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Go! Program Key Goals

1. Increase online fundraising activity and results, 
ultimately increasing net new revenue. 

2. Improve the experience of users engaging with ALA 
online. 

3. Enhance the relationship between constituents and the 
ALA via meaningful communication and relationshipALA via meaningful communication and relationship 
pathways. 

4 E i ll ALA t ff ith th t i i d t l d d t4. Equip all ALA staff with the training and tools needed to 
efficiently and effectively achieve the above. 
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Story is Present
In your reader’s experience

Story is Present
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The Structure of Story

Act 1 Act 2 Act 3
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The Structure of Story

© 2010 Convio, Inc.



The Structure of Story

What could be

What  is

“The Hero’s Journey” – Joseph Campbell 
Resonate – Nancy Duarte
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Subject Lines MatterSubject Lines Matter

© 2010 Convio, Inc.



Subject Lines Matter

Sh bj li f l bj li■ Short subject lines outperform long subject lines

*
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*Email Marketing Metrics – MailerMailer LLC 2008, 
based on number of characters in subject line



Open Rate vs. Subject Line Length

© 2010 Convio, Inc.
Analysis of 16 monthly eNewsletters for Convio Go! client



Where are you on this chart?

Source: Email Marketing
Longer 
S bj t

Lower 
Source:  Email Marketing 
Metrics,  MailerMailer LLC 
2008 based on number of 
characters in subject line

Subject 
Lines

Open 
Rates

Shorter 
Subject 
Lines

Higher 
Open 
Rates
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Where are you in their inbox?
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“Because of you” 
16 characters16 characters

Talk / Talk 
11 characters
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Copy Writing: Online vs. Offline
Offline Online

Formal, polished tone Informal, conversational “voice”

Longer copy, builds a “case”, can be 
explanatory

Short, to-the-point, uses “hooks” to 
quickly grab attention, highly condensed

One-way Two-way

Solicitation-oriented Relationship-oriented

4-6 sentences/paragraph 1-2 sentences/paragraph
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Inverted Pyramid: Important Info First
■ “Inverted Pyramid”

 Enables visitors to get 
information quickly

 Key information up front

■ Start with the 
conclusion

■ Follow with important 
supporting information
Conclude with■ Conclude with 
background information
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Email Reading Habits
■ Recipients fully read only 19% of an 

eNewsletter, often not scanning the 
entire newsletter. 

■ 35% of readers scanned only a small 
part of the newsletter. 

■ 67% of readers completely skipped p y pp
introductory text at the top of the 
newsletter. 

■ Average amount of time readers g
spend on an eNewsletter after 
opening it: 51 seconds

■ Notice the emphasis on reading the p g
first two words of the headlines. 

“E il M k ti S h t” D id D i l J it R h
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“Email Marketing Snapshot”, David Daniels, Jupiter Research,
Email Newsletters: Surviving Inbox Congestion. Jakob Nielsen. 
http://www.useit.com/alertbox/newsletters.html.



Email Reading Habits
Approach to Headline 
Writing

 Be useful to the reader Be useful to the reader

 Provide him with a sense 
of urgency

 Convey the idea that the 
main benefit is somehow 
unique. Make it 
something people justsomething people just 
can’t ignore.

 Do all of the above in an 
specific wayspecific way
Top Ten Techniques for Writing Headlines that 
Rock!, Lisa Barone, Outspoken Media

http://outspokenmedia.com/internet-marketing-
conferences/top-headline-techniques/
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“Proof: Headlines Are Crucial”, Roger Dooley.
NeuroscienceMarketing.com,
http://www.neurosciencemarketing.com/blog/articles/digg-headlines.htm



Improving Scannability
■ Whitespace

■ Lists 

I f ti l h di■ Informational headings
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eNewsletter Template

■ Concise, excerpt-style

■ Look remains consistent from 
issue to issue

All d t il■ Allows readers to easily scan

■ Allows you to feature varied 
content and track click through oncontent and track click through on 
specific topics

■ Allows you to communicate to a 
b d dibroad audience

© 2010 Convio, Inc.



Banner
TAF  |  Donate  |  home.org

Profile

Donate

Intro

Donate

Feature 
#1

Article #120%

Feature 
#2

Article #216%

Feature 
#3Article #317%
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Powered By Unsub  |  TAF  |  home.org



HSI eNewsletter
■ Format is similar to Convio 

Standard eNewsletter Guide

■ Excerpt format

■ Blend of information and 
interaction

■ Includes multi-media content 
(Picasa photo gallery) & 
ti l ttimely events
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eNews Shortened Template
■ Larger feature image

■ Allows more space for details on 
an important feature storyan important feature story

■ Secondary headline gives space 
for additional item

U f l h d ’t h■ Useful when you don’t have as 
much content to highlight OR 
useful when you have a feature 
story that deserves more attention
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Event Message Template 
■ Convio Shortened 

eNewsletter Guide

■ Copy is concise

■ Timely, valuable 
stewardship content
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Your eCard Templates Images are customizable to your event type

Standard
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NARRATIVE

© 2010 Convio, Inc.

36
© 2010 Convio, Inc.

NO BOUNDARIES



Know your Audience
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Donors Volunteers

When you join the American 
Lung Association in the fight for 

healthy lungs and healthyhealthy lungs and healthy 
air, you help save lives today 

and keep America healthy 
tomorrow.

Event 
Participants
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Leveraging Go! program templates

■ Conscious Patience

■ National communication strategy unfolding as 
we speakp

■ Your charter’s communications
■ Maintaining regular communication is critical

■ Leverage Go! program templates
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Interests based communication timelines

National Interest 1

Month 1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12

National Interest 2

Center Interest 1

Month 1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12

Center Interest 2

Month 1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12

Center Interest 1

Month 1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12

Center Interest 2

© 2010 Convio, Inc.



Questions to ask yourself

■ How can I shorten my subject lines?

■ Can I make my content more concise?

■ Can I consolidate some of this content with our 
regular communications?

■ Is this Timely?  
■ Is this Relevant to my audience?■ Is this Relevant to my audience?
■ Does my audience Anticipate hearing from me?
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Next Steps

■ HFB campaigns will begin to launch
 Each Charter should coordinate a messageEach Charter should coordinate a message 

schedule based on your event’s date

N t ll P d t t i i ( lk th )■ Next call: Product training (walk-thru)
Using (copying) Go! templates for your Charter
 Wednesday, March 28at 11am CT (12pm ET)

■ Start Planning your next communication
 Leverage the Go! message templatesg g p

■ Self audit / Self evaluate your current online 
communications
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