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Review 

Module 4 

Data Management  

  Silos -> Dashboard 

IT Basics – Backups, Documentation 

Cloud Opportunities, Risk, Security 
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Websites 

Email 

Social Media 

Mobile 

Lisa Harvey of Energetica 



Online Basics  

Culture of Content Creation 

Coordination Across Channels 

Easy to Use Content Management System 

Multiple Staff Able to Manage Tools 

Regular Review of Metrics 

Learning Loop 



Which One(s) Don’t You Have?  

Culture of Content Creation 

Coordination Across Channels 

Easy to Use CMS (Content Management System) 

Multiple Staff Able to Manage Tools 

Regular Review of Metrics 

Learning Loop 



Email + Website Still #1 
 



Content 

Conversation  

Transactions  

(Donate, Register, etc.) 

 

WEBSITE 

Updates 

Calls to Action  

Campaigns 

Driving Traffic 

 

EMAIL 

Foundational Elements 

Content, Conversation, Sharing, Driving Traffic 



Coordinated Approach 

Website/Blog 

Enewsletter 

Email 

Print 



Website Basics  

Updated, Easy to Navigate Site 

Donor/Member Engagement 

Online Donation & Email Tools 

Coordination Between Online and Offline 

Easy Social Media Sharing 

Option for CRM + CMS 



AddThis / ShareThis 



  

Four Key Website Attributes   

 Credibility 

- The public face of your organization 

 Cultivation 

- Outreach and building relationships 

 Clickability 

- Interactive user experience with clear navigation 

 Content 

- Most important element - requires regular input 



Homepage Current Style 



Homepage New Style 



Homepage No Style 



Four Email Cornerstones 

Personal 

Personalize messages with data 

Targeted 

Segment lists and target emails 

Integrated 

Email integrated with web content, direct mail, etc. 

Trackable 

Seek out and use data about your emails 



Enewsletter  

Techniques 

Subject Line 

Short Items 

Visual 

Teasers 



Review: Email 

 

Build your email list everywhere to increase prospects: 

Events, phone calls, all print materials 

 

Websites don’t raise money - emails do 

 

Test approaches, respond to data and track results 



 

What would I like to see change about… 

  

Our website activities? 

Our email activities? 



Effective Social Media 



Coordinated Approach 





Bridge to Offline Behavior Change or Action 





People share 

wildlife 

sightings 

Small Pilots  

- Learn, Reiterate 



Wildlife Watch  

+ Mobile 

+ Twitter 

Robin in  

Washington, DC 

#NWF 



Started Small (Realistic) 

50 unique  

Twitter Users 

 

200 Wildlife  

sightings in  

first month 

 

At least 5 

tweets a day 



Policy 

Develop a Guide 

Guidelines - would/would not say 

Helps leverage interns, volunteers 

 

Examples: 

http://socialmedia.biz/social-media-policies/ 

 

http://www.bethkanter.org/staff-guidelines/ 

http://www.linkedin.com/redirect?url=http://socialmedia.biz/social-media-policies/&urlhash=UL43&_t=tracking_anet
http://www.linkedin.com/redirect?url=http://socialmedia.biz/social-media-policies/&urlhash=UL43&_t=tracking_anet
http://www.linkedin.com/redirect?url=http://socialmedia.biz/social-media-policies/&urlhash=UL43&_t=tracking_anet
http://www.linkedin.com/redirect?url=http://socialmedia.biz/social-media-policies/&urlhash=UL43&_t=tracking_anet
http://www.linkedin.com/redirect?url=http://socialmedia.biz/social-media-policies/&urlhash=UL43&_t=tracking_anet
http://www.linkedin.com/redirect?url=http://www.bethkanter.org/staff-guidelines/&urlhash=_T9Q&_t=tracking_anet
http://www.linkedin.com/redirect?url=http://www.bethkanter.org/staff-guidelines/&urlhash=_T9Q&_t=tracking_anet
http://www.linkedin.com/redirect?url=http://www.bethkanter.org/staff-guidelines/&urlhash=_T9Q&_t=tracking_anet


Common Concerns 

 

Loss of control over messages 

Dealing with negative comments 

Addressing personality vs. organizational voice (trust) 

Source: www.slideshare.net/kanter 



Go where people are & tap into user participation 

Drive website traffic  





 

Your Own Metrics are More Important 

Interesting to Compare 

No True Industry-Wide Benchmark 



Operations | Programs | Fundraising 

Mobile Impact  



Rapid 

Mobile 

Phone-based 

Survey 

 

 

 

Challenge – collect data related to Malaria 

 

Developed toolkit for collecting and reporting via mobile  

IFRC  

RAMP 



Replaces decades-old paper + pencil method 

 

Reduced time + costs of collecting, reporting 

Efficient 



Effective 

Data available - days vs. weeks 

 

Direct data access for program managers 



Mobile friendly website 
 



 

 Emails configured for mobile 
 



Mobile + Fundraising 

 

15% of traffic to donation pages - mobile 

 

23% use mobile to help fundraise 

 

Mobile users raise almost 3x more 

 

Source: 83,000+ campaign participants 

Artez  http://info.artez.com/mobile-fundraising-research-paper-2013/ 

 

 

http://info.artez.com/mobile-fundraising-research-paper-2013/
http://info.artez.com/mobile-fundraising-research-paper-2013/
http://info.artez.com/mobile-fundraising-research-paper-2013/
http://info.artez.com/mobile-fundraising-research-paper-2013/
http://info.artez.com/mobile-fundraising-research-paper-2013/
http://info.artez.com/mobile-fundraising-research-paper-2013/
http://info.artez.com/mobile-fundraising-research-paper-2013/
http://info.artez.com/mobile-fundraising-research-paper-2013/
http://info.artez.com/mobile-fundraising-research-paper-2013/


Iwaidja  

App 

Leverages uptake of mobile by indigenous communities 

 

Keeps language alive 

 



Iwaidja App 

 

Translate, Record, Share 

 



Mobile is Personal 

Don’t Start with Apps 

 

Start with Mobile Strategy 

 

Get in Mobile Mindset – use just your phone for a day 

 



Reflection 

What goals might mobile tools serve? 

 



Website Metrics 

 

 Unique Visitors 

 Most [Least] Popular Pages/Stories 

 Time on Site/on Page 

 Keywords 

 Website Traffic Sources 

 Document Downloads 



Email/Enews Metrics 

 

 Open Rate 

 Click-through Rate 

 Response Rate for Requested Action 

 eNewsletter Subscribes /Unsubscribes 

 





Toolbox 

Spreadsheet/Dashboard 

Monthly Report 

Editorial Calendar 
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Review:  
Measure Results 

 Regularly Review Metrics/Statistics 

 

 Set Benchmarks 

 

 Use Information to Improve and Evaluate: 

  Collect, Analyze, Adjust (Repeat) 



Metrics 

 

What outcomes could we measure? 



Review 

 Engaging the Audience – Conversation 

 Value Relationships - 

Even if They’re Not Traditional “Donors” 
 Have Clarity About Your Story 

 Tracking Activity, Tracking Activity, Tracking Activity 

 Respond to Data 

 Try New Things! 



www.johnkenyon.org 



Lisa Harvey 









Thank You! 


