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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. | 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, | will be walking you through the | think you may find many things to
apply to your work, or perhaps none.
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So where to begin with this
complicated inbound
marketing stuff...?
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Growth of online efforts (2008-?)
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In fall 2008 years ago | 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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And who is good at this?
A group we can model
ourselves after?
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A creative, flexible, and smart
communications program
is the key
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What is Inbound Marketing?

Inbound Marketing — turning anonymous web traffic into leads by offering content
relevant lead capture opportunities. Pull not Push
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Growing Focus on Online Marketing
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Web Traffic, How We Compare

« Cornell Lab (allaboutbirds.org)
-~ 700K unique visitors per month
- U.S, rank 9,956

» The Nature Conservancy (nature.org)
~ U.S. rank 13,496

+ National Wildlife Federation (nwf.org)
~ 500k unique visitors per month
-~ U.S. rank 15,946

* National Audubon Society (audubon.org)
— U.S. rank 23,759

Source: Alexa.com

2012 visits: 16,827,651

Unique visitors: 8,368,181 (+66.8%)
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How we compare

+ Facebook Fans:
— Audubon - 70k
— National Wildlife Federation — 116k
— Cornell Lab — 150k
— The Nature Conservancy — 438k Ll
* YouTube Views:
— Audubon - 119k
— National Wildlife Federation — 1.3 million
— The Nature Conservancy — 3.1 million
—~ Cornell Lab — 5.6 million
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AAB Traffic Sources

2012 Unique Visitors

= Google search
= Direct
Lab eNews
» Birds.comell.edu
= Google Grant
» Facebook
» Livestream
= all other
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Inbound Marketing

« It's all about email capture and turning anonymous traffic into
names

+ Create lead capture opportunities based on what visitors are
looking for
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Inbound Marketing, example
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Inbound Marketing, example
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Inbound Marketing, example

* Lead nurturing emails, triggered by filling out a form:
Immediate - thank you email

3 days later — More Owl Sounds, ML "Voices of North American
Owils”

3 days later = NW Build an Owl Nest Box, YouTube Eastern
Screech Owl and Barred Owl videos

6 days later — Invitation to Join the Lab
*  Monthly:
~ New leads are added to MailChimp for the Lab’s eNews

— New leads with mailing address receive direct mail membership
offer

+ Quarterly:
- New leads with mailing address receive Living Bird News
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Inbound Marketing, example

+  Owl Sounds Results since 10/14/12

1,039,904 Impressions
+ (pop-up = 282,681 + species pages = 184,316 + Google ads = 562,807)

39,823 (3.8%) landing page views

4,952 (12.4%) filled out the form

3,838 (77.5%) are new leads to the Hubspot database

125 donors
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Best Calls-to-Action

* Download free bird songs to improve your birding

« eNews signup

» 2012-13 PFW calendar

* NestWatch poster

* Vote to Name Big Red's Mate

» GBBC - download songs of the top 5 birds reported

26



All About Birds 2012
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Hubspot New Donors

« 7,780 new donors since filling out a Hubspot form
* Average first gift = $29.35
* Average “sales” cycle = 78 days
» 30% appear to be new FeederWatchers

» 198k contacts in the Hubspot database
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Cornell Lab eNews growth
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*50% increase over 14 months
*Winter ‘09 ~ 50k

eHouse file in MC at 342k
*Feb eNews = 302k

eFacebook crossover
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The importance of email

* 54% of online gifts are in response to email
solicitations (73% of online appeals are email driven)

* Qur email file has grown from 252k in May 2012 to
360k in May 2013 (+56% in 12 months)

* 4 300 new-to-file donors on-line channels FY 13

*Revenue results vs. last year, gifts under $5,000

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 | will turn it over to Lynn who will show how this activity is looking from the
overall program level. Lynn
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The Shift Online
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Revenue results vs. last year, gifts under $5,000

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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2013

* Pinterest
« Crowdfunding
* Include calls-to-action across more Lab sites

* YouTube lead capture

33



Vo mw potng, swmrtng. wd Beg s Corved U of Cyraadagy — Cdommee 1o e S smhon

Admin Paned

Ot Page »

Duid Aadiencs »

talp »

34



Facebook fan growth

» Fans increased from 60k in January 2012 to 150k today

» 64% of the eNews list is on Facebook, but only 14% of
those are fans of our Facebook page

» Conversely, only about 18% of our Facebook fans
receive the Lab's monthly eNews

35



ke

Vet

Al iwiatez 1z hockades 1)

Chickadee Afacteg in - Uuweiond g boo ©
A W33 NPTk Ider *

Loam baw s vt 3 Chickatee

BlackCacoed Chickades ctonttoation Al ALOu Sists - Comal ..
- gty L - el shickaces ~
sppet Clichades s Wy

e great anesaly) 1w

N ey

wf th Aaends ant

Caucima Chickadeo Coraficanan Al About Suds - Cormal Lab of .

' _thehas

wy, ool ey wuls o) Lad -
e My
Brsasses » Cornts

Lo b 19
oot waty wdece

Sack cacoed Chickades - Wipedia I Fse 000000 Scheraibe anre 9 ey
i ol Wy N 1 Chvchoad Rewsk: Bootses
, soitn A Lwwet chmaficomions: Seature Appame s Slu b £ aaped Cuchaive

Mighet clessbcanton “oec e
Syrabud ob: Mane Masisctiswts

wyrse  Devtedse wo Aerat




Google Grant Results

« Almost $1 million in free advertising in 2.5 years

+ Since August 2011, 65,650 leads captured through the
Google Grant (33% of Hubspot database)

+ All clicks are now going to lead capture landing pages:
~ Lead capture rate before this strategy = 0.23%
— Lead capture rate now = 5.98%

1,794,872 Clicks

52,402,526 Impressions
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Online Year-End Results

+ Increase in online efforts for year-end,
cultivation/engagement/solicitations

» Increase from $78k in 2011 to $184k in 2012

* Online transactions increased from 991 in 2011 to 2,874 in

2012

+ Avg. gift = $64

» Of the 2,874 transactions, 1,040 are new donors totaling
$49,931

* Avg. gift = $48 e

OV
(avg gift = S64).

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



Summary

Creative communications to use and understand
web traffic based on passionate interests

Grow traffic

Capture email addresses with many calls-to-
action

Cultivate, test, solicit — show impact.
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