CRM & Data:
The Building Blocks of Your Program

V1Y MARKETING



Our learning outcomes

* What you should expect from a Database
* How to get the most out of your system
* The importance and value of a system that is easy to use

* Understanding what data needs to be collected

* The difference between Processing Data and Analyzing Data



Data is fun! CRMs are not scary!

* Data get’s a bad rap as being “hard”

* It is the foundation of direct response marketing

* Two underlying concepts that help to make all the rest easy



Spreadsheet v. Database?

* Can’t | just use a spreadsheet?
* 2D v. 3D data

* Let’s play!
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Database?

* 3D data enables you to create a 360 view
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Spreadsheet v. Database?
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* 3D data enables you to create a 360 v




What goes into a 360-degree View?

THE BASICS TRANSACTIONAL HISTORY
Biographical Information . Date (and even time)
Contact Information ? Tender Type
Family Members Gift Amount
Relationships Channel

Source codes

INTERACTIONS
Origination DEMOGRAPHICS
Involvement Age |
Channel & Source Gender/Gen.der ldentity
Inbound /Outbound | Interests/Skills
Comments Income & Wealth

Responsiveness Research



Source Code:
Foundation of Direct Response

« Direct Response is about measuring specific
outcomes of specific asks to specific individuals

« Measured using Source Codes
Position Based
Section Based




Source Code: Position Based

Position 3 Position 5-8
Month Audience Code
A-L
Position 1 & 2 Position 4 Position 9 & 10
FY Program Channel
24 A=Appeal ML=Mail
R=Renewal EM=Email
K=Acknowledgement FB=Facebook
TM=Telemarketing
TX=SMS/MMS
DY=Display

TW=Twitch
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For an FY24 Email Appeal in March
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source code would be:




Source Code: Position Based

Position 3 Position 5-8
Month Audience Code
A-L
Position 1 & 2 Position 4 Position 9 & 10
FY Program Channel
24 A=Appeal ML=Mail
R=Renewal EM=Email
K=Acknowledgement FB=Facebook
TM=Telemarketing
TX=SMS/MMS
DY=Display

TW=Twitch

For an FY24 Email Appeal in March
to the Midlevel 1 audience the
source code would be:

24CAMOO1EM




Source Code: Section Based

* You separate each section with an underscore or a dash
* The length of each section is unimportant, the divider is critical

Section 1 Date Section 2: Campaign Section 3: Channel Section 4:

20240626 Save the Treehouse! fbad1 Audience
fbfollowers




Source Code: Section Based

* You separate each section with an underscore or a dash
* The length of each section is unimportant, the divider is critical

Section 1 Date Section 2: Campaign Section 3: Channel Section 4:
20240626 Save the Treehouse! fbad1 Audience
fbfollowers

20240626 savethetreehouse fbad1 fbfollowers




So what is the right database for you?

Fundraising / donor management Association | member management Grant management
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So what is the right database for you?

« The one that requires the least
customization

« The one that has core functionality that
aligns with your program

Membership
Premiums

Major Gifts or Grants
Peer-to-Peer

« Can easily integrate with the elements that
you need



So what is the right database for you?

« Do you have the staff to support integrations, or
should you be looking for an all-in-one solution?

« What is the process for deduping? And if you have to
integrate what is the process?

« Are you looking for online only? Offline only? How will
the data work together?

« What are the must have digital bells and whistles?
Upgrades/Upsells
Custom subdomain(s)



So what is the right database for you?

Simplicity for adoption

The more complex the system, the more education
required to ensure adoption

How do queries work? Does it make sense?

What do you really need to know about your donors?
Seasonal Address?
Householding?

How do you need to be able to connect your data for
analysis?




What goes into a 360-degree View?

THE BASICS TRANSACTIONAL HISTORY
Biographical Information . Date (and even time)
Contact Information ? Tender Type
Family Members Gift Amount
Relationships Channel

Source codes

INTERACTIONS
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Involvement Age |
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As important as the database: the QUALITY
of the data

. Before bringing data in, before building a technical integration.

. Start with the business use case asking the question, “Why do |
need this data, how often am | using it, and how will | use it?”

. Define the data that is essential, important, will inform other
conversations in other channels, will be directional.

. Define your matching logic / identity resolution.



Processing v. Analyzing

- Processing: Cleaning, Sorting, Appending

Making the Data Usable




Processing v. Analyzing

- Analyzing: Leveraging the collected data

Making Sense of the Data




What Question are you trying to Answer?

- You can go down a variety of paths when
analyzing your data.

- The more data you have the greater the
possibllities.

- HOWEVER - it is important to have questions,
theories, and key metrics



Accurate, Accessible, Actionable

. Accurate: Critical that your
analysis Is accurate. Ihis means
making sure that the ways that you
are connecting your data are solid




Accurate, Accessible, Actionable

. Accessible: he visualization must
be both meaningful and easy to
understand




Accurate, Accessible, Actionable

REVENUE BY CAMPAIGN ® &

Others 5X Challenge

* Pie Charts are easy to understand, but
—— oocrs oy do they provide enough context?

Evergreen (Q1-Q3)

* What could make this better?

Spring Challenge

5X Challenge M Doctors Day Evergreen (Q1-Q3) Spring Challenge
World Cancer Day YearEnd [l Others



Accurate, Accessible, Actionable

. Actionable: You can create
'Interesting’ views that don’t move
your program forward. Focus on
KPIs that let you take action and
advance.




Accurate, Accessible, Actionable
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What is next?. . .and when?

.Donor journeys will become increasingly granular. Eventually, there will be as many donor
journeys as there are donors.

.Do source codes & Segmentation become obsolete?

.What if you got to your desk and the next/best, predicted meaningful action was waiting
for you as a user?

.Where does true Artificial Intelligence first take hold in the constituent lifecycle?

.Will you have to know how to type? How will you interact with data?



Thank youl

Mary Getz
mary@mesg.marketin

202.421.5780
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