
Good morning.  My name is Sean Scanlon, Sr. Director, Cornell Lab of Ornithology.   

 

I am very happy to be here today to discuss the Cornell Lab of Ornithology as a case 
study of Integrated and Inbound marketing.  

 

Start with CONTEXT – you are all associated with Vet schools.  I would like to give 
some background on the Lab and what we are, and what we aren’t, so you can 
understand our case study.   

 

Following that, I will be walking you through the I think you may find many things to 
apply to your work, or perhaps none.  
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We also do whales… 
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In fall 2008 years ago I presented our board with this slide – at that time our entire membership 
program was direct mail, we had no significant email communications to speak of with an email 
list of under 50,000 email addresses, and our revenue from online sources was perhaps 2% of our 
total program.  So the graph was meant simply to shows that we knew that online giving would 
be growing and that we would need to adapt and grow with it.  And, at some time the percentage 
of revenue we were receiving online would equal the percentage through the mail.  And, we also 
knew back then that we had a great strategic advantage in our amazing communications people 
and programs at the time. We have amazing content, compelling stories to tell and we are lucky 
to be led by one of the most skilled (and patient) people in Miyoko Chu.  But you will also notice 
the x axis is missing measurements – that is because we didn’t know how this would play out as 
we made these changes. 

 

Despite the unknowns we started to make strategic changes and investments in our approaches, 
and for the past couple of years, especially in the last 12 months, we are starting to realize some 
significant benefits that seem to be increasing and accelerating.  You’ll see in a little while that we 
can start to add some measurements to the x axis even.  (We are somewhere around here…) 
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Inbound Marketing – turning anonymous web traffic into leads by offering content 
relevant lead capture opportunities. Pull not Push 
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Inbound Marketing – turning anonymous web traffic into leads by offering content 
relevant lead capture opportunities. Pull not Push 
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2012 visits: 16,827,651 

 

Unique visitors: 8,368,181 (+66.8%) 
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Add in YE results!! 
Compare to other NGOs (Jamie, Cody) 
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•50% increase over 14 months 

•Winter ‘09 ~ 50k 

•House file in MC at 342k 

•Feb eNews = 302k 

•Facebook crossover 
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Online share of revenue has increased from 17% in FY12 to 27% ytd FY13 
For total revenue, including gifts over $5, online share grew from 12% to 17%. The 
industry benchmark is 7% for all charitable giving (Blackbaud) 
 
And now I will turn it over to Lynn who will show how this activity is looking from the 
overall program level.  Lynn 
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Online share of revenue has increased from 17% in FY12 to 27% ytd FY13 
For total revenue, including gifts over $5, online share grew from 12% to 17%. The 
industry benchmark is 7% for all charitable giving (Blackbaud) 
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1,794,872 Clicks 

 

52,402,526 Impressions 
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(avg gift = $64). 

36% are new donors, Average gift = $48. 
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