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Pew Internet & American Life Project is a great place to find out who is on the web
and what folks are doing. You can check out the latest trends at

www.pewinternet.org



Who is on the Net



What folks are doing online



18% of folks make donations online



Another great resource from the Internet industry is Clickz.com. You can search for
any topic you are remotely interested in from search engines to paid advertising.

www.clickz.com
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«It's all relative. Testing and tracking will help you understand what your website visitors and supporters like and
don't like.

*What works for one group may work for yours, but you could find it doesn’t help at all. That’'s what’s testing and
tracking is all about.

*PUT YOUR SIGN-UP FORM ON YOUR HOME PAGE. If not EVERY page.

*Make it easy for people to get engaged. Don’t ask for more information than you really need. Once you get their
email address you can get more info later.

*While a web visitor may have an agenda, but it's good if you have a strategy. Use graphics and good headlines
to draw the visitor to where YOU want them to go.

*A great way to get folks to engage with your organization is to provide an action.

*Whether it's a campaign to a decision-maker, sign up to volunteer, attend an event — give them something to
do. Make it easy to find!

*Messaging- is your messaging compelling? You may be able to you increase your conversion rate by tweaking
your language.

*Target — Not everyone will respond to what your are asking unless it resonates with them. Are you talking to
your general audience the same way as you communicate with your donors, volunteers, students, and seniors?

*Donations — Don't be shy about asking. Make it EASY to donate. Have it as navigation option and add a nice
little graphic to call attention to the option to give.

*Products — If your organization sells stuff it is a great way to get folks to subscribe to your list. Add an opt-in
option at check out.

*Programs- Use your programmatic work to solicit support. Just released a new report. On your report page
add a “donate” option to encourage people to support more reports like this or use an appeal ties directly to that
topic. You can say “would you like to receive more reports like X”. Sign-up NOW! Use what you've got!

*Events — Whether it's a fundraising event, tabling at your local fair, licking envelopes at the office, give people a
chance to sign up to be more engaged.



CodePINK does a great job highlighting taking action and giving. They make it easy
to find and is a constant on all their pages.



This group has “contribute” as a navigation option. They use the photo in the right-
hand corner really well. With a text-y website, your eye is drawn to the photo. As

you can see on the next page, the donate appeal is non-descript. This is a place to
make a strong ask - add a “DONATE” button.
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Continuation of previous slide. As you can see in the box on the right-hand
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While there is lots of text on this page, it is easy to find the ‘action’, sign-up, and
donate options.
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RI does a good job using photos and simple text to highlight stories. The have
“donate’ as a navigation option and and easy to find sign-up form on the homepage.
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This organization is definitely not shy about giving folks the option to donate. And,
the ‘take action’ is a prominent navigation option. The one thing that isn’'t easy to
find is how to sign-up for their email list.
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Oceana does a great job soliciting email addresses and once you get into the North
American site, the sign-up form stays every page along with a simple “contribute”
option.
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Oceana’s North American site. Again, email subscribe and donation ask on every
page.
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Greenpeace knows their audience and wants to get them involved. The top two
navigation option are ‘take action’ and ‘make a donation”. They also do a good job
asking for email addresses.
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Campaign websites are another great tool to recruit new supporters.
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Greenpeace uses creative banners internally solicit donations. These banners could
also be used when soliciting donated banner ad space with dot.coms.
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Center for American Progress has lots of information to share, but they find the
space to add an email sign-up form. They do a good job breaking up the text using
graphics and simple summaries teaser the readers.
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Again, ACP gets a sign-up plug on their action fund site. Here too, they do a good
job using graphics to call attention to their campaigns.
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Marine Fish Conservation Network has a lovely site. The graphics emphasize their
mission. While they have a “Action Center” navigation option, but no ‘donate’ button
that is easy to find.
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PEER makes good use of their real estate. In the top right-hand corner you can
donate and subscribe to their list. They can take away one step by including the
email form on this page.
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PEER has multiple publications they distribute online. Instead of having separate
sign-up forms for each, they can simple create one sign-up and have opt-in boxes at
the bottom so the subscriber choose what they want and if they want more not just

one.



Subscription Page. Below the fields you can add opt-in box’s for your various email
subscriptions.
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Take Action and Donate are definitely easy to find. The search feature is
prominently displayed in the top right-hand corner. This organization may find they
have lots of “search” users. However, if it is not a high functioning option, a group
may choose to add the email form in that location and move the search down.
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EarthWorks has a campaign site that may have an audience that would not typically
go to their organizational site. To capitalize on their web visitors, EarthWorks
provides an option to learn more about the organization that is very specific about
the amount of information they would receive.
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Action campaigns are great recruitment tool. You're organizing people — engaging
them on the issues you and they care about and it's giving them a great reason to
give you their information. At the end you add an opt-in to receive more information.
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This is step after hitting the ‘preview the message”. You don’t have to have this
option it may be something you test. Does conversion rates go up if you take out
this step or is it the same?
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After taking action sending the user to a tell-a-friend is a great way to have your
supporters help you grow your list.
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«Consistency — It is smart for both you, your organization, and you're supporter to have a
communication calendar. You don’t have to plan everything, but its great to have a
schedule for the basics.

*Keep Commitments — If you tell your supporters your going to do something — do it and tell
them about it. This plays into consistency and follow-up.

*Follow-up. To keep your supporters engaged they want to know they are making a
difference and that you are too. Did you reach that campaign goal? Raise the matching
grant money? Get 300 volunteers petitioning? Whatever it is make sure your supporters
know!

*Get Personal. You are real person writing to a real person — don'’t let the mass

communications turn you into a wonky robot. There are some people who care about HR
101, but most folks just want to know they can do — “save the kids tell your rep to support
strong...” Add a “learn more” link that takes you to a web page where ALL the wonks go.

*Subiject lines are important, but most folks read the “from” first. Testing this is just as
important as the subject if not more. Acronyms are good if you're a core group and if you're
a radio station, but try saying who you are and your organization.

*Messaging. It's not just what you say, but how you say it. Men and woman often respond to
different message. Seniors and students have their own forms of dialog. Just because you
like it doesn’t mean it will work. You are not your target audience.

«Be Different. Not everything has to be flashy and shiny not to mention expensive to be
successful. You don’t have to run with the herd. A good simple compelling story is plain text
may be just what your folks need.

«Stats — Reports are your friend! What are people opening? Are they giving? What stories
are they clicking on? Keep on top of your stats and remember, test, track, and tweak.
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Citizens Trade Campaign does a good job using graphics. If you don’t read the
email and only read the red box you get the basics — bad stuff is happening and you
can help. If you want to read they use bullet points to draw your attention to the
highlights.
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CodePINK uses the same concept with their graphic.
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They use the PS and add a tell-a-friend appeal at the bottom. This is a place where
one might add three small graphics at the bottom of the email.

Donate, Take Action, Tell-a-Friend.
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Targeting your members by geography and giving them something to do it always a
good strategy — to grow your list invite them to tell their friends. The more the
merrier.



Event — always a great place to recruit new supporters.
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PeaceAction has a prominent “become a member” link and does a great job
promoting their downloads and current issues.

38



A thank you email is a great way to make another request. Donate, tell-a-friend,
attend an event. Have a priority action and lead with that first before adding
additional requests.

Test your thank you messages. Is there a message and request that your
supporters respond two better?
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Don’t miss an opportunity to add some messaging to your follow-up email.

This looks automated — add a bit of personality and test if coming from a real person
makes a difference?
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Viral Marketing is your friend. Let your supporters to the work for you.
*Action campaigns — Take Action then pop people to a tell-a-friend page.

*Emails — Use tell-a-friend promos in your emails. Try segmenting your list of folks
who took action or gave recently and say thanks for doing X with a little update on
the campaign and then add a strong tell-a-friend appeal. Help us recruit 100 new
members. Tell just 3 friends....

*Web page. Put it on your home page, content pages... You might want to have a
stronger appeal on publication pages. Share this report with your friends —

*Thank you — Thank you pages and thank you emails are great viral options.
*Blog- Use your blog to promote tell your friends.

Incentives — Got some organizational swag laying around? Recruit 10 friends and
win a t-shirt? Be clever. Recruit 10 friends and will a free copy of a report.
Possibilities are endless...

41



Tell-a-Friend in the table of content in an enewsletter.
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Tell-a-Friend Web Page.

Add some compelling language — Tell your friends how they can help protect....
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Post-Action thank you page — Is popped to a tell-a-friend form.
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Make it easy for the user. Craft a sample tell-a-friend. They can change it, but at
least if they don’t want to they don’t have to.
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*Conversion. It's way easier and cheaper to keep a current visitor, so figuring out
how to convert them is key.

*Make It Easy. Make it easy to find the donate page. Make it easy to give — simple
compelling language and one-page giving. Don’t ask for more information than you
need.

*Ask. Ask. Ask. Don’t be shy. Ask with a generic appeal. Ask with specific appeal for
an issue. Ask with a specific appeal to a project. Ask with a specific appeal telling
them how their money will be use. Buy a new computer. Send two kids to camp.
Hire a new organizer in Seattle.

*Messaging. How you say it makes a difference.
«Offline Promotions. Do you send direct mail? Are you asking people to give online?

*Spending $$$. Got some t-shirts or other kitsch laying around? People love free
stuff and it’'s a great way to get people to give.

*Options. Sure they can make a $50 donation, but you may have other ways to give.
Matching grant. Stock. Planned Giving.

*Opt-in. OK, they are giving you money make sure you ask if they want to receive
additional info.
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Donate page. Yes — using affirming language along with why you should give
reinforces why the use may want to give. Just because they clicked the donate page
doesn’t mean they have made up their mind.

Test — you can test language on this page. Length, tone, and what you say may
make a big difference. You sure won’t know unless you check it out.
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Donation Page: Compelling language. Remindering visitor why they would want to
give.
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Donation Page: This page provides several options to give. An organization may
want to test this page again a single give page then implement what works best.
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Donation Page: Basic give text. Images that reinforce the message maybe helpful
on this page. They may want to test sending the user to the donate page and skip
this option.

50



Donate Page: Giving amount options. If your average gift is $40 you may want to
have $50 as the pre-checked option. Pre-checking is a great way to increase your
average. Starting out with $1000 maybe intimidating, but for some groups this might
work. So, play around with amount options. Do you get a conversion rate doing it
one way or another?
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Donation Page: The monthly option is a great way to breakdown the giving amount.
Can’t do $25 right now, how about $10 a month? Notice Greenpeace uses a
giveaway here.
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Blogs: It may not be for every organization, but they are a great way to provide new
content, repurpose existing content, promote actions, giving, and tell-a-friend. It is
also helpful when search engines look for sites new content is just one way to move
you up in the search engine world.

Podcasting: Got something to say? Maybe you've got a big shot traveling the world?
A organizer holed up in a tree? A captain of a selling vessel fighting off the whale
hunters? Podcasting can be a great way to generate new and repeat visitors.

RSS: What? RSS stands for Really Simple Syndication. It's great when you provide
lots of content regularly. You can disseminate press releases, actions, reports,
whatever....
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Sample of an RSS reader.
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First, you want to be found. If someone is looking for you or your issue, you want to
be found. There is a difference. The basics search engines query a database of
indexed websites. A directory is a database of websites arranged by subject
category. Search engines use directories. What you really need to know — you want
to get listed in both. One does not guarantee you can be found.

Search engine “crawl” looking for key words, new content, how many links are
linked to your site, and hundreds criteria.

With the amount a sites out there you may want to invest in the big one. But you
need to remember there are other criteria.

Search engine keywords. Google is great place to test out paid search engine
listings. With a little budget you can test to see if it pays.
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Sample Google ad account.
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One of the easiest ways to get your organization’s URL is to name your campaign
your URL. SavetheCats.com is your campaign not just SavetheCats

Use traditional press to promote your clever campaign online

Got something to say? Find link minded dot.com sites and pitch them stories. If you
work on chidlren’s issues why not call parenting websites and suggest you write a
regular column or pick a specific story to pitch.

Dot.com — work on wilderness issues maybe REI or a local retailer will link to your
site. Tons of sites have online advertising space they don’t sell. Why not ask if they
will donate ad space to you.
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Share with your friends. Do you have a coalition of groups you work with regularly?
Send an email on their behalf. Send an action. Do a joint fundraising campaign.

Find out who is linking to you. Ask your friends to link.

Check out www.linkpopularity.com to find out more.
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Sample partner site:

www.dirtygold.com
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Never underestimate the power of stuff! People love to get free stuff. Contests,
surveys, and a quiz are great way to get folks to pass your message along.

Got extra t-shirts or bumper stickers laying around? Give it away....
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Sample contest. This trip relates to their organizational mission. Clever use to
promote the cause and helped them generate lots of interests. You don’t have to
give away a trip to Costa Rica, but why not find someone or some company to
donate something to give away? Work on protecting wilderness? Have a local
retailer donate a cool outdoor jacket. Put your thinking caps on kids!
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E-cards: Who wouldn’t want to send a pretty picture to their friends and loved ones.
The gift that keep on giving....
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There are lots of folks out there already connected to your issue. There organized
and talk to one another. Spend some time finding them and then ask to join their
group.

Blogs. You can have one, but today everyone and their mother has something to
say. Find a blog that is relevant to what your doing and post some content.

Peer-to-Peer. Social networking is everywhere. Friendster. FaceBook, Youtube,
myspace. Do a little digging and you'll find the place.
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Paid Media: Whether you’ve got a little budget or some money to spend with the
right elements, a good plan, and some good ads you can go a long way.

Sites sell ad by the impression, by the click, or by the action. You can pay as little as
$1 CPM or upwards of $100+. Sometimes it pays to pay more sometimes it doesn't.

Networks are companies that manage online ad space for a variety of website. You
can cast a wide net or get very specific. | want to reach 3-40 year old women who
make $50K+ and have 3 kids. Or you can reach men who run. Who you want to
reach is out there.
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Offline- Don’t forget about synergy. Put it all together and make it work better.

Ask people for email addresses where ever you are. Got a table at the mall?
Fundraising event. Petitioning at the supermarket?

Publications — quarterly newsletter, annual report, campaign report — put a plug to
go online.

Paid: got a billboard, an ad running in the paper — give folks a reason to go online.
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Report — Testing and Tracking. Testing and Tracking. Testing and Tracking. You get
the point?

How do you know if you are successful if you don’t have goals? How do you know if
you are meeting your goals if you aren’t tracking? How can you make it better if you
aren’t tracking?



Sample Report: Measuring your rates overtime. What's working? What's not? What
can | expect to get on my next email?
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Web Stats: Where are people coming from? Where are they going? What are they
doing when on your site?
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