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Case Study 
Client: International Fund for Animal Welfare  
Project: Rapid Donor Cultivation 
Type: Innovation in online fundraising 
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Common Knowledge introduces a new concept in online fundraising �t 
targeted, automated cultivation of new e-subscribers over the first 45 days 
from opt-in.  The program results in 15% increase in average gift size, and 
an 83% increase in donor conversion. 
 
The International Fund for Animal Welfare (IFAW) agreed to explore an 
innovative concept with Common Knowledge�v Rapid Donor Cultivation 
(RDC) program. IFAW is an international animal welfare and environmental 
organization with operations in 17 countries.  Common Knowledge assists 
IFAW with audience assessment, online campaign strategy, fundraising,  
advocacy and email list building.  Common Knowledge also assists with the 
consolidation of best practices across the IFAW international network of 
web sites and online communities. 
 
Project goal: The initial motivation for RDC came from best practices in the 
online retail industry. There, online customer affinity is typically highest for the first 30 days after the customer 
opt-in to a catalog list. During this �Zhoneymoon�[ period, the customer typically has a strong and favorable 
opinion of the company, and a stronger propensity to engage and buy from the company.  In particular, online 
this high-affinity phase is characterized by new subscribers demonstrating higher email open rates, higher click 
rates, and higher conversion rates.  For IFAW, we hoped to realize gains in both fundraising and cultivation 
including:  

�x Elapsed time to first gift 

�x Size of the first gift 

�x Reduced cost of fundraising 

�x Churn (Unsubscribes and hard bounces) reduction  

�x Increased affinity for the organization and brand 
 
Ultimately, the goal of the RDC program is to optimize �/�&���t�[�•�����u���]�o���o�]�•�š��acquisition investment and produce a 
reliable, cost-effective revenue stream from individual giving.  
 
Project Description: The RDC program set out to engage �/�&���t�[�•��new opt-in e-supporters with frequent, 
targeted, high quality e-communications designed to rapidly cultivate these prospects during the honeymoon 
period.  The most recent version of the RDC program culminates with a fundraising appeal at 45 days after the 
initial communication; previous versions tested initial asks at 90 days, then at 60 days. In this RDC effort, we 
increased the frequency to twice a week (from once a week previously). The RDC targeted emails presented 
selected �Z���À���Œ�P�Œ�����v�[��topics (topics with a long relevancy shelf-life). 


