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Internet Strategies for Success

In This Chapter:

e Why do nonprofits need to be online?

e Who’s raising money online

e What nonprofit organizations are doing
online

¢ Developing your organization’s Internet
strategy

e Internet strategy resources for nonprofits

e  Case Study: The Family Violence Preven-
tion Fund’s Internet Strategy

e  Case Study: Doing Justice To Online
Fundraising

e Idea Hot Sheet: Online Fundraising Best
Practices

The Internet has opened up a whole new world that nonprofits large and small are using to expand their

universe of influence and support. The Internet lets even small or local organizations reach out to potential

supporters around the world and around the clock. Fundraisers are especially excited about online opportu-

nities for locating new donors and for adding a new communication channel for cultivating existing donors,

even if they are giving by mail or at events.

Most organizations are, or should be, using email
and the Web as part of their fundraising programs.
In addition to building relationships with your
current donors, your online campaigns will help
bring many more people to your site, grow your
email list, and generally increase your visibility
and activity on the Internet.

Building an online presence is about so much more
than creating an online brochure for your organi-
zation. It’s about using the Internet to build rela-
tionships with constituents so your organization
can better fulfill and support its mission. Often,
this means using the Internet to complement ex-
isting programs; in other cases this means creat-
ing new programs that you couldn’t have dreamed
of before.

Successful online fundraising programs generally
have two major components. The foundation is an

informative, interactive web site and an email
communications program which, together, help
build relationships with your web site visitors and
the people you get to sign up for your email news-
letter or online advocacy program. The second
component, often overlooked, is a strategy for at-
tracting new people - especially potential donors
- to your site, so you can begin the relationship-
building process.

This handbook is organized around these two com-
ponents. In Chapters 2 through 5, we’ll talk strat-
egy and offer nuts-and-bolts information on how
to use your web site and email to build relation-
ships with potential and existing donors. Then, in
Chapters 6 through 8, we’ll discuss ideas and tac-
tics for driving traffic to your site and developing
special campaigns and promotions, including ad-
vocacy. Finally, in Chapter 9, we’ll pull all of the
information together to help you outline your pri-
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orities, develop a plan, and determine the re-
sources you'll need.

Why do nonprofits need to be online?

Online fundraising can’t exist in a vacuum. The
success of your online fundraising program will
be largely dependent on your organization’s over-
all Internet presence as well as your traditional
offline activities. So before we delve into the spe-
cifics of online fundraising, in this first chapter
let’s talk more generally about why the Internet?
What are nonprofits doing online? How can your
organization effectively integrate the Internet into
its strategy for fulfilling its mission?

In spite of an overall economic slowdown in the
U.S. and much-reported trouble in the Internet
economy, usage of the Internet continues to grow
ata tremendous pace. In 2001, there were 149 mil-
lion American households online, or 54%. In San
Francisco, Portland, Seattle, and Washington, D.C.,
over 65% of households use the Internet. By 2005,
American online households is expected to grow
to 194 million, or 68%.

What does this mean for nonprofits and
fundraising? With the Internet’s growing impor-
tance, widespread use, and influence, nonprofits
have new opportunities for communicating with
their constituents, getting their work done, and
garnering support. The Internet isn’t replacing
other media, but it is taking its place alongside
them. Most notable is the role that email is play-
ingin the operational capacity of nonprofit orga-
nizations. Email has created a sea change as a tool
for communicating with donors and colleagues,
alerting activists, and disseminating information.
Initially, the Web created a revolution in
“prochureware,” allowing nonprofits to reach many
new supporters and media with simple sites. New
services enable even nonprofits with the smallest
budgets to sign up members, take credit card do-
nations, sponsor online discussions, offer surveys,
put up searchable databases, and much more. As
a complement to existing methods, the Internet
is amedium that has finally come of age for a non-

profit sector that is hungry for modern and effec-
tive campaign tools and techniques.

Who's raising money online?

So far, large, national nonprofits with strong brand
recognition are raising most of the money online.
But even some small, local organizations have
been successful. These organizations have been
able to develop an online constituency devoted to
their mission and give people reasons to come to
their sites.

What nonprofit organizations
are doing online

Raising money is only one of the many ways
nonprofits use the Internet. So as you develop your
online fundraising program, remember to consider
it as part of a much broader online presence.

Marketing. You can use the Web and email to
complement and maximize your overall market-
ing efforts. Your web site can be a brochure, a news
service, an information library, an activist center,
a community meeting place, a store, and more, all
in one. It allows you to present your mission and
programs in their best light and interact in new
and engaging ways with your constituents at their
convenience. Your online communications can be
delivered directly to people on their desktop com-
puters or laptops, in the comfort of their homes or
offices, 24 hours a day, seven days a week.

Education and Outreach. As a constantly evolving
repository of information, your web site can play a
unique role in disseminating information and
engaging people. Its educational uses are as wide
as you are creative and inventive. Make sure
your education and outreach materials are eas-
ily accessible, downloadable or printable, and
up-to-date.

Name Recognition/Branding. Web sites and email
newsletters are key assets in creating a powerful
and memorable brand for organizations. With your
own Internet domain name and the “look” of your



web site, you can create a memorable virtual ex-
perience for your constituents. Use every oppor-
tunity to reinforce that your web site and email
newsletters are fundamental parts of your orga-
nization. Just as people remember the name of
your organization, they should also remember your
domain name (URL).

Service Delivery. Some organizations can deliver
their services online. If you provide information,
help people adopt animals, or let people contact
their members of Congress, you can offer these
services on your web site. Even if you can’t deliver
your service online, often your web site and email
newsletters can reinforce many aspects of your
service delivery. You can provide detailed infor-
mation on how your service works, enable pay-
ment for service, or offer tools to allow people to
check on delivery status.

Sales/Distribution. Whether you’re enrolling
people for your events (free or paid), selling prod-
ucts, or distributing publications, your web site
can play a key operational role. Using Yahoo! Stores
or another system, you can create a catalog of prod-
ucts and services and accept online credit card
payments, or let users download documents free.

Advocacy. Advocacy is one of the mostimportant
ways to engage people online. You can highlight
important issues and suggest ways people can get
involved - from volunteering to sending faxes to
elected officials or corporate CEOs. Whetherit’s a
hot political issue or an enduring social problem,
your web site and email newsletters can become
important resources for people seeking to make a
difference.

Collaboration. The Internet offers great opportu-
nity for collaboration with other organizations and
companies, as well as among your members and
supporters.

Fundraising. In partnership with

Groundspring.org, or another donation process-

Groundspring.org

ONLINE FUNDRAISING HANDBOOK 3

ing service, you can use your web site to raise
money, as well as keep your supporters informed
about how their financial support gets put to use
and reinforce your other fundraising efforts. By
bringing people to your site and then making a
compelling case for giving, you can begin to build
a list of online donors. (We'll talk a lot more about
this.)

What about 9/112 Millions of donors gave online
for the first time after 9/11. That means the
online donors universe has probably expanded
ten-fold. This new pool of online donors should
give you more reason than ever to aggressively
solicit email addresses from your current donors
and other constituents - and investing in the
Internet to broaden your donor base online.

Developing your organization’s

Internet strategy

The Internet opens up a whole new world of op-
portunities, so using it effectively may mean re-
thinking and reinventing your organization. After
launching a web site or an email newsletter, many
organizations draw such large and varied audi-
ences that they begin to reexamine the way their
whole organization works. It’s never too late tore-
think how your Internet strategy can integrate
into your organization. In fact, it’s worth doing
annually to get a fresh perspective on your ef-
forts.

Input from organizational stakeholders. When
thinking about your online strategy, it’s important
to get all the stakeholders in your organization
together as a group, including staff, Board mem-
bers, volunteers, and clients or other beneficia-
ries. Web sites and email newsletters are often
developed by one department, such as Commu-
nications or Development. But everyone in your
organization should have a stake in them. Make
the conversation broad, and connect your Internet
presence to the broader strategic planning issues
in your organization. Your program’s progress will
depend on a firm commitment at all levels of your
organization.
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Integrating online and offline strategies. A key
factor in your online success is integrating the
Internet into offline programs. In your planning
and analysis of all of your activities and cam-
paigns, consider ways to bridge the real world and
the virtual world of your web site and email news-
letters. Consider ways to modify your print mate-
rials (brochures, business cards, flyers, newslet-
ters, fact sheets, booklets, books) to promote your
Internet offerings. Make sure the Internet teamin
your organization thinks strategy, not just techni-
cal, and meets regularly with program staff to in-
tegrate the Internet into their work.

Committing resources. The Internet is not going
away, and using it effectively means committing
the appropriate resources. web site development
and hosting, design, programming, and promo-
tion cost money and staff time; so does email mes-
saging. Managers need to allocate time and money

for staffing, budgets, relationships with vendors,
and deliverables. Your online efforts will probably
grow, and technologies will change, so you should
be planning now to increase your Internet budget
every year. Keep in mind that technology expen-
ditures may increase your efficiency and save you
resources elsewhere.

Effect on staff. Far too often, web site maintenance
and online communications are tacked on to an
already over-worked, under-paid staff person’s
responsibilities. But having an effective online
strategy is staff intensive - they have to deal with
vendors, create content, do outreach, evaluate ef-
fectiveness, handle alarger volume of email, and
deal with in-house issues. Staff who will be in-
volved in your Internet efforts should be clearly
identified and empowered to get the work done.
They’ll need time, focus, support from managers,
training, and software or tools.



The Benton Foundation - www.benton.org
Resources for integrating the Internet into
your communications strategies.

The Gilbert Center and Nonprofit News —
www.gilbert.org

Lots of info, plus an excellent free e-newslet-
ter (and a discussion list about Online
Fundraising), produced by Michael Gilbert in
Seattle.

Guidestar - www.guidestar.org
Check and update your organization’s

information in this comprehensive listing of
nonprofit organizations, a self-proclaimed
“donors guide to the nonprofit universe.” The
Guidestar Nonprofit Center has links to
articles, nonprofit resources, and online
vendors servicing nonprofits.

NetworkForGood (sponsored by AOL Time
Warner, Yahoo! and Cisco) -
www.networkforgood.org

Hundreds of carefully chosen links to useful
online information on Web development,
email, fundraising, and other issues of
interest to nonprofits. Also offers a free
online donation service.

OneNorthwest - www.onenw.org

This group focuses on helping conservation
groups in the Northwest use technology, but
its online resources are general interest.
Check out the “how-to” articles and sign up
for ONEList, a monthly e-newsletter of
technology tips.

Groundspring.org
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The Progressive Technology Project —
www.progressivetech.org

Technology planning resource and courses
for nonprofits.

Tech Soup - www.techsoup.org
“The technology place for nonprofits,”

offering nonprofit technology news, a
community center, discussion groups,
nonprofit discounts, and much more. Tech
Soup, a project of CompuMentor
(www.compumentor.com), features articles
on computers, networking, Internet issues -
all for nonprofits

Books

Fundraising on the Internet

Second Edition

Editors: Mal Warwick, Ted Hart & Nick Allen
Jossey-Bass, 2002

The Nonprofit Guide to the Internet:
How to Survive and Thrive

by Michael W. Johnston, Robbin Lee Zeff
John Wiley & Sons, 1999

Daniel Janal’s Guide to Marketing on the
Internet

by Daniel S. Janal

John Wiley & Sons, Inc., 2000

Cutting Through the Emaze
by Todd Baker
Grizzard, 2001

Download at www.nonprofitwebsites.com
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CASE The Family Violence
- 3dijr)dl Prevention Fund’s
Internet Strategy
Family Violence  Prevention Fund

(www.endabuse.org) is one of the nation’s lead-
ing nonprofit organizations working to end do-
mestic violence and help women and children
whose lives are devastated by abuse. The Fund
started out on the Internet earlier than most
nonprofits, and has had over five years to test
techniques for outreach, fundraising and con-
stituency engagement. The Fund has strategi-
cally integrated the Internet into its programs;
today its web site plays a critical role in further-
ing its mission. This conversation between
Michael Stein and Jeffrey Betcher, Program Man-
ager at the Fund, reveals the various strategies

Sple]jabuse

TAKEACTION  HIGHLIGHTS

Coaching Boys Into Men

San Francisco o,
Raises $300,000 7.’ o=

FUPF makes
Top 100 List
ZITE SEARCH

LEGAL MOTIGES COMTAGT FWFF

EE @ IMTERMSHIFS

and issues that the Fund has wrestled with,
mirroring issues that many nonprofits face in
developing an online strategy.

Michael Stein: Jeffrey, when did Family Violence
Prevention Fund start using the Internet?

Jeffrey Betcher: In 1995, knowing practically
nothing. The Institute for Global Communica-
tions helped us get it going using the Rainforest
Action Network site as a model. It was one of the
best sites around. There was a buzz about the
internet, of course, and we knew it was an im-
portant new way to communicate, but we didn’t
know much beyond that. We took write ups of
our various programs and put them up, putin a
“give” device using early encryption software,
and sat back to see what happened. We’re work-

April ?
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ing on our second major redesign
now, and we receive 30,000
unique visitors per month, which
we think is a lot of traffic. We're
proud of that. But from the very
beginning, I felt sure we were reaching people

we had never reached before, and wouldn’t
have reached without the site.

The site went up shortly after we launched
the first ever national public education cam-
paign on domestic violence which focused on
more traditional media, television PSAs and
posters, etc. So, I think we were sensitized to
anything that could be another avenue for the
campaign. We also had a Communications Di-
rector who stepped forward to get the site go-
ing.

Michael: How does maintaining an Internet
presence fit into your mission and goals?

Jeffrey: Initially our web site was designed for
general outreach, marketing and information
dissemination. We’re now shifting our web site
more towards constituency building, advo-
cacy, wanting to construct a place where any-
one who cares about our issue can getinvolved
in a real way. We also have an e-commerce
store that we built usingYahoo's tools, where
people can purchase our complete line of
awareness materials at cost with a credit card,
and get technical assistance. The shift towards
Internet advocacy is a very intentional strat-
egy for us. The redesign of our web site will
make it clearer to advocates and movement
people how they can connect with us. We're
actually hoping that the traffic patterns this
creates on our web site will tell us something
about our online audience and how they interact
with us.

Michael: Regarding this shift in emphasis to-
wards advocacy, how intentional was it? How
did you arrive at the decision?

Jeffrey: The web site follows our programmatic
emphasis, which is absolutely strategic. We
feel there is a need for a coordinated constitu-
ency and political action on the issue of do-
mestic violence. And we know that the Web is
an extremely useful tool for that. There’s al-
ways been a group of Internet-interested
people at the agency that have helped us push
the limits.

Ultimately our executive director provides the
leadership. She’s a believer in the Internet. It’s
considered primarily a communications strat-
egy. Whatever the configuration, it seems key
to have a staff person who’s responsible for
tracking effectiveness and reporting back to
the whole agency. Everyone has an interest in
the web site, and wants to know what’s going
on with it.

Michael: How has using email and email news-
letters fit into your Internet strategy?

Jeffrey: We have an email news flash service
that works like a Listserv, which goes out to
approximately 4,000 people about every week.
People subscribe to the service and we keep
them posted on important news and events.
It’s particularly active when there is an issue
in the news, and occasionally we use it to mo-
bilize people to take certain actions.

Michael: What kind of experiences have you
had in online fundraising and membership
development using the Internet?

Jeffrey: FVPF isn’t strictly speaking a
membership organization, but we do very
intentional financial solicitations. We
have a development section of the site that
tells people about giving options like planned
giving. People can give directly to us with a
credit card using our Yahoo e-commerce tool,
and they can also download a form and send
us a check.We don’t get that much money this
way, but we do get some new donors, so we
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feel that it’s worth it. The most
intentional thing that we’'ve done
recently is a combined direct
mail and Listserv appeal. A mes-
sage went out from our executive
director checking in with subscribers about the
usefulness of our Newsflash and thanking
them for being on our list. We followed it with
a short appeal message, and then they could
click through to our web site where there’s the
full appeal: a story about a woman who was a
homicide victim, to illustrate the trauma of
domestic violence. We didn’t get a big re-
sponse, only half a dozen actual gifts, all new
donors though. We have, over the years, re-
ceived donations out of the blue from people
who have visited our web site, some of which
have been pretty sizeable. Those few occasions
continue to justify the effort for us.

Michael: What kinds of changes did your or-
ganization have to make to use the Internet?

Jeffrey: Using the Internet grew naturally out
of the efforts of our Communications Depart-
ment. We've had to train and encourage ev-
eryone at our agency to fit the Internet into
their work patterns. When our front line staff
are answering the phones, or any of us are talk-
ing to people, we're always telling people to
check out this or that document on the web
site. And we’ve had to create feedback loops
so we can put up the appropriate materials on
the web site. We've also had to deal with the
new communications medium that gets
opened up. We get a ton of emails from our
web site and our Listserv, and it’s a quarter
time staff person to respond and filter these.
We’ve been positive about these changes,
not resisting them, but turning them to our
advantage.

Michael: Do you think that the Internet has
helped you achieve your mission and how
would you quantify this?

Jeffrey: I definitely think that the Internet has
helped us achieve our mission. Many people
have found us through the Internet who would
never have found us. We tapped into a much
larger constituency. People tell us regularly
that this is how they found us, mostly via our
web site. We get a lot of emails from people
this way. Our organization and work is well
known to certain groups of people, but we'’re
not nationally recognized as a “brand name”
nonprofit. But people remember our PSAs and
connect with our issues, before they remem-
ber our name. So if someone can find us by
searching on our issue or some other key, it’s a
big plus for us. With our emphasis on public
awareness, constituency building and politi-
cal action, the Internet is mission critical for
us. We are very aware of the impact of the
Internet on our work and have been able to
reflect this in our fundraising and in our pro-
gram development. Our recent efforts are ex-
citing because we’re trying to create the next
generation of our Internet presence to reach
more people and be more effective. We want
our site to be fresh, exciting, interactive, en-
gaging. It takes more resources to build and
maintain, but we’re hoping it will help make
us even more effective.

To read the full interview, go to the Benton

Foundation’s web site:
http://www.benton.org/Practice

Features/fvpf.html
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CASE Doing Justice To Online

Fundraising

STUDY

Say you’re a mid-sized, national non-profit
with a strong direct mail experience and a
solid communications strategy. You've prob-
ably already begun building your online pro-
gram, but now you're ready to get serious
about it. Some questions you might be ask-
ing: What'’s the best way to grow? What can
you expect? And what tools will help you get
there? This case study should give you some
answers (and maybe a little inspiration, too!).

Earthjustice, the non-profit law firm for the
environment, represents - without charge -
hundreds of public interest clients, large and
small. Founded in 1971 as the Sierra Club Le-
gal Defense Fund, Earthjustice has played a
leading role in developing and enforcing en-
vironmental law. From nine offices across the
country Earthjustice attorneys take on pow-
erful special interests and win.

We began working with Earthjustice to de-
velop and implement their online fundraising
strategy in 2001. The results have been dra-
matic and exciting:

- More than 500% growth in their online con-
stituent list

- More than 300% growth in online giving?

- Influenced environmental policy with
thousands of faxes and emails sent by con-
stituents

“We’re thrilled with what’s happened online over
the last year. Our constituents love being able to
act online quickly, we get great response to our
monthly e-newsletter, and seeing our online income
grow is, of course, terrific.”

—Adelaide Roberts, Director, Public Support,

Earthjustice

 According to The Chronicle of Philanthropy (6/13/02), the me-
dian increase in online giving during a similar period was
120%.

Step 1: Growing their list

Akey initial goal was growing their email list.
Several strategies resulted in increasing their
list from 4,800 to 25,100 names in a little over
a year, including:

- Placing e-newsletter sign-ups prominently
on their site.

‘Running partnerships with portals like
Care? to generate Action Alert sign-ups.

- Inviting donors via a postcard to give their
email addresses and enter a raffle

E-mail list growth
30000
25000
20000 -
15000
10000
5000
Il
Apr 01 Jul 02
Step 2: Cultivation

Earthjustice’s email program and web site
have become important parts of their donor
and prospect cultivation. Key tactics include:

- Sending a monthly text and HTML e-news-
letter, which generates average click-thru
rates of 10% or more (click-thrus on the
HTML version are routinely higher)

- Inviting donors and prospects to take ac-
tion online, which increases their level of
engagement with the organization

- Surveying donors and prospects online.
22% of recipients completed their recent
survey, with the highest segment (donor/
activists) returning more than 39%.
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Step 3: Raising money

In 2001,
Earthjustice SUPPORTER CENTER
began a more A i b6 Eanhjissos SaaarT Thaak youl
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- Special campaigns,
including “Donate
Your Rebate” and
Earth Day. The Earth
Day campaign con-
sisted of series of
messages during the
four weeks of April:
Learn, Act,Teach, and
Give.

Step 4: Integrating
with their offline pro-
gram

A recent integrated
matching grant cam-
paign generated par-
ticularly impressive
results. The annual
appeal ran both off-
and online, with the
following elements:
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- Direct mail series which offered
an online giving option

-Appeals on home and other
pages

- A series of emails to 18,000 donors and
prospects thatincluded hard and soft asks

in their e-newsletter and a “last chance”
email postcard.

(@Y EARTHJUSTICE
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Last chance vo double your money to stop the Bush administrazion’

To help Earthjuite ferd off the Buik sdminiptragion’s relentiein anti-orviranment
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“Last chance” e-postcard generated almost
$15,000 in one day.

The results: 447 donors and prospects gave
$26,875 online — a 2.5% response rate from
their online list, and representing 5% of the
total generated from the campaign.

Advocacy adds to the mix

Earthjustice only began its online activism
program in 2001. Not only has the program
influenced environmental law and allowed
donors and prospects to more deeply engage
with the organization, but the organization
has also developed a growing list of staunch
activists.

- Since October 2001, Earthjustice launched
29 campaigns with over 47,000 partici-
pants taking action.

- Over 65,000 letters were sent via email
and fax to specified targets.

- Over 10,000 members were recruited via
advocacy campaigns.

Using the right tools
for the job

At the beginning of
2001, Earthjustice
used low-cost, stand-
alone vendors for
their email messag-
ing and online dona-
tion  processing.
While not the most
robust tools, they
were sufficient at the
time. However, by late
2001, Earthjustice’s
online program had
really taken off and
they were ready for a
more powerful, inte-
grated solution. They
selected GetActive Software because it com-
bined powerful email messaging and a brand
new, easily customized donation processing
system with a well-established online activ-
ism product (which Earthjustice’s communi-
cation department was already using). Not
only have the tools proved effective, but col-
laboration between the communications and
development departments has significantly
increased. Even the team at GetActive is im-
pressed:

“Earthjustice has done an excellent job of weaving
together online newsletters, advocacy, and
fundraising, a unified approach to member rela-
tionship management that has yielded outstand-
ing results”

— Sheeraz Haji, CEO GetActive Software
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Chapter 1  INTERNET STRATEGIES FOR SUCCESS

Some final thoughts

In many ways, Earthjustice’s results are not unusual. However, they demonstrate a
particularly fundraising program online. They’re committed to investing online,
willing to be creative and take risks, yet have realistic expectations. As a result,
we’ve tested different strategies and learned a great deal about their list — and their fundraising
outcomes are positive now, and will only continue to grow.
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IDEA HOT SHEET !

Online Fundraising Best Practices

Invest in your web site

Your web site is critical to your online fundraising program: keep it useful and current.

Use email effectively

Email addresses are like gold - collect them everywhere, then use them for educating,
activating, cultivating, and fundraising. Treat them like gold by having a strong commitment
to privacy.

Cultivate relationships

Email and the Web make it easy to communicate and interact with donors and prospects.
Serve their needs and expectations; invite their feedback and respond to it.

Promote your site

Even the greatest site won’t realize its potential if it doesn’t get enough visitors — and the
right ones.

Think integration

Integrate online fundraising with your existing fundraising strategies and your organization’s
overall Internet strategy. Use email and the Web to reach new supporters and to strengthen
relationships you've made through other channels, such as direct mail, phone, events, or
one-on-one visits.

Be realistic

Online fundraising often requires a significant up-front investment. For most organizations,
the pay-off will not be immediate. Think long-term, and manage the expectations of your
staff and board.
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Acquiring and Cultivating Donors Online

In This Chapter:

e How can you acquire new donors online? e A word about database integration
e How can you cultivate existing offline e Donation portals, charity shopping malls,
donors online? click-to-give sites
e Using email to cultivate existing donors e State Charitable Registration Requirements
e Using your web site to cultivate existing ¢ Online Fundraising Resources
donors e Case Study: The World Wildlife Fund
e Integrating online fundraising into your Makes the Ask
development program e Idea Hot Sheet: Major Gift Fundraising
Online

Online fundraising is all about REACH and RELATIONSHIPS. With the Internet, your universe of potential
donors expands exponentially, as does your ability to build longer-lasting relationships with existing (and
potential!) donors near and far. People whom you could never have tracked down, even with all the money
or time in the world, and people around the corner who never knew you existed, may visit your web site. As
soon as they hit your site, the relationship-building process should begin. This chapter outlines strategies
for acquiring new donors and building relationships with existing donors. It may help to think of the
foundation of your online donor acquisition as the Web (usually your own site, where you can make the
case for why a newcomer should support you), while the foundation of your relationship-building with

existing donors will be email, which you can use to push information out and draw people back to your

site.

How can you acquire new donors online? 1. Bringing potential donors to your site.
Many organizations are reporting that the ma- The first thing to do to increase the number of
jority of their online donations are from new people clicking on your “donate now” button is
donors. The keys to acquiring new to attract new visitors and encourage repeat
donors on your site are: visits to your site. While certain people will

come to your site because they are looking for
1. Bring potential donors to your site. you specifically, many people in cyberspace

2. Make your site donor friendly. (and in the real world, too!) will need to be made

aware of your existence, the work you do, and
3. Make the ask! the issues you deal with. You'll need a strategy

4. Collect email addresses. for getting the word out about your web site —
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online and offline. WildAid, a relatively young
nonprofit, placed billboard ads in downtown
San Francisco that prominently featured its
Web address - www.WildAid.org. WildAid sub-
sequently saw a significant increase in the traf-
fic to its site. While billboards are seldom the
best way to drive traffic, imagine how your
chances of getting donations increases if you
have 15,000 people on your site per month
rather than 5,000.

Chapters 5 and 6 cover strategies you can use
to draw new traffic to your site and encourage
repeat visits. Keep in mind that the more you
can target your efforts to attract

ACQUIRING AND CULTIVATING DoNORS ONLINE

do, how you do it, and why. Keep it short, in-
cluding a link to more details for those who are
interested.

* Your privacy, security, and financial statements.
People will make donations only if they trust
your organization. If you're asking people to
provide you with personal information of any
kind, be sure to display your privacy policy -
your pledge about how you will use the infor-
mation you are collecting. It’s a violation of stan-
dard nonprofit “netiquette” to share your list
of email addresses with another organization
or company, but if you have any intention of

doing so, you need to say so in your

people who have an interest in privacy policy and on every page
your organization and the abil- HOT TIP ! that asks for email addresses.
ity to make donations, the bet- Some visitors will want reassur-
ter. Go to ance that a page is on a secure

. Make your site donor-friendly.
If somebody is on your site, she’s
already taken the first step for
getting involved - she came to
you. To convert her into a do-
nor, you must not only make her
experience on your site a good
one, you must also build her
trust and give her opportuni-

www.groundpsring.org to

see a sample

privacy policy or
www.TRUSTe.com to use
an online “wizard” to
create a privacy policy.
Be sure to adapt it for
your organization, then

server —so that information is en-
crypted before transmission over
the Internet - before inputting
their credit card information. Make
sure your giving pages display a
security symbol or statement. Fi-
nally, visitors want to know that
your organization is financially
responsible. At a minimum, post
your Annual Report on your site.

ties to get involved. (The basic

rules of fundraising don’t change online -
people who are involved are more likely to give.
The beauty is that it’s easier for people to be
involved online.)

It’s critical to remember that your site is more
than a brochure. You don’t want someone com-
ing to your site and leaving, never to return,
thinking they’ve learned all they can. Chapter
4 talks about strategies and tools for building
an effective web site, involving visitors, and en-

Many organizations are also start-
ing to post their 990 forms on their sites. 990s
for all nonprofits are already available online
through Guidestar (www.guidestar.org), so you
may as well make yours easy to access for those
who are interested. Posting your 990 also helps
fulfill the IRS’s requirement that you make the
990 available to the public.

¢ Your successes and progress, i.e. how donations
make a difference. This will build confidence in

couraging them to come back time and time
again. However, there are several things you
can include on your site to ensure it is donor-

friendly:

e A short, crisp version of your mission statement.
Clearly convey on your home page what you

and respect for your organization, and the likeli-
hood that someone will give. For example, the
Trust for Public Land’s web site (www.tpl.org)
has a button on the home page that highlights a

successful project. Click on it and a small pop-up
window opens with a short description of the public

land the Trust preserved.
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e Contact information. You want to be accessible to
your donors, particularly those who may be inter-
ested in making a large gift and those who aren’t
yet comfortable giving online. Adding a footer on
every page with your name, address, phone, and
fax numbers - plus a copyright notice - is one ef-
fective solution.

3. Make the ask!
Again, the basic rules of fundraising apply
online - it can take frequent “asks” in order to
receive a gift. Most successful organizations put
attractive membership offers or compelling ap-
peals on their home page as well as including a
Donate or Join link in the navigation on every
page. Your appeals should give people reasons
to give, and premiums like t-shirts or tote-bags
can be effective (but also expensive). For ap-
peals throughout the site, it’'s easy and logical
to tie the “ask” to the page content. If someone
is on a page about saving the tigers, your ap-
peal can say “Help us save the tigers! Make a
donation today!”

You can also incorporate asks into your con-

tent. At the end of an informative piece of copy,

explain in one or two sentences how your

organization is making a difference and in-

vite the reader’s support, with a link to the

giving page.

Children International uses very ef-
fective appeals on their home page:

When someone clicks on your do-
nation button, she should be taken

(HILDREN INTEZSATICHAL", ’-"
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want the donor feeling as if she has gone to
another, unfamiliar site. Groundspring.org and
many other ASPs enable you to make the do-
nation page that sits on their web server look a
lot like your web pages. (See Chapter 4 for more
tips on creating effective online giving pages.)

* Acknowledgments. Most donation processing
services (including Groundspring.org’s
DonateNow) are configured to automatically
send an email acknowledgment, which online
donors have come to expect. You should also
send your traditional postal mail acknowledg-
ment, and you may even want to develop an
email welcome packet that outlines the ben-
efits of being an online donor. It could contain
some of the same information you might nor-
mally mail, but you may want to reference spe-
cial “online member” benefits, like special fea-
tures of your site.

4. Collect email addresses on your site - then use
them! Most people probably won’t make a do-
nation on their first visit to your site, butif you
get their email addresses you can start build-
ing your relationship via email and invite them
back to your site.

The best way to collect email addresses is to offer
an e-newsletter subscription on your home
page (and other pages, too). Make the subscrip-
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distracts her with many options or
further reasons why she should
contribute. Include on your online
donation pages a link to a form that
people can fax or mail in if they
don’t want to use their credit cards
online. Though an Application Ser-
(ASP) like
Groundspring.org may be process-
ing the gift on your behalf, you don’t
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tion quick and easy - ideally a visitor types her
email address into a box and clicks submit. De-
pending on your email messaging system, you can
then ask for ad ditional, optional information (such
as name, zip code, or interests) that you can use
later to personalize the messages and send tar-
geted information. In your e-newsletter, in addi-
tion to news and calls to action, you can invite
people to join your organization or make a contri-
bution. You can also send a special stand-alone
email solicitation periodically. The key is to re-
member that without that email address, a po-
tential supporter may be lost forever. Chapter 3
discusses email messaging systems and newslet-
ters in detail.

How can you cultivate existing offline
donors online?

The best way to cultivate donors who have given
offline — by mail, phone, events, or face-to-face
solicitations - is to request their email address
and send them a regular e-newsletter, encourag-
ing them to use an e-channel to communicate
with you, along with whatever channels have al-
ready been effective. Many donors won’t want to
communicate online. Just as the most “wired” per-
son might still prefer to read a newspaper in the
morning rather than log into msnbc.com, so a
“wired” donor might prefer to respond to a letter
rather than an email renewal solicitation. Plus,
while some donors may actually prefer email, you'll
generally depend on your existing channels of
communication to continue relationships with
donors who joined via these channels.

Using email to cultivate existing donors

Email is known as the “killer application” of the
Internet because it gives you the opportunity to
communicate more frequently and more effi-
ciently with your supporters. Email messaging is
much less expensive than mail, and the incremen-
tal cost for sending more email is minimal. The
key to email cultivation is to start an e-newsletter
and build your list.

ACQUIRING AND CULTIVATING DoNORS ONLINE

1. Startan e-newsletter. The best way to use email
to cultivate your existing donors is to send an
e-newsletter with relevant, interesting infor-
mation and opportunities to get involved. This
will increase the perceived value of your orga-
nization (and the likelihood that donors will
renew or increase their support). Stanford
University’s analysis of its monthly e-news
confirms that e-news recipients are more
likely to make a gift than non-recipients.
(See: http://www.stanford.edu/~jpearson
@stangifts.htm.) Plus, by providinglinks to your
web site in your emails, you can get your sup-
porters in the habit of visiting your site often,
deepening the connection they feel with your
organization.

2. Build your donor email list. Of course, for your
donor e-newsletter to be effective you have to
get the email addresses of your donors. Most
organizations are just starting to collect email
addresses regularly, so you're not alone if your
donor email list is small. But don’t wait another
day to start building it! Ask donors for email
addresses at every point of contact, especially
on donation and renewal forms. Use your new
e-newsletter as an incentive for donors to give
you their email address. Furthermore, many
donors appreciate the fact that email commu-
nications and renewals save your organization
time, money, and paper. Don’t hesitate to tell
them that.

Using your web site to cultivate
existing donors

Your web site should make it easy for existing do-
nors to get involved and find information about
your mission, programs, effectiveness, progress,
finances, and privacy policy.

Some organizations have experimented with
“members only” sections of their sites, but it’s gen-
erally not a good idea to limit your content for
members only. What'’s more, unless you've got re-
ally valuable content, members aren’t likely to keep
track of a password. However, some groups have
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created web site areas specifically for donors that
contain insider information, success stories, staff
profiles, and other features that deepen the
donor’s relationship with the organization. But,
rather than keeping this content restricted, the
section is available and even strongly promoted,
since it can be an enticement for prospects to give.

Earthjustice’s is one organization that has recently
created a “supporter center”.

No matter what, the best way to cultivate donors
through your site is to make their experience on
your site a positive one, give them reasons to visit

often, and make your site a tool that facilitates
their relationship with you. Let them donate and
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your site.You can also build a sense of community
on your site by including message boards or chat
rooms, though you'll need to “work” them. (In Chap-
ter 4 we’ll talk about the nuts and bolts of building
a great site).

Some organizations are recognizing their donors
online. You may not be able to afford a real-world
“wall of donors,” but you could create one online,
or you could create an online “printer’s proof” of
your annual report where you can direct donors to
check their recognition name and level. (Of course,
get permission from the donor before posting her
name online!)

The Web is also a great place to solicit member
feedback. With an online survey
linked from the site or from an
email, you can find out how mem-

bers use your web site and email.
Do they read your emails? Do they
click through your emails to visit
your web site? Do they come back
to your web site, and why? Surveys
need careful design, but can be ef-
fective evaluation tools. (Check out

WwWw.Zzoomerang.com

www.surveymonkey.com for free
and low-cost survey tools.)

or

Integrating online fundraising
into your development
program

When well planned, your online
and offline fundraising programs
can complement and enhance each

other. There are several ways to in-
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register for events online. If your membership is
hungry for the latest information or news about
your cause, make sure you incorporate that into
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Use email to boost response to di-
rect mail. In the same way that you
might make a call telling donors to
expect an important letter, you can
email your file telling them to
watch the mail, or wait for the call. A special, stand-
alone email is most effective, but you can also in-
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corporate the message into your regular donor e-
newsletter. You can also try following up a special
appeal with an email, saying “we hope you read
our recent letter, just click here to make your do-
nation online today. It’s convenient and saves us
money.” The first renewal effort might be con-
ducted by email, followed by the usual multi-let-
ter series, and eventually a phone call.

Offer the convenience of online giving. More and
more of your donors may prefer to conduct their
transactions online. When they receive a direct
mail solicitation, they may want to make their gift
online rather than writing a check, putting itin an
envelope, finding a stamp, and putting it in the
mailbox. Include on your reply device a Web ad-
dress for an online giving page, in addition to the
credit card and check options. Ideally, you should
create a giving page specifically for that appeal so
you can track the response, but at a minimum you
can route direct-mail traffic to a unique url to track
how many people actually went from the mail to
the Web. Make sure the printed url is easy to re-
member, such as www.yourorganization.org/dona-
tion. This tactic is also an option when you survey
your membership in the mail. In fact, when they
go online to complete the survey rather than re-
turning it by mail, you save the time it takes to
key in the responses received by mail.

Promote your online program through direct mail.
Promote your web site and e-newsletter in all of
your print communications. Consider including a
buckslip in a mailing or sending out a special post-
card highlighting features on your site and an-
nouncing the launch of your donor e-newsletter.
Tell people to visit your web site to subscribe, or
include a reply device so people can mail you their
email address.

A word about database integration

In the ideal world, you would have one system for
managing all of your online and offline processes
and data - donations, events, email messaging,
letters, volunteers, etc. Though many Application
Service Providers (ASPs) offering these services are
moving in that direction, most are not there yet,

ACQUIRING AND CULTIVATING DoNORS ONLINE

and even if they were, it is not likely that many
organizations would quickly abandon their exist-
ing donor database management systems. (To see
systems that integrate at least some of these pro-
cesses, check out ASPs like Convio, GetActive, So-
cial Ecology, and LocalVoice). So, the process of in-
tegrating data from all of the different places
where it’s collected online and offline is likely to
be an ongoing issue. The goal is to ensure that at
every point of contact with your donors, you have
the most current information.

For example, an existing donor makes a donation
online. In that process, she gives you permission
to send her your monthly e-newsletter. You then
have to add her to your email messaging list and
update her gift history and contact information in
your offline database. Later, if you don’t put her
email address in your offline database, you may
send her a postcard in the mail saying “send us
your email address so we can send you our e-news-
letter,” when she’s already been receiving it for
several months. Three months later, perhaps she
unsubscribes from your e-newsletter. The next day
you add to your email list all donors with email
addresses in your offline database. Depending on
your messaging system, you may have just re-sub-
scribed her against her will. The point is that you’ll
need to figure out a system for keeping all of your
databases integrated by doing regular imports
and exports among your systems.

Fortunately, Groundspring.org and most other
ASPs offering donation processing, event registra-
tion, or email messaging let you download infor-
mation from their site in a comma-separated or
tab-delineated format for importing into your ex-
isting database. You may have to play with the
data a bit to match the fields and code the records.
It’s best to consider your offline database your
master, then do periodic imports and exports from
there. When you get new email addresses or ad-
dress changes in the mail, you'll have to export
that info into your email messaging system. Fur-
thermore, you may need to code donors who have
unsubscribed from your e-newsletter in your
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offline database so you don’t import their email
address into your messaging system. (If you have
multiple email lists this could get tricky.) Develop
a policy - if they have unsubscribed from your e-
newsletter, does that mean you can’t send them
stand-alone solicitations? If not, you’ll need a
more sophisticated coding system - i.e., no
email, no e-newsletter, no e-solicitation, etc.

Donation portals, charity shopping malls,
and click-to-give sites

Donation portals are Web sites that offer a direc-
tory of nonprofits. They allow visitors to search for
charities by mission or geography using the
Guidestar database based on the IRS 990 tax fil-
ings or their own database of non-profits. Examples
of charity portals include justgive.org and
GiveForChange.com. Their job is to attract lots of
traffic to their site, and encourage visitors to make
contributions to the nonprofits listed. Usually your
listing is free, and the portal accepts secure credit
card contributions on your behalf. Most charge a
fee or percentage of any donations and have no
monthly minimum. Portals make money from ad-
vertising on their site or through the fees they
charge; however, most aren’t making any money
and are closing! So be forewarned. Some individu-
als may use charity portals, and it can’t hurt to be
listed, but it’s not likely that this will be a signifi-
cantrevenue stream.

Charity shopping malls return a commission to
your organization when your members or support-
ers make online shopping purchases through their
network of online stores. The problem with them
(other than the failure of many of their e-com-
merce tenants in early 2001) is that most
nonprofits don’t get a lot of visitors to their sites,
so the numbers they can send on to the mall is
tiny. Plus, not all nonprofits are comfortable work-
ing with charity malls, sometimes feeling thatit’s
akin to advertising or corporate sponsorship, or
supports consumerism which may not mix well
with an organization’s mission. Examples of char-
ity malls are iGive.com and Working Assets’
ShopForChange.com.
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While a few organizations have made modest
money from these dot-coms, most organizations
don’t have the high traffic to make them work.
Perhaps more important, however, is the fact that,
like many other dot-coms, most charity malls
and shopping portals have not been profitable
and are failing.

The classic click-to-give site is the Hunger Site,
which recruited advertising sponsors to donate
the cost of a cup of rice to a UN food program every
time a visitor clicked on the site. The site has been
a viral phenomenon, logging over 100 million visi-
tors donating 198 million cups of staple foods
by early 2001, according to the site. In 2000,
the site was taken over by the for-profit
GreaterGood, which ran one of the big online shop-
ping malls until it shut down in mid-2001. In late
2001, the site was re-launched. Care2.com’s click-
to-donate sites benefit pandas, big cats, the
rainforest, and breast cancer prevention.

If you are considering these services, evaluate
them carefully. Examine their Web sites thor-
oughly to see how they present their services, and
how they feature the nonprofits that are signed
up. Make sure you understand the setup, dona-
tion, and monthly fees. Don’t get forced into sign-
ing a multi-year contract. Check with other
nonprofits that have signed up, and find out how
much money they’ve raised. Ask about the service’s
marketing and advertising, and make sure you un-
derstand what the service requires YOU to do as
part of the deal. Some ask for buttons on your home
page or announcements in your email newslet-
ters. Finally, make sure you have full access to the
donor information so you can cultivate that rela-
tionship, and find out if the site is using the donor
information in any way.

State Charitable Registration Requirements

The borderless nature of the Internet raises myriad
questions about jurisdiction and state charitable
registration. If your organization has a donation
button on its site, do you need to register with
every state because users can access your site?
How about if you send email with a solicitation
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to people all over the country? What if you don’t
know where your email recipi-
ents live?

State Attorneys General, who
generally handle charitable so-
licitation efforts, have debated
this issue, but few states have
actually changed the regula-
tions to deal with the Internet.
Organizations with large na-
tional direct mail programs are
usually already registered in
most states, so their Internet ac-
tivities should be covered

ACQUIRING AND CULTIVATING DoNORS ONLINE

One benefit to using the
Groundspring.org DonateNow
service is that you don’t have to
worry about the state registra-
tion issue. The donations are
technically made to
Groundspring.org, which is
registered in every state that

Though there is as yet no agreement about how
Internet solicitations should

be handled, discussion has in-
HOT TIP ! cluded ideas like setting dona-

tion thresholds that would trig-
ger a state registration require-
ment - i.e., if an organization
received a certain number of
gifts or a certain number of
dollars from donors in a state
consistently over a certain
number of years, the organiza-
tion would have to register with
that state. Another idea circu-
lating is to create a central reg-

too.Other organizations more
local in scope need to pay at-
tention to how this issue evolves, because no stan-
dards have been established yet. The problem is
that the laws on the books were created before the
Internet existed and could conceivably require
that any organization with a donation button on
its home page register in every state. However,
this would cost a nonprofit tens of thousands of
dollars and a lot of time - a huge, unreasonable
burden for small, local groups (not to mention the
burden state offices would face in processing all of
the registrations).

Network for Good - www.networkforgood.org

including up-to-date news.

of online fundraising trends.

Online Fundraising Resources

See the Nonprofit Resources section for articles and links about online fundraising.

The Internet Nonprofit Center - www.nonprofits.org
Posts an extensive FAQ for nonprofit organizations, bulletins, and a library of publications,
information and data about the nonprofit sector.

The Nonprofit Matrix - www.nonprofitmatrix.com
A comprehensive guide to commercial ASPs and portal providers for the nonprofit sector,

Online Fundraising Resource Center - www.fund-online.com

Most interesting on this site are the excerpts from the book Fundraising and Friend-raising on
the Web by Adam Corson-Finnerty and Laura Blanchard. Check out Chapter 2 for ideas on using
the Web for Major Gift fundraising. Also included on the site are resources, essays, and analysis

istration process.

This is definitely an issue to monitor. For more
information, go to the National Association
of State Charity Officials web site
(www.nasconet.org) and read the “Charleston Prin-
ciples: On Charitable Solicitations Using the
Internet.” There’s also a good article, “Internet
Issues for Tax Exempt Organizations” by Alice
Robert

Anderson and Wexler, on

www.techsoup.org.
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The World Wildlife Fund
Makes the Ask

Not only is the World Wildlife
Fund’s web site engaging and in-
formative, it is an example of excellent online
fundraising. Though World Wildlife is a large
organization with a strong brand nationally
and internationally, its strategies for acquir-
ing gifts online can be a model for even the

smallest organization.

e From the home page, potential or existing
donors can easily find information they
may use to make a decision about support-
ing WWF - from what WWF does and
WWEF’s Annual Report to privacy policies
and how to help.

e WWEF includes on its home page :

1) An appeal prominently placed in the up-
per right corner that includes a premium
as an incentive for giving— a members-only
t-shirt and a subscription to its print maga-
zine, Living Planet (an example of integrat-
ingon and off-line communications).

2) An invitation to subscribe to the e-news-
letter. Even if a new visitor doesn’t make a
gift today, at least she is on that email list
for further cultivation and solicitation!

“Learn more about endangered species”
page, the appeal has a picture of a tiger
and says, “Help save wildlife - support
WWE!” On the page about forests, the ap-
peal has a forest image and says “Help WWF
protect our forests.”When the donor clicks
on each of theselinks, she is taken to a special
donation page with a few sentences about how
her gift will help make a difference on that par-
ticularissue.

Linking the “ask” to the
content of the page.
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e Onits other pages, WWF ties the ask to the
content of the page. For example, on the

WWF’s online giving forms (below) include a
few sentences about how the WWF - and
hence the donor’s gift — will make a difference.
Though not visible here, every donation form
includes a phone number and a link to a print-
able donation form for people who don’t want
to give online.
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ACQUIRING AND CULTIVATING DoNORS ONLINE

IDEA HOT SHEET !

Major Gift Fundraising Online

“Online we should be looking for the gold nugget, not the small green peas.”

— Adam Corson-Finnerty
Director of Development
University of Pennsylvania Library

2

With all the talk about reaching the masses
online, it’s wise to think of your web site as a
tool for major gift fundraising too. Of course,
interpersonal communication will always be
the foundation of any major gift program, but,
like other donors, major donors are increas-
ingly going to the Web to get information about
an organization’s mission, programs, and ef-
fectiveness when they are considering mak-
inga gift. Make sure thatinformation is avail-
able and accurate.

Here are some ideas for cultivating major do-
nors online.

¢ Speak directly to major donors on your site.
For example, on it’s “How you can help” page,
WildAid.org tells major donors that 100% of
their gift will go directly to programs in the
field.

Create a Web page on your site about a ma-
jor gift. This will not only directly recognize
that particular donor, it will show other po-
tential major donors that you value and
need their support.

If you have high-dollar giving clubs or circles,
create online giving pages outlining the spe-
cial benefits.

e Provide information about making planned
gifts and gifts of stock on your site. At a mini-
mum, include contact information for your
major gifts officer so a potential donor can
contact him or her directly. The Trust for Pub-
lic Land (www.tpl.org), the American Red
Cross (www.redcross.org), and National Uni-
versity (www.nu.edu/donation/index.html)
detail the many different planned gift op-
tions on their site. ASPs like
www.stelter.com, www.newtithing.org, and
www.giftlegacy.com can help you integrate
planned gift tools (including a giving calcu-
lator) into your site.

¢ Develop an email messaging program for
your major donors. Provide them with per-
sonalized “inner circle” communications,
updates, and urgent alerts from your execu-
tive director.

For more ideas on using the Internet for ma-
jor gifts, visit Adam Corson-Finnerty’s and
Laura Blanchard’s web site at www.fund-
online.com.
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Email Messaging Matters

In This Chapter:

e Building your email list

e Using email and e-newsletters

e Choosing an email messaging system

e Email Messaging Vendors and Resources

“E-mail is more important than my Web site

— The Gilbert E-Mail Manifesto,
available in full at www.gilbert.org

|»

Sending email to your supporters and constituents is indeed one of the most effective ways to build

relationships, keep interested people informed, and drive traffic to your web site. Without email, you’re

dependent on people remembering to visit and revisit your web site. Of course, to send email, you have to

have email addresses! This chapter covers the most effective ways to build your email list and the nuts and

bolts of creating and distributing a regular email bulletin, including email messaging system options.

While most people understand and accept that
their names and addresses are sold and ex-
changed among magazines, insurance companies,
and other direct mailers, the expectations and
etiquette around email addresses are quite dif-
ferent. When someone gives you her email ad-
dress and permission to use it for email updates,
she is not giving you permission to exchange it
with other organizations, sell it, or send her un-
reasonable quantities of email. Good “Netiquette”
means following certain rules for obtaining and
using email addresses.

1. Getpermission to use an email address.
Anywhere you solicit an email address, include
a brief explanation of what you will do with it,
such as “We’ll use your email address to send
you occasional email updates. We won'’t share
your email address with anyone, and you can
‘unsubscribe’ at any time.” On a Web form, this
usually involves a simple check box. While a
commercial standard is to have users check a
box indicating they want mail and then reply
to an email to confirm their subscription (a
“double opt-in”), right now it’s generally accept-
able for nonprofit organizations to have a pre-
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checked opt-in box (“Yes, send me occasional
email updates”) with no confirmation email
that requires a reply.

2. Retain that “permission” by keeping your
email recipients happy with the quality and
quantity of email (and making it easy to
unsubscribe at any time if they are not happy).
If people do unsubscribe, be certain that their
name is taken off the list immediately or be-
fore the next mailing.

Building your email list

When you're collecting email addresses, you need
to focus on both donors and non-donors. Don’t
neglect one group in favor of the other. It’s critical
to get the email addresses of your donors so that
you can keep them informed of news and infor-
mation that relates to their membership status
with your organization. There is some news and
event information that you will wish to distribute
only to your donors, and email is a quick and ef-
fective way to do it. Luckily, it’s easy to collect the
email addresses of your donors because you’ll have
had some kind of direct contact with them, either
in person, via the mail or on the phone. Also make
an effort to collect the email addresses of donors
that joined in past years, which you can do at
membership renewal time.

Non-donors are a large group of individuals that
have an interest in your programs or activities,
but for various reasons haven’t had the time or
financial freedom to become contributing mem-
bers. We like to call these future donors! Non-
donors should be asked to “stay in touch” by pro-
viding their email addresses. Everyone in your
organization - staff, board, volunteers - can forage
for email addresses in the community. There are
many opportunities to ask for email addresses,
and we’ll cover many of those below.

On your site. Get email addresses from your site
visitors by making it really easy to get on your e-
news list. You'll probably use an email messaging
system for sending your e-newsletter that offers a
form for your home page where visitors simply

enter their email addresses and click “submit” to
be automatically subscribed. (See the Idea Hot
Sheet at the end of this chapter). Place the sub-
scription form prominently on the home page and
other high-trafficked pages - and give visitors a
good reason to leave their name by telling them
they’ll get something they want in your e-news-
letter (for example, “Find out about gay and les-
bian activities in your area - get our e-newslet-
ter!). The more sophisticated messaging systems
will let you collect additional information during
the subscription process, but, generally, the more
information you ask for, the fewer responses you’ll
get. In the ideal setup, the user inputs their email
address on your home page, clicks submit, and is
then taken to another page where they can op-
tionally provide additional information, such as
first name/last name, zip code, and interests so
you can personalize and target messages.

All print materials: All of your print materials
should ask for email addresses and provide easy
ways to sign up for the e-newsletter. You can in-
vite people to send a blank email to an email ad-
dress that you set up through your email messag-
ing system; just by sending the email they will be
subscribed. You can tell them to go to your home
page and sign up there. Or you can tell them to
mail or fax back the ad or form with their email
address scribbled on it and you will enter it into
the database.

Here are some of the print opportunities for col-
lecting email addresses:

e Print ads in your own or other publications

¢ Letters that you send out regarding donations,
events, or other activities

¢ Any printed forms that people are required to
fill out with a pen should have a line for email
address (leave enough room!).

¢ Pledge forms

¢ Print newsletters. (If you're interested in more
up-to-date news, just go to our web site and reg-
ister for email updates!)
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Atevents:

e If you're running a kiosk or a booth or having a
house party, be sure to ask people face-to-face
for their email address, and explain why you're
doing it. Or you can set up a laptop and let
people enter their email addresses and other
information.

e You can announce a raffle or a contest, asking
people to write their email addresses on the
raffle stub to enter.

e If you're at a business event, you can always ask
people to leave their business cards. Be sure to
check if the business card includes an email
address, since some don’t.

In phone calls: Some telemarketers express con-
cern that asking for email addresses might have a
negative impact or reduce the time for placing
other calls. This doesn’t need to be a problem. At
the end of the call, when the donor has either
pledged or declined, the caller can ask: “Please
give me your email addresses so we can stay in
contact. Email saves us money, and let’s us con-
tact you when there’s breaking news.” It’s an op-
portunity for the person on the phone to be in the
loop, not an intrusion.

In person: This won’t grow your list fast, but it
shouldn’t be overlooked. In a busy day, you might
meet a dozen new people. Ask them for their cards
or email addresses, then make sure their email
addresses are entered onto the e-newsletter list.
When you or others representing your organiza-
tion give a speech or make a presentation, invite
listeners at the end to give you their cards if they'd
like to get your e-news.

Mailings: Mailings are good opportunities to ask
for email addresses, because there’s often a re-
sponse mechanism built into the mailing. Make
sure there’s a line for email addresses —and possi-
bly a premium or some other incentive. Double
postcards are also good for collecting email, since
people can tear off the reply postcard and mail it
back to RSVP or sign up for something.
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Premiums, contests and raffles: Any kind of do-
nor contact that has a reward is a good opportu-
nity to ask for email addresses. In the case of a
membership premium, the donor is already ex-
cited about receiving a gift in exchange for a do-
nation, so obtaining their email is usually easy.
Contests and raffles are other good times, since
the expectation of winning requires someone to
do something, and giving their email address is
easy and free.

Using email and e-newsletters

Now we’ll cover the nuts and bolts of creating and
distributing a regular email newsletter. Because
email is such a personal and direct medium, re-
cipients of email can be particular about issues
such as frequency, formatting and style. The fol-
lowing techniques are designed to maximize your
effectiveness and success.

Regular monthly e-newsletter: While your staff
and volunteers are using email every day to com-
municate with individual donors and others, here
we’'re talking about creating an official and regu-
lar email communiqué from your organization. An
e-newsletter lets you communicate proactively to
inform your constituents about official announce-
ments, news, events, holidays, festivals, advocacy
campaigns, giving opportunities, and more. An
effective Internet presence means not relying
solely on your web site. Rather than waiting for
people to visit your site to see what’s new, your e-
newsletter takes the news to them on a regular
basis, with hyperlinks back to your site where
people can learn more, take action, donate, etc.
Every time you send out an e-newsletter, traffic to
your site will spike (as you can see from your site
traffic reports). So there’s no time to waste!

Headers and footers: An e-newsletter should be
clearly branded with the name of your organiza-
tion and should indicate that this is an official
publication, with the same authority as a print
publication. One way to brand an e-newsletter ef-
fectively is to use a standard header and footer on
each issue. A header might include the name of
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the newsletter, the name of the organization, the
date of publication, and the Web address of your
web site. Here’s an example of a header:

Twin Cities Tattler

The free monthly e-bulletin of the Minnesota Jewish Federation
March 2001 — Passover Special Edition
http://www.jewishminnesota.org

You've been reading Twin Cities Tattler, the free monthly e-bulletin of
the Minnesota Jewish Federation. Subscribe for free at
http:/lwww.jewishminnesota.org/. You can “unsubscribe” by
sending a blank email to ‘unsubscribe@jewishminnesota.org’. Contact
editor John Cohen at 616-888-4564 or jcohen@jewishminnesota.org.

Contents: The content of your e-newsletter should
be designed with your audience in mind. Your goal
is to interest and engage people.You probably will
take most of the content for your e-newsletter from
other sources, such as print publications, press
releases, or individual emails. Keep a list of ideas
for newsletter items as you're writing other mate-
rials. But don’t make your e-newsletter too long,
or readers will be overwhelmed. It’s better to have
a short e-newsletter—4 or 5 items, each a few lines
long, with links to additional information on your
web site. Consider putting a table of contents at
the beginning of each issue to make it easy for
people to scan. Write in a direct and upbeat style
to keep people engaged. Creating a consistent
personal “voice” for the newsletter, so that it
sounds like it was written by one person with
(mild) attitude, can be especially effective. You can
also configure emails so that they come from an
individual - your director, president, or a well-
known volunteer. The content itself can be as var-
ied as the work of your organization, including:

¢ News about your cause.
¢ News about your programs and successes.

¢ Information about upcoming events and courses.

o- Staffing or Board news.

¢ Updates on an advocacy campaign.

e New additions to your Web site’s links.
¢ Seasonal Holiday resources.

¢ Announcement about hot discussions on your
web site.

¢ Volunteer recognition.
¢ Volunteers needed for...

e We need your financial support now to
help us...

Deciding on the frequency of distribution: Monthly
is generally best, but frequency should be dictated
by the ability of your staff and volunteers to write
each issue on aregular schedule. You want to cap-
ture some “mindshare,” but not overwhelm your
subscribers. Eventually you might develop a
weekly edition for people who want it. Pick a fre-
quency and stick to it (unless you’'ve got major
news or a real crisis). Consistency is a guarantee of
brand recognition and supporter loyalty.

Plain text vs. HTML: There are two kinds of for-
matting techniques for e-newsletters. One is plain
text, which is a colorless and unformatted mes-
sage, like most emails that you send and receive.
Plain text is easy to create and can be read by all
recipients, irrespective of what Internet service or
software they use to read their email. HTML email
looks like a Web page - colorful and formatted,
sometimes with images and colors embedded into
the message. HTML emails are more difficult to
create and not even all people who can receive
HTML mail will receive it the way you intend them
to. We recommend that you start out with a plain
text e-newsletter before you try anything else. We
think you’ll find the challenge of creating an e-
newsletter exciting enough to warrant not delv-
ing into HTML emails right away.
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Making it easy to unsubscribe: A key to good rela-
tions with your constituents is to respect indi-
vidual wishes on receiving email. It’s good
Netiquette to honor people’s requests to be re-
moved from your distribution list. The footer of
your e-newsletter should contain easy unsubscribe
instructions. If people don’t understand these in-
structions or don’t see them, you'll likely receive
email and phone requests to be unsubscribed and
removed, which you’ll then have to do manually
before the next mailing. It’s also good Netiquette
to acknowledge by email that you've removed that
person from receiving your e-newsletter. Most
email messaging systems will do this for you.

Create a main edition: Initially,
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and interest and issues. Thus, you could create
an e-newsletter edition for young adults, do-
nors, women, new arrivals in your area, etc. Go
slowly in creating other editions. Be sure you
have enough email addresses - and a staffing
or volunteer plan for publishing each issue.

Using discussion lists for small groups: A varia-
tion on the theme of an e-newsletter is to create a
special discussion list - often called a “listserv” —
for small groups of people such as committees,
campaign teams, staff or volunteers. A discussion
list differs from an e-newsletter in that anyone on
the list can email a message to everyone else sub-
scribed to the list. If you have 25 people on your

event committee list, anyone can

you need only create one edition HOT TIP ! email a message to everyone else.
of your e-newsletter. The main It's really no different than using ev-

edition will contain different
types of information since you’re
communicating with the broad
range of your membership. The
key to a main edition is regular
and predictable distribution. If
you decide that your e-newslet-
ter is going to be monthly, then
say so in the header, and stick to to the list.

your schedule. If you decide to

Make sure your
e-newsletter is set up as
“announcement” or
“moderated,” not “discus-
sion” to ensure that you
are the only one who can
possibly post messages

eryday email, except that the list of
everyone’s email addresses is
stored in one location, so you never
forget anyone. Because these dis-
cussion lists can generate so many
emails every day, it’s essential
that you get explicit permission
before you add anyone’s name to
the list.

Dealing with multiple databases of

send it out the 10% of each month,
people will expect to see it around that date, so
don’t disappoint them.

Create special additions: You can also create spe-
cial editions based on a particular issue, theme, or
event to grab people’s attention. A Special Edition
could also be crisis focused, such as a natural di-
saster or the approval of detrimental legislation.
You know your membership best, so be creative in
choosing different ways to present and distribute
your e-newsletter.

Create other editions by segmenting your list: As
you get better at managing your e-newsletter and
grow your list, you can consider creating other edi-
tions. Many email messaging systems can segment
people based on the profiles that they enter into
the system. You can segment your list by gen-
der, zip code, donation amount and frequency,

names: When you're building the
subscribership of your e-newsletter, you may need
to combine several databases that you've accu-
mulated over the years. In addition to the direct
registrations that your supporters will make on
your site, you likely have a legacy system with
thousands of names, some with email addresses.
You may have access to other email lists from part-
ner organizations and institutions. If someone has
given you her contact information as part of a
membership drive, it’s probably safe to send them
a copy of your e-newsletter. You need to be more
cautious when obtaining email lists from partners.
In that case, we recommend you not add people
permanently to your distribution list, but instead
send people a sample issue, and invite them to
subscribe directly. On the Internet, people gener-
ally don’t like being subscribed to e-lists without
their consent. So be sure that you have their per-
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mission to send them your e-newsletter regularly.

Choosing an email messaging system

A range of email messaging services exist - from
free, simple, and unsophisticated to more costly,
complex systems that are highly customizable and
allow you to do sophisticated tracking and seg-
menting. The free or lower-cost solutions are likely
to be perfectly sufficient for launching an e-news-
letter. It’s when you want to manage multiple
email newsletters or do sophisticated segment-
ing and targeting that you need to consider the
higher-end options.

You can send your email newsletter through your
email software. Microsoft Outlook, Eudora and oth-
ers all have address books where you can store
hundreds of email addresses but we don’t recom-
mend it. When you use this technique, be very
careful when you send out your email newsletter
to use the BLIND CARBON COPY field (also known
as BCC). That will avoid the practice of receiving
an annoyingly large header of email addresses at
the top of an email message. The downside to do-
ing it this way is that you have to manually add
and remove subscribers. When your email news-
letter has a lot of subscribers, you won’t want to
keep doing this!

Topica and Yahoo!Groups: A more advanced tech-
nique is to use these Web-based email newsletter
services. They're free, they're reliable, and they’re
easy to administer. They offer tools such as easy
setup, open discussion or one-way distribution,
discussion moderation, and archiving on the Web.
These services automatically handle all the sub-
scribing and unsubscribing for you. They also offer
snippets of “programming code” that automate the
sign-up process on your web site. Among the dis-
advantages: They sometimes include text adver-
tisements (for credit cards, for example) in your
messages; your email comes from their domain
name; and you can’t segment your list to deliver
different information to different people based on
zip code, giving levels, or preferences. Sign up for
these free services at: www.topica.com or

www.groups.yahoo.com (click on “Start a New
Group” or “Help” to learn more).

DonorLink, LocalVoice, Groundspring.org, and
Sparklist: Sparklist (www.sparklist.com) offers a
range of newsletter messaging services, starting
at $50 a month for 50,000 messages and going up
for shared or dedicated servers and custom pro-
gramming. It will take you a while to learn the
system, but the lists are very user-friendly for the
subscriber. Sparklist offers excellent free phone
support and overall good value. DonorLink
(www.socialecology.com) and LocalVoice
(www.localvoice.com) offer email messaging as
part of a suite of other online fundraising services
including member profiling, surveys, event regis-
tration, and donation processing. (DonorLink’s sys-
tem is actually a full donor database/relationship
management  tool.) Groundspring.org
(www.groundspring.org), formerly eGrants.org, of-
fers email messaging (EmailNow) as a standalone
service or as a companion to their online donation
processing service, DonateNow. EmailNow can
send both plain text and/or HTML emails, allows
list segmenting, has easy opt-in and opt-out tools,
import and export of addresses, and excellent
tracking capabilities. Each of these systems offer
many of the features that make an email newslet-
ter most effective for both the list owner and the
subscribers, such as:

e Automatic subscribe and unsubscribe email ad-
dresses: i.e. join- mylist@sparklist.com.

e Failsafe unsubscribing: The “footer” at the bot-
tom of every message contains the subscriber’s
email address and instructions for
unsubscribing. Sparklist automatically recog-
nizes members and unsubscribes them. No more
“get me off this list” messages.

e Automatic error processing: Bad addresses are
automatically flagged in your database and can
be easily removed.

¢ Highly configurable: You can define the “From:”
and “Reply-To:” fields for every message.

¢ Mail-merge: You can insert the member’s name,
e- mail address, or other information into the
text of the message.
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e HTML mailings: allows rich-text email with color,
fonts, etc.

¢ Auditing: You can obtain confirmation of mail
delivery (or failure), along with the time deliv-
ered, number of retries, or error message ob-
tained for a given email address.

e Trackable URLs: You can track how many people
click on the links in your message.

DoubleClick, GetActive, CTSG, ClickAction,
Responsys: These high-end systems, which in-
clude all the Sparklist features and more, typi-
cally charge a setup cost of $2,500 to $10,000, then
somewhere between $30 and $40 per thousand
emails sent. They are database-driven, meaning
you can collect data from your recipients when
they subscribe or import multiple data fields so
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you can personalize your mail and target it by zip
code, gender, gift history, expressed preferences,
etc.You can include “Web bugs” to know if people
open your email or forward it. You can send HTML
email and the systems “sniff” out whether the re-
cipient can read HTML mail or should get just
plain text. You can include trackable URLs, so you
know who and how many people clicked on each
embedded Web link in your email. You do all this,
and get real-time reporting, on a password- pro-
tected site with pull-down menus and point-and-
click templates.

These systems, hosted on the company’s servers
(the “Application Service Provider,” or ASP model),
typically have a steep learning curve and the
handbook is of limited use; but the product can do
amazing things!
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Email Messaging Vendors and Resources

Any of these solutions might work for you. Your most important decision is to use email to commu-
nicate with and cultivate your donors and prospects, so you can bring them to your web site where
they can get more involved and take action - donating, activism, or signing up for an
event.

Email Messaging Vendors (many of these also have email messaging tips on their sites):

www.topica.com (free)
www.groups.yahoo.com (free)
www.groundspring.org ($)
www.sparklist.com ($)

www.socialecology.com ($)
www.localvoice.com ($$)

www.doubleclick.com ($$$)
www.getactive.com ($$$)

ClickZ Network - www.clickz.com
A network of sites and free e-newsletters about commercial email marketing. Tens of thousands
of articles, easy to search.

Databack Systems - www.databack.com
Take their free email course on composing great-looking email newsletters.

The Gilbert Email Manifesto - http://www.gilbert.org/news/features/feature0025.html

Michael Gilbert’s elaborations on why “email is more important than your web site” and his
rules of email.

The Levison Letter - www.levison.com/subscribe

Subscribe to this free email newsletter on writing effective email newsletters.

Books

Complete Guide to Internet Direct Mail: The Complete Guide to Successful E-Campaigns
by Steve Roberts, Robert W. Bly, Michelle Feit
Ntc Business Books, 2000

Email Marketing
by Jim Sterne, Anthony Priore, Jerry I. Reitman
John Wiley & Sons, 2000

Marketing With Email: A Spam-Free Guide to Increasing Awareness, Building Loyalty, and
Increasing Sales by Using the Internet’s Most Powerful Tool

by Shannon Kinnard

Maximum Pr, 2000
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The Massachusetts SPCA’s Monthly E-news

The MSPCA launched its e-newsletter in December 2000, sending it to 400 recipients.
By offering an incentive and a link to subscribe on its home page, MSPCA grew its list
to more than 5,000 in one year. This newsletter is fun, informative, and engaging.

From: Phil@mspca.org 4 Customized “from” address
To: <ginger@donordigital.com>

Subject: Fame, ferrets, and floppy ears <\
Date: Tue, 20 Mar 2001 12:02:34 -0800 Inviting subject!

MSPCA E-NEWS, MARCH 2001 Clear header
Monthly news and information from the
Massachusetts Society for the Prevention of Cruelty to Animals

Personalization

Happy spring, Ginger! . .
4 is a nice touch!

Jelly Belly. The Big Goober. Critter Puff. These are just some of the
names you call your pet when no one else is listening--at least the ones
you were willing to report on our last email survey! You can read the
others, too, by clicking here.

http://www.mspca.org/news events/enews/feb survey names.htm

, — . Tell them it’s easy
You're receiving this e-news because you gave us your email address on 47

our web site. If you'd prefer not to receive it, simply follow the to unsubscribe!
instructions at the bottom of this email.

Include a table of contents

In this issue: 4 . .
WHY WE DON'T DISCRIMINATE AGAINST BREEDS if your newsletter is long.
SURVEY: DOES YOUR PET LOOK LIKE YOU?

NOMINATE A HERO FOR OUR ANIMAL HALL OF FAME

THE TRUTH ABOUT FERRETS AND OTHER EXOTIC PETS

ABOUT THE MSPCA

WHY WE DON'T DISCRIMINATE AGAINST BREEDS
By Stephanie Frommer, MSPCA Shelter Operations Coordinator

People with dogs often use breed characteristics as a way of
understanding their pets, behaviors. When the family border collie runs
circles around the neighborhood children, we recognize normal herding
behavior that has been bred into the dog. But when breed characteristics
are used to make laws or policies, things get tricky. Find out why the
MSPCA evaluates every dog individually instead of by its breed.

http://www.mspca.org/news events/enews/march 01.htm#discriminate

SURVEY: DOES YOUR PET LOOK LIKE YOU? Surveys are a great

Do you look like your pet? Okay, so maybe your ears aren’t as floppy as involvement device.
Jaspers or Jasperisn't quite as blond as you are, but do you resemble
each other in some way? Click here and let us know!

https://www.securedonationform.com/Clients/
VNSurvey.asp?0rgld=294&Surveyld=81
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THE TRUTH ABOUT FERRETS AND OTHER EXOTIC PETS
Ferrets can make great pets, but caring for them entails just as much
effort as caring for a dog or a cat. And some exotic pets have very
specific needs to keep them happy and healthy.

ABOUT THE MSPCA
The Massachusetts Society for the Prevention of Cruelty to Animals is a

suffering, advances their health and welfare, prevents cruelty, and
works for a just and compassionate society. Learn more about us at

WWW.mSpca.org.

JOIN US
Your support of the MSPCAwill help us help more than 60,000 animals
every year. Please, join us.

http://www.mspca.org/news events/enews/march 01.htm#ferrets 47

Links to stories and in-
volvement opportunities
on the web site.

non-profit organization which protects animals, relieves their ‘

The footer includes clear
information about the
organization, its privacy
practices, and how to join.

https://www.securedonationform.com/clients/ 4
VNDntnFrm.asp?0rgld=294&CampaignGroupld=230

YOUR PRIVACY
The MSPCA will never sell or trade your email address to anyone.
Read our privacy policy at:

http://www.mspca.org/miscframes/privacy policy.htm#top

PASS IT ALONG

Trackable URLs help
you learn your readers’
interests.

Forward MSPCA NAME to your friends and colleagues. If you got this
message from a friend, sign up for your own subscription at
https://www.securedonationform.com/Clients/

VNSurvey.asp?0rgld=2948&Surveyld=61

QUESTIONS? FEEDBACK?

Do you have a pet care or animal welfare question? We may feature in our
newsletter or on our web site. We love feedback, too. Drop us a line:
mailto:webmaster@mspca.org

TO “UNSUBSCRIBE‘

Asking people to pass your
e-newsletter on to their
friends is a great way to get
new subscribers!

If you received this message in error or you would like to be removed
from the mailing list, please click on Reply and type “unsubscribe” in
the message subject line.

All contents copyright 2001 by Massachusetts Society for the Prevention
of Cruelty to Animals / American Humane Education Society, 350 South
Huntington Avenue, Boston, MA 02130

The unsubscribe is
clear and easy!

Don’t forget your
copyright info!
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