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Agenda
■ Introductions
■ Best Practices for Your Advocacy Campaign in Convio
■ Features You May Have Missed■ Features You May Have Missed
■ Case Studies

PETA: Brookstone and Ringling Bros. Circus
AARP: Health Action NowAARP: Health Action Now 
National Association of Realtors: Extend and Expand the 
Homebuyer Tax Credit

■ Questions for the Panel■ Questions for the Panel
Remember to visit the Expert Lab for hands-on assistance
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The Panel
Noah Cooper, Senior Consultant, Technical Design Services

Worked at Convio for nearly 3 yearsWorked at Convio for nearly 3 years
Previously worked for PETA for 

3 years
L f ll thi li Ad !Lover of all things online Advocacy!

@ incooper@convio.com
http://twitter.com/noah_cooper
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The Panel (continued)
Joel Bartlett, Assistant Director of Marketing, PETA

B hi■ Began his career at
PETA working in peta2

■ In 2005, stepped into his
t l PETA’current role as PETA’s

assistant director of
marketing
I 2008 d “ i i■ In 2008, named “a rising
star” by Online Media
and Marketing
Association MagazineAssociation Magazine

joelb@peta.org
http://twitter com/officialpeta
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The Panel (continued)
Barry Jackson, Online Advocacy Manager, AARP

H d d i h■ Has spent over a decade in the government-
relations arena.

■ At the AARP, he is responsible for 
it t d ti d bili ti frecruitment, education and mobilization of 

activists.
■ Before AARP, Barry was most recently 

l d b th L A temployed by the Lance Armstrong 
Foundation.

bjjackson@aarp.org
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The Panel (continued)

H d A lif ' I

Kevin Reid, Vice President
Internet & Social Media, Amplify Public Affairs
■ Heads up Amplify's Internet  group
■ Has worked with a wide range of 

clients including Earthjustice, the 
N ti l A i ti f REALTORSNational Association of REALTORS, 
The United Church of Christ and 
Verizon Communications.
W Di t f I t t■ Was Director of Internet 
communications at the U.S. section 
of Amnesty International

kreid@amplifypublicaffairs.net
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Best Practices for Your Advocacy Campaign
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Best Practices for Your Advocacy Campaign
■ Allow constituents to customize the subject line 

and message content
■ Use built-in Advocacy Participant Groups to 

segment and conditionalize content
Always use Tell A Friend■ Always use Tell A Friend

■ Make sure to expire alerts, and customize the 
Alert Expired Page to give constituents updatesAlert Expired Page to give constituents updates

© Convio, Inc. 8



Best Practices for Your Advocacy Campaign
Allow (or better yet require) constituents to 
customize the subject line and message content

■ Risk the urge to “control the message”
■ Use Opening and Closing text for content that you wish to 

b i l d d ibe included in every message
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Best Practices for Your Advocacy Campaign
Use built-in Advocacy Participant Groups to 
segment and conditionalize content
■ Don’t annoy your most engaged constituency by not 

recognizing them for what they’ve already done
U f ll i ti t ff f ll ti■ Use follow-up communications to offer follow-up actions 
like Tell A Friend, and give updates

[[?[[S45:8341]]::TRUE::
Thank you for taking action. Be sure to <a 
href="http://www.mysite.org/site/TellAFriend">share 
this action alert with your friends and family</a>.
::
<a href="http://www.mysite.org/site/Advocacy?id=101">
Take action today</a>.
]]
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Best Practices for Your Advocacy Campaign

■ Advocacy one of the best

Always use Tell A Friend
■ Advocacy one of the best 

opportunities for “viral effect”
■ Couldn’t be easier to turn on
■ Try to come up with a reason 

Tell A Friend isn’t right for 
your organization you can’tyour organization – you can t
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Best Practices for Your Advocacy Campaign
Make sure to expire alerts, and customize the 
Alert Expired Page to give constituents updates
■ Search engines and old emails will continue to 

drive traffic to alerts
■ Let advocates know when you’ve won, or lost, 

and give them more actions to take, such as a list 
f l t d l tof related alerts

■ If you prefer to use an external page instead, use 
this page to insert a redirectthis page to insert a redirect
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Best Practices for Your Advocacy Campaign
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Features You May Have Missed
■ Action Alert RSS Feed
■ Advocacy Issues and the Alert List Component
■ Email Filters
■ Engagement Factors

Rewards■ Rewards
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Features You May Have Missed (continued)
Action Alert RSS Feed

C fi i l Sit O ti■ Configure a single Site Option -
ADVOCACY_RSS_ENABLED

Don’t have access to Site Options?
T lk t AMTalk to your AM

■ RSS feed link is automatically added
to action alerts, but you can manually
add it elsewhere

■ A service like Yahoo! Pipes can be used to segment into 
multiple feedsmultiple feeds
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Features You May Have Missed (continued)
Advocacy Issues and the Alert List Component

1 S t i ti ’ I1. Setup your organization’s Issues
a) Not to be confused with Interests

2. Associate each alert with an Issue

© Convio, Inc. 16



Features You May Have Missed (continued)
Advocacy Issues and the Alert List Component

1 Insert the Alert List and select1. Insert the Alert List and select
specific issue

2. Place the Alert List in a 
reusable and insert it in your 
page wrapper

3. Want an Alert List on a
non-Convio page? Use the
Open API!
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Features You May Have Missed (continued)
Email Filters

■ In addition to your specific Target Groups■ In addition to your specific Target Groups,
use Email filters to further refine your
segments
► Filter based on open or action rates or► Filter based on open or action rates, or, 

Advocacy-specific information
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Features You May Have Missed (continued)
Engagement Factors

Fo nd nder Data Management■ Found under Data Management  -
Tasks in top navigation

■ Engagement Factors allow you to 
measure constituents’ interaction

■ 10 Engagement Factors can be
used in Query for segmentationy g

■ Talk to your AM if you don’t have 
access to Tasks
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Features You May Have Missed (continued)
Rewards
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Features You May Have Missed (continued)
Rewards (continued)
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What’s Coming?
■ Advocacy syndication
■ Custom targets in Letter-to-the-Editor
■ Center-specific legislative targets
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Joel Bartlett, Assistant Director of Marketing
PETA
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Number of New Action Alerts

■ Within the last 6 months: 464

■ Within the last 1 year: 832

■ Within the last 2 years: 1,261
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Number of Sent E-mail Messages

■ Within the last 6 months: 2,312

■ Within the last 1 year: 4,813

■ Within the last 2 years: 7,555
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PETA’s Challenge

■ Managing a large number of campaigns and 
other activities without inundating each individual
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Solutions

■ Segmentation and targeting of e-mail
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Solutions

■ Supplementing e-mail with social media
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Segmenting & Targeting: Location
■ Local events

■ Regional days of action
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Segmenting & Targeting: Interest
■ People interested in top-level or sub-campaigns
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Segmenting & Targeting: Activity
■ Just super-responders

■ Just people who opened the last e-mail on the 
same topic

■ Maybe just non-responders
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Segmenting & Targeting: Participation

■ Follow ups

■ Victories!
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Brookstone’s Deadly Frog Prison
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Segmenting & Targeting: Program
■ PETA Kids

■ peta2

PETA■ PETA

■ PETA Prime■ PETA Prime
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Open Rate: 13.02% CTR: 3.62%
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Open Rate: 11.55% CTR: 3.4%
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Open Rate: 61.88% CTR: 49.77%
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Open Rate: 50.77% CTR: 36.33%
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Open Rate: 50.86% CTR: 9.92%
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Social Media: Blogs
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Social Media: Blogs
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Social Media: Blogs
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Social Media: Blogs
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Social Media: Blogs
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Social Media: Blogs
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Social Media: Blogs
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Social Media: Facebook
■ Status Updates

■ Photo galleries

Videos■ Videos

■ Fan Updates■ Fan Updates

■ Ads

■ Applicants, Polls, etc.
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Social Media: Facebook Causes
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Social Media: Twitter
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Social Media: Twitter
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Social Media: Twitter
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Social Media: Twitter
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Social Media: YouTube & Other Video Sites
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Social Media: YouTube & Other Video Sites
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Social Media: YouTube & Other Video Sites
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Putting it All Together
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Campaign Outline
■ Round 1) E-mail local activists and e-news 

subscribers

■ Round 2) E-mail people with a circus interest 
who are particularly activewho are particularly active

■ Round 3) E-mail the rest of the people with a■ Round 3) E mail the rest of the people with a 
circus interest
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Campaign Outline
■ Round 4) E-mail local peta2 Street Teamers

■ Round 5) E-mail Street Teamers with a circus 
interest who are particularly active

■ Round 6) E-mail the rest of the Street Teamers 
with a circus interestwith a circus interest
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Campaign Outline
■ Round 7) Tweet on OfficialPETA and peta2 

Twitter accounts

■ Round 8) Facebook status updates for PETA and 
peta2peta2

■ Round 9) Facebook Fan Updates and MySpace■ Round 9) Facebook Fan Updates and MySpace 
Bulletins for PETA and peta2
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Campaign Outline
■ Round 10) Twitter Petition (Try Act.ly or 

Twitition.com) and more tweets

■ Round 11) Facebook Causes cause or petition

■ Round 12) Facebook Causes notification or e-
mail message to all supporters who receive e-mail message to all supporters who receive e
mails and notifications

© Convio, Inc. 64



Campaign Outline
■ Round 13) E-mail participants with follow up 

action (Forward to a Friend; Call)

■ Round 14) Text message for PETA and peta2 
asking our mobile list members to callasking our mobile list members to call

■ Round 15) Create a video for Web Site, Youtube,■ Round 15) Create a video for Web Site, Youtube, 
Facebook, and MySpace
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Campaign Outline
■ Round 16) Find an new/interesting angle to blog 

about

■ Round 17) Get creative!

■ Round 18) Do it all again until you have victory!
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Barry Jackson, Online Advocacy Manager
AARP
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About AARP
■ 40 million members
■ Membership criteria: 50 years old +
■ Members across political spectrum
■ Bi-partisan, Non-partisan

50 state presence■ 50 state presence
■ National, state and local advocacy efforts
■ ASI, Foundation, AARP■ ASI, Foundation, AARP
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AARP Communication Channels
■ AARP The Magazine
■ AARP.org

The Bulletin■ The Bulletin
■ The Bulletin Online
■ Direct mail
■ Phone
■ Email
■ Events and in person■ Events and in-person
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Health Action Now – AARP’s Health Reform Campaign

Online Actions:

•Text StoriesText Stories

•Photos

•Video submissions

•Petitions, Emails

Offline Actions:Offline Actions:

•Petitions

•Teletownhall
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Telling the Stories: Making It Real
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Telling the Stories: District by District
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AARP.org:  Online Community engagement
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ShAARPsession:  AARP’s blog
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AARP Townhall with President Obama: www.aarp.org/townhall

Integration of Channels:

•Teletownhall format

•Online webcast

•Online promotion and 
question submission

•Live AudienceLive Audience

•Video broadcast

•Twitter and Facebook
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Health Action Now: Presidential Townhall Results

■ Over 75,000 people participating in teletownhall 
aspectaspect

■ Over 25,000 questions submitted online to 
President Obama on health care reformPresident Obama on health care reform

■ Live coverage on CNN and other networks
■ AARP.org/townhall continues to garner views 

and was top destination on AARP.org week of 
event.
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Health Action Now:  AARP “Myths vs Facts” ad campaign

Multiple Channels:

•Television 

•Radio

•Online

•Print

All driving to 
www.healthactionnow.org
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Press release drove reporters andPress release drove reporters and 
others to Health Action Now landing 
page.

•All ad materials available online 

•Commercials available via Youtube

•Other materials available in pdf
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Health Action Now:  “Splash page” coordinated with ad campaign.  
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Health Action Now:  Expanding our reach through petitions

Downloadable petition for Care2 petitions on key AARP issues 
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mail.
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Health Action Now: Turning online engagement to offline

Health Action Now Day on the Hill

•Applications online

•1600 advocates applied•1600 advocates applied

•Scoring system selection process

•State input

•50 online advocates selected

•200+ mtgs with elected officials

•Earned Media

•Continue to see results

•Core of “Ambassador Program”

© Convio, Inc.
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Core Philosophy: Integration and Capture
■ A concerted effort to capture all activities and tie 

back to constituents
■ Segmented and timely communications
■ Use of multiple channels to drive engagement 

and interaction through the websiteand interaction through the website
■ Conscious effort to break down artificial 

“online/offline” siloonline/offline  silo

© Convio, Inc.



Kevin Reid, Vice President
Internet & Social Media, Amplify Public Affairs, p y
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An Online Advocacy Case Study

Ho the National Association of REALTORS®How the National Association of REALTORS® 
executed a campaign to convince Congress to 
expand and extend the First-Time Homebuyerexpand and extend the First Time Homebuyer 
Tax Credit
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About the Tax Credit

The First-Time Homebuyers Tax Credit:
■ Enacted as part of an economic stimulus plan in 

February 
Gives up to $8 000 to first time homebuyers■ Gives up to $8,000 to first-time homebuyers

■ More than 1.2 million borrowers have claimed it
■ Purchase has to close by November 30■ Purchase has to close by November 30
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Campaign Goals

Organizational Goal:
1. Passage of a bill that expands and extends the 

tax credit

Process Goals:
1 Increase membership participation1. Increase membership participation
2. Increase reach through social media
3. Improve internal coordinationp
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About NAR Membership

About the NAR membership:About the NAR membership:
■ 1.2 million members
■ About 10% participate at any one time
■ Members are asked to participate in 3-4 national 

campaigns per year
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Campaign Strategy

#1 Use Email to drive traffic to the Realtor Action 
Center
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Campaign Strategy

#2 Use Segmentation to improve response rates#2 Use Segmentation to improve response rates

Action History:
Used subject line testing 

- Never taken an action
- Occasionally taken an action

Frequently taken an action

Used subjec e es g
before rolling out to each segment

- Frequently taken an action
- Always taken action

Also:Also:
- State and Congressional District 
- Broker/Sales Agent

© Convio, Inc.
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Campaign Strategy

#3 Tap into established REALTOR networks to#3 Tap into established REALTOR networks to 
expand campaign reach

N t k i l d dNetworks included:

- Broker Involvement ProgramBroker Involvement Program
- State and Local Affiliates
- Tell-A-Friend

Facebook- Facebook
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Campaign Strategy

#4 Use video to engage membership in a new way#4 Use video to engage membership in a new way

Integration of video from the beginning:g g g
- Recorded dozens of testimonials at Spring Meeting 
- Created a compilation video (1 min. and 3 min. versions)
- Created a video contest on YouTube
- Member-created videos (about 20 submissions) 
- Final video for Winter MeetingFinal video for Winter Meeting
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Campaign Strategy

#5 Use social media to engage membership in a#5 Use social media to engage membership in a 
new way

Networks:Networks:
Facebook: 13,000 Fans (since April)

Twitter: 1,000 followers (since April)

YouTube: 50,000 views (since September)   

Mobile Network: 4,300 (since September)
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Facebook Fan Growth May-November

© Convio, Inc.



Twitter Followers May-November
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Campaign Timeline
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Participation by Channels
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Results

Highest level of participation ever;Highest level of participation ever;

■ Passed by House and Senate 
■ 184,600 members took action
■ 12,800 calls to the Senate on cloture vote

O 18% f b hi ti i t d■ Over 18% of membership participated
■ Significant number of first-time action takers
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Final Thoughts

■ Substance of the campaign played a key role■ Substance of the campaign played a key role
■ Email still the main vehicle to generate actions

But, members responded well to new channels like 
Facebook and mobile phones. 

■ Segmentation and testing helped increase 
membership participationmembership participation

■ Use of video well received by membership
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Q&A
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