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Digital Direct Response 101


Getting Started with Digital Direct Response

Description: 
Session Goal: Cover the basics of what’s needed for a digital marketing program
Takeaways: eAppeal checklist, Relevant breakthroughs, Donation Form Best Practices Checklist, Website checklist

Part 1
1. What is Digital Direct Response?
a. Direct Response marketing is designed to compel prospects to complete an action, such as joining your email list, donating, or volunteering. 
b. Speaker Notes: Emphasizing the fact that digital direct response has the same goal as your traditional DM efforts, but offers a whole new world of advantages that DM does not. 
2. Why Digital Direct Response?
a. [Statistics around digital direct response]
b. Speaker Notes: Speak about the advantages of digital direct response. If you’re not taking advantage of this communication channel, you’re leaving money on the table. 
3. Agenda
a. Website
b. Email
c. Donation Forms
d. Reporting & Tracking
e. Speaker Notes: Quick overview of what’s going to be covered. With these 4 parts in play, you can get a DDR program up and running. 
4. Your Website is Home Base
a. Speaker Notes: Your website is where you will drive viewer to complete the ask. It’s important to have a seamless user experience, and make donation or registering easy to find and complete. 



5. Website User Experience
a. Ask yourself these questions
i. Is my website mobile friendly? 
ii. Is a donation button easy to find? On every webpage? 
iii. Does my website load quickly? 

6. Website User Experience
a. If the answer is ‘No’
b. Speaker Notes: If the answer if no to any of the previous questions, it is worth investing time into your website. Elements such as those can reduce the number of conversions you may achieve in your DDR program. 
7. Website Enhancements: Lightboxes
a. [definition]
b. [screenshot example]
c. Uses: Donations, Email Sign-Ups, Registrations
d. [Relevant statistics or case study results]
e. Speaker notes: Benefits of lightboxes. How they are typically used. How they work. If possible, brief overview of how implementation improved client results. 
8. Website Enhancements: Widgets
a. [definition]
b. [screenshot example]
c. Uses: XXX
d. [Relevant statistics]
e. Speaker notes: Benefits of lightboxes. How they are typically used. How they work. If possible, brief overview of how implementation improved client results. 
9. Website Enhancements: Sticky Bars
a. [definition]
b. [screenshot example]
c. Uses: Donations, Email Sign-Ups, Registrations
d. [Relevant statistics]
e. Speaker notes: Benefits of lightboxes. How they are typically used. How they work. If possible, brief overview of how implementation improved client results. 
f. 
10.  Reporting
a. Speaker Notes: Building a Digital Direct Response program is an investment of time and money. Proper tracking and reporting will help you build a better program and prove the efficacy of your investment. The best tool to enable you to do this is Google Analytics
11.  Google Analytics – Capabilities are Endless
a. Web Visitor Demographics
i. Location
ii. Device Type (mobile, desktop, tablet)
1. Prove that investment in a mobile-friendly website
iii. Acquisition (how did they get to your website?)
1. See how effective that email was. Should you optimize your social media pages? 
12. Google Analytics – Capabilities Endless
a. Google Analytics Certification
b. Explore!
c. Speaker Notes: Google provides a certification that will help you navigate the platform. I suggest you complete the certification and continue to explore their offerings and try their tools.  

Part 2
13.  Fundraising with Email
a. [relevant statistics about email fundraising]
b. Speaker Notes: Briefly review that email is a key component to digital direct response. You should be staying in regular contact with your list, however be aware of over-saturation. Once you start emailing too much and get an unsubscribe, you can’t go back. 
14. Fundraising with Email
a. Tools  
15. Fundraising with Email
a. SPAM Laws
b. Deliverability
16.  Build a Better Email
a. [page 1 from the eAppeal guide]
17. Fundraising with Email
a. Reporting
18.  Donation Forms
a. Overview
b. [Screenshot example]
c. Speaker Notes: Any of your ‘Donate’ buttons should direct to a landing page with a donation form. If a viewer is at the donation form, they are ready to give. Don’t lose them because of poor design or a complicated process. 
19. Donation Forms
a. Tools
b. PayPayl (benefits & disadvantages) 
20. Build a Better Form
a. [page 1 from a future Donation form guide] 
21. Build a Better Form
a. Reporting
22. [bookmark: _GoBack]Questions
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