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Overview
 What is integrated fundraising?
 Why should you care about it?
 How does it work? (Case Studies)



Raise your hand if you…
 Subscribe to at least 3 nonprofit email 

lists
 Have made a donation online
 Get text messages on your cell phone
 Collect emails through your website
 Process donations through your website
 Send out messages (enews, appeals)
 Have a page on Facebook, Twitter, 

YouTube
 Know people who are both donors + 

fundraisers



Raising $ and building 
relationships

 Source:  The NonProfit Handbook, James Greenfield, 2002 Supplement, 3rd Edition

Prospects

Involved Prospects

Supporters

Attract

Commit

Engage

Retain

Drive traffic

Interact by web, email,
social media

Get online donation 

Deliver personalized contentCommitted 
Supporters





Know your audience



Prioritize your online 
engagement



Create a calendar



But why care about all of this?
 Overall giving declining, but online still 

growing
 Average gift size still bigger, but 

dropping
 Biggest giving still around disasters, 

December
 More orgs asking donors to recruit 

support online, give via social media
 Gifts above $1,000 are increasing*



Online donors are typically…
 Younger 
 Earning higher incomes
 Giving bigger gifts
 Easier to get… harder to keep
 Likely to renew through mail/other 

channels

But this is likely to evolve

Source: 2008 DonorCentrics Internet Giving Benchmarking Analysis, 03/09





Source: 2011 eNonprofit Benchmarks Study, 03/11 



Source: 2011 eNonprofit Benchmarks Study, 03/11



Source: http://www.convio.com/signup/next-generation/next-generation-
resources.html, 03/10



Donors want to know…
 What is your org aiming to 

accomplish?
 What are your strategies for making 

this happen?
 What are your org’s capabilities for 

doing this?
 How will your org know if you are 

making progress?
 What have/haven’t you accomplished 

so far?
Five Questions to Evaluate Nonprofits - http://ceo.guidestar.org/

http://ceo.guidestar.org/�
































Results
 $471,175 raised
 $267.77 average gift (online)
 Response rates: 242% above industry 

standard



Lessons Learned
 Community continues to respond well to matching 

gifts. In 2011, introduce match in first appeal for an 
early start.

 Interactive element on Fotobabble attracted a lot of 
viewers, but ask to create a ‘talking e-card’ was too 
high. Next year, focus on an easier action 
throughout messages and landing pages.

 Average online gifts dropped 29% from 2009. Use 
custom gift-strings based on HPC in the future.





Totally Baldacious: Key 
Messages
Totally Baldacious
Shave one for the Team.

Why go Totally Baldacious
The Totally Baldacious Campaign is a fun way to help raise 
awareness and funds to help find a cure for blood cancer.

Why you should give Baldaciously
When you give Baldaciously, you’re helping to save lives. 
Your support improves the lives of people with blood 
cancer.





























Totally Baldacious: Lessons 
Learned
“We were truly committed to aggressively communicating 
and celebrating the campaign. The increase in posts was 
new for us; and we virtually tapped everyone possible to 
participate among our celebrity contacts. 

Our CEO’s participation was a game changer--a daring shift 
for him that impressed our Board and generated a true fan 
base. From this, we created a monthly national email 
message from him that remains very well received. He 
became a recognizable personality through this campaign.” 

– Todd Whitley, Vice President, eMarketing, 
The Leukemia & Lymphoma Society



Totally Baldacious: Lessons 
Learned
 Team was agile—Haiti earthquake days before launch
 Campaign embraced by chapters, friends, and survivors
 Campaign was great for visibility/appeal, but not a huge 

fundraiser 
 Profiles of patients on blog offered great content for all 

online properties; lots of compelling stories 
 CEO’s pledge endeared him to community and press
 Smart and unique use of tools (microsite, FB app)
 Not enough time/resources to deeply engage 

participants



Three Case Studies

Lesley Hostetter
Senior Account Executive and 
Director of Integrated Marketing
Lautman Maska Neill & Company



It’s not as difficult as you think

 Multi-channel campaigns are possible, 
even if you don’t have:
◦ A matching gift offer
◦ An emergency
◦ Urgent legislation/petitions
◦ Celebrity endorsers
◦ A 5-person social media team



Case Study #1

 The situation:  animal welfare organization 
learns that toxicity tests are killing 
massive amounts of animals.

 The challenge:  complex subject, new 
issue for donors.  



Must engage and raise money

 The solution:  use email to educate 
donors, use direct mail and email to 
appeal for funds.

 Came up with a creative email strategy 
using tactics that were new for this group. 



Email #1 – Toxicology Quiz

 Fun, quick way to learn and participate.

 Sent to donors receiving mailed appeal, 
and to donors + non donors not 
scheduled to receive mailed appeal.

 After quiz was taken, supporters landed 
on a thank you page that also had a 
donation form.



Email #1 –
Toxicology Quiz



Direct Mail Appeal
 Focused on horrors of testing on animals.  

 Imagery created synergy with email.

 Emotional, urgent case for financial 
support.



Direct Mail Appeal



Email #2 – Appeal for FundsEmail #2



Results DM donors raised 61% 
of the total revenue.

10% of gifts were made on the 
post-quiz thank you page.



Results

 Strong open and click through rates. 

 Initial email appeal response rate for DM 
segment was 1.02%!  Resend was a lower 
0.31%, or 28 gifts.

 Mail appeal beat response and revenue 
projections.



Case Study #2

 The situation:  social services group helps 
people who work in the performing arts.  
Wanted new way to connect donors to 
beneficiaries.

 The challenge:  need to be authentic and 
offer a meaningful way to engage donors 
both online and offline.



New take on “Sign and Return” card

 The direct mail appeal focused on the 
organization’s senior citizen’s home and a 
pianist there named Joan.

 Donors were asked to write a song 
request on the reply form and return it 
with their gift.



 Image of Reply
Direct Mail Appeal included 
personal note from Joan, and song 
request reply.



Use the same theme in email

 First, a cultivation email was sent.  
Supporters were introduced to Joan and 
asked to send her a song request.

 Then, an email appeal was sent.  It 
reinforced the message in email #1, but 
asked donors to make a special gift.



 Images of emails

Emails reflected design and 
message of direct mail appeal.



Results
 Mail:  raised 85% more revenue than projected! 

 Cultivation Email:
20% open rate, 2.31% click through rate

 Email Appeal:
9.16% open rate, 0.19% click through rate

Not much money was raised online, but 
the emails engaged people.  We believe 
the emails helped boost mail results.



Case Study #3

 Integration should happen all the time –
no matter what type of mailing.

 Mercy Corps set out to make their 
Newsletter Appeal a multi-channel piece.
 Two articles included unique URLs 



 Image of Colombia article
 Image of Haiti article

http://www.mercycorps.org/bogota

http://www.mercycorps.org/bogota�


Emails expanded on one of the stories in the Newsletter 



Email 
Campaign

Emails 
Delivered

Open 
Rate

Clickthrough 
Rate

Unsubscribe 
Rate Gifts

Response 
Rate Avg. Gift

Gross 
Rev$

July Niger 
Email, 7/22/10 213,885 8.32% 0.17% 0.13% 164 0.08% $94 $15,361

Niger Resend, 
7/29/10 192,764 3.29% 0.19% 0.11% 180 0.09% $67 $11,997
TOTAL 406,649 5.93% 0.18% 0.12% 344 0.08% $80 $27,358

Email Results

These metrics fall below industry 
benchmarks for fundraising emails.  That’s 
okay!  Not every email wins awards. But it’s 
important to keep trying new things.



Direct Mail Results

July NL Qty Gifts Resp. Rate Avg. Gift Gross Rev.
Actual 69,741 2,185 3.13% $66.07 $144,353
Projected 75,200 1,940 2.58% $63.48 $123,178
Variance -5,459 245 0.55% $2.59 $21,175

The Newsletter Appeal raised 
17% more revenue than 
projected.  Did the emails 
help?  Probably!



American Civil Liberties Union
• Defend and preserve the individual rights and liberties 
that the Constitution and laws of the U.S. guarantee. 

• More than 500,000 members and supporters

•200 ACLU staff attorneys and thousands of volunteer 
attorneys handle countless civil liberties cases every year

•Legislative advocates on Capitol Hill and in state 
legislatures

•Staffed offices in all 50 states, Puerto Rico and 
Washington, D.C.



Direct marketing program includes:

 Mail
 Telemarketing
 Canvass
 Online, including:
◦ Email list
 Fundraising
 Advocacy and engagement
◦ List growth
◦ Website
◦ Social media



Number of Donor Contacts by 
Channel



Cross-Channel Analysis of 
All ACLU Donors

Donors with email addresses give 20-35% more



Overview of online program
 Raise more than $3m online annually

• $1.3 million during December
• $2 million came through the ACLU website
• $630k from non-donors who joined

 Generate more than 1 million actions (petition 
signatures, letters to Congress, etc.)

 Add 100,000 new names to the list annually



Email File Composition
As of May 2010



2/3 of the list has taken action online



5 Year Online Income Trend



Sources of New Online Donors



Where’s the greatest potential? 
 File analysis revealed primary targets for 

conversion 

 Identified 180,000 activists that are 1 action 
away from being highly responsive to online 
and offline acquisition efforts



Email list falls into 3 distinct groups

Currently 
Active

Recently 
Active

Inactive

2+ Actions1 ActionNo Actions

DiversificationCurrently 
Active

Recently 
Active

Inactive

Currently 
Active

Recently 
Active

Inactive

2+ Actions1 ActionNo Actions 2+ Actions1 ActionNo Actions

Diversification

Outer L

Inner L

Sweet Spot



Highly active non-donors are 2-3 times more likely 
to join and take action

Currently 
Active

Recently 
Active

Inactive

2+ Actions1 ActionNo Actions

DiversificationCurrently 
Active

Recently 
Active

Inactive

Currently 
Active

Recently 
Active

Inactive

2+ Actions1 ActionNo Actions 2+ Actions1 ActionNo Actions

Diversification
12.6% Advocacy 26.8% Advocacy 56.7% Advocacy

1.3% Donate 3.3% Donate 7.2% Donate

13.7% Advocacy 14.3% Advocacy 13.4% Advocacy

1.4% Donate 2.5% Donate 3.5% Donate

3.0% Advocacy 6.1% Advocacy

1.8% Donate 2.3% Donate

Currently 
Active

Recently 
Active

Inactive

2+ Actions1 ActionNo Actions

DiversificationCurrently 
Active

Recently 
Active

Inactive

Currently 
Active

Recently 
Active

Inactive

2+ Actions1 ActionNo Actions 2+ Actions1 ActionNo Actions

Diversification
12.6% Advocacy 26.8% Advocacy 56.7% Advocacy

1.3% Donate 3.3% Donate 7.2% Donate

13.7% Advocacy 14.3% Advocacy 13.4% Advocacy

1.4% Donate 2.5% Donate 3.5% Donate

3.0% Advocacy 6.1% Advocacy

1.8% Donate 2.3% Donate



Highly active donors are 25-50% more 
likely to give and take action

Currently 
Active

Recently 
Active

Inactive

2+ Actions1 ActionNo Actions

DiversificationCurrently 
Active

Recently 
Active

Inactive

Currently 
Active

Recently 
Active

Inactive

2+ Actions1 ActionNo Actions 2+ Actions1 ActionNo Actions

Diversification
18.5% Advocacy 39.6% Advocacy 68.4% Advocacy

32.8% Donate 52.2% Donate 63.9% Donate

7.6% Advocacy 16.4% Advocacy 20.2% Advocacy

41.3% Donate 49.8% Donate 49.4% Donate



Tell-a-friends, sign on to ads, and petitions 
tend to be most successful at moving people



Why is this important?
 15,000 donors fell out of the “sweet spot” 

in the last year

 These donors now give 50% less online

 Approximate loss: $105,000



Best Online Fundraising 
Opportunites (advocacy)

 Step 1: Urgent, timely issue 

 Step 2: Clear, compelling way for 
constituents to take action 

 Step 3: Ask for a gift



Strong advocacy messages



Followed by fundraising



Success!

 Strong actions resulted in a successful 
membership drive. 
◦ More than 1,000 new members and $44k
◦ 375 sustainers

 Due to the success of the online 
campaign, we offered it on the phones to 
new members who became sustainers. 



Renewals
 6 part email renewal series
 Audience and schedule is coordinated with 

other efforts
 Salutation and ask string mirror what someone 

receives in the mail 
 Timing: 
◦ First email sent on or near the 15th of the month.
◦ Mail arrives two days later
◦ A reminder email is sent nine days after first email is 

sent



Next steps

 Constant testing within renewal series
 Testing “sweet spot” retention program 

prior to fundraising campaigns
 Greater segmenation based on issues 

you’ve shown interest in
 Test different kinds of low-bar actions to 

non-action takers



Acquisition
 Email list generates income in additional channels

◦ Telemarketing to 100,000 online activists in 
FY10 convert more than 3,700 to donors at a 
net/donor of ($27)

◦ Direct mail acquisition to 20,000 activists with 
a Net/Donor of ($6)



Strong, timely actions

Oppose New Worldwide 
War Authority:
2,000 new list joins

Facebook 
privacy policy:

5,200 new list 
joins



Search engine marketing

 Averaging 1,700 new names/month



Co-registration



Thank you!

Join our list at www.aclu.org



Thank you!
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