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Who’s Online? 

73% of U.S. adults are online. 

65% of senior citizens DO NOT use 
the web.



Daily Activities on the Web

49% use a search engine
39% Read news online
30% check weather reports/forecasts
23% look for information on 2008 election
16% watch a video-sharing site (YouTube)
13% send instant messages
13% visit a state or local government website
13% use social networking site (Facebook)
11% read someone else’s blog
6% look for job information
5% create or work on own blog
3% download or share files using peer-to-peer network (BiTorrent)
3% download a podcast
1% make a donation to charity online

Pew Internet & American Life Project, Broadband Adoption 2008



Growth of Broadband

Tremendous Broadband Growth: 17% increase in the last year
• 2006: 42% of Americans have broadband
• 2007: 47% of Americans have broadband
• 2008: 55% of Americans have broadband
• Only 10% of Americans have dial-up at home.

• Only 25% of low-income Americans and 43% of African American households report 
having broadband access at home? 

• 27% of Americans report that they are not online
– 33% not interested
– 12% have no access
– 9% say frustrating or confusing
– 7% too expensive
– 9% say waste of time

Pew Internet & American Life Project, Broadband Adoption 2008



Why is Broadband Access 
Important?

• Broadband=greater use of web
• Once you have “always on” broadband access, web 

consumption dramatically increases. 
• Introduction of “Media Snacking”

- Users no longer sign on with pre-determined list of things to 
do on web. 
- Users now click on web in 15-min increments throughout the 
day (check email, click on news headlines, watch a YouTube
video, order a pair of shoes,etc.)

• Upper-income Americans are three times more likely to have 
broadband access at home.



Internet Typology: What’s your 
type?

• Omnivores: 8% general pop. ; 28 median age
• Connectors: 7% of pop.; 38
• Lackluster Veterans: 8% of pop.; 40
• Productivity Enhancers:  9%; 40
• Mobile Centrics: 10%; 32
• Connected but Hassled: 10%; 46
• Inexperienced Experimenters: 8%; 50
• Light but Satisfied: 15%; 53
• Indifferents: 11% 47
• Off the Network: 15%; 64



Take the Test

What Internet type are you? 

• http://www.pewinternet.org/quiz/quiz.asp



What is social media?

Social media consists of electronic or web-based 
media that’s interactive, changes in real time 
and can be used by multiple people across 
many different devices.

Examples are mobile Facebook, wikis, blogs, 
social networks, YouTube and twitter.



Words to Live By
“Everyone trusts a peer. No one trusts a marketer.
And for the first time in modern marketing history, our peers –

whether friend or enemy – can self-publish information and 
opinions about any company.

And, every scrap of this information (and misinformation) is 
instantly findable, available and shareable.

And, every scrap of this information (and misinformation) is 
persistent … Google has a very long memory …

It’s not about “what’s always worked,” or about “what works 
today.”

Sometimes it’s about being on the right side of history.”
-Todd Defren, PR-squared.com



Traditional/Broadcast Model



The New Reality



Social Media Meets Needs

• The need to connect with others
– Social networking platforms, Chat tools, email, listservs

• The need to create, be creative
– Flickr, MySpace, mashups, Delicious, YouTube

• The need to have one’s opinions heard and have 
influence on society and culture
– Blogs, Discussion Boards, Petitions, Wikipedia



Value of Social Media to 
Organizations

• Develops loyalty which increases retention.
– Members see organization as part of their life; connections

• Rapid Growth through increased viral campaigns
– People are engaging their friends (higher quality new participant)

• Better Personalization through connections and information
– Identify interests, major donors, language of engagement, best 

messengers
• Distributed Work

– Fundraising (friends asking friends)
– Messaging (viral campaigns)
– Customer support
– Group leadership
– Community building
– Content Evaluation



Online fundraising is about 
relationships not technology.



Goal: Build a Community

• Social media allows organizations to build meaningful relationships with existing 
communities or create new communities. Impossible to predict the multiplier effect 
or end result. 

Your Organization



The Long Tail

• Based on 
The Long 
Tail: Why the 
Future of 
Business Is 
Selling Less 
of More, by 
Chris 
Anderson 

www.robcaskey.com



More Long Tail



The Future of Fundraising



Obama vs. Hillary
Proving the Long Tail

• Obama took advantage of “micro-fundraising” through existing 
social networks, e-mail and websites.

• Hillary managed a traditional top-down campaign utilizing 
major donors and rich/powerful/influential political types and 
$2,300/plate fundraisers

• In May, Obama raised $38 million. $31 million was raised 
online. 94% of gifts were $200 or less. Hillary raised $6 
million.

• Able to recruit new donors through multiplier effect of smaller 
donations. Small donors more likely to repeatedly give over 
long period. 



CMS vs. CRM

Content Management System:

Infrastructure upon which your online program is built. 
Accesses the database with online and offline 
information on donors, supporters, volunteers, etc.

Customer Relationship System/Consituent Relationship 
System:

A term applied to processes implemented by a 
company/nonprofit/government entity to handle their 
contact with their customers/supporters/constituents



Content Management Systems

• Identify key users and their content management roles; 
• Maintains the ability to assign roles and responsibilities to different content 

categories or types; 
• Defines workflow tasks for collaborative creation, often coupled with event 

messaging so that content managers are alerted to changes in content (For 
example, a content creator submits a story, which is published only after the copy 
editor revises it and the editor-in-chief approves it.); 

• Enables the ability to track and manage multiple versions of a single instance of 
content; 

• Allows users the ability to capture content (e.g. scanning); 
• Allows users the ability to publish the content to a repository to support access to 

the content (Increasingly, the repository is an inherent part of the system, and 
incorporates enterprise search and retrieval.); 

• Separates content's semantic layer from its layout (For example, the CMS may 
automatically set the color, fonts, or emphasis of text). 

http://en.wikipedia.org/wiki/Content_Management_System



Constituency Management 
System

• CRM software is used to support these processes, storing information on 
customers and prospective customers. Information in the system can be 
accessed and entered by employees in different departments, such as 
sales, marketing, customer service, training, professional development, 
performance management, human resource development, and 
compensation. Details on any customer contacts can also be stored in the 
system. The rationale behind this approach is to improve services provided 
directly to customers and to use the information in the system for targeted 
marketing and sales purposes.

• While the term is generally used to refer to a software-based approach to 
handling customer relationships, most CRM software vendors stress that a 
successful CRM strategy requires a wholistic approach. CRM initiatives 
often fail because implementation was limited to software installation 
without providing the appropriate motivations for employees to learn, 
provide input, and take full advantage of the information systems 

http://en.wikipedia.org/wiki/Customer_relationship_management



Web Site Donations

• Make sure web site is current. 
• Create reasons to return (new information, 

games, new opportunities).
• At the most, donation page should only be 1-

click away.
• Should take less than TWO seconds to find 

donation. 
• Make it obvious where the donation button is. 



Web Site Donations

• Always capture information. 
• Be sure to add donors to e-mail list. 
• Send thank you/welcome message. 



Fundraising with E-mail

• According to the 2008 eNonprofit Benchmarks 
Study:

• In 2007, online giving increased by 19%.
• Harder to break through the clutter. 
• E-mail response rates drobed from .17 in 2006 

to .13 in 2007. 
• 2007 average gift was $87.



Fundraising with E-mail

• Overall organizations raised 40% of online 
giving in the 4th quarter. 

• Gift size and gift volume increased at the end 
of the year. Crucial to implement online giving 
programs October-December. 

• Gifts of less than $50 make up the bulk of 
online giving. 



Fundraising with E-mail

• Implement a monthly online giving program 
with credit cards or bank drafts.

• Provides a stable giving program. 1

• 16 organizations from eNonprofit Benchmarks 
Study offered monthly giving, which made up 
9% of gifts. 



E-mail Isn’t Direct Mail

• While e-mail is still a successful fundraising 
tactic, it isn’t direct mail.

• Use an e-mail vendor, such as Constant 
Contact or iContact to track and measure 
results. Goal is 25%+ open rate. 

• Remember to write for the web. People spend 
less than 10 seconds per email. Be concise 
and compelling. 



E-mail Basics

• Always have a text alternative if using HTML 
(dial-up and mobile web users)

• The subject line is the most important part of 
the e-mail. Spend more time on it than writing 
the body.

• Use short, active sentences. Use some 
bolding to make skimming easier. 

• Make links innovative. 



E-mail Best Practices

Based on the Humane Society of the United 
States. Online donations increased by 45% in 
2007. 

All e-mail appeals were tied into larger campaign 
messaging systems. Timed around 
newshooks. 

Never asked for money in the first e-mail. 
Typically received three before donation ask. 



E-mail Best Practices

• Frequency of fundraising appeals were low, 
sometimes as long as three months apart. 
However, supporters were still messaged 
updates and advocacy asks. 

• Average person receives 4 e-mails per month. 



E-mail Best Practices

Recruit new members on high profile advocacy 
campaigns/current news. 

Segment!
Figure out what issues are driving people to 
your list. Send them welcome message related 
to that issue. 

Target appeals based on previous online/offline 
actions.



All About the Data

• Online programs are only as good as your 
data.

• Keep track of online activity and match with 
offline behavior.

• Try to segment your list and track what issues 
motivate gifts.

• This is where the CRM/CMS system is critical.
• All online tactics have a built-in evaluation 

system. Take the time to study it. 



List Building

E-mail list churn rate is currently 19% each year.
E-mail lists are grew 29% in 2007.
Must constantly recruit new e-mail members.
New subscribers drop off at a faster rate.

Sending too many e-mails is the main reason 
people unsubscribe. Sending out too few hurts 
as well. 



List Building

Be ethical in recruiting new e-mails.
E-mail is intrusive. Make sure people want to 
be on your list. 

Never buy a list from a vendor or “spam” users.
Ok to swap a list, but make sure you explain 

swamp in messaging.



Recruitment Strategies

Recruitment Strategies

• Encourage subscribers to update e-mail address via 
web, direct mail, phones, newsletters, events, etc.

• Optimize sign-up opportunities  on organization’s web 
site/blog/social networks.

• Earned outreach/blogger relations

• Viral marketing
• Paid advertising

• Petitions/Attention-getting activities



Other Ways to Raise $$ Online

• Online shopping (iGive.com)
• Online (iGive.com)
• Social networks (Facebook causes, Care2)
• Online donation pages
• yourcause.org
• change.org
• kiva.org
• Online auctions
• Online stores



Social Media Tools
� Web sites
� Blogs
� Social Networking platforms (Facebook, Flickr, Bebo)
� Videos (YouTube)
� Twitter
� Social bookmarking sites (de.lic.ious, digg, stumbleupon)
� Wikis
� Instant messaging/chatting
� Google apps
� Texting
� 3rd party sites (Eventful, Meetup, Blogher, Care2)
� RSS
� Web 1.0 (email, list servs, bulletin boards, chat rooms)



Remember!
• Important to engage communities online, but don’t 

utilize every tool just because it’s on the web
• There’s no formula for finding success online (i.e. 

ROPE/RACE)

• Research, research, research!
• Get to know the communities you’re trying to reach

• Don’t be afraid for experiments to fail
• Get used to “losing control of the message”



• Social media doesn’t replace traditional 
communications and development.

• Works best when the two work together. 
• Social media may be cheap, but it takes time!
• Social media should be seamless with 

traditional/offline fundraising.



A Powerful PR Tool
Grassroots Enterprises



The PR in Facebook
• The relationship matters more than brand.
• More than 90 million users.

• Foruth-most trafficked site in the world. 

• More than half of active users return daily; one of the stickiest 
sites on the web. Users spend an average of 20 min. a day on 
Facebook.

• Canada has the most users outside of the United States, with 
more than 6 million active users.

• More than half of users are outside of college.

• Fastest growing demographic remains 25+
• 26 million photos uploaded everyday. 



Facebook: Professional 
Networking of the Future

• Facebook is no longer just for college and high school students

• Don’t be afraid of Facebook!

• Facebook is your own personal brand. Keep tabs on your life 
there.  (check privacy settings, tagged pictures, google indexes)

• 50% of DC adults (those over 25) have profiles on Facebook

• Facebook trends toward affluent/college educated audiences 
while Myspace is popular with lower SELs, military and muscians

• Facebook is the simply the best form of relationship building on 
the current web. (HSBC, Obama, Case Foundation Challege)

• Don’t be afraid to friend famous or high-profile people in your 
sector.



Organizations on Facebook

• Causes
• Fan pages
• Groups
• Personalities
• Politician profiles
• The Feed
• Advertising
• Apps



Behold, the Feed
Organizations should embrace the feed.
� Items you add to your profile get 

spread to others in their news feed �
the main conduit for information to 
spread around social networks

� Add things to your feed: news 
articles, videos, blog posting, photos 
� anything that promotes your issue

� As people join groups, become 
friends or add photos it is broadcast 
to their list of friends

� If a friend says he or she is 
associated with a product or cause, 
it�s a higher value touch point than 
just seeing a traditional ad



Groups
� Groups on Facebook give people 

the opportunity to connect around 
a common issue

� There are already several groups 
on Facebook that will be relevant 
to your clients� issues

� Facebook allows administrators of 
groups to maintain the page, 
create events, and send 
messages to the entire list

� Become friends with the admins of 
groups that matter to you

� Start your own group and try to 
become the � go to� group for the 
issue � almost another � microsite�



Groups: Dig into related groups
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Fan Pages

� Pages are a new way for 
organizations to have a presence 
on Facebook

� Facebook users can become 
� fans� of the organization 
sponsoring the page

� The administrator of the group can 
send message to all fans - so it�s 
a nice way to build a list with the 
Facebook network

� Actions taken via the page are 
reported out via a user�s feed

� Can be integrated with Multiplier
� Facebook pages come with 

reporting to give insights to trends 
and traffic



Causes
� � Causes� is an application 

that users can embed in their 
profile

� Shows what issues they, and 
their friends, are supporting

� Gives results of how many 
people and how much money 
a person is responsible for 
bringing to the cause

� Anyone can start a group �
with money going to a pre-
existing list of non-profits 
maintained by Project Agape

� Great way for our non-profit 
clients to raise both 
awareness and MONEY via 
Facebook



That Killer App
� Facebook is also a development platform for 3rd party 

applications

� There are thousand of applications that people can add to their 
profiles, including political ones

� It�s a way to tie what�s happening on an external source with 
the Facebook audience

� Creative approaches work best and will go viral � think of what 
applications you have

� Grassroots actions can be served from, and integrated with the 
Grassroots Multiplier application � thus should be seen as a 
recruitment and advocacy tool



I Am Smoke-Free



Facebook Fundraising

� Small nonprofits, which depend on volunteers and relationships 
have succeeded where well-known, branded ones failed. 

� Facebook has tremendous potential for fundraising.

� Currently still in community-building phase.
� Must think of Facebook as a long-term investment in 

relationship building.
� Fundraising is the next leap for Facebook. Thus far, awareness, 

organizing and mobilization have been Facebook strengths. 
� As more nonprofits become tech-savvy, fundraising on 

Facebook will develop.



Advertising
� Facebook � Social Ads� are 

self service and tie in any 
relations your network have 
to the offer in the ad.

� Facebook also runs banners 
in that space, cost threshold 
is $25K per month

� Integrated solution such as 
sponsored groups and 
stories � costs start at $50K

� Facebook claims CTR on 
these integrated approaches 
is .93%, nearly 5x above the 
industry
average. 



Who Blogs?

• 71 million blogs in existence
• 22% (25% of males and 19% of females) report 

updating their own personal blog at least once 
in the past week. 

• 44% of teens percent report reading a blog at 
least once a week



Blogging Best Practices
1. Blogs are strategic. Develop a plan.

2. Blogs take time to grow.

3. Research the existing audience of blogs. Why is yours 
special? What would make it stand out?

4. Cover a niche or be specific about topic.

5. Reach out to similar bloggers for help or promotion.

6. Publicize your blog (technorati, SEO, bloglines, Blogher, 
Facebook)

7. Cross-promote. Mention your blog in press releases, link 
back to it on Youtube, integrate your RSS feed on 
Facebook or email signatures). 



Creating an A-list Blog

• Write about what interests you
• Let your personality show through
• Have fun—this isn’t writing for school
• Update frequently

– Top bloggers update daily or every other day, but try to 
update as much as possible

• Leave comments to get comments
– Comment on other blogs that you enjoy

• Respond to comments—build a relationship with your 
readers



A Good Post…

• Shares timely and current news
• Tells a story
• Promotes an event or cause
• Makes your voice heard
• Shares information
• Motivates others to take action



Writing for Blogs

• Be conversational
• Have fun
• If it interests you on the web or news—blog 

about it!
• Link to other news stories, blogs or videos
• Post information about events, activities or 

news
• Post pictures or videos from YouTube or Flickr



Examples

• YaYa Blah Blah
• GoFugYourself.com
• BusyMom.net
• McCain Blogette
• Tech Crunch
• PR 2.0 and PR-Squared
• Fake Steve Jobs



When Blogs Go Bad

Target misses the bulls eye
http://www.pr-

squared.com/2008/01/a_bad_week_for_brands
_in_the_b.html



• 48% of internet users visited a video-sharing site in 2007.
This is up from 33% in 2006. 
That represents growth of more than 45% year-to-year. 

• On an average day, the number of users of video sites nearly 
doubled from the end of 2006 to the end of 2007. 

Pew Internet and American Life Project
Video-Sharing 1/9/2008



YouTube’s Top 5 Tips

1. Reach out
2. Listen Up
3. Keep It Fresh
4. Keep Your Camera Running
5. Be Genuine

“YouTube 101 for Politics”



More YouTube Tips
1. The Shorter the Better 

2. Have a plan 

3. Make your videos ’search friendly’ - use tags and descriptions properly. 
4. Think & act like your viewer - Make videos of interesting and unique things. Always 

put yourself in the viewers shoes to modify your ideas accordingly. 
5. Learn about video-editing - If your videos look like they were made by a 

professional they will do better on YouTube. 
6. Get It going - To get a viral effect, you will have to do viral marketing of the video 

yourself! 

Taken from the SEO Blog

http://seo.seocompany.ca/youtube-tips/



YouTube: Obama vs. Hillary

BarackObama.com
• BarackObamadotcom
• Running for: President
• Joined: September 05, 2006
• Last Login: 1 hour ago
• Videos Watched: 2,270
• Subscribers: 39,796
• Channel Views: 13,214,124
• Videos Posted: 829

HillaryClinton.com
• hillaryclintondotcom
• Running for: President
• Joined: July 21, 2006
• Last Login: 3 days ago
• Videos Watched: 1,752
• Subscribers: 12,142
• Channel Views: 1,423,109
• Videos Posted: 305

April 2008



Twitter
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It’s Twitterific

• Soren Dayton get’s suspended from McCain 
campaign for posting Obama video on feed.

• @Caucuses twittered the Iowa Caucuses live
• Traffic updates
• Sales and Bargains
• Breaking news and updates



Social Bookmarking
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Podcasting

• 12% of Americans have downloaded a podcast

• Expected to reach 60 million users by 2010
• Anyone can podcast. All you need is a digital 

recorder, editing software and a web connection. 
iTunes allows anyone to upload podcasts.

• Works across a variety of platforms

• Potential: class lectures, sermons, radio shows, 
interviews, museum tours, press conferences

• Example: Podcast Appalachia



The Future of Social Media: 
Mobile Technology

• 62% of all Americans are 
part of a wireless, mobile 
population that 
participates in digital 
activities away from home 
or work. 

• 58% of adult Americans 
have used a cell phone or 
PDA for at least one out of 
ten non-voice activities: 
text, email, record a video, 
take a picture, look up 
directions on the web



• 82% of Americans have cell phones.

• Used extensively in Europe and Asia, texting is and 
mobile web use is growing in popularity in the U.S.

• Experts believe this is the future of web technology. 
• We’re moving away from our laptops and computers 

towards our cell phones.

• Ex) ONE, Human Rights Campaign, Iowa Caucuses



Resources

• PR Squared
www.pr-squared.com
• PR 2.0
www.briansolis.com
• Pew Internet and American Life Project
http://www.pewinternet.org/
• Social Media Today
http://www.socialmediatoday.com/SMC/



Questions?
Adrienne Royer
aroyer@gmail.com
aroyer@girlsincofchatt.org

Blog
www.adrienneroyer.com

Twitter: 
http://twitter.com/AdrienneRoyer


