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Blurring the Lines

Jennifer Bielat Liz Nielsen
Executive Vice President Marketing Consultant, former
Pursuant SVP, Feeding America
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What We’ll Cover

Shifts in the Landscape

Delivering a Constituent Centric Experience
Case Study

Best practices for getting started
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Linear Mindsets of the Past

Harketing

\. CONVERSION
Fundraising
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Today’s Reality

Event Captain

Survey responder

Advocate ﬂ
\@ Subscriber

Service ReC|p|ent R
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Our constituents are omnivores
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Risks
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Continued Separation...

e Confuses and drives our constituents nuts
e \Wastes resources
e Weakens brands
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When you change the way you look at things, the things
you look at change

—Wayne Dyer
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Our Constituent at the Center
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Multichannel v Omnichannel
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Social

Store Web Mobile Social

e Channel centric
e Focused on quantity of channels
e Each channel acts individually and
® powered by PURSUANT’ independently

e Human centric

e Focused on quality of
experience and support

e Channels are integrated



Benefits for the Constituent

Connected

3

m Nosilosorlinear
journeys

Combines and
connects all
channels and
touchpoints into
one experience
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Tailored

.
2

Honors the humanity
and preferences of
the constituent

Personalized,
relevant messaging
and content

Seamless
L=
1

Meets constituents
where they are and
moves with them

Constituents can
easily toggle
between channels




Benefits for the Organization
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Improve loyalty,
retention and

lifetime value of
constituents

Reach new Increase operational
constituents efficiencies
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Roadblocks
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Silos

Leadership misalignment
Risk aversion

Competing priorities & goals
Resistance to change
Technology barriers
Attribution reporting

Talent skills & bandwidth
Investment resources
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Feeding America Fundraising Context
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Legacy brand and networked-model had established
barriers to national fundraising

Fundraising portfolio significantly weighted toward
corporate giving (often heavily restricted)

Re-brand created opportunity to expand national giving

Soon after, BOD assigned outcome to accelerated
giving, specifically digital revenue
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Feeding America:
Bridging Marketing & Fundraising

TACKLING
ACCELERATING TECH
DIGITAL CHALLENGES

Kl
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Feeding America:
Bridging Marketing & Fundraising

ACCELERATING
DIGITAL

TACKLING
TECH
CHALLENGES

n
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Accelerate Digital Fundraising ...but how?

FROM TO

Cohesive consumer
experience - don’t show your
“insides on the outside”

Fragmented internal structure
= fragmented consumer
experience

“Connect the funnel” -
awareness, consideration,
conversion, loyalty

Competing priorities, no clear
audience

One-directional, push with

institutional messaging Define and understand

audience; provide value,
enable engagement
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Structure for Success

MARKETING DEVELOPMENT
Communication Major/Strategic Gifts

Brand & Storytelling Corporate Partnerships
Digital & Direct Foundation Relations

MARKETING & DEVELOPMENT OPERATIONS
gift processing | donor services | data services
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Understand Your Audience
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Connect the Funnel

HURRICANE IAN: HERE TO HELP
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FeedingAmerica.org -

The Core

time o Start halp!

Ad - https:/iwww.fee
Feeding America® - Official Site

Donate Monthly To Help Provide Meals To Families Facing Hunger Today & Al Year Long.
5 s | Donate To Feeding America® Today To Support The Millions Of Families Facing Hunger.
Helping 1in 7 Americans. 4 Star Rated. Largest U.S. Hunger Org. Rated 4 of 4 Stars.
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Ads, Email -
Distribute & Convert

Prioritize

R 151

Social & 3rd Party
Amplify & Engage

FEED|NG
AMERICA

—

e

now, on top of
groceries and gas, another disaster has struck: Hurrcane lan. Elizabeth,
W need your help to rush a donation now to Florida and ensure we.
can quickly respond whenever a disaster strikes.

Over the next fow days, food banks across Florida will assess damage
o their own facilities and begin to dotermine the nead within their
communities. They wil provide emer e

resources to people impacted by the {

Prior o landfal this week, Feeding A1
disaster boxes n Florida, and more b
Additonally, we're working with nation
and other resources and wil bo depla
boxes and water to the state in the ca
We know the road to recovery is al
more support being needed. Food &
whenever and wherever disaster strik

S
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Mail, Phone, Alt Media -
Attribute
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Measuring Results

Awareness — Intent to Support [l Digital Revenue [l DM+Digital Revenue
60% $40.00
45% $30.00
30% $20.00
15% $10.00
0% $0.00

2011 2012 2013 2014 2015 2016 2017 2018 2019



Measuring Results (10 yr including 2020)

60%

45%

30%

15%

0%

Awareness

2011
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2012

~ Intent to Support [ Digital Revenue [ DM-+Digital Revenue

2013

2014

2015

2016

2017

2018

2019

2020

$100.00

$75.00

$50.00

$25.00

$0.00
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Lessons Learned

e Make decisions informed by data...
e ...butalso trust your gut!
e Just when you think you know...it's all new again

e Yes, blur the lines and be donor-centric...but
center your mission first!

We were always at our best when we put the people
we served - out mission - at the center of our work
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Feeding America:

Bridging Marketing & Fundraising

ACCELERATING
DIGITAL

TACKLING
TECH
CHALLENGES

n
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Digital Migration

PANDEMIC RESPONSE! 1

|
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CRM Migration

35



Lessons Learned

e Launchisnottheend,it’s just the beginning

e External environment isn’t static

e New systems/platforms nearly never work
exactly expected

e Understand what you can control, adapt to what
you can't

e Expect challenges and learn from them!
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A Few Words of Wisdom
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Be patient, be flexible

While resource constraints (funding, talent) are reality,

most challenges relational

o Assume the Positive & Seek to Understand
o Build Relationships & Celebrate Success Together
o ldentify and Resolve Conflicting/Competing Objectives

Worth it? YES. Without the time, thought, and
effort...and even challenges, we wouldn’t have be ready
for the pandemic response
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Ready to get started?
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Expand your thinking about prospect audience
Dig into your data

Define the problem you are trying to solve
Articulate your mission with consistency

Map existing constituent experiences

Offer value at every stage

Test and innovate along the way

Deliver brilliant shareable moments
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Omnichannel Discussion

AR

Liz Nielsen Mary Beth Pate Kacey Crawford Kim Richardson
Marketing C Itant .
former?;si/lgnlg:ee%?rs]; Ae;:erica Executive Director, Marketing VP, Digital Strategy AVP, Client Strategy
' and Philanthropy Pursuant Pursuant

Communications

Cleveland Clinic
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THANK
YOU!

Does anyone have any questions?

jennifer.bielat@pursuant.com

+3123990201

pursuant.com
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