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AGENDA

Å Get started with the Basics

ÅWHY you need Online Fundraising Technology

ÅBenchmarking studies

ÅWHERE is your organization and WHERE it is going

ÅAttendee input

Å HOW you will get there

ÅWebsite ïSEO, AdWords, Sign Up

ÅEmail ïA/B Testing, Tracking 

ÅSocial Networking ïFacebook & Twitter

Å Resources

Å Questions
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THOMASWATSONCHAIRMAN, IBM

άL ǘƘƛƴƪ ǘƘŜǊŜ ƛǎ ŀ ǿƻǊƭŘ ƳŀǊƪŜǘ ŦƻǊ 

ƳŀȅōŜ ŦƛǾŜ ŎƻƳǇǳǘŜǊǎΦέ

Circa 1943
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GOALS

ÅTo get started with the basics.

ÅTo build a strong support team.

ÅTo have confidence to move forward. 

ÅTo discuss how to make online fundraising work.

ÅWhat are your goalsfor the session?
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WHYFOCUSONYEARROUND

RELATIONSHIPS?

ÅThe retention challenge

ï 40-70% for non-disaster direct response fundraising

ï 10-20% for disaster response donors

ï 30-60% for volunteer participation events

ï Donors defect due to:

ÅPoor acknowledgement

ÅLimited information about how their funds are being used

ÅBelief that other causes are more deserving

ÅThey donôt remember giving, and

ÅPoor support

ÅAcquisition is very expensive

ï Most groups spend >>$1 to raise $1

Using the Internet to Connect Your Middle and Major Donors
Convio, Sea Change Strategies, and Edge Research 2008
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Less than 

$30,000/yr 57%

$30,000-

$49,999 77%

$50,000-

$74,999 90%

$75,000 + 94%

Household income

Less than 

High 

School 44%

High 

School 63%

Some 

College 84%

College + 91%

Educational 

attainmentTotal 

Adults 74%

Women 75%

Men 73%

18-29 87%

30-49 82%

50-64 72%

65+ 41%

Age

Use the internet

Source: Pew Internet & American Life Project, December, 2008 

http://www.pewinternet.org/trends/User_Demo_Jan_2009.htm

WHYDOYOUNEEDTO

LEVERAGETHEWEB?
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WHYBOTHERWITHONLINEFUNDRAISING?
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Target Analysis client benchmarking study: 
Median cumulative growth in online donors has had a higher ROI, 

compared to 6% growth for non-online donors.

Source: Target Analysis Group: 2006 Online Giving 

Benchmarking Analysis www.targetanalysis.com/register.php

http://www.targetanalysis.com/register.php


WHYBOTHERWITHONLINEFUNDRAISING?

ωOnline Giving Continues to Grow ς31% increase in past 2 
years

ωDonors giving online increase ςOnline giving increased by 
315% in past 5 years (offline decreased by 6%)

ωIncrease in share of new revenue and new donors ς16% of 
all new donors and 27% of all new $ in 08

ωMiddle & Major Donors ς51% prefer to give online

WWW: Wacky Wonderful World of Internet Fundraising 
Nicci Noble, CFRE

Tuesday, December 1, 2009
8
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DonorCentricsTM 2008 Internet Giving and Benchmark Analysis



WHYBOTHERWITHONLINEFUNDRAISING?
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Convio client benchmarking study: Organizations with smaller online house 
files experienced faster growth than organizations with larger files.

Total Housefile Growth by Email File Size 
Median % Change 1H 2005-1H 2006

47.05%

89.89%

63.87%

41.55%
50.64%

0.00%

20.00%

40.00%

60.00%

80.00%

100.00%

120.00%

Overall Index <50K 50-75K 75-100K 100K +

Source: Convio Online Marketing (eCRM) Nonprofit Benchmark IndexÊ 

Study: www.convio.com/onlinebenchmarks2

http://www.convio.com/onlinebenchmarks2


THEWEBANDRELATIONSHIPS

Å Web based communication is essentially free enabling a focus on 
relationship building vs. solely solicitation

Å Emails and Web content can easily be personalized to maximize 
relevance and acknowledge previous support

Å You can sustain a two-way dialog ςthe mail is largely one-way

Å Traditional acquisition models rely on cold marketing to rented 
ƭƛǎǘǎΦ  hƴƭƛƴŜΣ ǘƘŜ ŜƳǇƘŀǎƛǎ ǎƘƻǳƭŘ ōŜ ƻƴ άƻǊƎŀƴƛŎέ ƭƛǎǘ ŘŜǾŜƭƻǇƳŜƴǘ 
coupled with engagement before solicitation
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SEO 
SEARCHENGINEOPTIMIZATION

ÅMeta Tags/Keywords

ÅMeta Description
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SEO FORMOREWEBTRAFFIC

Å Keywords

ïIn general, think like a user!

ïUse descriptive multi-word terms

ïInclude variations / common misspellings

ï5ƻƴΩǘ ŦƻǊƎŜǘ ƴŜƎŀǘƛǾŜ ƪŜȅǿƻǊŘǎ

ïExperiment with keyword matching options

ïUse the Keyword Tool and scrub suggestions
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GOOGLEADWORDSGRANTS

ÅBy committing targeted time and effort, you can maximize the 
full potential of your grant

Å5ƻƴΩǘ ǿŀǎǘŜ ǘƘŜ ǾŀƭǳŜ ƻŦ ȅƻǳǊ DƻƻƎƭŜ DǊŀƴǘ ōȅ ƛƎƴƻǊƛƴƎ ǿƘŀǘ 
it takes for an account to succeed
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EVALUATINGANDOPTIMIZING

ADWORDSGRANTS

Å Identify your goals

ïWhat do you want to get out of your account?

ïThink beyond just additional traffic to your site

ïWhat do you want users to do once they get to your site?

ÅMake a donation?

ÅSign-up as a volunteer?

ÅDownload or read specific content on your site?
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ACTIVEADWORDSACCOUNT

MANAGEMENT

ÅWhat does it mean to actively manage your account?

ïLogin at least once a month

ïAnalyze performance regularly

ïMake changes as needed 
(almost always needed!)

ïBe responsive to email requests

15
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EVALUATINGANDOPTIMIZINGADWORDSGRANTS

ÅCampaign Statistics

ïReview performance statistics for your campaigns, 
ad groups, keywords, and ads
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EVALUATINGANDOPTIMIZING

ADWORDSGRANTS

Campaign Statistics

ïIdentify problem areas
ÅΨtƻƻǊΩ vǳŀƭƛǘȅ {ŎƻǊŜǎ

ÅCTRs below 1%

ÅHigh-cost with poor Quality Score or low CTR

ïTake note of these areas and target them for 
optimization
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OPTIMIZINGFORIMPROVEDPERFORMANCE

Keywords

ïLook at Quality Score, CTR, cost, and impressions
ÅThese statistics should align with your goals

ïRefine what is not working and expand on what is 
working well

WWW: Wacky Wonderful World of Internet Fundraising 
Nicci Noble, CFRE

Tuesday, December 1, 2009



OPTIMIZINGFORIMPROVEDPERFORMANCE

Ads
ïUse a call-to-action phrase 

ïInclude your main keywords

ïBe descriptive (but do not include your name!)

ïRun landing page tests

ïCreate multiple ads for A/B testing

ïDelete poor-performing ads and create new ads to rotate 
in
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OPTIMIZINGFORIMPROVEDPERFORMANCE

Targeting Options

ïSelect targets that match your constituents

ïGeographic targets
ÅRun geo reports within Analytics if needed

ïLanguage targets

ïTarget by day or time
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OPTIMIZINGFORIMPROVEDPERFORMANCE

Campaign Structure
ïHaving a solid campaign structure helps you 

effectively  nurture your account

ïCreate small, highly-targeted Ad Groups

ïUse multiple campaigns for different target audiences, 
distinct initiatives

ïTake the time to think through your structure and 
reorganize if appropriate
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COLLECTEMAILADDRESSESCONSTANTLY

ÅDirect Mail

ÅAt events

ÅOn surveys

ÅAnd on your website

ÅAsk for email addresses in all communications

Source: Online Fundraising 101 ï2007 AFP International Conference ï

Robert Weiner & Nicci Noble, ePMT
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HOW: BESTPRACTICES

ÅMake it easy to register.  

ÅDonôt ask for too much information.

ÅMake it easy to opt-out, or temporarily suspend emails.

ÅOffer targeted communications.

ÅPost a clear privacy policy.

ÅDMA Privacy Policy Generator 
www.the-dma.org/privacy/creating.shtml

ÅCustomer Respect Group privacy policy guidelines: 
www.customerrespect.com/default.asp?hdnFilename=research_bp_privacypays.htm

Source: Online Fundraising 101 ï2007 AFP International Conference ï

Robert Weiner & Nicci Noble, ePMT
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BESTPRACTICES

Offer compelling reasons to sign up:

ÅInstant alerts

ÅEasier sign-ups (for events, etc.)

ÅEasier membership renewals

ÅSurveys

ÅMembers-only content

ÅDownload special reports

ÅContests

ÅDiscounts, specials, and last-minute offers.

Source: Online Fundraising 101 ï2007 AFP International Conference ï

Robert Weiner & Nicci Noble, ePMT
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MAKEITAPPEALING

ÅMake it visually appealing.

ÅGet the reader to your site learning more about your 

organization.

ÅDƛǾŜ ΨǘŜŀǎŜǊǎΩ ǘƻ ŀǊǘƛŎƭŜǎΦ

ÅSend in HTML, Text and AOL formats.

ÅCustomize your appeals and track their effectiveness

Source: Online Fundraising 101 ï2007 AFP International Conference ï

Robert Weiner & Nicci Noble, ePMT
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KATRINACAME



WERESPONDED



THEYGAVE



DISASTERGIVINGCASESTUDY

DO MORETHANGIVE

Å10,951 emails sent in Western Territory

Å375 gifts - 72 hours  $73,191

Å1446 gifts - 2 weeks  - $215,637

Å33% opened ςDisGroup

Å27% opened ςDeOther
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NEWERMEDIUMςSAMERULES

Å Use a consistent and/or easily recognizable 

Å{ŜƴŘŜǊΩǎ ƴŀƳŜ ïpreferably a real person.

Å Donôt personalize the Subject, but do mention your org.

Å Donôt overdo HTML or graphics.

Å Test appeals with spam filters (www.lyris.com/resources/contentchecker/ , http://spamcheck.sitesell.com/,) & 

accounts on AOL, Earthlink, Yahoo, etc.

Å Avoid spam ñtrigger words.òwww.businessknowhow.com/internet/spamwords.htm

WWW: Wacky Wonderful World of Internet Fundraising 
Nicci Noble, CFRE

Tuesday, December 1, 2009

http://www.lyris.com/resources/contentchecker
http://www.lyris.com/resources/contentchecker
http://www.lyris.com/resources/contentchecker
http://www.lyris.com/contentchecker/
http://spamcheck.sitesell.com/
http://www.businessknowhow.com/internet/spamwords.htm


LEVERAGETHESEONLINEFUNDRAISINGPRACTICES

Å SEO ςdrive traffic to your Web site 

Å Compelling call to action to cultivate and convert 
constituents into donors

Å Test & refine registration programs, list chaperoning, 
viral campaigns and your boards to build large online 
email files 

Å Treat online mail like you would snail mail, use 
compelling content, test timing of delivery, segment & 
test, personalize & test and then test that again

WWW: Wacky Wonderful World of Internet Fundraising 
Nicci Noble, CFRE

Tuesday, December 1, 2009



SOCIALNETWORKING

ÅFacebook Species

ïUpdates

ÅTwitter

ïTweets 

WWW: Wacky Wonderful World of Internet Fundraising 
Nicci Noble, CFRE

Tuesday, December 1, 2009

http://www.google.com/imgres?imgurl=http://www.amitbhawani.com/blog/Images/T/Twitter-Logo.PNG&imgrefurl=http://www.amitbhawani.com/blog/twitter-guide/&usg=__FkhSUht0EnTOVUqA01Exc0rZVds=&h=367&w=367&sz=142&hl=en&start=9&tbnid=z4vosMNPNlbTIM:&tbnh=122&tbnw=122&prev=/images%3Fq%3Dtwitter%2Blogo%26hl%3Den%26sa%3DX


WHYFOCUSONYEARROUND

RELATIONSHIPS?
ÅThe retention challenge

Å 40-70% for non-disaster direct response fundraising

Å 10-20% for disaster response donors

Å 30-60% for volunteer participation events

Å Donors defect due to:

ÅPoor acknowledgement

ÅLimited information about how their funds are being used

ÅBelief that other causes are more deserving

ÅThey donôt remember giving, and

ÅPoor support

ÅAcquisition is very expensive

Å Most groups spend >>$1 to raise $1

Using the Internet to Connect Your Middle and Major Donors
Convio, Sea Change Strategies, and Edge Research 2008
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FACEBOOKSPECIES
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FACEBOOKςPROFILE- FRIENDS
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FACEBOOK- CAUSES
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FACEBOOKςGROUPS- MEMBERS
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FACEBOOKςPAGE- FANS
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FACEBOOKςINTEGRATEDPAGES
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PERSONALPROFILEVSFACEBOOKPAGE

ÅProfilescan only be used to represent an individual, 
and must be held under an individual name. 

ÅYou can also use your account to manage Facebook 
Pages that represent businesses or other 
organizations. 

ÅYou may only create Facebook Pagesto represent 
real organizations of which you are an authorized 
representative, and fans of these Pages won't be able 
to see that you are the Page admin, or have any 
access to your personal account.
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FACEBOOKPAGE

ωA public figure, business, or brand can create a 

Facebook Pageto share information, interact with their 

fans, and create a highly engaging presence on Facebook. 

ωPages are distinct presences that are optimized to 

represent a business, and are separate from user 

profiles. 
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KEYELEMENTSOFA FACEBOOKPAGE

ÅProfile Picture / Logo 

ÅTabs

ÅStatus

ÅBlurb / Mission Statement

ÅApplication Boxes

ÅLeft Column

ÅMain Column
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FACEBOOKPAGESVSGROUPS

ÅPagescan only be created to represent a real 
public figure, artist, brand or organization, and 
may only be created by an official representative 
of that entity. Pages can be customized with rich 
media and interactive applications to engage 
Page visitors. Applications can't be added to 
groups.

ÅGroupscan be created by any user and about any 
topic, as a space for users to share their opinions 
and interest in that subject. 
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