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What We Will Cover Today

m Some key benchmarks

s Two very different case studies
» Conservation International — major gifts driven
» World Wildlife Fund — high volume marketer

s Key online success strategies used by each
organization

s Why Convio Is the choice of leading
environmental nonprofit groups



Email File Size
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Email File Growth
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Online Revenue
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Online Revenue Growth
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About Conservation International

s Founded in 1987

= Our mission is to conserve the r
Earth's living heritage — our global i
i T CONSERVATION
biodiversity ar_1d lto demonstrate_ NTERNATIONAL
that human societies are able to live
harmoniously with nature.

m Cl has historically been focused on
major gifts with only recent
development of membership and
smaller gift programs
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Where We Started

s Small staff with limited budget and an inconsistent web presence
s Email subscriber list of 4,000

m NoO presence on social networks

s One standard donation form

= Insignificant donation revenue from online channel
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Conservation International: Results

m Increased online annual giving
from $90,000 to over $1M in just
2 years

m Grew emall subscriber list from
4K to 110K in two years
» Great Turtle Race
» Live Earth
» Corporate programs

m Built robust donor and
subscriber communication
program with approximately 4
million emails deployed in 2007

= Integrated Convio technology
iInto web platform for
authentication on personalized
pages and donation processing
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Stop the Clock on Species Extinction

s Approximately 20,000 petition signers, who also
joined the CI community

s Engaged supporters with higher than average
involvement and average gift size
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Great Turtle Race
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m Earned Media Reach
» North America: 26
million
» International: 100
million
» Estimated $2 million

value in earned
media

m GreatTurtleRace.com

» 670,000 unique
visitors in three
weeks

» 43,000 subscribed
“fanS”

» 55,000 new online
community members

» Plastic bag pledge:
18,000 +



Carbon Calculator
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Community Building
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Protect an Acre to Stop Climate Change



Protect an Acre to Stop Climate Change



Protect an Acre to Stop Climate Change



Protect an Acre to Stop Climate Change



Facebook Application
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Cl Best Practices

m Relevance

m Targeting and
segmentation

s Cultivation

= Integrate online and
offline
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About World Wildlife Fund

m Largest multinational conservation organization in the
world, working in 100 countries

s Founded in 1961, WWF now has 1.2 million members in the
United States and close to 5 million globally

m Conserves the planet’s natural resources by combining global reach
with a foundation in science, involves action at every level — from
local to global — and ensures the delivery of innovative solutions that
meet the needs of both people and nature.
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W

hy We Selected Convio

Breadth of Convio’s products and services, including:

Hosted model

Client services and support

Felt like a partner—understanding of environmental space
DataSync capabilities to our offline database

Scalability

Advocacy & Fundraising integrated platform

Ownership of donation pages / fundraising related web content

Client Success Services and Virtual Administrator support
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WWF’'s Online Universe

m [otal e-newsletter
subscribers = 800K

(approx.)

s 19% of membership
revenue Is generated online

s YOY growth of 83%
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Significant Results

s Multi-series campaigns don’t have to be fancy
If you do not have time to create different messages, simply

resend the original email again.
For example, a sustainer

campaign resend in 2008

yielded 28% more in

revenue.

A July WWF renewal
resend increased revenue
by 79%:

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

- Resend email subject:

“Reminder: Renew Your
WWF Membership”
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Significant Results (cont.)

s Remind sustaining donors to update their expiring credit card
to prevent revenue loss
An email invitation series in 2008 resulted in 5% of message recipients returning
and updating their credit card on file.

m Include deadlines in your call to actions for a better response rate
We've tested deadlines in the subject line AND the impact of that deadline on the
send date of the email appeal. Most significant, for one holiday giving campaign,
sending the appeal day before the deadline generated 55% more revenue.
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Key Insights and Best Practices

m Get the full picture and integrate across channels
Figure out how your donors behave both on- and offline and
understand how your interactions with them effect behavior
- Use dynamic ask strings for renewals based on each donor’s giving history
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Key Insights and Best Practices (cont.)

- Coordinate the timing of on- and offline appeals
Example: Integrated tiger appeal preliminary
results show 40% better response rate

Offline
appeal
and

Online
appeal,
included
envelope
image
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Key Insights and Best Practices (cont.)

s Conditionalize content
Target your messaging and content based on your supporters interests

Cat focus:
0.4% lift in
response!
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Key Insights and Best Practices (cont.)

m [est, test, test
You can read best practices

all day, but the only way to Multi-step
know how your audience performs
responds is to test 17% better!

- Which yields more

conversions: one- vs.

several-step donation forms?

For WWEF, it seems to vary by
audience.

- What email design results in a
greater click through rate?

- What messaging prompts

more click thoughs and conversions?

s Take time to do the analysis
- Use reports to find out what is and isn’t working
for you
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Why Convio Is Your Right Partner

= Deep experience in environment and
conservation sector

s Comprehensive CRM platform designed
to help you grow

'.” Nat10nal Parks Consnrvatlon Assouatron

» Flexible online fundraising s P O ol

» Robust email marketing

» Strong integrated advocacy capabilities e

» Constituent empowerment and Web 2.0 S

» Web content management

: Bg&?r&ﬁfﬁg%g&/?ffgggn %DC IT\L;:CEI'A%JT;R?BIESTRDEEigEURCES DEFENSE COUNCIL

ef“‘r‘-un N southern

s Comprehensive success services in- S
house and via 170 strategic partners &= liance
» Strategy and campaign execution
» Benchmarking and analytics

» Information architecture, user
experience

» Virtual administration v
» Convio Go!

© 2008 Convio, Inc Your Partner In.Driving Results

The Ocean =%
Conservancy


http://www.environmentaldefense.org/home2.cfm
http://www.cbf.org/site/PageServer?JServSessionIdr002=ajvca7dre1.app6b&pagename=homepage
http://www.oceanconservancy.org/dynamic/home/home.htm
http://www.suwa.org/site/PageServer
http://www.suwa.org/site/PageServer
http://nrdc.org/
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