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• NMAI is committed to advancing the knowledge and understanding of the Native cultures of 
the Western Hemisphere, past, present, and future, through partnership with Native people 
and others.

• The museum works to support the continuance of culture, traditional values, and transitions 
in contemporary Native life.

• 3 locations – DC, NY, Suitland – as well as extensive online collections search and travelling 
exhibitions.

• Members are primarily non‐Native, and most reside outside of the DC and NY metro areas

• 60% of donors are “Charter Members,” who joined before the DC museum opened in 2004

About NMAI
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• Direct mail remains the major income channel.

Income by Channel
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• In FY10, web joins are giving to 49% of their subsequent income to traditional direct marketing 
channels.

Subsequent Income by Channel for Web Joins
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Phases of Online Fundraising: Overview

Phase 4: List Building with Major Investment

Phase 3: List Building

Phase 1: The Foundation of a 
Program

Phase 2: Further Engagement
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Phase 1: The Foundation of a Program

Includes… NMAI…

• ImplementedMirror offline renewals and appeals

• Partial implementationSustainer Recruitment

• ImplementedE‐Conversion Strategy

• Future StrategyE‐Welcome Series

• ImplementedBasic website name capturing

• ImplementedE‐Engagement 1.0
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Includes… NMAI…

• Future strategyAd Hoc Appeals

• Future strategyIntensive Sustainer 
Recruitment

• Future strategy
Sophisticated 

E‐Conversion Strategy

• Partial ImplementationE‐Engagement 2.0

Phase 2: Further Engagement
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Phase 3: List Building

Email List Growth

E‐
Engage

User‐
generated 
content 

campaigns

No Finan. 
Invest.

Free 
Advertising

Minimum 
Investment

List‐
Chaperoning

Name 
Capturing

Modest Investment

E‐append Petition‐
based Sites

E‐miles 
program

Paid Google 
Advertising
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Keep email sign up prominent, consistent, concise

Subscriber 
info

Login

Preferences
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Capture emails on all mailings, 
communications, inbound calls, events, etc.

Promote email 
sign up on mail 
reply device

• Only 2.8% of our email addresses were obtained online.
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Now that you have e‐list subscribers, roll out 
the welcome mat for them

Don’t wait – let new 
subscribers know you’re glad 

they’re with you

Test what type and how 
many communications to 

send

Educate subscribers about 
your organization and give 
them a reason to stay on 

your list

http://www.flickr.com/photos/vincentmaher/
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Acquisition

Corresponding DM 
acquisition

“Put aside everything you think you know 
about Native Americans…”

• eAcquisition revenue 
has been flat since 
FY09 due to less 
aggressive strategy
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“I am a Pawnee, but I am not the stereotypical Native 
American portrayed in cartoon‐like fashion in movies, 
television and other media outlets. Indeed, that 
stereotypical Indian does not exist, and never did. Images 
of Indians in popular culture are generally created by non‐
Indians, who in turn rely on the stereotypes of previous 
generations.

As Director of NMAI, I have the honor of helping to 
shape new and authentic images of Native Americans and 
connect the past and future of Native America.”

This has been a year of memorable anniversaries 
at the National Museum of the American Indian, 
each of them made more gratifying by your 
generosity and commitment. We’ve come so far 
since the vision of the Museum was conceived 
twenty years ago. 

But, the best is yet to come. 

Appeals



14

Appeals

3‐effort series:
• Explore the collection; 

we wanted you to be 
the first to know

• Be a part of this 
project; donate

• Donate; story from 
curator
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Renewals

Suggested 
renewal 
amount and 
expire date 
populated

Corresponding 
DM renewals

• eRenewal revenue from 
monthly efforts has 
increased 86% since FY09 
and has not negatively 
affected DM renewals
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Engagement

• Email 1: Vote with post‐vote ask
• Email 2: Join/Renew to get calendar 

or give
• Email 3: Last chance before calendar 

goes to print
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• Minimal changes from 
previous year (similar style, 
same number of images)

• Incorporated calendar ask 
into regular monthly 
renewals.

• Avg. gift stayed fairly flat
• Response rate more than 

doubled
• Raised 3.5x more gross 

revenue
• Avg. gift stayed fairly flat

Engagement (cont’d.)
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Don’t forget to cultivate and engage with 
eNewsletters and inviting web content
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Social media integration
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Coordinate communications so you don’t 
confuse your supporters

Grid online schedules with 
mail, phone, and other 
communications

Integrate production 
schedules to streamline 
execution

Determine who’s getting 
what and when to avoid 
overlap

Identify online‐only 
opportunities 

http://www.flickr.com/photos/jonwiley/
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MONTH ACQUISITION APPEAL RENEWAL REINSTATE DIRECTOR'S COUNCIL MONTHLY DONOR E-MAIL PLANNED GIVING INVITATIONS/ 
EVENTS

MAGAZINE

October 2011 A0112 October Acquisition and Rein -
10/11 (275m)

R0112 Rolling 
Renewals Renewal EA0112 E-Acquisition - 10/3 (23m) PG Mailing  - 10/15 Insight

November 2011 C0112 November Year-End Appeal -
11/7 (46m)

R0212 Rolling 
Renewals Renewal Art Market Mailing American Indian

December 2011 A0212 December Acquisition and 
Rein- 12/12 (325m)

C0212 December Core YE Follow-Up -
12/12 (38m)

R0312 Rolling 
Renewals Renewal Dec Appeal w/ no ask to Wellspring 

Members - 12/12 (800)
EC0112  Year-End eAppeal - 12/5  (10m)    

EC0211 Year-End eAppeal  Follow-Up (8m)

January 2012 C0312 January Survey Appeal - 1/30 
(47m)

R0412 Rolling 
Renewals 

M0112 DM DCOF 
Invitation/Renewal - 1/23 (5m)

Tax Statement and new member card - 1/30 
(600)

February 2012 A0312 February Acquisition and Rein-
2/6 (275m)

R0512 Rolling 
Renewals Renewal American Indian

March 2012 R0612 Rolling 
Renewals 

AL412 April TM 
Reinstatement - 3/21 

(8.64m)
Renewal

April 2012 R0712 Rolling 
Renewals Renewal S0112 DM Wellspring Invitation - 4/2 (12m) EA0212 April E-Acquisition - 4/2  (23m) PG Mailing - 4/13 Insight

May 2012 A0512 May Acquisition and Rein - 5/30 
(275m) C0412 May Appeal - 5/1 (47.422m)

R0812 Rolling 
Renewals AND 
LAPSED (R1)

M0212 TM DCOF Invitation/ 
Renewal - 5/21 (1m)

S0212 TM Wellspring Invitation AND 
UPGRADE - 5/21 (2.34m)

ES0212 May Wellspring E-Conversion - 5/3 
(1m)

EA0312 E-Calendar Acquisition (3 
efforts)- 5/1 (45m) 

EC0312  Calendar eAppeal (2 efforts) - 5/1 
(17.2m)

American Indian

June 2012 R0912 Rolling 
Renewals - 6/16 Renewal EC0412 Recognition eAppeal - 6/4 (40m)

July 2012 C0512 July Calendar Appeal - 7/2 
(47m)

R1012 Rolling 
Renewals AND 
LAPSED (R2) 

M0312 DM DCOF Invitation/ 
Renewal - 7/16 (6m) July Calendar Appeal to WS members

August 2012 A0612 August Acquisition and Rein -
8/15 (275m)

R1112 Rolling 
Renewals Renewal American Indian

September 2012 C0612 September  Appeal - 9/4 (47m) R1212 Rolling 
Renewals Renewal

Create a master grid
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Avoid last minute scrambles by planning all 
components of your online campaign

Define the Universe
– Segmentation – who are you emailing?

Define the Creative and Program Strategy
– Case for Giving
– Call to Action
– Ask String(s)
– Art or other technical/functionality

Define your Tests
Define creative (copy and art) that is appropriate for the web and online 
channels.
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Test, test, test!

Emails
– Time of day, day of the week 
– Subject line, personalization
– Length of copy
– Link and image placement  
– Signers and signature 

treatment (photo, signature, 
both)

– Callouts
– Personalization

Landing page
– Submit button 
– Ascending vs. descending asks
– # of asks, pre‐selecting an 

amount)
– Image or # of fields on the page
– 1 column vs. 2 column format

Segmentation
– Go beyond RFM
– Issue or interest
– Geography
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Analyze and benchmark results

*All stats from Visitation, Performing Arts & Libraries sector of 2011 Convio Online Marketing Nonprofit 
Benchmark™ Index Study published in March 2011. This sector includes zoos, museums, and 
aquariums that rely on members and guest visiting their facilities, and comprised 30 of the 589 groups 
in this study.

Visitation, Performing Arts, & 
Libraries sectors

All Sectors

Total Email file size:  38,736  39,100

Usable email file size: 24,625  25,572

Online revenue:  $221, 964  $349,967

Online revenue growth:  19%  20%

Online avg. gift: $106.19  $91.94

Fundraising open%: 21% 18%

Fundraising click%: 1.96% 1.76%

Fundraising response%: .10% .16%

eNewsletter open% 27% 19%

eNewsletter click% 3.44% 3.06%
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And while we’re talking about data…

Set up a regular (automated or manual) data sync between your 
offline database and online database. 

Ensure that information you want and need to communicate with 
your donors (i.e. donation history, interest area, geographic 
information, etc.) exists in both databases. 

Without a data sync, you are not getting full picture of your 
supporters and could be confusing them, downgrading them, or 
not even contacting them.
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• Consider a eWelcome series
• Further testing
• eAppend, list chaperones
• More aggressive sustainer recruitment
• Further integration with social media

What’s next for NMAI?
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AMMC 2011 – Philadelphia, PA

Thank You! 
Speaker Contact Info:

David Saunders
Director of Membership

National Museum of the American Indian
SaundersDF@si.edu

Barb Perell
Vice President of Online Fundraising

Avalon Consulting Group
barbp@avalonconsulting.net


