. Metrics

Donor Journey Analysis
Optimizing the Digital Donor’s
Experience to Increase Revenue
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Analysis Summary

Strong Digital Foundation

e Client has laid a solid foundation for digital through
active use of valuable channels as well as

experimentation to incrementally impact donor
growth and retention

Incremental declines and growth
opportunities “Death by 1000 cuts”

e Declines in donations YoY were not due to a single

source, channel or organizational shift but rather due
to compounding incremental declines

e Revenue improvement and increased donor LTV will
stem from incremental adjustments across the
donor journey experience



The Challenge

Client | Donor Journey Analysis
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Year-over-year revenue declines during critical
windows indicated a need for strategic analysis

Year-over-year, donations across the C3
and C4 declined for the first time. Some
expected causes of this decline as we

began analysis include: C3:

-

2023: First Year of Decline in Total Dollars Raised
- Full implementation of ethical e HIC O

creative standards in March 2022

$1,590,749.86 $1,610,378.24

$1,500,000.00 $1,305,015.73 $1,250,180.17

$931,988.19

$1,000,000.00 §759.152.96

- Challenging external environment
contributing to a potential shift in
donor priorities

Total dollars raised

$500,000.00

$0.00

Nov 1, 2018 - Nov 1,2019- Nov1,2020- Nov1,2021- Nov1,2022- Nov1,2023-
Dec 31, 2018 Dec 31, 2019 Dec 31, 2020 Dec 31, 2021 Dec 31, 2022 Dec 31, 2023

- Potentially reaching points of N
diminishing return from existing
tactics



Reducing ESA messaging to better align to the [client]
mission contributed significantly to revenue lost.

" DONATE NOW - VULNERABLE |
- ANIMALS’ FUTURES DEPEND
B ONIT r

S '
» .
" Right now, innocent wolf pups and bear cubs can be legally killed in 'a
e

' their dens. We're fighting every single day to win the legislative fights

!

that keep them safe and alive — but we depend on ongoing support

B from environmental activists like you. With so much at stake for ‘
animals, their habitats, and the planet as a whole, we're falling shortof | -~a

“ our next major fundiaising goal aiig Uigeiiuy EEU Yol eip, Fiease, ~

will you donate rn¢

world-saving advo

| ; Choose an amou
: Choose an amount:
‘ Your contribution w Support b v e
Your contributi ill benef
Today!
$15
The EPA is vital for the protection of our planet. Eliminating $15 $25 $50 $100
= it could mean the end of clean air. No safeguards for clean
$ ! water. Climate chaos. But House Republicans are trying to $250 $500 $1,000 ‘ s ’
~ "terminate" the agency. We need your help to save it! e
ot
- |
Make it monthly‘ Give $15 or more to NOW and help Make it monthly!
Yes, coun! Sam R, Yes, count me in!

.

Checkout

[@ Have an ActBlue Express account? Sign in to give faster.

PayPal & Pay

The reduction in ESA messaging and
alignment with Ethical Creative Standards
played a significant role in the
year-over-year decline in revenue.

The projected annual revenue loss from
this shift is $861K. A 12% decrease from
prior digital projections.
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Key Questions

Through this analysis we want to understand
more about the cause of the decline in donations

YoY and answer critical questions regarding the
donor journey and experience.

- Was there any particular failure points

along the donor journey that contributed
more than others to the decline?

- Have we reached our maximum potential
through digital?

- What next steps would be most impactful
to revenue growth alongside the

adjustment to new messaging?



AN

We reviewed every stage of your donor journey
across digital channels

4 ) ("

Y¢ ) 4 ) 4 '
\_ Consideration

Acquisition
" Y,

y \ Decision y \ Loyalty y
N rL ) I
/ / U/ \_/
Optimize First Touch Facilitate Engagement Optimize Pathways Deepen Affinity
Messaging To Build & Reduce Friction to Giving
Audience Relationships Points

& Maximize
Lifetime Value




Core Opportunity Identified:

Build out unique, optimized digital donor
experiences to incrementally improve ROl and
future-proof growth of lifetime value.
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Analysis and Findings

Client | Donor Journey Analysis
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The decline In donations YoY was the result of

incremental decline across all digital channels

-27% Yo,
Email had the
greatest
decline of all
channels

No single channel or tactical change was responsible for the
overarching decline in donations

-

w )
2023: All Mediums Experience Decline in Total Dollars Raised (Year End Total Dollars Raised

Weeks 44-52)

~ | Nov-Dec 2021 [ Nov-Dec 2022 [ Nov-Dec 2023

00,000

$750,000

$500,000

$250,000

$0

email email - upsell ads survey sms post donation website

)

C3 data shown in visual. C3 & C4 analyzed.



A higher rate of decline among one-time dollars
raised indicates a top-of-funnel disconnect

One-time donations decreased at a higher rate than the
non—profit average from 2024 (-5%) Source: M+R Benchmarks Report

g

4 )

== One-time dollars raised == Recurring dollars raised

$1,500,000.00
$1,277,355.49 $1,300,138.07

\3956,220.20
S

$1,000,000.00
§745,477.42
$633,177.12

$500,000.00

$313,394.37 $310,240.17 $293959.97
$12¢
$0.00
Nov 1, 2018 - Nov 1, 2019 - Nov 1, 2020 - Nov 1, 2021 - Nov 1, 2022 - Nov 1, 2023 -
Dec 31, 2018 Dec 31, 2019 Dec 31, 2020 Dec 31, 2021 Dec 31, 2022 Dec 31, 2023
\ /

C3 data shown in visual.



13

A higher rate of decline among one-time dollars
raised indicates a top-of-funnel disconnect

4 N

_ _ _ , ~ C4 trend lines show longer
== One-time dollars raised Recurring dollars raised ) )
100.000.00 term shift towards recurring
o donations, and a continuing
$83,094.82 decline from one-time
donors
$75,000.00 $67217.43
$54,186.00
$49,597.59
$45,728.00
$38,708.52 _/
$25,000.00
$0.00
\ Y,

C4 data shown in visual.
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Declining donations combined with rising

engagement indicates continued donor disconnect

9 - 27% Donations

November

e Average Open Rate: 36.98%
e Average CTR: 8.84%

December

e Average Open Rate: 37.65%
e Average CTR: 9.54%

' +13% Open Rate

k +58% CTR

November

e Average Open Rate: 41.72%
e Average CTR:13.90%

December

e Average Open Rate: 42.32%
e Average CTR: 14.11%
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A fragmented cross-channel experience hinders

relationship building with Client

THIS IS A MISTAKE WITH GRAVE CONSEQUENCES!
The United States Fish and Wildlife Service announced a
new plan to make it easier to MURDER vulnerable gray
wolves. If approved, this would be a huge setback to
DECADES of wolf conservation that protects precious pups
and their packs from bloodthirsty hunters.

We urgently need to speak out against this senseless
slaughter to protect our wolves and other essential wildlife.
But we're 413 signatures short of our petition goal, and
we're counting on you to add your name before 11:59 p.m.
TONIGHT! Please, add your name now to demand that the
United States Department of the Interior protect the
Endangered Species Act!

SIGN THE PETITION

C vws

Visual and messaging experience shifts broadly
from assets to landing pages

Sign the petition to demand the Department of the Interior protect the
Endangered Species Act!

The Endangered Species Act is one of the most successful environmental laws ever passed, saving treasured species like gray wolves,
sea otters, bald eagles and grizzly bears. It’s also been critical to the success of local economies that depend on these very species to
thrive and can protect against losses caused by oil and gas projects and mineral extraction.

But bad actors are trying to GUT the Endangered Species Act — all to benefit corporate interests and wealthy developers — and
government agencies aren’t doing enough to protect it. If we don't fight back, fragile species will be driven to extinction! We can't let
anyone weaken this vital legislation. Add your name today to demand the DOI protect the Endangered Species Act!

First Name

Last Name

Email*

Zip Code*

ABOUT DONATE

As users re-engage, the
overarching mission is unclear,
making it difficult to build
relationships with donors

Cru=s Loovure )

Dear James,
Snow splattered red. Helpless cries of a mama

v 3 Vulnerable wolves
face a six-month long

hunting season in
These needless deaths were all oo common in areas of Montana.

wolf. She Is dying In pain, trying to protect her
young pups. They won't survive without her.

Montana this winter, The state declared war on Donate $10 now to

- extending the hunling season . help protect wildlife
1o six months in some areas. That means wolves | and the planet before

vulnerable wolw

are spending half of the year trying to dodge another wolf faces a
bullels from trophy hunters. Or being gunned gruesome fate!

down where they sleep. Still, brutal hunt

pushing agamnst vital protections for wol

are W Y0V S0 Darpmant (fonmaton

5, All 50 et Aciive Exprass, your daoadan|

they can keep kiling them of
vigious hunt of helpless w ABOUT ISSUES NEWS SUPPORTUS TAKE ACTION Aonone Fonnse
continue, James. Donate §
us reach our $4,300 goal tq
wildlife and the planet!

IS A BOLD
VOICEFOR JUSTICE AND THE'PLANE

HELP POWER CHANGE

It takes support from environmental champions like you to
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Current strategy Iimits the value of digital channels
by not adjusting for the donor’s needs

Current State:

All marketing channels are working to accomplish all marketing objectives at the same
time, limiting personalization and ultimately ROI.

Future State:

A personalized approach that creates unique experiences for the various audiences at
the different stages of their donor journey would create more valuable experiences for
the user.

A personalized approach also allows for more unique goals at each stage and allows
Client to measure impact more effectively.
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Opportunities

Client | Donor Journey Analysis
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Opportunities to create unique, personalized
digital donor experiences

Drive Awareness &
Actions from Consideration Decision Loyalty

Potential Donors
- Create cohesive - Implement phased

. : - Implement testin
ad/email to landing . 7 approach to

, of key donation ,
page experiences bage features that personalized donor

- Implement
welcome series

: journeys
- n g are in-use amongst
- Test paid social nsgre sIte ar.w . competitors
messaging email arg optimized - Leverage and |
for mobile mature remarketing

through paid media
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Opportunities

Drive Awareness & Actions From
Potential Donors
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Leverage
Introductory
messages to attract
mission-alighed
donors

Currently, new sighatures and leads from
purchased lists lack an introduction to Client,
risking confusion and limiting relationship
building with donors.

Looking at the competitive trendscape we can
clearly see room for improvement. Leveraging an
email and SMS welcome series can set
expectations for communications and create
loyalty to the cause among nhew donors.

Thanks for joining the Center for
Biological Diversity! You'll get 4-6
messages a month on urgent
actions you can take to save life on
Earth. Reply STOP to unsubscribe
or HELP for help. Msg&Data rates

may apply.

You're a part of this now: D nboxx

Sierra Club <reply@emails.sierraclub.org>  Unsubscribe

tome »

@; SIERRA
ww CLUB

By taking action with the Sierra Club, you've joined a special community. For more than 130
years, Sierra Club supporters have explored the outdoors, protected unique landscapes
and magnificent wildlife, and fought to keep our air, our water, and local communities safe
and healthy from disastrous pollution and development.

Dear friend,

Thank you for carrying that legacy into the future.

Your commitment to preserving natural wonders and our special places across the country
matters more than ever right now. As climate change intensifies, threats to our environment
are becoming worse and more frequent — so we must find new ways to care for our world.

Every bit of progress we make depends on strong support from people like you. As we
look towards the important work ahead of us, which of these Sierra Club priorities
are you most excited about?

2024 Sierra Club Priorities

Fighting extreme climate and supporting Protecting wildlife and habitats they
clean energy depend on

Pt . N
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Leverage
Introductory
messages to attract
mission-alighed
donors

As introductory messaging is implemented, it will
mature over time, through testing to become
more personalized to donor needs.

Where to begin:

Join Activate
Updates

Immediately

Email 1

24 hour delay

|

Email 2

Impact of Client

48 hour delay

4

Email 3

How you can help

48 hour delay

l

Email 4

Get involved

Evolution:

hat riflow:
Group 1
Hos completed: Form submission
* Form name | Activate
Updates: Sul < Activate
Updates: Subscribe - Footer
pacts won't

560 Cro-ACTL-9-030124-Email-AUTO-

@ 12 Sand imtern aten

S Vvt Home || ¢Bor o

contact link je"Weicome Series

Lyking ' Parnerships
----------- w0 Show d
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Paid Media offers a
chance to diversity
messaging and
create unique early
funnel entry points

Top-of-funnel tactics won't match
lower funnel ROI, but their halo
effect on donor lifetime value can
be measured over time.

Please help! Manatees are dying...

Over 490 Florida manatees have PERISHED, and cruise ship
pollution is contributing to the destruction of the seagrass they
need to survive. Cruise ships dump MILLIONS of gallons of toxic
pollution in our oceans and spew TONS of CO2 emissions per
year, wreaking havoc on manatee habitats and on nearby coastal
communities.

Please, we need 58 more signatures before our midnight
signature deadline, and yours is still missing. Sign our petition
now to help protect manatees, coastal communities and our
oceans. Demand the Environmental Protection Agency stop Big
Cruise from dumping toxic pollution in our oceans and
waterways.

SIGN THE PETITION

@ STOP for a second — we can't let this continue any longer.

Did you know that it's legal in some places for trophy hunters to
kill hibernating bears in their dens...

And that orphaned baby bears won't survive the winter without
their mothers?

Time is running out to save struggling mama bears and their
cubs, but we can fight back if people like you step up today! Will
you sign our petition now, before our midnight deadline, to
demand that the Department of the Interior protect the
Endangered Species Act?

Testing Opportunities:

- Shortened ad copy
- Messaging Themes

- Appeals

- Calls-to-action
- Ad Creative Type (Single Image, Video,

Carousel)

WSTOP scrolling for 2 second, this is disturbing

3,891 RESPONSES NEEDED TO STOP FACTORY
FARMS

Big Meat corporations are abusing animals and the
environment and raking in profits — hens are often
crammed into tiny cages where they can't spread their
wings and pregnant mother pigs are kept in metal pens so
small they're unable to tumn around. But it doesn’t have to
be this way!

You have the power to help stop factory farming, and we
know you care about protecting innocent animals and the
planet. We need 3,891 more signatures on our official
petition by 11:59 p.m., so please: Add your name to
demand the United States Department of Agriculturs stop
supporting the factory farming industry!

SIGN THE PETITION
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Test messaging appeals in paid social to identify
mMotivated audiences with new messaging

Competitors leverage varying messaging appeals that would be valuable for Client to test in paid media as well as other
top-of-funnel messaging such as the Welcome Series

Emotional Appeal Educational Appeal for

Organization Introduction ) )
9 For Donation Donation

. " " < Center for Biological Diversity
Center for Biological Diversity a Center for Biological Diversity G Sponsored - Paid for by CENTER FOR BIOLOGICAL
. Sponsored * Paid for by CENTER FOR BIOLOGICAL DIVERSITY, INC.
Sponsored * Paid for by CENTER FOR BIOLOGICAL P y
DIVERSITY, INC. o ,
DIVERSITY, INC. Sightings of the American bumblebee have dropped by
) ) 89% and these bees have disappeared completely from
. . Tragically, more than 500 manatees died last year, mostly eight states. The decline of this once-common native
Without them there is no us. Help us save wolves, from starvation due to polluted Florida waters. Of the bee is alarming and heartbreaking — and a harbinger of
manatees, grizzlies, plants, bees and so many more surviving, imperiled adults, 96% have sustained boat massive biodiversity loss across the country.
species. Double your impact with a year-end donation now. related injuries aqd many are hgrassed by humaps. The THil ity Bear o1 boes Takia s Sretied
Center for Biological Diversity just took legal action to save from coast to coast. But the past 20 years have been a
The Center for Biological Diversity has been fighting for these gentle giants. ARSI neparios:
endangered species for decades—and we'll never sto Tod d illatch ift to help t
ange P . . P We need your help to petition the Fish and Wildlife Service e o gl bl bbb i
saving life on Earth. Give today and your donation will be... ) prevent the extinction of this iconic native pollinator.
to fully protect manatees under the Endangered Species Help us save the American bumblebee. Double your
Act before it's too late. Add your name today! donation today.

Ll

And we secured 3.8 million acres of critical habitat for
dozens of species

This extreme mortality event is all the ACT.BIOLOGICALDIVERSITY.ORG
evidence we need to know that they're in crisis NOT AFFILIATED WITH META
2X Match for Bees Donate Now

Donations doubled up to $10,000
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INnconsistent creative experience causes disconnec
and likely decreases donation follow-through

Imagery and messaging are
not carried through to the r

landin g expe rience Demand the United States Department of Agriculture stop supporting factory
farms!

Factory farming is one of the worst perpetratars of animal cruelty, air and water pollution and public health harm. But Big Meat and Dairy
corporations spend millions lobbying each year to keep you from realizing just how dangerous they really are.
We're fighting back, but we can't do it without support from environmental activists like you - and your name is still missing from our

petition. Please, with so much on the line, add your signature now 1o demand the United States Department of Agriculture stop supporting
factory farming.

WSTOP scrolling for 2 second, this is disturbing:

3591 RESPONSES NEEDED TO STOP FACTORY First Name
FARMS

Big Meat corporations are abusing animals and the
environment and raking in profits — hens are often
crammed into tiny cages where they can't spread their
wings and pregnant mother pigs are kept in metal pens so Last Name
small they're unable to turn around. But it doesn't have to
be this way!

You have the power to help stop factory farming, and we
know you care about protecting innocent animals and the
planet. We need 3,891 more signatures on our official Email*
petition by 11:59 p.m,, so please: Add your name to
demand the United States Department of Agriculture stop
supporting the factory farming industry!

Zip Code*

SIGN THE PETITION

SUBMIT »

By submitting this form, you are signing up to receive updates and alerts from Friends of the Earth. You may unsubscribe at any time
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Increase Community
Giving With Repeated
Content Across Email
& Donation Pages

Learning

Creating custom, dedicated campaign content for
emails and landing pages to work in tandem to
ensure a consistent supporter experience drove a
lift in giving and average gift for this non-profit
organization.

+117% +31%

In donations INn average gift

Case Study




€ Client testing reaffirms impact of visuals on

27

donation experience

Including an image, relevant to the content on the donation form
drove a 75% higher rev/recipient and a 39% higher gift/click rate.

Version Sent Clicks gifts/clicks | $ raised Rev/recipient
Control 1,559,919 1,727 10% $3,936 $0.0025
Test (image) | 1,559,768 1707 14% $6,892 $0.0044
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INnconsistent creative experience causes disconnect

and likely decreases donation follow-through

Multiple CTAs
and text
highlights can
make it difficult
for audiences to
understand
what is
important

o~ Mok s -
Wirenatis wohem
-~ e .
= 1900 8 FEmaen way

e (hwiey S Emanh bawng ressn,
awers 3 ward dwar resrly W rainiers
wohwn STTIEE P e s ke e

- e -
- .
o e ——t -
e ) o
e - o ] -

e Viskows as chsand S by harogaens

T cmer by Anwwwanios (rywardmd i fate Srws whin fary yisep

¥ Ty Ver Ll b Gleuiiind wiles AN Nave .

By SOy Of et g A 1 AW ) DN fetn
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ABOUT ISSUES NEWS SUPPORTUS TAKE ACTION Manthty Fopare

1S A BOLD

VOICE*FOR JUSTICE AND THE[‘PLANET.

HELP POWER CHANGE

Support .
Today!

The EPA is vital for the protection of our planet. Eliminating

t could mean the end of clean air. No safeguards for clean

water. Climate chaos. But House Republica rying to

"terminate" the agency. We need your help to save it!
Give $15 or more to NOW and help
save the EPA.

Varying CTA and
text colors and
varying design can
create confusion or

ONE-TIME DONATION

Choose an amount:

uncertainty

Your contribution will benefit
$15 $25 $50 $100
$250 $500 $1,000 E ‘

Make it monthly!

Yes, count me in! v No, donate once

Checkout

[@ Have an ActBlue Express account? Sign in to give faster.

« (@ @ Paywithcard

O|

PayPal G Pay
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Clear, Concise CTAs
Drive Engagement
& Revenue

Learning

Using plain text giving appeals negatively impacts
email performance metrics and should be used

sparingly.

+5% +117%
Donate Clicks in vO Revenue in vO
+3.9%

Click to Open in vO

Case Study

We couldn't do our work without your support.

Give today and help us continue

saving young LGBTQ lives.

VO: Winner!

Donations from community members like you enable to
serve LGBTQ young people in a moment of crisis, advocate for political action,
and develop resources like this. If you are able to, we ask you to consider

supporting our work today >>

Donate Buttons Increase Revenue 117%
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Mobile donations rising, making up nearly half of all

C3 & C4 donations

Donations from mobile devices

40.00%

ws C4 == C3

Nov 1, 2018 -
Dec 31, 2018

Nov 1, 2019 -
Dec 31, 2019

Nov 1, 2020- Nov 1, 2021- Nov1,2022- Nov 1, 2023 -
Dec 31, 2020 Dec 31, 2021 Dec 31, 2022 Dec 31, 2023

/
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Opportunity to
Mmaximize donations
from mobile with
responsive
templates

Today, Client emails are not mobile responsive.
The content volume provided within this format is
very likely limiting the ability to convert mobile
donors through email.

This is critical to increasing email engagement
given that in 2022, 57% of non-profit traffic
stemmed from mobile.*

*Source: M&R Report

Con

Dear James,

Snow

< Vulnerable wolves
spisttered red

. face a sbx.month lon
Helpless cries "9

hunting season in
of a mama
areas of Montana
Donate $10 now to

help protect wildlife

wolf, She is
dying in pain

irying to
bef
pratect her and the planet before
ancther wolf faces a
young pups
= 1ol
They won't gruesome fate
survive without A
hee W00 st Aot B

Thesa naadless

deaths ware &l

NN i

Donate $10

winter. The state immediately
dectansd war on

winarabla

Donate $27

encing tha Immediately

hunting

oo Donate $50

SOME Areas

Tha! mears immediately

wolves ane

gpending haif of Donate another

amoumt

ing gunned down whore
I, brutal bunlers are

helpless wolves can't continue,
James, Donate 510 today and help us
reach our $4,300 geal to pret
vulnerabie wildliide and the planet!

¢l

The snow in Montana ths winter wasn't

sparkliing white -« & was soaked red by
of mnocent wolves. During the
G-manth hunting season, hunters
gunned down nearly 300 helpless
wolves across the state. To make

e bhoo

nathers worse, Morsana alioas wolf

nunting along Yelowstona's norhem

barder. That o

any Ye jone wolt

that wanders over the park’s border

chion and is instantly far

They make them sufier using inhumane
nethods like neck snares and steel
traps. Wolves are left reeling in pain
for days before dying. And their
babies are left orphaned and facing
the same fate, Thase de

Standing with you,

Raena Garcia

Senior fossidl fuels and lands
campaigner,

Friends of the Earth

Cantact Us,
Preccs of the B U5

Wt wgpae, ( Eecnpn

Emad Preferonoes:

Lowrn more:

Connect.

f o~
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Improving
Mobile-Friendly Email
Templates Lifts
Donations and
Engagement

Learning

This non-profit organization’s e-newsletter
template was optimized for mobile devices to
ensure optimal legibility and sizing. This test had a
significant impact on donations as well as
engagement with campaign content.

+41% +4%

In Donations In Read Through Rate

Advocate for LGBTQ young
people in 2023, Friend!

As part of our New Year's Resolution to
advocate for LGBTQ young people against
discriminatory and harmful policies, we
want to share a new poll examining the
impact these policies and debates have
had on the mental health of LGBTQ
young people. These findings underscore
why we must continue our fight against
these policies as we expect to see another
record year of hateful and discriminatory
anti-LGBTQ rhetoric.

Key findings:

* 86% of transgender and nonbinary youth
say recent debates around anti-trans
bills have negatively impacted their
mental health

* 45% of trans youth report experiencing
cyberbullying as a result of these policies
and debates in the last year

* Nearly 1 in 3 trans youth reported not
feeling safe to go to the doctor or
hospital when they were sick or injured

N

Case Study

DONATE

Advocate for LGBTQ young
people in 2023, Friend!

As part of our New Year's Resolution to
advocate for LGBTQ young people against
discriminatory and harmful policies, we
want to share a new poll examining the
impact these policies and debates have
had on the mental health of LGBTQ
young people. These findings underscore
why we must continue our fight against
these policies as we expect to see another
record year of hateful and discriminatory
anti-LGBTQ rhetoric.

Key findings:

e 86% of transgender and nonbinary youth
say recent debates around anti-trans
bills have negatively impacted their
mental health

e 45% of trans youth report experiencing
cyberbullying as a result of these policies
and debates in the last year

¢ Nearly 1 in 3 trans youth reported not
feeling safe to go to the doctor or

Increase Donations 41%
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Competitors outpace
Client In use of

valuable donation
page features

- Pre-selected ask amounts

- Heightened priority for monthly
giving options

- Images

- Shorted copy

- Social proof

- Progress bar

34
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i ﬁ; SIERRA -
. ji ¥ i AT 3 N _
& o & R - : A o M. e 1. Select Amount 2. Your Information 3. Payment Information
P¥, o {H”‘?}'g! “,‘ l"z“l:‘ p T” 'p'%r w..l.’“:‘oz“ *: L " Y
' e S AT - " Rt 4 fle ol .y ¢ i
/ ¥ ‘" 14 ’ ‘1'" l i
i p‘;: 31"* ’r 3‘:' {!'{‘iﬁﬁ.ﬂf{ | e Make my gift monthly.
2 .t Gl 'R :':‘.- i £ .A’, : st i
' 0o ! ';..“f'f'" , Y 1LaaL Yes, count me in!
109,420 donors have already signed up to give monthly
- join them today
$15 E $50 $100 $250 S| other
Your support matters — Donate to =1
We must work tirelessly to protect wildlife and wild places, ensure clean air
and water for all, and fight for environmental justice. Your gift will support
all of our work to move the country in a new, just, and sustainable @ VE‘L‘EEE‘;‘;;E&‘,’,‘?D
direction. Make your gift today.
J

Please Give to the Center Today

We're fighting with everything we've got to save wolves, grizzlies, orcas,
monarch butterflies and all species large and small. Please give to the
Center today — your donation is crucial to saving wildlife, their habitat
and the laws they depend on to survive.

CENTER for BIOLOGICAL DIVERSITY

Amount Details Payment Finish

Monthly Donation One-time Donation

$2,500 ’ ‘ $1,000 | $500

$100 $30

: l

{ $250 ]

Pay with Bank Account

' PayPal

Pay with Card

The Center for Biological Diversity may contact you by email or phone with campaign updates and other
ways you can get invoived to make a difference. You can unsubscribe at any time. View our privacy
policy.
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Progressively test variations of key donation forms to
maximize return on outreach

Headline
copy

Image
inclusion

Shortened
content

P

/\

$27 50 $100 $2%0
$500

Make it monthly!

Yes, count me i/

Checkout
D Hawe an AC1Bue Expraks account” Son 010 Shes akiet
33« B Paywihcad

/ _ \
\ The Earth Needs a Good Friend ~ “"oose an amount:

\ 0 Wiy

N Progress Bar

N Set Default Donation

N Module Order

N Payment
Types
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Personalization
presents opportunity for
INcreased Donations

- Interest-based segmentation fails to
boost donations significantly (e.g. whales
V. Orcas)

- Recurring vs. new donor segmentation
limited to survey emalils, not all
fundraising emails.

Opportunity:

Segment audiences based on engagement and
previous donor status to personalize and
experiment in additional communications.
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Phase 1 Segmentation

Segment audiences based on where they are Iin
their donor journey and set specific goals for
each segment.

For example:
- New names who haven't donated
(Goal: First Donation)
- First time donors
(Goal: Retention & Conversion to Recurring)
- Returning Donors
(Goal: Increase lifetime value & retention)

Phase 2 Segmentation:
Inclusive of Phase 1 Winners +

Incorporate learnings from phase 1 and begin
to segment more narrowly, for example:

- First Time Donors in the last 3 months
(Goal: Conversion to Recurring)

- Former recurring donors
(Goal: Reactivation)



N

a

G

Case Study

Support from individuals like you enables The Trevor Project to continue our
work to end LGBTQ youth suicide through our crisis services as well as the
development of resources and guides like these to promote education

and allyship.

We couldn't do our work without your support.

We couldn't do our work without your support.

Give today and help us continue

Personalization in _ .
Donation Ask Drives e sl G ot

| dR
ncrease evenue

Learning

This initial test to trial personalization in the
donation footer successfully saw an increase in

. . development of resources and guides like these to promote education
donation revenue from connected campaigns. il
There was a flat affect on unsubscribe rates
signaling an ability to continue testing into the
impact of increased personalization in the
donation footer.

Support from individuals like you enables The Trevor Project to continue our

work to end LGBTQ youth suicide through our crisis services as well as the

Friend, we couldn't do our work without Friend, we couldn’t do our work without

your support. your support.

Give today and help us continue Give today and help us continue

saving young LGBTQ lives. saving young LGBTQ lives.

+175% ,

INn Revenue

V3 Increased Revenue 175%
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Remarketing presents
an opportunity to
further engage past
site visitors, and
convert donors at an
efficient cost

Retargeted users are 70% more likely to convert.
Source: SharpSpring

6:37 N\ ol 56+ @)
®00D5
Cb Like Q Comment (27 Copy

Sierra Club & oo X
Sponsored - Paid for by SIERRA CLUB - &

Oil & gas drilling will destroy the Arctic Refuge as we
know it: releasing millions of metric tons o... See more

i

Protect thell"™Betic home, s
Get Big Oil out.

i

sierraclub.org
«» Save the Arctic Refuge Donate now
Not affiliated with Meta

O0%0 9 comments 44 shares

dY Like () comment A> Share

O Reels

i e VN

Served ad on mobile after
visiting the website on
desktop
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Opportunities

Technical & Team Optimizations
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Quick wins exist to optimize the audience
experience with the Client brand

Donate $10

A number of pages across the Client site

immediately

: : : re missing | Im
Primary CTA in most emails use are missing 1ogo images

. . . Donate $27
>
red buttons with white text > this /\ V————— ABOUT
fails AA compliance for small text, DEMAND PROTECTION FOR VULNERABLE BEES

Bees and other pollinators are responsible for one in every three bites of food we eat. They're critical to the health and survival of the
planet and our food system. And yet they're facing massive threats from toxic pesticides produced by corporations like Bayer-Monsanto.

but would pass for large Donate $50

We need the Environmental Protection Agency to take action NOW, bafore the destruction of our pollinators is Irreversible! Add your name
1o demand the EPA take action to protect bees from lethal pesticides!

Donate another :
First Name
amount

immediately

With images off - no donation button
appears in fundraising emails

By submitting this form, you are signing up to receive updates
and alerts from Friends of the Earth. You may unsubscribe at any
time.




42

Mobile site performance issues highlight
opportunity for optimization

D ®

Performance Accessibility

29

Performance

Values are estimatad and may vary. The performance score is calculated
diractly from these mefrics. See calculator.

A 049 B 5089 @ 90-100
METRICS

A First Contentful Paint

Best Practices SEO

HELP POWER CHANGE

A Largest Contentful Paint

Expand view

L

42s 13.6s
A Total Blocking Time @ Cumulative Layout Shift

3,780 ms 0.009
A Speed Index

83s

® @ ® ©
Performance Accessibility Best Practices SEO
81
Performance

Values are estimated and may vary. The performance score is calculated
diractly from these metrics. See calculator.

A 049 W 50-80 @ 90-100
METRICS

B First Contentful Paint

1.0s

@ Total Blocking Time

140 ms

W Speed Index

15s

A Largest Contentful Paint

26s

@® Cumulative Layout Shift

0

Expand view

C3 - Mobile

C3 - Desktop

Performance Accessibility

Performance

Values are estimated and may vary. The performance score is calculated
directly from these metrics. See calculator.

A 040 W 50-89 ® 90-100
METRICS

A First Contentful Paint

Best Practices

A Largest Contentful Paint

3.7s 6.1s
A Total Blocking Time @® Cumulative Layout Shift
650 ms 0
W Speed Index
_ 44s

Expand view

Performance Accessibility

89

Performance

Values are estimated and may vary. The performance score is calculated
directly from these metrics. See calculator.

A 049 W 50-89 @ ©90-100
METRICS

@ First Contentful Paint

0.8s

@ Total Blocking Time

100 ms

® Speed Index

\_ 1.0s

Best Practices SEO

W Largest Contentful Paint

20s

@ Cumulative Layout Shift

0

Expand view

C4 - Mobile

C4 - Desktop
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A sound team structure
exists, with room for
iIncreased agility within
fundraising

Overall Client is structured similarly to other organizations of
their size. Maintaining the incorporation of digital as a part of
the membership org rather than a standalone team is
preferred.

Opportunities:
- Align digital team roles around unified KPI's. Ensuring all
marketing activities are working together to support the
donor’s experience

- Create boundaries for communication to fundraising and
advocacy audiences to reduce audience exhaustion
through segmentation

Director

Production o Website &
& Analytics el SEMBEEEY Paid Media
Primary Primary Eggary Primary KPls:
KPIs: KPIs: Bro .am Slgnat.ures &
Donations Donations 9 Donations
Goals
\_ 2N L o J

Director

Website
Optimization

Production &
Analytics

Fundraising

- Advocacy
Email & SMS

Primary KPIs:
Program
Goals

\ )

Primary KPls:
Monthly Donor Acquisition, List Growth, Donations
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Action Plan

Client | Donor Journey Analysis
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Cro Metrics + Client

Key Donor Journey
Stage Insights

J
Y Awareness

A 56% decrease in acquisitions costs constrained top of
funnel outreach. Further experimentation with creatives

and calls to actions is recommended to increase ROI and
decrease cost per acquisition.

Consideration

Website revenue for the C3 declined for the third year in a
row. Combined with technical and accessibility
opportunities, optimizing the site experience presents a
large opportunity for revenue growth.

Decision

Email, the leading driver of digital revenue, declined 27%
YoY. Segmenting returning and new donors presents an
opportunity to test, learn and implement the value of
personalization to increase revenue.

Loyalty

Providing a unigue experience to returning donors through
segmentation presents an opportunity to personalize
communications to donors loyal to Client.
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Engage donors throughout their journey with
unique, optimized digital experiences

Future State:

A personalized approach that creates unique experiences for the various audiences at
the different stages of their donor journey would create more valuable experiences for

the user.

A personalized approach also allows for more unique goals at each stage and allows
Client to measure impact more effectively.
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=D
Technical Needs

Effort

Impact

Prioritization Matrix

Implement quick win testing for the remainder
of the 2024 fiscal year to prepare the most
effective journey ahead of the 2024 election.

Welcome Campaign

Paid Media Segmentation Testing
Social CTA Testing

Social Appeal Testing

P AN

Paid Landing Page Optimization

Email Landing Page Optimization
Homepage Creative Testing

Mobile Responsive Template Implementation
Email CTA Testing

i AP WN o

1. Donor Experience Testing

1. Technical Optimizations
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Rapid implementation puts structure and foundation
INn place for high-visibility moments

Awareness Welcome Series Implementation Social Appeal & CTA Testing

Mobile Responswc.e Email Email CTA Testing

. . Template Design

Consideration |

Email Landing Page Optimization }

o
Donor Experience Testing }
{ Phase 1 Segmentation
{ Paid Retargeting }

Technical

o ; Accessibility Remediation
Optimizations

. = Build . =Try . = Optimize
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Small wins across the donor experience compound

into massive revenue gains

$260k

$190k

Actual testing outcome:
$4.5M in revenue in the
last 12 months
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High testing velocity drives higher RO

Based on academic meta-analysis of tens of thousands of experiments

e Key finding: A/B testing
outcomes follow a “fat-tailed”
distribution

e Individual outcomes are
unpredictable, but large outlier
wins drive high ROI

e High testing volume creates
more opportunities to identify
outliers that drive large impact
vs. attempting to only increase
win-rate

e |Increased velocity creates
disproportionately higher

return on investment.
50
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Thank You

Client | Donor Journey Analysis



