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Summary:

Long before Hurricane Katrina, CMS and 
the American Red Cross had developed 
an online fundraising strategy in case of a 
large-scale disaster.

When it was clear that Katrina was going 
to make landfall, this plan went into 
action.  

Since the American Red Cross is a first-
responder, an emergency email appeal 
was prepared that could launch to online 
donors within 24 hours of the hurricane’s 
landfall.

As you might expect for a disaster of 
the scope of Katrina, the response was 
tremendous and proved the value of 
a pre-planned strategy to reach out to 
donors in real time.

The next challenge was to assimilate all 
the new donors who stepped forward to 
help the American Red Cross during this 
time of national tragedy and convert these 
new friends to long term allies.

CMS’s solution was cultivate these new 
partners with special language versions of 
subsequent online communications — 
including disaster updates, appeals, and 
the monthly newsletter.  The result was a 
vast expansion of active online donors and 
increased annual revenue.
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Results:

Within just 24 hours of launch — and 
48 hours of landfall — the initial email 
appeal:

¸	Received over 17,000 donations;

¸	Raised nearly $2.5 million; and,

¸	�Provided an immediate source of 
substantial funding for real-time 
disaster relief efforts. 




