
Komen VICTORY Webinars
Kick off – March 14 2012Kick off March 14, 2012



Welcome!
• Thank you for choosing to partner with us

• We’re excited to welcome you into the Service Module• We re excited to welcome you into the Service Module 
program – we are committed to helping you succeed

• Convio has served over 1,200 non-profit clients – this 
program builds on what we’ve learned along the way

• Our 50-member interactive agency is one of the largest 
and most skilled in the country

We are ready to start working with you!
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We are ready to start working with you! 



Today’s Agenda
• Introductions

• Goals: What we hope to achieve together in theGoals:  What we hope to achieve together in the 
next four months

• Timeframe: Overview of key program milestones• Timeframe:  Overview of key program milestones

• Roles & Responsibilities:  Who does what in the 
course of the programcourse of the program

• Online Sustained Giving:  Key Trends

• Next Steps:  Getting started
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Your Convio Team

Taylor Shanklin
Consultant

Danielle Johnson
Consultant
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Today’s Agenda
• Introductions

• Goals: What we hope to achieve together in theGoals:  What we hope to achieve together in the 
next two months

• Timeframe: Overview of key program milestones• Timeframe:  Overview of key program milestones

• Roles & Responsibilities:  Who does what in the 
course of the programcourse of the program

• Online Sustained Giving:  Key Trends

• Next Steps:  Getting started

5©2009 Convio, Inc.  |  Page



Two-Month Goals
• Launch a multi-message, coordinated sustainer campaign

• Increase total # of sustaining donors

• Benchmark our results against our peers and other non-
profits

• Learn the fundamentals of online fundraising for non-
profits

• Build capacity in how to effectively use your Convio tools
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Today’s Agenda
• Introductions

• Goals: What we hope to achieve together in theGoals:  What we hope to achieve together in the 
next two months

• Timeline: Overview of key program milestones• Timeline:  Overview of key program milestones

• Roles & Responsibilities:  Who does what in the 
course of the programcourse of the program

• Online Sustained Giving:  Key Trends

• Next Steps:  Getting started
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Timeline Detail & Key Milestones
Timeline Focus Your Tasks

March 14th Kick-off Webinar Attend or watch recording
March 21st Campaign Theme Bring your concepts to discuss; write yourMarch 21 Campaign Theme 

Brainstorm
Bring your concepts to discuss; write your 
narrative

March 28th Writing for the Web & 
Campaign Guide

Based on your theme & narrative, write 
your appealsp g y pp

April 11th Final Campaign Q&A Finish planning your EOY campaign using 
the guide

April 25th Reporting & Start tracking your resultsApril 25 Reporting & 
Benchmarks

Start tracking your results

Additional Key DatesAdditional Key Dates

Guide due: 3/30/12

Campaign review and revisions:  4/16/12 - 4/20/12
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Campaigns launch: 4/23/12 – May



Managing Deadlines

Program calendar highlights your 
d dli ffi h d

9©2009 Convio, Inc.  |  Page

deadlines, office hours, and 
upcoming webinars



Today’s Agenda
• Introductions

• Goals: What we hope to achieve together in theGoals:  What we hope to achieve together in the 
next two months

• Timeline: Overview of key program milestones• Timeline:  Overview of key program milestones

• Roles & Responsibilities:  Who does what in the 
course of the programcourse of the program

• Online Sustained Giving:  Key Trends

• Next Steps:  Getting started
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What’s Included?
■ Five webinars

■ A proven calendar of activities

■ Coaching to meet your deadlines

P d ti f ll i t t■ Production of all campaign content

■ Benchmarking of peer Affiliates

All Luminate Online (COM) elements are all based on ( )
best-practices templates with configuration options 
designed to get your campaign up and running quickly
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Building Your Campaigns
Komen HQ/Convio’s

Responsibilities:

P id fi ll t h l

Affiliate Responsibilities:

• Attend five calls
• Provide five calls to help:

• Create campaign theme

• Renew campaign structure

Manage and set p campaign

• Complete campaign guide

T t & i i• Manage and setup campaign

• Deliver scheduling

• Reporting and Benchmarking

• Test & review campaign

• Post your questions in our
Komen sustainer community:• Production of campaign upon 

receiving your guide submission

• Provide benchmark report and

Komen sustainer community: 
http://community.convio.com/t5/Sustained-
Giving/bd-p/KomenSustainedGiving

• Provide benchmark report and 
analysis upon completion of the 
program
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Webinars & Expert Office Hours 
• Virtual Classroom setting:  Best Practices, Q&A, etc.

• Campaign concept and brainstorming exercises

• Keep your online program top-of-mind
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Staying in Touch: Convio Community

Dedicated area for the Convio Service

• Program Materials

Dedicated area for the Convio Service 
Module Program

Program Materials
• Conference Call Information
• Campaign Examples
• Extended Discussions• Extended Discussions
• Peer Networking
• Expert Moderators
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Need Additional Help – Submit a Ticket

Affiliate Corner > Site Quick Links > Support Request – VICTORY

• Select what your 
request is related to 
and Submitand Submit 

• Complete the form 
and Submit
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Today’s Agenda
• Introductions

• Goals: What we hope to achieve together in theGoals:  What we hope to achieve together in the 
next two months

• Timeline: Overview of key program milestones• Timeline:  Overview of key program milestones

• Roles & Responsibilities:  Who does what in the 
course of the programcourse of the program

• Online Sustained Giving:  Key Trends

• Next Steps:  Getting started
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■ Lifetime value of a sustainer is 
ALWAYS higher

Why 
ALWAYS higher
o Typically a donor who contributes two 

$25 gifts per year, for a total of $50, will 
sign up for monthly giving at $10 a 

Sustained 
Giving? month. Which increases annual gift to 

$120

Giving?

■ Generates predictable revenue

■ Retention is significantly■ Retention is significantly 
increased 

Sustainer program is a strong■ Sustainer program is a strong 
2nd gift strategy
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■ Sustainers are strong Planned 
Giving prospects



■ Builds a better relationship with 
donorsdonors

■ Keep donors giving longer

■ A sustainer program lowers your 
overall costs of fundraising

■ Sustainer income grows over 
timetime
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Hidden Gold: How monthly giving will build donor loyalty, boost your organizations income, and 
increase financial stability (Bonus Books, Chicago, 1999) by Harvey McKinnon



Building a Sustainer Program
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Large Small Medium



Online Sustained Donor Trends

• Average Online Lifetime Value $646

Average Online Lifetime Transaction Count 14• Average Online Lifetime Transaction Count 14

• Average Monthly Amount $38

T k M t ift ill b t th $25• Takeaway: Most gifts will be at the $25 range.  
But, don’t be afraid to include one or two “high” 
giving levels (e.g., $100)giving levels (e.g., $100) 

Data represents 4 organizations and accounts for only online activity of 
current active sustainers who have a sustained gift in the last 30 days.
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Sustainer Giving: Overview
• Convio sustainer giving option 

already built into your baseline 
giving form.

• Timeframe of giving commitment 
is “ongoing” – average duration 
for this kind of gift is 10 months

• Donors can access a Service 
Center to modify their billing 
information, discontinue 
payments modify their giftpayments, modify their gift 
amount, etc.

• Sustainer programs should be 
branded and carr specialbranded and carry special 
benefits, premiums, etc.
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Sustainer Giving: FairTax 1040

C d d T ll F i dWelcome series emails eCards and Tell-a-Friend Web 2.0 banners Site home page
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Sustainer Fundraising Campaign Flow

eAppeal –
C i ki k

Message #1 Message #2 Message #3

Campaign kick-
off

Set the 
goal/Talk about

eAppeal Reminder –
Talk about the 
progress of the

Campaign Close –
Success statement and 
a reminder that there’s 
still time to become a

Audience: 
Individuals 
who have 
given in the 
past + new

*excludes donors

goal/Talk about 
incentives

progress of the 
campaign

still time to become a 
sustaining donor

past + new 
contacts

Audience: 
Individuals 

Donation Confirmation 
AutoResponder – includes tax 

receipt information

Campaign Close –
Success statement and 

another “Thank you” 
message

who have 
donated to 
this campaign

* i d ft

After a constituent makes an online gift, they will be shifted to 
the audience which receives thank you messages.

message*received after 
donation completed
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Sustainer Campaign Benchmarks

Sustainer eAppeal (average of 3 msgs)
• Open Rate: 18%Open Rate: 18%
• Click-Through Rate: 0.92%
• Response Rate: 0.55%
• Average Gift: $60

On average, for every 1,000 usable email addresses:On average, for every 1,000 usable email addresses:

• Acquired 5 sustaining donors (5.5)
$330 in monthly contributions$330 in monthly contributions

Based on Convio GO Clients who have launched Sustainer
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Based on Convio GO Clients who have launched Sustainer 
campaign in same manner



Selling and Sustaining YourSelling and Sustaining Your 
Program
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Brand Your Program

• Give your monthly partners the feeling of 
belonging to something special 
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Project Pet Example

• Promotes “25 for 
Lif ” thl dLife” monthly donor 
program

• Branding consistent 
online & offline
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A Kid Again Memory Maker Example

■ Promotes Memory Maker Program
■ Drives Constituents to a sustainer 

donation form
■ Giving levels tied to impact
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Allow Sustainers to Manage Their Gifts
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The Nature Conversancy
A Multi-Message Sustained Giving Example
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Friends of The Nature Conservancy
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Cultivate
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Recognize Your Sustainers  

How You Can Help

Thank you for all you 
do to help advance 
our mission as aour mission as a 
Friend of The Nature 
Conservancy. 
Explore Our Work
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Integrate…Integrate…Integrate

Also, integrate
across all

h lchannels

Integrate Online
Integrate Offlineteg ate O e
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Pay Attention to Delinquencies
From: The Nature Conservancy [mailto:member@nature.org] 
Sent: Saturday, June 21, 2008 11:16 AM
To: Susan
Subject: Important Message Regarding Your Monthly Donations

Dear Mrs. & Mr. Citro,

Thank you for your generosity as a Friend of The Nature Conservancy. We recently received notification from your credit 
card issuer that your monthly gift was unable to be processed.y y g

If you have recently received a new credit card, you can update your account number or expiration date by calling our 
Member Care team at (800) 628-6860 or by logging in to the online Service Center using the username and password 
provided below:

Y iYour user name is:  xxxx
Your password is: xxxx

Update your monthly giving information now.

If you have decided to discontinue your monthly gift please let us know too - we want to hear from you We truly appreciateIf you have decided to discontinue your monthly gift, please let us know too we want to hear from you. We truly appreciate 
your commitment. Sincerely,
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Consider Sustainer-Specific Appeals
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Takeaways

• First, think of it as your new “donate button” or 
org’s “URL” and stick it everywhere!

• Second, make it even easier to upgrade.
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Today’s Agenda
• Introductions

• Goals: What we hope to achieve together in theGoals:  What we hope to achieve together in the 
next two months

• Timeline: Overview of key program milestones• Timeline:  Overview of key program milestones

• Roles & Responsibilities:  Who does what in the 
course of the programcourse of the program

• Online Sustained Giving:  Key Trends

• Next Steps:  Getting started
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Next Steps
• Next Service Module call Wednesday, March 21st

at 2 pm ET (1 pm CT)
C (C• Topic: Develop Your Campaign Theme (Campaign 

Brainstorm)

• Before our next call, you should:
• Add all dates for the program to your personal calendar
• Start brainstorming your sustainer campaign and case for support as• Start brainstorming your sustainer campaign and case for support as 

they relate to your online audience(s)
• Layout a Spring editorial calendar that includes your offline 

fundraising dates and other online/offline communicationsfundraising dates and other online/offline communications
• Use this calendar to chart when your sustainer email appeals should launch
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Need Additional Help – Submit a Ticket

Affiliate Corner > Site Quick Links > Support Request – VICTORY

• Select what your 
request is related to 
and Submitand Submit 

• Complete the form 
and Submit
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Q&A
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