requires a strategic approach executed 
via the right resources and tools
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Channel Preferences by Generationy

• Core grass 
roots donors

Di t il d

• Boomers – the 
next big wave 

M lti h l

• Gen X -
emerging donors

Th W b

• Gen Y - future 
donors

Th i l• Direct mail and 
telemarketing 
responsive

O i l

• Multi-channel 
donors – many 
prefer to give 
online

• The Web 
generation – will 
only give online

G ll t

• The social 
media and 
mobile 
generation

• Occasional 
Web, email 
user

• Use Web in 
workplace and 
at home

• Generally not 
direct mail or 
telemarketing 
responsive

g

• No landline

• Rarely checks 
l il
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Grassroots Fundraising Shifting Onlineg g
74% of Americans are online. Giving online continues to grow strongly while direct 
mail declines. A much larger proportion of donors are now acquired online.

Percent of New Donors Online**Revenue Growth by Channel 07-08*
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Channels Are Proliferating

• Mobile marketing is coming of age
262m mobile subscribers- 262m mobile subscribers

- 75 billion text messages sent/ month
- Tests indicate adding text messaging 

lifts email responselifts email response

• Social networks have promise
- 100s of millions of active users 
- Inboxes a lot less cluttered than email
- Significant “viral marketing” potentialSignificant viral marketing  potential
- Success metrics completely different
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And With Them Communication ApproachesAnd With Them Communication Approaches
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Channel Integration is a Mustg
Online engagement improves annual donor value and retention rates 
even if donors continue to give via the mail.  Multi-channel donors give 
the most and are the most loyal
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Retention Rate2
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Annual Donor Value1

the most and are the most loyal.
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Sources: 
1. Convio/ Strategic One White Paper: Integrating Online Marketing (eCRM) with Direct Mail Fundraising: Adding a New Communication and 

Donation Channel Increases Donations; total contributions over 12 month period excluding $10k+ gifts for SPCA of Texas in 2005
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Donation Channel Increases Donations; total contributions over 12 month period, excluding $10k+ gifts for SPCA of Texas in 2005
2. Ibid.  Comparison of retention rates for multi-year donors, SPCA of Texas 2005



Channel Integration: New Donor Acquisitiong q
An online advocacy effort by the Brady Campaign grew their email file 
from 40k to 140k.  A vast majority were prospects

Multi-channel prospect conversion program

@

10/3 7/4 1274 d 9/4 416 d 3/510/3-7/4 – 1274 donors
48k; 0.37%; $46 avg. gift
123.7k; 0.37%; $39
135.6k; 0.19%; $40
141k 0 27% $24

9/4 – 416 donors
33k; 1.26% (overall 1.11%)
Ave. gift:  $24.22 (overall $20.52)
Net per acquired: -$6.22 (overall -$15.71)

3/5
Phone match 20,000
Pledge rate:  21% 
Avg. pledge:  $27.38

141k; 0.27%; $24
3/5 – 128 donors
12k, 1.07% (overall 1.08%)
Avg. gift:  $23.40 (overall $22.50)
N t i d $12 13 ( ll $16 29)
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Major Donors: The Wired Wealthyj y

• 86% visit a nonprofit Website before making a gift offline

• Only 8% are very inspired by nonprofit Websites, emails

• Do not return to your Website very frequently

• 75% want to control frequency and type of content they 
receive via email

• Want tax receipts, renewal notices and financial progress 
updates
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Influence of Internet on Planned Givingg
If you have decided to include a charity in your will, which of the following 
was that decision based on?

Age 18-24 25-34 35-44 45-54 55-64 65+

Involvement with organizations, such as 
volunteering

56% 70% 61% 61% 47% 32%
volunteering

Published materials from the charity 12% 35% 34% 42% 32% 32%

Radio or TV 43% 33% 24% 31% 20% 20%

Financial or legal advisors 12% 26% 25% 26% 23% 21%Financial or legal advisors 12% 26% 25% 26% 23% 21%

Internet 59% 28% 18% 22% 7% 11%

Visits from representatives of the charity 23% 20% 20% 21% 9% 14%

• Involvement with organizations is top driver for planned giving
• Younger donors more influenced by Internet
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Note: Columns do not add to 100% due to multiple answers.
Source: Nonprofit Times research, June 2007



New Donor Expectations

“If you can be transparentIf you can be transparent 
about how the money is 
being used, be it through 
MySpace-type profiles, itMySpace type profiles, it 
can motivate a lot of 
people to participate”

Premal Shah, Founder & President, 
Kiva.org
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New Donor Expectations cont’d
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Not All Donors Want The Same Thingg

Relationship Seeker (29%)
Most likel to respond to opport nities to connectMost likely to respond to opportunities to connect 
emotionally with your organization online.

Casual Connector (41%)
The largest of the three clusters, question after 
question this group appears to “split the difference” inquestion this group appears to split the difference  in 
terms of attitudes and preferences.

All Business (30%)All Business (30%)
Does not appear to be looking for a relationship or 
emotional connection.
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Constituent Led Fundraising Opportunity
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Key Success Factorsy

1. Maximize your Web presence

2. Rethink your email communications

3 Make giving opportunities tangible3. Make giving opportunities tangible

4. Run integrated, multi-step appeals

5. Implement a “moves management” strategy

6 Empower constituents to act for you6. Empower constituents to act for you

7. Organize for success
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Maximize Your Fundraising Web Presenceg
• Compelling content

• Storytelling via videoStorytelling via video

• Multiple tools to engage 
(drive email capture)

• Respectful of typical 
reader’s web-browsing 
habits (brevity, layout) 

• One core feature element, 
multiple secondary features

• Reader-oriented tabs

• All content “above fold”
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Email Attitudes and Behaviors (Wired Wealthy)
Total

Relationship 
Seekers

Casual 
Connectors

All 
Business

% Agree Strongly:
I always open and glance at emails from causes I 23% 40% 24% 5%I always open and glance at emails from causes I 
support

23% 40% 24% 5%

I like email updates that show how my money is 
being spent

22% 39% 23% 3%

Most charities send me too much email 21% 13% 16% 36%

I used to read more of the emails I get from causes 
and charities than I do now

13% 13% 11% 14%

Charity emails do a good job of making me feel 
connected to the cause

9% 19% 8% 0%

Charity emails are generally well written and 8% 16% 7% 1%
inspiring

Charity emails that address me by my first name are 
too familiar

8% 4% 6% 16%
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More Effective Email
Action Execution Result

Be “donor-centered”
Write content 

oriented towards 
the donor

Don’t be a slave to 
your schedule

Ensure you have 
something 

compelling to
More Effective 

Emailyour schedule compelling to 
communicate

Open rates

Email 
Communications

Pay attention to 
engagement metrics

Open rates
Click-through 

rates
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More Effective Email: Segmentationg
Segmentation and personalization drives stronger constituent 
engagement
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Make Giving Tangibleg g
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Multi-Part Appealspp
Multi-series campaigns don’t have to be fancy.  If you do not have time 
to create different messages, simply resend the original email.

• For example, a sustainer 
campaign resend in 2008
yielded 28% more in revenue

A J l WWF l• A July WWF renewal 
resend increased revenue
by 79%:

- Original email subject:Original email subject:
“Please Renew Your WWF
Membership”

- Resend email subject:
“Reminder: Renew Your
WWF Membership”
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Integrate Appeals Across Channelsg pp
- Coordinate the timing of on- and offline appeals

Example: Integrated tiger appeal preliminary 
results show 40% better response rate 

Envelope back
Offline 
appeal 

and 
envelope

Online 
appeal, 
includedincluded 
envelope 

image
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Highly Integrated Campaign Exampleg y g p g p
Dec 17-23 Dec 24-30 Dec 31-Jn 6 Jan 7-13 Jan 14-20 Jan 21-26 February March

HRC.org Home Page Feature; 
Thermometer Up on 
Pages

Home Page 
Feature

Home Page 
Feature (focus on 
video)

Home Page 
Feature

Home Page 
Feature

Lightbox 
Takeover

Pages video)

Standalone Emails Email #1 – Launch 
(12/17)

Email #2 –
Personal note 
from Joe (12/30)

Email #3 –
Focus on 
Politics (1/8)

Email #4 – 1 
Year out from 
Inauguration 
(1/20)

Email #5, #6, 
Deadline (1/24, 
1/28);
Partners asks

Other Emails E-News Feature 
(12/19)

Holiday Card 
(12/24)

Resolve Video (1/1) Huckabee Action 
on Year to Win 
theme (1/16)

E-news post-
campaign report

Web 2.0 Initial Post, 
Thermometer Up

Post re: Holiday 
card

Post re: Video Web badge 
push

Post re: Results 
so far

Post re: Deadline

HRC BackStory Initial Post, 
Thermometer Up

Post re: Holiday 
card?

Post re: Video Post re: Results 
so far

Post re: Deadline

Mobile Text Last chance to give 
in 07 text? (12/31)

Deadline 
Reminder? (1/25)

Direct Mail Renewal 0 begins 
returning
Envelope Closers

Renl 1 Drops
Membership Card 
& Sticker

Ren 2 Drops
Carbon Copy 
Package

Ren 3 Works
Annual Workplan

Telemarketing TM 1
TM Responsive

TM 2
General File
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Online Moves Management Strategyg gy

• Give distinct “treatments” to
Major

Give distinct treatments  to 
advance constituents to, 
higher value tiers

Monthly

1 Time/M lti

• Treatment based on behavior 
– and not affinity alone

1-Time/Multi

ProspectProspect

Lapser
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Apply Across Constituent Programspp y g

Major/planned giftFundraising/recruitment

First or repeat gift

Monthly gift

Event registration

Personal page creation

First or repeat gift

Donors

Event registration

Event Participants

VolunteersCapture email address

Collect  profiling data

P
Draw visitor to the website

Prospects

Advocates Programs 
Services 

Recipients
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Prospect Example – PVA p p
AUDIENCE: Non Donors

GOAL C t t O Ti D ( k ift)GOAL: Convert to One-Time Donors (make any gift)

EMAIL 3

EMAIL 2
DAY 7

EMAIL 1
DAY 1

EMAIL 3
DAY 14
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Donor Example – ASPCA 
AUDIENCE: First time online and offline donors with email

p

GOAL: Convert to monthly and major donor giving programs
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Moves Management is not Email Alone
• WWF dedicates a 

major portion of its 

g

wrapper – on all 
pages – to email 
capture

• Good CRM would 
make use of this real 
estate for returning 

b ib t
Donor Case

Homepage + Email + Newsletter 
Messaging

subscribers to 
promote movement –
matching email 
messaging

If DONOR with two or 
less gifts of $150 or 
less in last 12 months

DID YOU KNOW?
A gift of $[HPCx150%] can provide meaningful support to 
researchers working across the Cancer Oncology Group.
Make a gift of … $[HPCx100%], $[HPCx150%], or $[HPCx200%]

If DONOR with two or 
more gifts of $150 in

MAKE A LASTING DIFFERENCE
J i thl i i l b b l d i $25 t d tmessaging more gifts of $150 in 

last 12 months
Join our monthly giving club by pledging $25 or more today to 
conquering pediatric oncology.  Monthly giving club benefits are…

If DONOR with lifetime 
value more than $500 
but less than $1000

MAKE A MORE MEANINGFUL COMMITMENT
Your commitment to curing pediatric oncology is making a 
difference. Please contact Karen Pierce (212) 555-1212 regarding 
Major Giving at CureSearch.
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Major Donor “Treatment”j
1. Highly personalized and donor 

controlled Web and email 
iexperience

2. Treat donors as serious program 
partners

3. High ratio of cultivation to appeals

4. Provide opportunities for two-way 
communicationscommunications

5. Give donors things they value to 
encourage word of mouth

6 U id6. Use video

7. Develop a quasi-directed giving 
program
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Empower Constituents
Fund Creation Process Fund Promotion Tools

Tributes Splash Page

Drive traffic directly to this 
page via a URL shortcut, 
brochures, posters, printed 
newsletters, & email

OR
Constituent views website

Viral Promotion

Find a Fund

© 2008 Convio, Inc.
Convio Confidential Information 30



Organizing for Successg g
Key Elements Specifics
Plan • Map organizational objectives into Internet marketing plan

E t bli h k t i d hb d d t l• Establish key metrics dashboard and set goals
• Determine execution plan and staffing

Technology 
deployment

• Design site and configure software to support marketing goals
• Implement appropriate/ effective data synchronization strategydeployment • Implement appropriate/ effective data synchronization strategy

Operations • Content management, administration of Web site
• Email communications - newsletter, ad hoc, services
• Engagement – surveys, advocacy etc.g g y y
• Email list building - offline promotion, viral campaigns etc.
• Appeals – develop concept and case for support, design creative, 

implement landing pages, configure forms, select segments, create 
test cells, send email, report resultstest cells, send email, report results

• Regularly track and report results
Review • Periodic reviews of online marketing program

• Analysis of file performance and composition
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Key Barriersy
N=52

Informal survey of 62 nonprofits conducted by Convio in 2008
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Informal survey of 62 nonprofits conducted by Convio in 2008



Additional Insightsg

• Organizational structure impacts behavior
• Behavior impacts performance
• Planning is often an afterthought

Need to increase attention to:

• How we organize our resources
• How we plan & prioritize our workHow we plan & prioritize our work
• Who owns and is accountable 
• What interactive skills are required
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3 Different Organizational Structuresg

Centralized:  All staff for online programs are 
consolidated within a single department

Decentralized:  Staff for online programs are 
spread across the organization in different 
departments

Hybrid: Staff are mostly consolidated within a 
single department, but there are also others 

t id th d t toutside the department
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Best Performing Structureg

Centralized

• Showed the highest self-ratings (3.7 to 4.4 on scale of 1 
to 5) when asked about effectiveness in planning,to 5) when asked about effectiveness in planning, 
communication, decision-making, accountability, setting 
goals and accountability

• Updated plan at least once/year

• Most likely to have clear goals and objectivesy g j

• Most likely to hold staff accountable for meeting goals and 
objectives 
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Staffing Key Takeawaysg y y

• Know the blind spots of your existing structure and 
work hard to compensatework hard to compensate

• Centralize/concentrate your online staff where 
possiblepossible

• Location of decision ownership appears to matter

• Take planning seriously; define goals, 
accountability and communication scheme

• Be mindful of the diverse skills required and fill 
gaps through training and/or outsourcing
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Questions?

Vinay Bhagat

Founder & Chief Strategy Officer, Convio

vinay@convio comvinay@convio.com
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