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Becoming “essential’...

= Builds resiliency
within your donor file

m Opens the door
to relationship development

m Drives growth at
your organization
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THE Case for
support
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THEIR Case for
Support
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How can data help us become
essential to our donors?
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| Propensity Modeling for Marketing Audience
Selection

A FOUNDATION OF DATA SCIENCE TO CREATE HIGHLY TARGETED AUDIENCES
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The Pandemic Changed Our Relationship with Direct Mail

49%

of consumers are more of consumers are spending of affluent households are
interested in direct mail now more time reading direct mail more excited about receiving
vs before the pandemic now vs before the pandemic mail than pre-pandemic

WWINDFALL Source: Valassis, 2021 10



How does this mindset shift
impact how you show up in your
marketing and fundraising efforts?
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The organization relies on the
donor for their support

Research

Meals

Events




In turn, the donor relies on the
organization (you)

=3 The donor believes in your mission

=) They have a desire to make a difference and do more

They are emotionally connected in their own special
different ways




St.Jude Children’s
Research Hospital

Finding cures. Saving children.



We believe that children all over the
world deserve an equal chance

at survival. With your support, We can
work toward our goal of helping every child
with cancer everywhere.






Relating to your
donors in an
emotional way is
essential for Donor
retention.

m You message by means of storytelling
and offer are essential to your donor.

m A donor wants to be a partner in your
mission and in your immediate needs.

m Being essential creativity is also
using data in a smart way, not in
a forced way
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Creative that is
customized to
your donor

=9 Localized Story

=) Personalized
address based on
donor’s location

=3 Localized Region

Personalized data
numbers
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AW DOING THE

W) MOST GOOD

Dear << Donor First Name>>,

1f you had seen Iodd a few months ago.
he wouldn’t have looked much different from the homeless people you see
huddled under the <10 freewiy at La Cienega>>.

You’d never know Todd used to be a successful computer programmer. But substance abuse
took its toll. Todd lost his job, and then his family. Soon. he was living a nightmare he’d never
imagined —homelessness.

Todd suddenly found himsell among the thousands ol desperate people wandering the streets
of €<l.os Angeles>>. e began spending his nights near a freeway overpass, curled under the metal
beams and cement with all his possessions wrapped in a plastic bag.

Alone. Scared. Without a future ...

Todd was at rock bottom when he came Lo us for emergeney housing. And that’s when things
began to change for him.

Stories like Todd’s have become all too familiar in cud <<Los Angeles neighborhoods=>,
The number of <<Angelenos>> experiencing homelessness is now nearing <<40.000>>. And as you
know too well, the problem isn’t limited to downtown anymore. It seems like wherever we look in
<<Donor Neighborhood=>, we can see people begging or camped out in makeshift tents—at freeway
underpasses and river basins. in vacant lots and commercial centers. With the COVID-19 pandemic,
the problem has only grown worse.

Fortunately, there is a bright spot in this bleak landscape. The Salvation Army has created a
special program 1o attack homelessness in Southern California. We call it The Way Out.

The Salvation Army has been helping people experiencing homelessness since our founding
in 1865. But the recent surge in the homeless population demands an even larger response. So.
we Taunched The Way Out in 2019 with the goal of doubling our impact on homelessness in
California by 2024. We've increased our emergency homeless services—overnight shelter street
outreach and daily meal programs. We've also added new homeless prevention and diversion
programs while increasing our transitional housing capacity and developing our inventory of
permanent supportive housing.
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Creative use of data also
includes what a donor
has shared with you.

m What they say is important to them, not you.

m If a donor tells us feeding the hungry is
important, share with them how (with your
support) we are able to feed xx in their
community.

m If a donor tells you research is most important
...craft a letter that tells a story of a person
who benefited from research and share a life
was changed. In turn, the donor feels they
made an impact and will continue to support
the organization.
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Essential in
every way.

m We live in an omni-channel environment,
although we don’t think about it... digital,
direct mail, advertising, face 2 face,
event, ConnectTV, PSA

m Our challenge is how do we, through
channel appropriate creative — reinforce the
partnership with our donors...

m Consistent messages
m Strategic and targeted offers

m Consistent images and design
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The Tao of Ted

CURIOUS,

JUDGMENTAL







Let me share 10 simple reasons WHY
creativity is important beyond the gift

1. Creativity helps you see the
big picture

2. Creativity helps motivate you to
learn more and take an action

3.  Creativity helps with problem-solving
and solutions

4.  Creativity can make you more
productive by bonding closer to your
organization

5. Creativity boosts your
confidence in the organization
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6.

10.

Creativity helps clarify your
thoughts and feelings

Creativity lets you express yourself
through support/bounce
backs/stories/pictures etc.

Creativity brings people together
such as walk, rides, events

Creativity relieves stress

Creativity can help look further and
do more



The way you
deliver your
message matters

* Donors have different reasons to be
motivated but all go back to the
organization’s objective to trigger those
personal emotions within us, so they
have meaning.

« Sometimes there are challenges
delivering a unified message while
honoring the donor’s case for support.
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Different
organizations,
same mission.

m Audubon's mission is to conserve and
restore natural ecosystems, focusing
on birds, other wildlife, and their
habitats for the benefit of humanity and
the earth's biological diversity

m Ducks Unlimited conserves, restores,
and manages wetlands and associated
habitats for North America's waterfowl

m We customize through personalize,
localized and regional to make our
communications relevant.
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» Testing — the importance, practice of
testing messaging, stories, pictures,
etc. to constantly hone at a macro
level what is most resonating with the
largest audience

* Behavior data —
Important to note the partnership
between data and creative.
Our ability to ‘listen’ to our donors.
Which video are they watching?
Which links are they clicking on, etc.

* Additional mechanisms
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The path to becoming a ‘self-actualized’ Philanthropist
and the essential relationship between nonprofit and donor - Yvon Chouinard

‘Earth is now our
only shareholder’




How do you become essential in
your donors mind?

Take 2 min and write it down.
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Becoming “essential’...

m Builds resiliency
within your donor file

m Opens the door
to relationship development

m Drives growth at
your organization
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support
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How can data help us become
essential to our donors?
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Propensity Modeling for Marketing Audience Selection

A FOUNDATION OF DATA SCIENCE TO CREATE HIGHLY TARGETED AUDIENCES
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The Pandemic Changed Our Relationship with Direct Mail

of consumers are more of consumers are spending of affluent households are
interested in direct mail now more time reading direct mail more excited about receiving
vs before the pandemic now vs before the pandemic mail than pre-pandemic
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How does this mindset shift
impact how you show up in your
marketing and fundraising efforts?
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In turn, the donor relies on the
organization (you)

=3 The donor believes in your mission
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St.Jude Children’s
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Finding cures. Saving children.



We believe that children all over the
world deserve an equal chance

at survival. With your support, We can
work toward our goal of helping every child
with cancer everywhere.
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donors in an
emotional way is
essential for Donor
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Creative that is
customized to
your donor

=9 Localized Story

=) Personalized
address based on
donor’s location

=3 Localized Region

Personalized data
numbers
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Dear << Donor First Name>>,

1f you had seen Iodd a few months ago.
he wouldn’t have looked much different from the homeless people you see
huddled under the <10 freewiy at La Cienega>>.

You’d never know Todd used to be a successful computer programmer. But substance abuse
took its toll. Todd lost his job, and then his family. Soon. he was living a nightmare he’d never
imagined —homelessness.

Todd suddenly found himsell among the thousands ol desperate people wandering the streets
of €<l.os Angeles>>. e began spending his nights near a freeway overpass, curled under the metal
beams and cement with all his possessions wrapped in a plastic bag.

Alone. Scared. Without a future ...

Todd was at rock bottom when he came Lo us for emergeney housing. And that’s when things
began to change for him.

Stories like Todd’s have become all too familiar in cud <<Los Angeles neighborhoods=>,
The number of <<Angelenos>> experiencing homelessness is now nearing <<40.000>>. And as you
know too well, the problem isn’t limited to downtown anymore. It seems like wherever we look in
<<Donor Neighborhood=>, we can see people begging or camped out in makeshift tents—at freeway
underpasses and river basins. in vacant lots and commercial centers. With the COVID-19 pandemic,
the problem has only grown worse.

Fortunately, there is a bright spot in this bleak landscape. The Salvation Army has created a
special program 1o attack homelessness in Southern California. We call it The Way Out.

The Salvation Army has been helping people experiencing homelessness since our founding
in 1865. But the recent surge in the homeless population demands an even larger response. So.
we Taunched The Way Out in 2019 with the goal of doubling our impact on homelessness in
California by 2024. We've increased our emergency homeless services—overnight shelter street
outreach and daily meal programs. We've also added new homeless prevention and diversion
programs while increasing our transitional housing capacity and developing our inventory of
permanent supportive housing.
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Creative use of data also
includes what a donor
has shared with you.

m What they say is important to them, not you.

m If a donor tells us feeding the hungry is
important, share with them how (with your
support) we are able to feed xx in their
community.

m If a donor tells you research is most important
...craft a letter that tells a story of a person
who benefited from research and share a life
was changed. In turn, the donor feels they
made an impact and will continue to support
the organization.
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every way.

m We live in an omni-channel environment,
although we don’t think about it... digital,
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Let me share 10 simple reasons WHY
creativity is important beyond the gift

1. Creativity helps you see the
big picture

2. Creativity helps motivate you to
learn more and take an action

3.  Creativity helps with problem-solving
and solutions

4.  Creativity can make you more
productive by bonding closer to your
organization

5. Creativity boosts your
confidence in the organization

(G » powered by PURSUANT'

6.

10.

Creativity helps clarify your
thoughts and feelings

Creativity lets you express yourself
through support/bounce
backs/stories/pictures etc.

Creativity brings people together
such as walk, rides, events

Creativity relieves stress

Creativity can help look further and
do more



The way you
deliver your
message matters

* Donors have different reasons to be
motivated but all go back to the
organization’s objective to trigger those
personal emotions within us, so they
have meaning.

« Sometimes there are challenges
delivering a unified message while
honoring the donor’s case for support.
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Different
organizations,
same mission.

m Audubon's mission is to conserve and
restore natural ecosystems, focusing
on birds, other wildlife, and their
habitats for the benefit of humanity and
the earth's biological diversity

m Ducks Unlimited conserves, restores,
and manages wetlands and associated
habitats for North America's waterfowl

m We customize through personalize,
localized and regional to make our
communications relevant.
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m Testing — the importance, practice of
testing messaging, stories, pictures,
etc. to constantly hone at a macro
level what is most resonating with the
largest audience

m Behavior data -
Important to note the partnership
between data and creative.
Our ability to ‘listen’ to our donors.
Which video are they watching?
Which links are they clicking on, etc.

m Additional mechanisms
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What does it look like to identify
THEIR case for support at scale -
how can data help?

58



The path to becoming a ‘self-actualized’ Philanthropist
and the essential relationship between nonprofit and donor - Yvon Chouinard

‘Earth is now our
only shareholder’




How do you become essential in
your donors mind?

Take 2 min and write it down.
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THANK
YOU!

Does anyone have any questions?
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