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•  114	year	old	public	affairs	forum	the	oldest	and	largest	in	
the	na;on	

•  450	events	per	year	–	over	75	led	by	members	
•  Guiding	Principle:	Find	truth	and	set	it	loose	in	the	world	
•  Under	50	staff	and	over	200	ac;ve	volunteers		
•  13K	member	households	
•  Extensive	membership	study	and	planning	conducted	in	
2016	

•  Digital	efforts	were	paired	with	aggressive	direct	mail	
•  Grand	opening	in	September	2017	

Background	



•  Email	append	
•  Crowdsourced	member	input	
•  Facebook	Poll	to	generate	momentum	leading	up	to	
the	launch	of	the	broader	social	media	campaign	

•  #UncommonThinking	social	media	campaign:		
Highlight	several	influen;al	speakers	with	thought-
provoking	quotes	and	will	encourage	audiences	to	“get	the	
full	story”	as	a	member	of	The	Commonwealth	Club		

•  Facebook	and	Display	adver;sing		

Strategy	



Stakeholder	Input	

•  Variety	of	Ideas	
•  Fresh	Thinking	
•  All	Views	

•  Non-Par;san	
•  Though\ul	
•  Unpredictable	
•  Inspired	
•  Changed	My	Perspec;ve	

Asked	members	to	“Tell	us	about	the	most	memorable	or	unexpected	
experience	you’ve	had	at	The	Commonwealth	Club.”	Key	themes:	



Facebook	Poll	



Facebook	Cover	Photo	



#UncommonThinking	



Social	Ads	&	Landing	Pages	



Membership	Messaging		



Membership	Ads		
&	Landing	Page	



•  Email	Append:	26.3%	match	rate	(2,458	emails	≈	$1.00	to	$1.06	each)	
•  Display	Ads:	

o  286	Viewthrough	conversions		
o  $56,465.99	in	agributed	revenue	for	membership	(385)		
o  $26,651.66	in	agributed	revenue	for	events	(947)		

•  Social	Media	Campaign:		
o  30.96%	increase	in	pageviews	(1,398	to	#UncommonThinking	landing	pages)		
o  27.23%	of	all	website	traffic	from	Twiger	(234.23%	increase	over	prior	period)	
o  Growth	in	membership	visibility	and	followers	on	Facebook	and	Twiger		

Results	

Reach	 Page	Likes	



•  Allow	more	lead	;me	for	internal	buy	in	
•  More	educa;on	needed	for	older	audiences		
•  Awareness	campaigns	helped	to	keep	The	Commonwealth	Club	

top	of	mind	and	drive	sales		
•  Demonstrated	opportunity	for	social	media	to	grow	awareness	

and	membership		
•  Next	Steps:		

o  Con;nue	event	focused	ads	and	membership	evergreen	
campaign		

o  Gik	membership	messaging		
o  2018	digital	planning	underway	

Lessons	Learned		
&	Next	Steps	



Rachel	Broom	
Director	of	Development	



•  Small	organiza;on	
•  Mission:	To	preserve	and	protect	Mexican	wolves,	red	
wolves	and	other	wild	canid	species,	with	purpose	and	
passion,	through	carefully	managed	breeding,	
reintroduc;on	and	inspiring	educa;on	programs.		

•  Less	than	25	employees	and	60	ac;ve	volunteers	
•  ~50	animals	(8	species)	
•  Organiza;onal	Budget	is	~1M	
•  900K+	Facebook	Likes	&	Followers	
•  1,200	Member	Households	
	

Background	



•  First	;me	using	Facebook	for	data	capture/par;cipa;on	
campaign	(pilot	program)	

•  Objec;ves:	
•  Drive	awareness	and	build	in-house	email	database	
•  Iden;fy	areas	for	improved	user	experiences	and	prepare	for	

technology	shiks	
•  Increase	the	average	engagement	rate	in	terms	of	Facebook	

page	likes,	shares	and	comments	
•  Increase	email	list	by	3%	-	5%	(180	–	300	new	email	

addresses)		
•  (Long-range)	Aim	to	secure	80	–	120	Adopt-a-Wolf,	

dona;ons,	and/or	memberships	

Objectives	



•  Use	new	approach	to	support	fundraising	and	
membership	acquisi;on	
•  Contest	to	name	a	red	wolf	and	be	in	our	Puppy	
Naming	Club	

•  Leverage	Valen;ne’s	Day	with	“Show	your	love”	
messaging		

•  Promote	Adopt-A-Wolf	memberships	
	

Strategy	



Contest	Creative	



Ads	&	Organic	Posts	



•  Facebook	Live	
•  Website	Usability	

•  Mobile	Friendly	Call	to	Ac;on	

•  Goal:	To	be	able	to	offer	an	ability	to	donate/engage	at	
the	moment	of	inspira;on	

•  Invest	for	Growth	

Technology	Shift	



•  Achieved	our	goal	of	217	new	email	opt-ins	(≈	4%)	

•  Demonstrated	an	opportunity	to	leverage	Facebook		

•  319	eligible	entries	and	277	NEW	prospect	records		

•  Raised	visibility	and	contributed	to	an	overall	lik	in	website	
traffic	and	donor	outreach	(planted	the	seed	of	suppor;ng)		

•  Established	a	baseline	for	future	digital	marke;ng	campaigns	

Eligible Entries New Prospects 
Acquired New Email Opt-Ins 

319 277 217 

Results	



•  Allow	more	lead	;me	for	planning		

•  Support	future	campaigns	with	other	marke;ng	and	PR	efforts		

•  Numerous	Facebook	users	commented	on	the	posts	and	ads	
rather	than	entering	the	contest	via	the	contest	form	

•  Con;nue	to	nurture	new	audiences	and	ask	for	support	
•  Track	results	over	;me	to	understand	long-range	conversion	

•  Reinvest	in	a	future	Facebook	campaign	and	build	a	base	of	
digital	support	personas	

Lessons	Learned		
&	Next	Steps	



•  We	met	a	loyal	and	devoted	family	that	will	be	ac;ve	
supporters	and	ambassadors	for	our	Center’s	mission	

Best	BeneJit	



John	Lewis	
Director	of	Membership	&	Guest	Experience	



•  Two	Zoos:	Franklin	Park	Zoo	and	Stone	Zoo		
•  17,000	Member	Households	

Background	



•  2014:	Focused	on	email	list	building	
o From	29,545	in	2014	to	90,595	ac;ve	subscribers	in	
2016		

•  2015:	Aggressively	added	email	marke;ng	
•  2016:	Added	digital	to	membership	acquisi;on	

o 16,989	member	households	–	an	all	;me	high!	
o Even	though	challenged	by	closure	of	major	exhibit	
for	construc;on	and	decrease	in	agendance		

•  2017:	Tried	new	digital	strategy	leveraging	local	radio	
sta;on	partner	for	contest	and	added	Facebook	ads	for	
membership	acquisi;on		

Strategy	



2016	Ad	Creative	



2016	Holiday	Gift	
Membership	Campaign	



•  Display	Ads:	583	view	through	conversions		
•  Contest:		

o  695	qualified	entries	—	66%	from	new	prospects!		
o  81%	opt-ins	for	email	—	461	NEW	email	addresses		

•  12%	growth	in	membership	revenue	
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Membership	Households	

2016	Results	



2017	Creative	



2017	Membership	Ads	



•  2017	Contest:		
o  516	total	entries	(507	qualified)	
o  408	opt-ins	for	email	(81%)		
o  501	NEW	contacts	to	database	(97%)	

•  1,951	tracked	website	conversions	from	2017	ads		

•  87	agributed	sales	matched	back	from	2016/2017	contests		

•  103	website	visits	driven	from	campaign	landing	page		

•  Acquired	new	members	from	new	sources	

•  Created	an	addi;onal	touch	point	to	enhance	recall		
	

2016-2017	Results	



•  Set-up	Google	Analy;cs	conversion	goals	to	support	improved	
tracking	

•  Con;nue	to	experiment	with	digital	channels	and	different	

partners	to	see	what	works	best		

•  Reengage	Mommy	Blogger	for	future	campaigns		

•  Create	“money	can’t	buy”	experiences	for	prizes		

•  Allow	for	more	lead	;me	to	ensure	best	possible	strategy	

•  Leverage	Facebook	page	cover	photos	as	membership	ad	
placements	

Lessons	Learned		
&	Next	Steps	



Lynn	Swain	
Director	of	Development	



•  Significant	growth		
•  28,000	to	100,000	supporters	in	5	years	
•  50%	of	revenue	online		
	

Background	



•  Cornell	Lab	of	Ornithology	implemented	an	integrated	
membership	marke;ng	strategy,	including	using	online	
leads	to	generate	direct	mail	results	

	
•  Hotlist	is	a	tool	through	which	donors	enter	and	
engage	in	your	content	marke;ng;	it	is	up	to	you	to	
retain	them,	elevate	their	interest	and	grow	their	
commitment.	

Strategy	



•  A	terrible	package	or	solicita;on	to	the	right	person	
has	greater	likelihood	of	success	than	a	great	package	
or	solicita;on	to	the	wrong	person.	

	
•  From	the	direct	marke;ng	perspec;ve,	a	Hotlist	is…	

o  A	segment	of	a	mailing	list	that	represents	people	who	have	recent	
transac;ons	with	the	list	owner.		

	

•  Digital	marke;ng	makes	building	your	own	Hotlist	
easier	and	more	effec;ve.	

The	“Hotlist”	
Content	Marketing	&	List	Building	



Past:		
Living	Bird	Magazine	



Today:		
Science	and	Outreach	



#1	Bird	Website		
+	Lead	Capture	



Merlin	Bird	ID	App	



Address	Capture	Online	



Hotline	Packages	



Calendar	



•  Benchmark	0.50%	

•  Overall	1.36%	response	rate	
•  Magazine	membership	offer	best	returns	

•  BirdCam	viewers	highly	responsive	(up	to	7.29%	on	one	package)	

•  Sound	downloads	respectable	(0.65%	average)	
•  Address	append	to	email	list	yielded	0.58%	response	

Results	-	Response	



Results	-	LTV	
HOTLINE	 RENTED	LISTS	

•  $80.49		=	Cost	to	acquire	
•  $46.82	=	Average	gik		
•  $162.80	=	4	year	revenue		

•  NET	=	$82.31	

•  $110.59	=	Cost	to	acquire	
•  $53.78	=	Average	gik	
•  $193.56	=	4	year	revenue	

•  NET	=	$82.97	



•  Direct	mail	is	NOT	dead	in	the	digital	age	

•  Address	capture	does	not	turn	off	donors	
•  If	they	give	you	an	address,	MAIL	THEM!	

•  Have	a	plan	that	includes	tes;ng	and	analysis	
•  There	is	tremendous	opportunity	

	

Lessons	Learned		
&	Next	Steps	



Q&A	


