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Integrated Multi-channel Marketing and 
Fundraising Best Practices 
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Today’s Agenda 
1) What’s driving us to practice multi-channel 

marketing? 

2) What specific value do we get from it? 

3) Planning for a multi-channel strategy 

4) Executing a multi-channel approach 
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What are the main factors driving your 
organization to a more integrated 

approach?  

Multi-channel Engagement 

ACTIVITY 1 
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1) Key donor groups are aging 

2) Donor files are churning and acquisition list 
sources are limited 

3) Revenues are flat and–in many cases–are 
falling 

4) Direct mail costs are increasing / fundraising 
margins are shrinking 

5) Constituents’ expectations are changing 

 

Needs for a Multi-channel Approach 
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ANNUAL 
GIVING 

DONATED BY 
CHECK BY MAIL 

PRIMARY  
CHANNELS 

REGULARLY  
ON FACEBOOK 

Changing Constituent Landscape 
Matures 

39M 
POPULATION 

Boomers Gen X 

78M 
POPULATION 

62M 
POPULATION 
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• # of nonprofits is up 43% since 2001 

• As of 2006 b.f.* people were receiving over 3k 
marketing messages a day 
 

This + changing expectations for 
channel control = increased cost to 

raise one new $ 

Increased Competition 

b.f.  before facebook (or before it was big anyway) 
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• Integrated Marketing Benefits: 
• Deepens constituent loyalty and increases lifetime 

value. 
• Strengthens the brand. 
• Engage new audiences, grow revenue, and 

maybe even save money.   

• Audiences are becoming 
increasingly multi-channel and 
greater data intelligence is required 
to raise every dollar.  

The Value: Qualitative 
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Multi-channel Horror Stories 
• Major Donor visits website 
• Signs up for eNews 
• Receives generic emails 

about volunteer training or 
appeals to become a donor. 

• Member creates a memorial page to 
honor a loved one and makes a gift 

• One week later, receives a 
telemarketing call asking for renewed 
support 

• Event attendee responds to an 
action alert and makes a gift 
online 

• Receives no follow up to the 
event 

• Receives too many emails 
including uncoordinated action 
alerts and appeals 
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Increasingly Multi-channel Behavior 
% say appropriate solicitation channel 

GEN Y GEN X BOOMER MATURE 

77% 79% 74% 77% 

76% 69% 60% 51% 

69% 60% 38% 17% 

51% 42% 39% 34% 

38% 25% 16% 13% 

Mail 

Email 

Social Media 

Phone 

Text 
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Where are you? 

• Minimal Online 
Marketing 

• Calendar-Based 
Campaigning 

• Not Financially 
Committed to Second 
Channel 

• Thematically 
Integrated 

• Limited sensitivity to 
solicitation frequency 

• Decisioning beyond 
RFM 

• Shared Metrics 

• Some consolidation of 
data across channels 

Coordinated Optimized Traditional 

• Separate Metrics & 
Team for Online 
Marketing 

• No Calendar / 
Campaign 
Coordination 

• 2nd channel constitutes 
5-20% Direct 
Response Revenue 

• Separate databases 
for online/offline 

• Unified Strategy & 
Real-time data 
integration 

• Measures Success 
Across Channels, Not 
By Channel 

• Donors’ behaviors and 
interests drives 
communication stream 

• Shared budget and 
resources 

Early Stage 

ACTIVITY 2 
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 Two factors that have the greatest impact 
on advancing integrated marketing & 
communications: 
• An organization’s / leadership’s commitment to the philosophy 
• Investing in the mechanics to make it happen 

Roadblocks to Success 
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Absence of these becomes a real barrier to 
integration.  
   

• An organization’s / leadership’s commitment to the philosophy 
• Investing in the mechanics to make it happen 

Roadblocks to Success 
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Other Roadblocks: 
• Limited staff 
• Limited budget 
• Data everywhere 
• Not enough emails 
• Don’t have a strategy 
• Insufficient website 

 

Roadblocks to Success 

ACTIVITY 3 
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But what if you could: 
•  Anticipate your   

constituents’ needs 
• Know their interests, 

passions & 
preferences 

• Offer more relevant 
interactions & 
opportunities  
to engage 

You Would… 
Improve acquisition  

& referrals 
Establish lifetime 

relationships 
Grow support & 

fundraising 

Constituent Engagement 
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The constituent experience changes 

• Disjointed constituent 
experience  

• Fragmented 
messaging from a 
variety of channels 

• Less engagement 
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• Unified constituent 
experience  

• Integrated messaging 
across a variety of 
channels 

• Optimized  
engagement 

The constituent experience changes 
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Your Evolution Might Look Like This… 

Aggregate 
and improve 
constituent 
data 

Consistent 
messages 
across 
channels 

Increased 
personalization  
& relevance 

Dynamic 
response to 
interactions 

Optimize 
channel mix 
& message 
cadence 

Aggregate and 
improve 
constituent data 
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Better Engagement & Better Results  
for You & Your Supporters 
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• Simplify operations, not add complexity 

• Be the right fit for your next 10+ years of growth 
and change 

• Be fully supported – both technically and 
strategically – by a trusted, expert partner 

Any Solution Must: 
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Comprehensive software and services to 
grow constituent engagement. 

• Dynamic multi-channel engagement 
• 360° constituent view 
• CRM serving the whole organization 
• New insights from your data 
• Open & extensible platform 
• Strategic partnership 
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A True Constituent Engagement System A  True Constituent Engagement System 

Advocacy Special 
Events 

Email 
Marketing 

Content 
Management 

Major & 
Planned 
Giving 

Visual 
Business 

Intelligence 

Online 
Engagement  

Constituent 
Management 

360 Degree Constituent View 
Gift 

Processing 
& Batch  

Management 

Pledges & 
Recurring 

Gifts 

Enhanced 
CRM 

Volunteer 
Management 

Fundraising 

Event 
Management 

Campaign 
Management Reporting Data 

Warehouse 
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Can build audience in CRM for both online and 
offline campaigns.  Results from online and offline 
campaigns populate CRM campaign statistics. 

Multi-channel campaign management 
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• Secure PCI compliant 
donation forms 

• Dynamic ask strings 
automatically ask 
donors for appropriate 
amounts based on 
giving history 

• Open APIs enable 
donation forms on 
external platforms like 
Facebook 

 

Online Fundraising 
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• Robust email platform 
ensures 95%+ 
deliverability 

• Automated and 
scheduled deliveries to 
increase efficiency 

• Welcome Series 
functionality to 
automatically welcome 
new constituents 

Email Marketing 
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• Used by over 50% of the top 
fundraising events 

• Easy, intuitive tools teach 
participants the art of 
fundraising 

• Options for fundraising 
events and individual 
fundraising efforts 

• Over $1 billion raised in 2010 

 

Peer-to-Peer Fundraising 
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View and manage pledges and recurring gifts that 
are created either online or offline. 

Pledge and Recurring Gift management 
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Visual query builder designed to pull both online 
and offline data to formulate a campaign 
audience. 

List Builder 
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Integrated Business Intelligence reporting and 
dashboards. 

BI Reports and Dashboards 



29 ©2011 Convio, Inc.  |  Page 

Key Concepts for Multi-Channel Marketing: 
• Constituent Centricity 

• Presence in Multiple Channels 

• Thematic Integration 

• Integrated Process 

• Integrated Measurement and Business Intelligence 

Planning a Strategy 
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Constituent Centricity 
• Align processes and communication to respect 

constituent preferences, needs and interest. 

• Tailor channel mix, content and program 
participation and message frequency base on 
their selections and behavior. 

• Ask the question “What matters to a 
constituent?” 
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Understand Preferences, Needs and Interests 

Double the response 
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ACTIVITY 4 
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Content is King 
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Deliver Distinctive, Compelling Content 
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Lean on established best practices to get the 
most results from technology 

Welcome in a timely manner 
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Automated Welcome Series 

ACTIVITY 5 
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Conditionalize Content 

A Single Email with 
Conditional Content 

Donor Version 

Survivor Version 
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Build Profiles from Behaviours 
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Presence in Multiple Channels 
• Consider multiple if not all channels for every 

campaign you have 

• Cross-Channel Messaging – collect cross 
channel contact information 

• Online and Offline 

• Using Social Media 

• Acquisition techniques 
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Challenges: 
• Understand value of online  

vs. offline acquired donor 

• Validate multi-channel 
approach 

$23.16  

$15.50  

Offline Online 

Additional 12 month value of 
multi-channel donors by 

acquisition channel 

Results 



41 ©2011 Convio, Inc.  |  Page 

Mail and Email 
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Make it FUN to donate: Donation API’s 
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Make It EASY to Donate Online 
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Online and Offline Best Practices 
• Include URL as a way to respond online 

• Track mail recipients who donate online 

• Create a reference about the appeal on your 
homepage 
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Social Media 
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• Used 2 separate TeamRaisers 
on one instance of Convio to 
foster competition between 
cities 

• Organizations collaborated to 
promote the event 

• Leveraged social networking, 
great visuals and storytelling 

• Provided participants with tools 
and gave them freedom to 
make the event their own 

• Raised $10.5 million exceeding 
their fundraising goal even 
during tough economy 

Special Events: AIDS/Lifecycle 
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Percentage Who Currently Use Social 
Media Best Practices 

ACTIVITY 6 
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Online and Offline Acquisition Techniques 

Pledges 

Give-Aways 

Downloads 

Sponsored Donations 

Basic Ask 

ACTIVITY 7 
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Thematic Integration 
• Have a consistent theme across all channels for 

your campaign. 

• Use supporting images and messages to tell 
your story. 



50 ©2011 Convio, Inc.  |  Page 

WWF Tiger Emergency Update 

21 

Envelope back 

Online 
appeal, 
included 
envelope 
image 

Offline 
appeal 
and 
envelope 

 
Integrated tiger appeal results show 40% 
better response rate  
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• Members demanded the 
organization raise awareness 
on vice presidential candidate’s 
record on aerial wolf hunting 

• Multi-channel campaign drew 
attention to the candidate’s 
environmental record & raised 
funds 

• Raised $1.3 million online and 
$150,000 via phone 

 

Fundraising: Defenders of Wildlife 
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Integrated Process 
• Use right combination or sequence of messages 

or touch points across channels to optimize 
response and long-term impact. 

• Message frequency management – integrated 
fundraising/communications calendar. 
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Multi-Part Campaigns 
1 

2 

3 
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Integrated Calendar 

fundraising 

fundraising 

fundraising 

fundraising 

fundraising marketing 

marketing marketing 

marketing 

marketing 
marketing 

marketing 

grassroots 

grassroots 

grassroots 

volunteers 

volunteers 

volunteers 

volunteers 

volunteers 

events 

events 

ACTIVITY 8 
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Integrated Measurement and  
Business Intelligence 
• Establish metrics that measure donor behavior 

and campaign performance across channels 
which focus on long-term value. 

• To optimize constituent engagement you need 
to be able to collect aggregate constituent data 
to correlate and extract meaningful information 
that you can leverage to create campaigns. 
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Key Acquisition Metrics Currently Tracked 
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Donor Value By Channel Currently Tracked 



58 ©2011 Convio, Inc.  |  Page 

Cross-Channel Contact Information 
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Tracking of Retention Metrics 
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Campaign Performance 
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Key Concepts for Executing Multi-Channel Marketing: 

• Organizational Alignment 

• Technology 

Executing a Strategy 
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Organizational Alignment  
• All teams must work together as a cohesive unit 

rather than individualized efforts. 

• A common theme is to have all communications 
under one leader. 

• Aligning staff and structure to better support 
integrated/multi-channel efforts.  
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Traditional 

Organizational Structure 

Separate Metrics & Team 
for Online Marketing 

 

Disparate (Sometimes 
Conflicting) Goals 

 

Inconsistent Voices 
Representing Organization 

Communications 

Development 

IT 

Others (?) Government  
Affairs 
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Coordinated 

Organizational Structure 

Coordinating  
Teams 

Communications Development 

Government  
Affairs 

IT 

Shared Metrics 

 

Thematically Integrated 

 

Coordinated Appeals 
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Optimized 

Organizational Structure 

Coordinating  
Teams 

Development Online Communications Marketing 

Unified Strategy & Full 
Integration Across 
Channel Managers 

ACTIVITY 9 
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Technology  
• Systems and the technology you use are an 

essential part of the process. 

• Integrate online and offline systems. 

• Data bases with easy integration, should be able to 
support contacts through new media channels. 
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Support Business Units 

Infrastructure Needs / Limitations 

Track Performance 

Add New Channels 

Coordinate Departments 

Integrate Systems 

Understand Data 
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Goal: 360-degree View 
Basic 

Information 

Donations 

Campaigns 

Online 
Interactions 

Events 

Volunteer 
Information 

Activism 

Membership 

• Gifts 

• Summary giving 
information 

• Monthly giving status 

• Major gift opportunities 

• Campaign membership 

• Channels used 

• Response 

• Participation 

• Fundraising 

• Outreach 

• Emails & response 

• Donations 

• Social sharing 

• Site visits 

• Experience 

• Roles 

• Volunteering History 

• Alerts Responded To 

• Issues 

• Other Actions Taken 

• Renewal Information 

• Status & History 

• Contact information 

• Company 

• Relationship history, 
touch points 

• Custom information 
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Data Integration Nirvana 

Appropriate cultivation 
processes can be automated 
for all points of entry. 

Data flows into one system, 
so you control who gets 
what messages, when. 

Interactions are connected.  
Processes are streamlined. 
More actions are completed. 
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Summary – Key Tips 
• Don’t be intimidated 

• Do more online and become pros at basic 
online-offline integration before you invest in 
new media channels. 

• Establish the right key metrics 

• Align your organization 

• Ensure your systems enable your strategy 

• Test, test and test. 
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Current Landscape 

• Disjointed constituent 
experience  

• Fragmented 
messaging from a 
variety of channels 

• Less engagement 
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• Unified constituent 
experience  

With Convio Luminate: 

Engaging Constituents with  
Convio Solutions 

• Integrated messaging 
across a variety of 
channels 

• Optimized  
engagement 
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Convio Clients… 
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Sky’s the Limit: Convio Open 
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Convio has a wealth of 
information on the industry, and 
shares their knowledge with a 
consistent focus on helping us 
achieve our goals. Convio’s 
approach works well to ensure that 
we are able to learn and adopt the 
latest best practices. 
 

Elizabeth Nielsen 
 

More than technology – expert services 
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• Full participation in 
Convio’s Nonprofit 
Success Workshop is 
applicable for 3.5 
education points in 
Category 1.B – 
Education of the 
CFRE International 
application for 
certification and/or 
recertification 

CFRE Certified 
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ConnectionCafe.com 
 

Let’s talk. Connect with us. 

Twitter.com/Convio 

Facebook.com/ConvioInc 

YouTube.com/ConvioInc 

Slideshare.net/Convio 

http://www.connectioncafe.com/�
http://twitter.com/�
http://www.facebook.com/convioinc�
http://www.youtube.com/convioinc�
http://www.slideshare.net/convio�
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Thank you for attending! 

  
Next Steps: Today’s presentation along with additional 
 free resources that will help your organization execute a  

multi-channel strategy will be sent to you via email. 
 In the meantime, visit www.convio.com  

 

http://www.convio.com/�
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