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Overview

• Trends
– Overall
– Nonprofit

• Metrics and Benchmarks
• What you should be doing now
• How to think about the future
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The email picture
• Email penetration = 97% of consumers

• 28% of all email addresses become unreachable within a year

• Permission-based emails reach consumer inboxes 75% of the time

• Only 20% of email comes from “legitimate” servers 

• 64% of key decision makers view email on their BlackBerrys

• 69% of at-work email users view emails in their preview panes.

* Sources: Forrester; MRSS/Advocacy Institute ENonprofit Benchmarks Study (2005); Return Path 
2008); Lyris; Marketing Sherpa, Survey Sampling (2007);
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Bad news, Good news

• Open- and click-through rates declining
• Noisier environment, more competition
• Thin resources and budgets internally

• Highly cost effective revenue generator
• Documented multi-channel lift
• More benchmarks and external resources
• More and bigger sales, gifts
• Opportunities with mobile and beyond
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Open rates, click through’s declining

• Open rates – 14% for nonprofits
• Carnegie  Members:  

– 2003:  54%  2007:  31%
• Nonmembers:  

– 2003:  34%  2007: 18%

• Click though rates – 2-4% for nonprofits
• Carnegie  Members:  

– 2003:  15%  2007:  4%
• Nonmembers:  

– 2003:  3%  2007: 3%

• Multi channel effect
– Emailable/mailable give more, more responsive

Source:eCRM Nonprofit Benchmarking Study (Convio 2008) and Online Marketing Nonprofit 
Benchmark Index Study (Convio 2008)
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Source:  Online Marketing Nonprofit Benchmark Index Study (Convio 2008)
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What can Email Marketing do for me?

• Attract new customers (age 25+)
• Keep constituents informed
• Mobilize supporters 
• Build loyalty and relationships
• Drive revenue – visitation, fundraising, product 

sales
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Carnegie Museums  

• eCRM approach
• 10 different enewsletters
• Email appeals

– Events
– Sponsorships
– Membership
– Fundraising
– Program registration
– Admissions
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Source:  Online Marketing Nonprofit Benchmark Index Study (Convio 2008)
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Comparing your values

• Average of all nonprofit verticals: $7.86
• Average of Visitation/Performing 

Arts/Libraries (our vertical): $5.06
• Carnegie Museums  $7.62
• On target or below =  need to be more 

aggressive in building email lists
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Source:  Online Marketing Nonprofit Benchmark Index Study (Convio 2008)
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What to do in your organization?
• How established and resourced is your program now?
• What kind of resources can you expect in next 1-, 3-, 5- 

years?
• Email is expected with 35-54 demographic right now
• ASK your customers about frequency, interests
• Send from the same email address, have users add to 

address book (deliverability)
• Segmentation, relevance is key

– relationship
– interest

• Personalize content – crude or sophisticated
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Offline    
 
INTEGRATION     

 
Online

Online response

Personalized email “bumps”,  
online response option

Email collection, 
Member Center benefits

Email collection point, 
online calendar, e-news 

Invitations, rsvps, reminders

Multiple channels increase results

• Print Advertisements 

• Mail appeals 

• Telemarketing 

• Onsite 

• Events 
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What you MUST do right now

• COLLECT EMAILS 
– Web sites
– Front lines
– Phones
– Every form
– Automated methods

• Deliver an offer they can’t refuse 
– Convenience, timeliness, need-to-know
– Carnegie – all invitations sent by email
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If you’re resource-challenged . . .

• You’re nimble
• Consider open-source
• Free or near-free, niche services
• Plan longer term and scale for trends
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Already emailing? Where to invest?

• Online videos, photo montages, slide shows
• Mobile email usage
• Preview pane usage
• Collect mobile numbers
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Wrap Up and Looking Ahead

• Future audience -- Under 20’s 
– only use email to communicate “with older 

people”
– Email is “slow” -- not real time

• Email clutter 
• Web2.0, mobile, digital
• Patterns in consumption of information 

– No longer a 1-web-site model
– Information distributed in many places, ways
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Resources for stats, info, ideas

• Emailstats.com
• Convio
• ClickZ
• PatronMail
• Marketing Sherpa
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