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Move Your Troops
Debunking the myths, understanding our donors and the path to 

online success

Taylor Shanklin, Convio
Jeff Gasior, BGC Indianapolis



What do you think about online giving?
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5 Myths About Online Giving

• Older donors don’t give online

• Major donors don’t give online

• Online donors don’t give offline

• Social media isn’t worth our time
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• Social media isn’t worth our time

• One donation form is all we need

Source: Steve MacLaughlin



Our WhiteBoard

• Understanding why we give

• Meeting generational needs

• 6 things YOU can do in the next 6 months
• One Club’s story - Indianapolis
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• One Club’s story - Indianapolis



Why do we give?

HappyHappy

“I wanna be 
like Mike”
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Success Story

Hero



Super Donors!! Duh, duh, duh, duh!

■ Make your supporters heroes of your 
story (mission)

■ In messaging, explain urgent need and 
how a clear action by reader can bring 
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how a clear action by reader can bring 
about solution



Our WhiteBoard

• Understanding why we give

• Meeting generational needs

• 6 things YOU can do in the next 6 months
• One Club’s story - Indianapolis
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• One Club’s story - Indianapolis



Change Happens
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What We Mean by Multi-Channel
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Today’s supporters are channel-hoppers
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What Multi-Channel Is
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Channels Work Together

Offline-only donors
who get email from an organization

give double
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give double
over a lifetime
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Boomers

Gen X

Matures

58% Give

67% Give
52.2M donors
$901 yr/avg
5.2 charities
$47.1 B/yr

79% Give
30.8M donors
$1066 yr/avg
6.3 charities
$32.7 B/yr 

Who’s Giving?

Size of each pie is 
significant –
represents total 
population of each
generation
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Gen Y

58% Give
35.9M donors
$796 yr/avg
4.2 charities
$28.6 B/yr 

56% Give
28.5M donors
$341 yr/avg
3.6 charities
$9.7B/yr 



Channels for Revenue & Updates
Matures

39M

POPULATIONPOPULATION

Boomers Gen X

78M

POPULATIONPOPULATION

62M

POPULATIONPOPULATION
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ANNUAL
GIVING

DONATED BY
CHECK BY MAIL

PRIMARY 
CHANNELS FOR
UPDATES

REGULARLY 
ON FACEBOOK



Channels for Awareness

Boomers
Mainstream media 28%
Mail 19%
Word of mouth 16%

Matures
Mail 35%
Mainstream media    24%
Word of mouth 18%

55% first heard 30’s+

68% first heard 30’s+
Average time support: 15 yrs
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Gen Y
Mainstream media  27%
Word of mouth    22%
School                18%

Gen X
Mainstream media 24%
Word of mouth 18%
Mail 16%

52% first heard childhood
Average time support: 4 yrs

55% first heard 30’s+
Average time support: 13 yrs

Average time support: 15 yrs

32% first heard childhood
Average time support: 7 yrs



Rare Consensus re: Social Channels

“Peer to peer solicitation is the most 
acceptable form of solicitation”
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GEN Y GEN X BOOMER MATURE

87% 89% 82% 76%



Sounds Great
How Do I Do It?

17©Convio, Inc.  |  Page

How Do I Do It?



Meeting Generational Needs Template

Gen Matures Boomers Gen X Gen Y

Attitudes/
Values

Guarded 
Scrutinize

Time vs. Money
Premeditated Giving

Online Connection
Random, Peer Motivated

Time to Give Back
What’s In It For Me?
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How do we reach Matures?

• Annual Tax Receipts

• Guidestar/BBB/
Charity Navigator Insignia

Guarded

Scrutinize
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Charity Navigator Insignia

• Fundraising Expenditure 
Disclosure

• E-Newsletters



Assessment: How do we reach Boomers?

• Renewal Appeals and Notices

• Event Fundraising Donation 
(vs. Participation)

Pre-meditated Giving

Time vs. Money
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(vs. Participation)

• Basic Donation Forms

• Volunteer Opportunities

• Data Mining Planned Giving



Assessment: How do we reach Gen X?

• Create/Donate to a Tribute 
Fund

• Make a Sustained/

Random, peer motivated

Online connection
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• Make a Sustained/
Committed Gift

• Sign a Pledge

• Event Attendance

• Mobile Site Optimization



Assessment: How do we reach Gen Y?

• Premiums/Contests

• Event Fundraising Participation 
(vs Donation)

What’s in it for me?

Time to give back

22©Convio, Inc.  |  Page

(vs Donation)

• Social Media

• Mobile Outreach



Meeting Generational Needs

Matures Boomers Gen X Gen Y

Attitudes/
Values

Guarded 
Scrutinize

Time vs Money
Premeditated Giving

Online Connection
Random, Peer Motivated

Time to Give Back
What’s In It For Me?

Longer-form appeals Renewal Appeals and 
notices

Creation of/Donation to  a 
Tribute Fund

Premiums/Contests
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Annual Tax Receipts

Guidestar/BBB/Charity 
Navigator logos

Fundraising Expenditure 
Disclosure

E-Newsletter

Event Fundraising 
Donation (vs. participating)

Basic Donation Forms

Volunteer Opportunities

Data Mining Planned 
Giving

E-Newsletter

Make a 
Sustained/Committed gift

Sign a pledge

Event attendance

Mobile Site Optimization

Event Participation (vs. 
Donation)

Social Media

Mobile Outreach



Our WhiteBoard

• Understanding why we give

• Meeting generational needs

• 6 things YOU can do in the next 6 months
• One Club’s story - Indianapolis
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• One Club’s story - Indianapolis



List Growth

Obstacle: Our email list is too small

25©Convio, Inc.  |  Page



26©Convio, Inc.  |  Page



List Growth

Joined Convio April 2009
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• Fielded petition

• Doubled their list

• Boosted revenue 600%



List Growth Ideas

Pledges
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List Growth Ideas

Pledges

Give-Aways
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List Growth Ideas

Pledges

Give-Aways
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List Growth Ideas

Pledges

Give-Aways

Downloads
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Average new emails gathered via list growth campaign

Email Addresses Deliver Real Results
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Average annual online revenue per email address



• Acquire multi-channel contact information via 
engagement campaigns
• Ask yourself:

• What appealing item or experience could we give away?
• What solutions can we recommend for common issues?

Offer Incentives
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• Who might sponsor a donation to grow our circle of friends?

• Pop Quiz! 
• Pick a partner NOT with your organization
• State key programs 
• Suggest an incentive for your partner



Be Welcoming

Obstacle: Once someone signs up, it might 
be a while before they hear from us
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When it comes to subscribers,

Use Them Or Lose Them

Relevance Curve
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Welcome Series

New 
Prospects Part 1 Part 2 Pledge, 

Petition,
Ask
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“Thanks so much, 
and by the way, 
you might not 

know….”

“Thanks again, and 
just wanted to 

update you on….”

“Please help us 
by….”



37©Convio, Inc.  |  Page1 2 3



Be “Green”
• Rinse

• Reuse

• Reduce

Obstacle: We don’t have the time or 
resources
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• Reduce

• Recycle



Formulating Strategy

• Holistic Goals

• Audience Statistics

• Resources Available
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• Resources Available



• Thought-out communications that work together

• Pre-define content so it’s easy to implement 
during the week

• Heighten chances you will actually post 

Benefits of Making a Calendar
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• Heighten chances you will actually post 
regularly

• Gives time to be reactive during day rather than 
planning content on-the-spot



All Activities, One location
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Get advanced: Integrate into your overall communications 
calendar



Content

Direct Mail

WebsiteSocial 
Media

CONTENT
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EmailOffline

Media
CONTENT



Communication Management Success Tips

■ Make a calendar
▶ Be realistic
▶ Be holistic

■ Reuse content
▶ Don’t reinvent the wheel – use content from email, website or 

offline
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■ Pre-schedule social media activities
▶ www.hootsuite.com
▶ www.tweetdeck.com
▶ www.spredfast.com

■ Resource
▶ Allot internal resources
▶ Determine who is responsible for specific activities
▶ Schedule time



Be Likeable

Obstacle: Social Media channels are 
overwhelming
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Be Persistent

11

33
Obstacle: We want better results
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22



Campaign Approach and Follow Up

Message 1
$1,811 Gifts
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47

Message 2
$1,951 Gifts

Message 3
$2,900 Gifts

$6,912 Total, Almost 4X the initial amount
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Be Grateful

Obstacle: Donor & Constituent churn

49©Convio, Inc.  |  Page



The best source for your The best source for your 
next gift is the person who next gift is the person who 

gave you the gave you the last giftlast gift ..
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gave you the gave you the last giftlast gift ..



What Donors Say They Get

• Prompt but impersonal gift acknowledgment 

• General appeals with few measurable results 
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Source: Cygnus Applied Research, Penelope Burke



Online Stewardship
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Tax Receipt Microsite

� Multichannel

� Engage donors

� Generate revenue
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� Build email list

� High perceived added 
value



Social Media
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The Thank You Letter

• Prompt

• Accurate

• Sincere & Personal

• Informative
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• Informative

• Tax receipt 



Want to learn more?
• Come see me at my booth

• Get a FREE chair massage

• taylorshanklin@convio.com

Thank You!
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http://www.convio.com/files/PD
FCase-in-Point-SSPCA-
approved.pdf

Read a Go! case study


