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Thank you to our sponsors: 

Let us know what you’re 
thinking! 

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



 “I just got a keychain and address labels in the 
mail from you guys. Now that I see you 
posting on Facebook and know you're legit, I'll 
be sending a donation. Thanks for the work 
you do.” 

   – Posted to our Facebook fan page wall 



Pre-2004: Premium-driven direct mail + telemarketing 

2004: Online program established with two goals: 
advocacy and fundraising 

2009: DRTV campaign launched 

2013: “Mixed” marketing integrated email/snail 
mail/telemarketing program launched 

Mission  
Celebrating Animals, Confronting Cruelty 



Recruit advocates 
via serial campaigns  

•Series of 2-15 emails 

•Integrate website, social, 
mobile, online ads,  snail 
mail, telemarketing 

Begin around issue 
or program; then 
convert  

Advocates will 
donate (and 
donate again) 

Our Core Approach 
 

Mission and fundraising are integrated. 



   Direct mail is king. Telemarketing is queen. 
 

 The “easy” old days: 



    Email joins the Royal Court. 
 

 About 10 years ago: 
 



Today: 
The royal court has grown. 

 



Ask for a phone number? That depresses 
response! 

 

Then 



Ask for a phone number? Of course, but which one?  

 

Now 



  Take action, then tell a friend via email 

Then 



  Take action, then share 
Now 



  Or even share before taking action 



Content built on compelling stories 
Then 



Content built on compelling stories 

Now 









 “In the old model, direct mail was the sun around 
which all of the other tactics revolved. For the 
foreseeable future, there is unlikely to be any 
single channel that plays such a dominant role, 
though we expect the web/email and direct mail 
to be the primary channels, augmented by new 
media channels such as social media and mobile, 
as well as telemarketing.” 

 – from “The Next Generation of American Giving” study, by Convio, Edge Research, and 

Sea Change Strategies, March 2010 



 “Multichannel is the new normal.” 

 

    “ One generalization that deserve to be laid to 
rest is the notion that digital is for young 
people and offline engagement is for old 
people.” 

 – from “The Next Generation of American Giving” study, by Blackbaud, Edge 

Research, and Sea Change Strategies, August 2013 
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Advocacy 

Fundraising 

 



All Online Donors 

Have acted 
62% 

Have not 
38% 



Have acted 
85% 

Have not 
15% 

Online Donors Excluding Crisis Donors 
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• Every day at noon sharp 

– Weekends ad hoc during crisis periods 

• All communication channels represented, 
every day 

• Program staff scheduled in advance 

• Timing, actions, obstacles outlined and 
addressed 

     The Daily Nine-Minute Meeting 



• Schedule around it when possible 

• Segment around it when possible 

• Pro-actively communicate fundraising 
campaigns (e.g., year-end) 

• If none of those options are possible, then 
advocacy comes first 

What Happens When There’s Conflict?  



How We’re Organized 

Fundraising Communications 

Head of Direct Marketing and Donor Care Head of Communications 

Direct Mail 

DRTV 

Online (web, email, 
social, mobile, online 

acquisition)  

Public Relations 

Video 

Publications 

Telemarketing 

Donor Care 

Director of Integrated 
Marketing 



• Year-end fundraising 
campaign for 2013 

– Focused on converting 
advocates and one-time 
donors into monthly donors 

– Featured three video stories 

     Mini-Case Study: Ricky Bobby 



• Partnership between 
campaign manager 
and videographer 

– Videographer 
discovered a dog we 
rescued from a puppy 
mill as possible year-
end candidate 

  Mini-Case Study: Ricky Bobby, cont’d 



– He and the campaign 
manager traveled 
together to film key 
segments of our year-
end appeal video 

– Final video was 
collaboration between 
the two  

  Mini-Case Study: Ricky Bobby, cont’d 
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• What are the trends? What are the forecasts? 

• What are other nonprofit success stories? 
(And commercial ones, too.) 

• What can we achieve without staff 
investment? 

• If we invest, what is likely payback period? 

• How do we measure success? 

     How Do We Decide? 



• Open to all staff in program, development, 
and communications 

• HSUS will invest in a new idea if the staffer can 
get it funded or if the idea will generate 
revenue  

• Usual payback period: 12 months 

• HSUS will budget for programs initially seeded 
by major donors 

     New Initiatives Budget Process 



• Internal champion 

 

• Felt fundraising payback period 
would be longer than 12 months 

 

• Felt mobile presented unique 
strategic and technical challenges 
(longer learning curve) 

 

 

     Mini Case Study:  Mobile 



• 500% growth in mobile traffic, from 
7% in January 2011 to 42% in 
December 2013 

• 70% phone, 30% tablet 

• Over 10% of 2013 EOY donations 
were made via mobile (4% in 2012) 

• Our investment in mobile brought in 
more than $300K in the last four 
months of 2013 alone. 

 

 

     Mobile, Nearly Three Years In 
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Email 
segmentation 
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status 
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marketing 
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Leveraging Data: Some Examples 
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     Remarketing Through Google 

Courtesy of Google 



• Adapt to the changing media landscape 

• Goal agreement trumps organizational structure 

• Conflict, if managed, creates excellence 

• Integrated campaigns allow you to package the 
same content/appeals across multiple channels 

• “Secondary” goals are valid, too (e.g., in social 
media, on home page) 

• Optimize each channel based on what makes it 
unique 

 

 

Key Takeaways 



We saved this dog’s life. 



 

 

 

      Thank you! 



Thank you to our sponsors: 

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! 
 
 


