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 #Mobile201: 

    Less Thinking. More Doing. 

PRESENTED BY JESSICA SOTELO, WORLD WILDLIFE FUND & 

LARA KOCH, THE HUMANE SOCIETY OF THE UNITED STATES 
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• SMS 

• Text to Give 

• Mobile Web  

• Mobile E-mail 

• Apps 

WHAT WE’LL COVER 
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About HSUS 

 

• The Humane Society of the United 
States is the nation's largest and 
most effective animal protection 
organization—backed by 11 million 
Americans. 

• Established in 1954, The HSUS 
seeks a humane and sustainable 
world for all animals—a world that 
will also benefit people. 

• We are America's mainstream force 
against cruelty, exploitation and 
neglect, as well as the most trusted 
voice extolling the human-animal 
bond. 

 

THE HUMANE SOCIETY  

OF THE UNITED STATES 
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About WWF 

 

• For over 50 years, WWF has been 
protecting the future of nature. 

• The world’s leading conservation 
organization, WWF works in 100 
countries and is supported by 1.2 
million members in the U.S. and 
close to 5 million globally. 

• Our unique way of working 
combines global reach with a 
foundation in science, involves 
action at every level from local to 
global, and ensures delivery of 
innovative solutions that meets the 
needs of both people and nature. 

 

WORLD WILDLIFE FUND 

worldwildlife.org 
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SMS 201: LEVERAGING YOUR MEGAPHONE 
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• SMS means so much more than fundraising!  

 

• Instead: Tool for engagement, cultivation 

and action, allowing us to give subscribers 

easy – and savvy – ways to stay updated and 

make a difference using their phones. 

 

• This is not to say we don’t fundraise. We are 

nonprofits, after all. 

 

• Text2Give = Rare2Us. 

- We’re “lucky” to be a crisis organization. 

- Remittance takes awhile. 

- We don’t get everyone’s contact info or 

immediate permission to message them again. 

 

 

 

SMS AT HSUS & WWF 
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• Keyword Opt-Ins.  

- Text BBCON to 30644 to join the HSUS text 

message list! 

- Promoted through: Thank You Pages & 

Autoresponders,  E-mails, Publications like our 

Magazine, Social Media, Events. 

- Ask for e-mail address in follow-up text. 

- Require an “active user.” Yes, even texting is work. 

 

•   Form Sign-Up 

- Action alerts include a mobile number ask. 

- Nightly sync to both ways to Convio & Mobile 

Commons. 

• Only about 5% of our overall general list 

includes people who opted in through a keyword 

– asking for their number on the web & 

syncing it is the #1 way to build your list. 

 

 

 

 

 

 

SMS LISTBUILDING AT HSUS 
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• User Controls the Frequency 

- Text BBCON to 69866 to join the WWF list. 

- Supporters choose the frequency of SMS 

• 25% of people tell us what they want 

• 44% choose 4x per month! 

 

 

•   Growing the File 

- Offer something they can use or need on their 

mobile device 

• Mobile wallpaper brought in 20% of our new opt-

ins in FY2012 

ADDITIONAL SMS LISTBUILDING TIPS FROM WWF  
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• Much of this will be dictated by a combination 

of budget, your rate card and list size. 

• HSUS prefers 1-2 full file texts a month; WWF 

sends 1. 

• HSUS has one current weekly SMS campaign. 

• As many segmented and targeted texts as 

budget allows. 

• Best Practices:  

- Don’t over-text people, but don’t under-text, either.  

- If you text too little, Opt-out rates will be higher, 

and you’ll get a lot of “Who is this? I’m angry!” 

- If you text too much, Opt-out rates will be higher, 

and you’ll get a lot of “Who is this? I’m angry!” 

- No matter what, you will get a lot of cursing from 

people who believe they are anonymous. They’re 

not. This is the Internet, after all. 

 

 

 

HOW MANY TEXTS? 
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• Advocacy 

- Inviting people to take action via our mobile-optimized 

advocacy alerts. 

- mConnect: “Text messages meet patch-through calls;” the 

true melding of advocacy with mobile phones. Inviting people 

to connect directly with a legislator’s office via a text 

message. 

• Fundraising 

- Asking for donations to our mobile-optimized donation forms. 

• API Convio Donation forms, so require full credit card    

info, but doesn’t have the drawbacks of T2G 

- Text2Give 

• Requires a bit of care to our subscribed SMS list due to 

different shortcodes; we route them to a form they can   

use to make their donation. 

• Cultivation 

• Breaking News, Event Reminders, Disaster Preparedness 

• Ongoing Campaigns 

• Meatless Monday 

 

 

 

WHAT KINDS OF TEXTS DOES HSUS SEND? 
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• Advocacy 

- Inviting people to take action 

• Fundraising 

- Campaign reminders 

- Text2Give 

• Much like HSUS, this requires careful 

direction when sent to our subscribed 

SMS list due to different shortcodes; we 

route them to a form where they can 

make a donation. 

• Engagement 

- Trivia questions 

- Feedback 

- Event reminders 

• Breaking News 

 

 

WHAT KINDS OF TEXTS DOES WWF SEND? 
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• Mobile is its own channel.  

• SMS is the interactive section. Like social media, constituents expect someone 

living is sitting on the other end of the screen.  

• Constituents provide feedback, ask questions, seek advice and fail time and 

time again at opting out, taking action, sending texts to the right number… 

 

 

 

 

 

 

IT’S ALL ABOUT THE COMMUNICATION 
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• We live in the age of Twitter. If millions 
of users can craft tweets within 140 
characters that use complete language, 
you can craft an SMS that does the same. 
Craft them with the same care as you do 
e-mail. 

 

• Send your texts at “unique” times, 
otherwise they will conflict with meeting 
reminders. 11:35, 1:55, etc. 

 

• Use conversations when necessary. Set 
an automatic reply for users who are 
confused or need help. 

 

• Mix up what you text: Types of actions 
(web, phone), fundraising, cultivation. 
Give users a reason to stay subscribed. 

SMS BEST PRACTICES 
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• Close the loop! If there’s a success, let 
them know about it! 

 

• Mobile users are already more engaged. 
Give them the sharpest tools in your 
arsenal, the ones that will be most effective 
toward your goals, and the ones best 
suited to phones. 

 

• Communicate with your constituents via 
SMS. Be available! 

 

• If you provide a link, the destination should 
be mobile friendly.  

       No Exceptions. 

SMS BEST PRACTICES CONTINUED 
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TEXT TO GIVE 201: WITH AND WITHOUT DISASTER 
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• Hurricane Isaac 

- Preparedness Phase:  

• As soon as the storm looked to be a real threat. 

• Press Releases, Twitter, Facebok, Web, E-mail, 

Segmented SMS 

- Once our Animal Rescue Team is deployed, we began 

fundraising on behalf of our Disaster Relief Fund. 

• Why Text2Give?  

- SMS to (segmented) list. 

- Keyword promoted via Twitter, Facebook, PR,   

 blog outreach. 

- E-mail & Web: Dedicated Isaac forms. Desktop, Mobile, FB. 

• Stats: 

- Mobile form contributed to 6% of overall donations.  

- Text2Give contributed 9%.  

- Mobile overall: 15%! 

• Follow-up: Listbuilding! 

 

TEXT TO GIVE WITH A DISASTER! 
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PROMOTION 
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• Text for Tigers Campaign 

- Goals: 

• Inspire people to give even though there was no 

catastrophe 

• Educate public about the seriousness of illegal 

wildlife trade 

- Finite time span 

 

• Create a Sense of Urgency 

- Cross-channel push: PR, Facebook, Twitter, 

Google+, YouTube, email, SMS 

- One consistent message (copy and imagery) 

 

• Results 

- Over 5 million impressions 

- Raised tens of thousands of dollars over 7 days 

- 50% of the revenue came from text-to-give; 50% 

via online donation forms 

 

WHAT ABOUT TEXT TO GIVE WITHOUT A DISASTER? 
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MOBILE WEB 201: BEYOND THE HOMEPAGE 
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• Are you looking at your analytics? 

- My #1 answer to peers seeking Executive buy-in. 

• Some HSUS Stats: 

- January 2011: 7% traffic was via mobile. August 2012: 27% 

- In 2012: Average of 23% overall traffic. 68% growth January – 

August. 

- Dominating: iPhone, Android, iPod Touch, iPad. In 2011, 211 

unique types of devices. So far in 2012, 644. 

• Death of the separate mobile CMS? 

- We tried it. It kinda sucks. 

• So what’s next? 

- Responsive Design? 

- Leveraging the Presentation Layer? 

- Hover cars? 

 

 

WHERE IS MOBILE WEB FOR HSUS? 
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• Stats: 

- August 2011: 6.5% traffic  to website was via mobile  

- August 2012: 12.7%  

- Dominating: iPad, iPhone, iPod Touch. Nooks and Kindles have 

moved into the top five in the past year, overtaking the number of 

Droids and other various non-apple brands! 

 

 

WHERE IS MOBILE WEB FOR WWF? 

Source: Google “The New Multi-screen 

World: Understanding Cross-platform 

behavior” (August 2012) 
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• Global mobile web users expected to surpass # of desktop 

users in 2014 (source: Morgan Stanley Research) 

• Goals of redesign 

- Simple, elegant and authoritative design 

- Focus on storytelling through powerful imagery 

- Enter content once, publish to multiple platforms 

- Personalize experience 

• Launched in August: worldwildlife.org 

 

 

MOBILE WEB: RESPONSIVE DESIGN SOLUTION 
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• WWF stats: 

- August 2011: 5% traffic to main donation form was 

on a mobile device. August 2012: 10% 

- DRTV campaign, August 2012: 41% of traffic on 

mobile (up from 29% in March 2012!) 

• HSUS stats: 

- 90% growth in mobile funds raised via DRTV June 

– December 2011 v. January – August 2012. 

- 2012: For campaigns with mobile forms, averaging 

8% of donations, 7% of funds raised. 

- Averaging 20% lower average donation* 

• Best practices? 

- Design for ideal user experience on mobile.  

• API! Chunky boxes! 44x44 buttons! 

- Just like SMS, if you’re driving users via e-mail, 

conversion opportunity should be mobile-friendly. 

- Leverage mobile-friendly media like videos! 

 

 

MOBILIZING DONATION FORMS 

Source: Google “The New Multi-screen World: 

Understanding Cross-platform behavior” (August 2012) 
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• More email is read Mobile than on a desktop email client or 

via webmail. Stats say 36% of email is now opened on a mobile 

device, with 33% for desktop and 31% for webmail. 

Source: Litmus –”Has your audience gone Mobile” (June 2012) 

• 20% of WWF’s email clickers reach our website on a mobile device 

 

 

 

MOBILIZING EMAIL: WHY SHOULD WE CARE? 

Source: BlueHornet “Consumer Views of Email Marketing” (2012) 
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APPS 201: ARE WE STILL TALKING ABOUT APPS? 
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• Apps aren’t dead, but they’re evolving. Slowly.  

 

• HSUS Rules: Apps should be utility-based and consumer-driven.  

 

• HSUS Apps 

- HumaneTV 

- Protect Seals 

 

• WWF iPad App 

- Coming late fall 

- Goals: Reach new audiences with a free, engaging, educational, entertaining device 

- Species-based, interactive, GPS-aware 

 

• Focus on mobile web, unless you’ve got the time, staff, data, & purpose. 

Remember: Good, Fast or Cheap. Pick two, you don’t get the third. 

OKAY, WHAT’S THE DEAL WITH APPS? 
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THANK YOU! 

 

FOLLOW JESSICA @JAYRAYFRAY 

FOLLOW LARA @LARAKOCH 

 

Presentation: http://lil.ms/fo8 

  


