
5 Common Mistakes of a YMCA Website

Christine Woods, Internet Solutions Manager
Kevin Kreamer, Account Manager

Jeff Terry, Manager, National Accounts

Read our blog:
www.netwitsthinktank.com



Our Presenters
Christine Woods
Internet Solutions Managerg

blackbaud
christine.woods@blackbaud.com

Kevin Kreamer
YMCA Account Manager

blackbaudblackbaud
@Kgkreamer

kevin.kreamer@blackbaud.com

Jeff Terry
Manager of National Accounts

@JT_on_DI

Blackbaud |  Page #2 © 2008 Blackbaud

blackbaud
jeffrey.terry@blackbaud.com



Ground Rules

Use the Q&A box in Live Meeting for questions
Tweet your comments @JT_on_DI or @Kgkreamer
We will un-mute for Q&A at the end
Enjo o rself!Enjoy yourself!
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Agenda for Today

Evolution of a nonprofit website
Website challenges that Y marketers face
5 common mistakes of a YMCA website
Where e go from hereWhere we go from here
How Blackbaud can help
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Blackbaud com circa 1996Blackbaud.com - circa 1996
100% brochure-ware

Blackbaud.com - circa 2009
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Evolution of the Nonprofit Website

Brochure-ware Website
• One-way communication
• Static pages and content
• Owned by Marketing and created by IT

Transactional Website
• Mostly one-way communication

First website launched 
August 6, 1991

Mostly one way communication
• Some interactive content and forms
• Heavy focus on acquisition and anonymous visitors 

Interactive Website
• Two-way communication – Web 2.0 friendly

f
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• Highly interactive content and forms
• Allows for powerful acquisition and retention strategies



Qualities of a Successful Website in Today’s Age 

D i &Design & 
Architecture

CRM 
Integration

Web 2.0 & 
Social 

Net orking

Build affinity
Support online efforts

Your 

gNetworking Support online efforts
Leverage efficiencies
Further your cause

Website
Email 

MarketingMultimedia

Raise more money
Build a loyal network of 
supporters

Membership/
Program 

Registration

Events & 
Fundraising
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YMCA Marketers Face Some Unique Challenges

Very diverse audience

Very diverse set of ‘products’
• Big catalog of fee for service products• Big catalog of fee for service products
• Big catalog of mission products

High community awareness of the ‘Y’ as a great fitness 
center; low community awareness of the charitable mission.

The competition looks strikingly similar…how does the ‘Y’ 
stand out?
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stand out?



YMCA Marketers Face Some Unique Challenges

Per Neil Nicoll:
“…The result is that the YMCA underperforms our peers and 

our own potential in terms of fundraising and engagement...

Our opportunity lies in building on this broad and positive 
reputation to transform name recognition into committed 
action….

Th t t lli th YMCA t i l lli dThat means telling the YMCA story in a clear, compelling and 
consistent way that engages the public and donors and 
differentiates us as a nonprofit leader
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5 Common Mistakes of a YMCA Website 

1. The NASCAR Effect
2. Hidden Calls to Action
3. Organization by Org Chart
4 Death b Scroll4. Death by Scroll
5. Website Rot
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#1: The NASCAR Effect

Too many images
Varying colors and fonts
Lots of competing callouts
No clear “takea a s”No clear “takeaways”

Why is this a mistake?
Visually, your website becomes distractingy, y g
The most important things tend get lost in the clutter
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Tips to Avoiding “The NASCAR Effect”…

Simplify, simplify, simply!
Leverage “whitespace”
Make fonts and colors consistent
Keep isitors anting moreKeep visitors wanting more
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#2: Hidden Calls to Action

No “actionable” direction at all
Callout buttons are hard to find
Language is confusing
Too small to noticeToo small to notice
Overcrowded with other elements

Why is this a mistake?y
Your visitors don’t always know what is expected of them
People may not do anything if they aren’t compelled to
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Tips to Improving Your Calls to Action…

Create a “speaking” navigation
Use descriptive hyperlinks
Keep it as simple, make it obvious
Gro p o r calls to action togetherGroup your calls to action together
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#3: Organization by Org Chart

Way too many navigation items
Not designed for the audience
Lack of “visitor friendly” navigation
Inconsistent thro gho t siteInconsistent throughout site

Why is this a mistake?
Visitors may not be able to find the information they needy y
If they can’t find what they need from your website, they’ll go 
somewhere else to find it.
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Tips to Improving Website Navigation…

Try thinking about:
• Who your website visitors are
• How they get to your site (Google, facebook, newsletter, etc)
• What they are aftery

If the navigation is too rich, divide it into sensible categories

Bottom line: The website is for your audience, not for your 
organizationorganization
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#4: Death by Scroll

Extremely text heavy
Key information “below the fold”
Not optimized for higher screen resolutions

Why is this a mistake?
Website is filled with copy that nobody will readpy y
With so much information available, it is hard to find anything
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Tips for Avoiding “Death by Scroll”…

Writing for the web is different than writing 
f i tfor print

People look for information on a website differentlyPeople look for information on a website differently
• Keep it short
• Keep it focused
• Keep it interactive

Eyeballs move around a webpage quickly and notEyeballs move around a webpage quickly and not 
necessarily orderly
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#5: Website Rot

Outdated look and feel
Not reflective of latest web trends
Static or expired content

Why is this a mistake?
You may be giving an unfavorable view of your organizationy g g y g
People may stop coming to your site if it never changes
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Tips for Avoiding “Website Rot”…

Consider a website redesign
Make an effort to update content often
Build a content calendar
No ne content? Tr photos or slidesho sNo new content? Try photos or slideshows
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Where We Go From Here

Your constituents expect more from your website
What worked a few years ago does not work today
Audience focused and active websites get results
Yo r ebsite is j st one piece of the p leYour website is just one piece of the puzzle
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Blackbaud Can Help

Blackbaud offers internet solutions that can help your 
i ti k th t f liorganization make the most of your online presence:

• Internet Assessment
• Website Designg
• Email Marketing Strategy
• Social Media Strategy
• Online Fundraising• Online Fundraising
• Online Community

Blackbaud even offers ongoing retainer services that provide 
experienced, readily available service partners for ongoing 
consulting site development and design
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consulting, site development, and design.



Online Annual Support Campaigns

Blackbaud’s Work with YMCAs

Providing technology and strategic counsel to help several YMCAs and 
YMCA Canada to incorporate online storytelling and asking into their 
traditional campaigner activities.

Th ‘M YMCA’ iThe ‘My YMCA’ experience
Assisting YMCA of Greater San Antonio execute it’s vision of a highly 
personalized customer service approach to members and donors.

YMCA Fund Raising Effectiveness Project
Using the AFP’s methodology, benchmarking donor retention and acquisition 
trends at Urban & Metro YMCAs. Data collected and analyzed from 10 YMCA 
to date. 

NAYDO Supporter
Six consecutive years as major sponsor of NAYDO.  Underwriting NAYDO’s 
educational web seminar series for members
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educational web seminar series for members.  



YMCA of Metropolitan Minneapolis
‘High Tech & High Touch’ Financial Development Strategy

“Every day, our Financial 
Development team is asked 
to do more with less.  We’ve 
embraced a ‘high tech and 
high touch’ strategy forhigh touch  strategy for 
maximizing our donor 
relationships.  

We simply could not do this 
without the partnership and 
tools that Blackbaud 
provides.”   

Christa Getchell, VP ofChrista Getchell, VP of 
Financial Development

The YMCA implemented The Raiser’s Edge in 2004 focused on capital campaign.  As of 11/1/09, raised $47.5M on $55M goal. 
In 2008, they launched Blackbaud’s NetCommunity to provide Y Partners campaigners a channel to support online ‘asking’. In  
2008 Th Y i d $93K i d li 2009 YTD $77K i d li
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2008, The Y raised $93K raised online; 2009 YTD: $77K raised online.



YMCA of Canada
Online Campaigner Portal for Strong Kids Campaign

“With Blackbaud’s 
NetCommunity, we’ve been 
able to give our campaigners 
another tool for telling their 
stories and assertively askingstories and assertively asking 
for support.  We are 
connecting with people that 
we simply could not get to 
without using the internet.”

Ann Edmonds, VP of 
Information TechnologyInformation Technology
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A collaboration of 50+ YMCAs in Canada participate in a coordinated, country-wide annual support campaign.  Blackbaud’s 
NetCommunity was launched in 2008 to support online storytelleing and online asking. 



Want to learn more?  Be sure to check out…

http://interactive.blackbaud.com

http://www.blackbaud.com/connections

http://www.blackbaud.com/netwits

http://www.blackbaud.com/events/webseminars.aspx

http://www.netwitsthinktank.com
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THANK YOU!!
We hope you enjoyed our session…

THANK YOU!!
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