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What We Will Cover Today

■
 

Online fundraising context for relief groups

■
 

Internet marketing best practices via case studies 
from one very large nonprofit and one small one

■
 

How Convio can help your organization
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Relief Benchmarks: Online Fundraising

Source: 2008 Convio Online Marketing Nonprofit Benchmark Index™

 

Study

Does not factor 
groups like ARC with 
email files > 250k
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Relief Benchmarks: Email File

Source: 2008 Convio Online Marketing Nonprofit Benchmark Index™

 

Study
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Key Online Success Strategies Discussed

■
 

Emergency response email campaigns

■
 

Inspiring donors to give

■
 

Optimizing the giving experience

■
 

Monthly giving

■
 

Web 2.0 and constituent empowerment

■
 

Integrated multi-channel marketing

■
 

Using e-commerce (merchandising)
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■
 

Provide food, clothing and dignity to our brothers 
and sisters in need
▶

 
15 Trucks

▶
 

5 Cities, 4 States
▶

 
11,000 Volunteers

▶
 

Serve ~ 400,000 meals/yr
▶

 
Over 1 million meals served in 10 years

■
 

Programs
▶

 
Truck Operations

▶
 

Habitat on Wheels
Park Place Village

▶
 

Disaster Relief
▶

 
MLF Shares

Case Study: Mobile Loaves & Fishes
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Challenges Pre-Convio

8

■ Ineffective Constituent Relationship Management

■ Online fundraising ineffective

■ No ability to grow house file

■ No ability to do events (i.e. TeamRaiser)

■ Could not track effectiveness of online fundraising
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History 

Focus on Disaster Relief

MLF Board Strategic 
Initiative

6/05 Neal Nolan, NO 
native volunteers for 6 
mos. to organize MLF 
Disaster Relief program 

7/05 MLF contracts with
Convio

8/05 MLF 
Communications 
Coordinator Attends 
Convio Training

8/29/05 HURRICANE KATRINA STRIKES
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Katrina Response Email Appeals/ Updates

■

 

8/29/05 first email campaign 
goes out late afternoon

■

 

Campaign goal: $25,000

■

 

Hours after e-mail goes out 
MLF is receiving donations 
averaging $100 non-stop

■

 

Series of 14 e-mails sent
▶

 

Requests for aid
▶

 

Reports from the field with ask
▶

 

Requests for volunteers to go 
on trip & coordinate efforts

▶

 

TOTAL RAISED -

 

~$350,000



11© 2008 Convio, Inc.

Disaster Activities

■

 

Initial food/water delivery

■

 

Laundromat & Cleaning 
supplies delivery

■

 

Cleanup mission trip

■

 

Rebuilding mission
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Key Strategies Deployed

■
 

Content managed website

■
 

Multiplication Campaign –
 

Sustainer donations 
ranging from $10 to $30 per month

■
 

Integration of Web 2.0 –
 

Social networking, 
streaming video

■
 

Integration of Convio to Salesforce.com
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Why Convio – Results!
■

 
Powerful fund development strategy

■
 

Raised lots of $$$$ in a variety of campaigns
▶~$400,000 raised by 1,369 donors
▶>200 Sustainer donors; >$100,000/yr

■
 

Affected public opinion

■
 

Powerful web presence
▶We mentor a lot of nonprofits

■
 

Sustainability –
 

smoothing out income and 
stabilizing cash flow
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Future Efforts
■

 
Initial e-blasts

■
 

Live video & field reports

■
 

Teamraiser
 

“tell-a-friend”
 

push

■
 

Tributes –
 

empowering people to serve

■
 

Blog

■
 

Social page links (FaceBook, MySpace, 
YouTube, Twitter)
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Approach and challenges before Convio
■

 
Internal IT team developed and managed 
online fundraising capabilities

■
 

Impossible to keep pace with advances in 
technology innovation –

 
feature requests from 

fundraising team

■
 

Usability challenges (e.g. ease by which 
administrators could send emails)

■
 

Challenges with outages/ system reliability

Case Study: American Red Cross
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HOW: Strategic Fundraising Approach

■
 

Apply eCRM
 

within direct response 
fundraising strategy

■
 

Provide targeted, relevant, and engaging 
interactions with constituents

■
 

eCRM: online constituent relationship 
management. It is a methodology to attract, 
motivate and retain the constituents who 
support your organization. Four stages include 
Outreach, Motivation, Action and Loyalty

Vision: Donor-Centered Fundraising
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Aug 2005 –

 

Convio donation site launch and 340 Corporate Sites 

Sept 2005 –

 

Record $90M raised online in one day for Katrina

Fall 2005 –

 

Spanish Site and Sustaining online giving launched

Dec 2005 –

 

Ended year with $500M+ total online

Apr 2006 –

 

Chapter Online Giving Pilot Launch (COGP)

Fall 2006 –

 

Oklahoma Heroes Teamraiser Plan 

Fall 2007 –

 

Partnered web initiatives : 
BRNY offline / online integrated campaign
Grtr

 

Columbus and Alexandria web events support

Current 2008 –

 

Strategic Integrated Fundraising Plan

Online Fundraising Milestones – Last 3 Years
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FY07
 

$13,231,391
FY08 YTD $15,602,894

■

 

Grown email file to over 2 million constituents
■

 

Grown COGP house file to 200K constituents
■

 

Sent > 125 million emails through Convio
■

 

Finalized COGP Pilot program
■

 

Launched the Oklahoma Heroes Campaign and raised 
over $350K

■

 

Started BRNY offline/ online integrated campaign
■

 

Completed first chapter events processing with Greater 
Columbus  and Alexandria

■

 

Spanish/English website and donation site hosting

Successes
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User-friendly donation process

Proper Acknowledgement and Recognition

Simple, pleasing look and feel

Customize donation pages for campaigns

Prominent signup on homepage

Recurring (sustainer) giving option

Honor/memorial gift options/process 

Major gift triggers

Polling, Surveys, Interactive

Capture contact interests and preferences

Send targeted, action-based messaging

Optimizing Donor Experience
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- OVER $100K Raised in August 2007 OMU w/ Disaster Alert
- OVER $1 MILLION RAISED ONLINE IN AUGUST

OMU ENEWS
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Appeals
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Disaster Egrams
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ONE-YEAR AND TWO-YEAR KATRINA STEWARDSHIP REPORT EMAILS 
LAUNCHED TO KATRINA DONOR GROUP

Stewardship Reports
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MARLEE MATLIN EMAIL SERIES FOR CELEBRITY OUTREACH

Communications and Marketing
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■
 

Combine disparate direct marketing platforms 
and programs into one cohesive, strategy driven, 
revenue producing, cost-effective program

■
 

Utilize all channels –
 

mail, phone, web and email

■
 

Utilize all segments –
 

web leads, other warm 
prospects, regular donors, middle and major 
donors, Hispanic donors, monthly donors

■
 

Deliver stable and predictable revenue 

■
 

Driving priority is to engage, satisfy and maintain 
long-lasting donor relationships

Multi-Channel Direct Response
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Donors Who Give Through Mail & Online

Renewal
Default Renewal Donor Conversion Series

Online Channel Origin ■

 

Test addition of mail Newsletters
■

 

Test swap of online appeal for mail appeal
■

 

Test mail cultivation touch points
Mail Channel Origin ■

 

Test addition of OMU
■

 

Test addition of updates and/or stewardship
■

 

Test swap of mail appeal for online appeal
Phone Channel ■

 

Test thank you call
■

 

Test phone ask
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Constituent data mining – identify multi-channel constituents, examine 
gift histories; create segments and test through direct response series. 

Test “alternate” channel -- online donors with mail; and mail with online. 

Integrate mail campaigns with online giving choice – coded URL, 
website landing page, homepage graphic

Companion emails to announce, remind and supplement mail campaign 

Donor research - survey on online and mail preferences, attitudes, 
perceptions, ongoing trending 

Create multi media fundraising campaign, integrated branding / 
message with email, web, media, and mail

New donor 2nd gift conversion – online and mail sequence series 
testing for new donor conversion 

Test telemarketing/email sustainer conversion series on new online 
disaster donors

Methodical Approach for Integration
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DIRECT MAIL STATE DRIVE
■

 

First offline to online test
■

 

Customized URLs by state inserted into the direct mail letters to test 
conversion of mail donors to online

Direct Mail / Online Integration
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In less than two weeks, there 
were over 500 chapter and 
national registrations to the 
resource portal

Fundraising in a Box
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HURRICANE RECOVERY ENEWSLETTERSAMPLE STEWARDSHIP REPORT 
BANNERS FEATURED IN OMU ENEWS

Stewardship
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“The OMU hit 6/7/07. Up to that day we were 
averaging 50 orders. On 6/7/07, we processed 
221 orders, 6/8/07=274, 6/9/07=116, 
7/10/07=50, 7/11/07=86 and 7/12/07=72.

The overall month, we processed over 700 
orders. Averaging $4000 a day, when the OMU 
hit, we went to averaging over $10,000 a day.”

NICOLE WARDEN�
Product Management and Business Planning 

Preparedness and Health and Safety Services

EBAY REQUESTED A PRINT VERSION OF 
THIS EMAIL TO BE FEATURED IN THEIR
GIVING WORKS PROGRAM TOOLKIT

Special Features: E-Commerce
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How Convio Can Help You
■

 

Deep experience in sector
▶

 

Largest to very small orgs

■

 

Comprehensive, cohesive platform 
designed to help you grow
▶

 

Flexible online fundraising
▶

 

Robust email marketing
▶

 

Constituent empowerment and Web 2.0
▶

 

Web content management
▶

 

Donor database integration

■

 

Comprehensive success services in-

 
house and via 170 strategic partners
▶

 

Strategy and campaign execution
▶

 

Benchmarking and analytics
▶

 

Information architecture, user experience
▶

 

Virtual administration
▶

 

Convio Go!

Your Partner In Driving  Results

http://www.careusa.org/index.asp
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For Additional Information
■

 
Learn about our solutions for disaster response: 
www.convio.com/relief
▶

 
You’ll find case studies, on-demand webinars, and  
other resources

■
 

Questions?  www.convio.com/contactus

http://www.convio.com/relief
http://www.convio.com/contactus
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