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Let us know what you’re 
thinking!

• Ask questions at 
any time by 
typing them into 
the Chat window 
within 
GoToWebinar
and pressing 
Send



Agenda

• The Raw Ingredients –
Know what each 
channel brings to the 
integrated marketing 
recipe

• Great Tastes That Taste 
Great Together – Know 
which raw ingredients 
should be integrated and 
which shouldn’t

• Plan, Measure, 
Mix and Serve – A 
Case Study



The Raw Ingredients

A look at the
strengths and weaknesses

of each marketing channels



What makes a channel good or bad at 
conveying your message/ask?

• Timeliness

• Visual Appeal

• Sphere of Influence

• Depth of Content

• Your constituents’ 
preference



Direct Mail
• Still the best way to reach 

certain audiences
• Can send to highly targeted 

lists
• Audience will spend more 

time reading your message
• Influences online search 

and giving
• No spam filters
• Expensive for 

impressions/branding 
(needs to be very targeted)



Telemarketing
• Lower cost than canvassing 

for acquisition
• Allows you to “personally” 

follow up with existing 
constituents

• Hard to get beyond the 
bad rep

• Easy to tailor the 
conversation to the 
feedback in real time 
(answer someone’s 
questions as they come up)



DRTV
• Highly visual and first person 

stories about your mission to 
trigger giving impulse

• Celebrity association
• Quickly test creative and media 

channels
• Wide reach at lower unit cost, 

though initial creative is a 
significant investment

• Allows emotion to be front and 
center better than any other 
channel

• Case for giving needs to tie in 
well with sustainer or member 
offer for best ROI



Email
• Highly visual and rich content 

so you have a chance to wow 
with a compelling message

• Inbox competition is fierce 
and made worse by mobile 
reading

• Easy to trigger off of action 
or inaction

• Easy to segment
• Great effect on pre-donation 

influence and post-donation 
follow up experience



Social

• Your most ardent 
supporters have a real time 
ability to influence the 
behavior of others

• But so do your detractors
• Perfect venue for content 

snacking
• Place to mine for content 

that matters to your 
constituents

• Great place to make 
engagement offers



Mobile

• Timeliness and 
brevity

• Destination is clean 
(not an inbox or 
mailbox that is 
overstuffed)

• Constituents have 
little choice to see 
message upon receipt

• Interactive and 
trackable



Display/Search

• Can reach 
warmest 
audience 
through 
immediate 
retargeting

• Real time results

• Speed of testing

• Flexible payment

• Easy 
measurement



Great Tastes That Taste Great Together

A look at which raw ingredients to 
combine and which not to



Social 
Media and 

Blog

Email 
Cultivation 

and 
Engagement

Email and 
Mobile 

Fundraising

Offline 
Fundraising 
(especially 

TM)

Email
Print 

Media

Great Flavor Combinations



Blog
Direct 
Mail

Outbound 
Tele-

marketing
Social

MobileDRTV

Questionable Flavor Combinations



But there are no permanent rules…

Blend 1/2 avocado with 1 cup brewed coffee (cooled), 1/2 

cup sweetened condensed milk, 2 tsp vanilla and ice 

cubes.



Social 
Media and 

Blog

Email 
Cultivation 

and 
Engagement

Email and 
Mobile 

Fundraising

Offline 
Fundraising 
(especially 

TM)

Email
Print 

Media

Not So Great Flavor Combinations

Adapted from Avinash Kaushik

Audience
Consideration
Stage

Targeting Marketing Channel

People who could be 
interested in the mission

See
(You need to be 
where I look for 
you)

Demographic, 
psychographic

Content development, 
Display, SEO, Social, 
YouTube, direct mail

People who are interested in 
the mission

Think
(I’ve looked at 
your digital assets)

Remarketing Content development, 
Display, PPC, SEO, 
Social, YouTube, Email, 
direct mail (affinity)

People who want to get
involved with the mission

Do
(I’ve identified 
myself to you)

Behavioral Display, PPC, SEO, 
Social, YouTube, Email 
Triggers, form 
optimization, targeted 
direct mail

People who have gotten 
involved with the mission

Coddle
(You better treat 
me like you know 
me because I will 
tell people how 
you do)

Known Content development, 
Display, PPC, SEO, 
Social, YouTube, 
Conditional email, 
Affinity, targeted direct 
mail



Plan, Measure, Mix & Serve

A Case Study from
Defenders of Wildlife



Wyoming Wolf Delisting 



Constituents

Prospects   
Activists     
Donors

Media

Newspapers      
TV 

3rd Party 
Blogs

Wyoming Wolves Delisting Campaign 
Key Audiences



Wyoming Wolves Delisting Campaign 

Campaign Goals and Channel Mix

Email: 
Advocacy and 

Fundraising

Social Media: 
Engagement, 
Advocacy and 
Amplification

Website: 
Education 

and 
Amplification

Mail and 
Phones: 

Fundraising 
and Awareness

Mobile: 
Advocacy 

and 
Fundraising

Blog: Issue 
Awareness 

and 
Engagement



Wyoming Wolves Delisting Campaign 

Campaign Milestones and Timeline

Petitioning the 
White House

Email

Telemarketing

Social Media

Delisting 
Announcement

Email

Mobile

Telemarketing

Social Media

Blog

Direct Mail

What’s 
Next?

Email

Mobile

Social Media

Blog



Phase 1:
Petitioning President Obama

Marshalling Advocates through Email

Over 2 ½ weeks via email:

•Outreach and awareness

• 80,000 petition signatures

• 1/3 of campaign revenue raised

• First of two video messages

http://youtu.be/eJUxasIt5OU
http://youtu.be/eJUxasIt5OU
http://youtu.be/eJUxasIt5OU
http://youtu.be/eJUxasIt5OU


Petition and donation asks 

are promoted on 

Facebook and Twitter

Facebook Reach:  117,572 

Twitter Reach: 27,091

Engaging Supporters through Social Media



Defenders Supporters Petitioned Obama on Facebook

Some supporters petitioned Obama 
and the White House on 
Facebook using the shared photo

Shared over 7,200 times

Reached 279,029 people



Defenders Supporters Were the First to Know

Reach
Within 2 hours, we reached:

Over 1 million members and supporters
More than 500 media outlets

• Messaging and media prepared in advance

• Defenders staff working up until the 11th hourPreparation

• 3 hours before FWS AnnouncementWe Broke the Story

Phase 2: August 31 – Delisting Announced



Delisting Announcement: First Wave

• Email 

• Mobile

• Web

• Social Media and Blog

• Phones

• Mail Renewal #1 Hotsheet

• Fall Magazine Wrap

50% of Campaign Revenue Raised 
in the First 5 Days

http://youtu.be/JZwZRM9XeME
http://youtu.be/JZwZRM9XeME
http://youtu.be/JZwZRM9XeME
http://youtu.be/JZwZRM9XeME


"Today's removal of wolves in Wyoming from the 
endangered species list is a tragic ending to what has 

otherwise been one of America's greatest wildlife 
conservation success stories," Jamie Rappaport Clark, 
president of Defenders of Wildlife, said in a statement. 

"Now we are left with no choice but to pursue legal action 
to ensure that a healthy, sustainable wolf population 

remains in Wyoming and across the Northern Rockies for 
many generations to come.“ (Associated Press, August 31)

Delisting Announcement through 
Traditional Media

http://www.npr.org/
http://www.npr.org/
http://trib.com/
http://trib.com/
http://www.washingtonpost.com/
http://www.washingtonpost.com/


Delisting Announcement through Social Media 

Facebook Reach: 155,961
Twitter Reach: 127,132

Created 2nd sharable image 
which went viral within hours.



October 15 magazine wrap

Delisting Announcement: 2nd Wave

September Renewal #1



What Did We Achieve?
Over the entire campaign, Defenders of Wildlife reached over 
1,000,000 supporters including 350,000 traditional donors and 500 

news outlets through all channels.

More than 16,000 donors 
gave over $300,000

Sent 6.4 
million 
emails

Reached 
881,724 
people on 
social 
media

Engaged 
37,000 
mobile 
supporters

Generated 
1,137 
personal 
comments 
to WY and 
Obama

Generated 
82,025 
petition 
signatures



Integration Tastes Great!



Key Take Aways for Creating Your Own 
Integrated Marketing Recipe

• Playing to channel’s strength is key to successful 
integration

• Know and understand your audience(s)
• Establish campaign goals and milestones

• Cross-promote milestones 
among like channels to 
optimum impact, reach 
and UX

• Track and measure what 
worked for an even better 
campaign next time



Continue the discussion!

• The vision of the IMAB is to 
promote a discussion of 
the various successes and 
failures related to 
integrated marketing: 
understandings, trends, 
benefits and adoptions of 
integrated marketing 
activities within the 
nonprofit community.

• Visit us at imabgroup.net 
today!


