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@ CharityEngine
Powering the good to be great.

Stop Thinking Like
a Nonprofit!




A little about me

YR ACR

Electronic Retailing Association RADIOLOGY
Leaders in Divect-to-Consumer Commerce

ity Ji

Vice President of Marketing
CharityEngine
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What We'll
Cover Today
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Technology is the foundation

The importance of unified data
Donor infent and strategy changes
Marketing automation

Al superpowers

Modern analytics
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“To Improve is to change; to be

perfect Is to change often.”
- Winston Churchill




The Situation
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We've always
done it this way
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The Stakes



For-profit marketing relies on
data and advanced tech 10




Buying intent signals are
central to marketing
effectiveness




Lost opp
mission




The Opportunity



Nonprofits can market
like for-profits
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Six steps to market like a champion

1. Build arobust tech stack
ntegrate your data
Understand and utilize donor intent

_.everage marketing automation

lex your Al superpowers

o O D

Develop modern analyfics
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1. Spray and pray is not a viable
stfrategy

2. Data, advanced tech, and
buying intent are key

Key (

Takeaways

\

\
\

3. There are six fundamental
principles to embrace
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Step 1:

Builld a robust tech

stack
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Three truths

» Technology is the foundafion of your fundraising discipline

« Today's fundraiser must be highly technical and data-
driven

» Core fundraising tfech is mandatory but okay to have
iInfegrations outside of this core



Core vs Non-Core Tech

Core Fundraising Tech

Email & Marketing @
Automation Payments
— ) O O
= Donation Forms (€45 Peer-to-Peer
-\EEE’ E-Commerce aﬁ Reporting/Analytics
- o g Y
Q? Maijor Gifts :|:|: Events & Auctions

Text-to-Give

®
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Non-Core Fundraising Tech

Wealth Screening

O Donation Matching

gi] Advocacy
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Tech Stack: Best-in-Breed

Pros Cons
« CRMs make it easy to » Expensive (setup, maintenance,
connect multiple providers ongoing subscriptions)
» Tech stack flexibility, choose » Limited data fields with out-of-
software that works for you the-box integrations (dirty little
secret)

 No redl-time data access

y o



Tech Stack: All-in-One

Pros Cons

» Rich data all in one place  Less flexible (although

. Actionable. real-time data integrations sfill available)

e Confirm if true all-in-one

y o

 No need for multiple
infegrations (one payment)



1. Both tech stacks are viable
but ...

Key 2. One absolute truth is you
need rich data at the core
\
\ (not just 5 fields)

Takeaways

\
\

3. Any advanced marketing is
only as good as the data
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Integrated data: know more, do more

 Integrated data means
thousands of data points for
each contact (rich data)

* Across email, P2P, events,
payments, etc.

* Allows you to be smarter and
work more efficiently

@ CharityEngine’
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Quick Actions

Transactions
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@ zolaikha Afzal Freidah
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448 W 19TH 5T NEW YORK MY 10011-3820 US

zolaikha freidah@charityengine.net

(703) 991-0021

.R zolaikha Freidah

7200 Eagle Ridge Pl Bethesda MD 20817-3923 US

zolaikha@charityengine.net

(301) 452-1577

R zolaikha Gmail

1350 Connecticut Ave MW Washington DC 20036-1722 US

zolaikha.afzal@grnail.com
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Integrated data: ask yourself...

@ CharityEngine’ Q searct

* 2 back

« How accessible and
actionable is our data

& Zolaikha Afzal Freidah ("2") E3 B3 B3 member of smith Family UIUX Developer at Zolaikha'

Company
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1. Infegrated data is more powerful

2. Data hygiene is key

Key (

Takeaways
| 3. Make sure data is accessible

\
\
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Step 3:
Understand and
utllize donor intent




Marketing with a megaphone?

% Phone
i Email
@ Mail
i Email
@ Mail
% Phone
Hope!
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Scoring donor intent

Engagement Score & Gift Probability

Gift Probability

=] SMS DRTV 35| Radio ©,$20 - $50

0 30 18

Supporter Champion Consumer
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Donor journey + donor intent

Stewardship

dentiication B

How do people Gettoknow  Begintodelve Engage!Reach Makeaclear, Continueto

first learn who your into out with direct ask..in show your
of your donors are. characteristics the moves personif you  donors some
nonprofit? and giving  that will have can! love.

behaviors. an impact.

Engagement Score & Gift Probability Engagement Score & Gift Probability Engagement Score & Gift Probability

Gift Probability Gift Probability Gift Probability

12.99%
9,518 - 22 9, $20 - $50 8.31-351
3 42 15 1} 30 18 3 42 24
Supporter Champion Consumer Supporter  Champion  Consumer
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Key

Takeaways
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. Don't market with a megaphone

. Use donor infent to target and

nurture (right people, right time)

. Embrace marketing philosophies 1o

move donors through the journey
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Step 4:
Leverage marketing
automation




Email vs marketing automation

Email Automation Marketing Automation

« Triggered by enrollment in a list » Triggered by enrollment in a list, an

. Send pre-programmed set of emails action taken, or donor journey stage

« Send pre-programmed emails, SMS,

» Caninclude tfime delays between emails .
direct mail or creating a task

« Can include branching logic (if/then) .
« Can include time delays between emails

« Can include branching logic (if/then)

** Can also include operations automations &
sales automations



Email avtomation: the old way

:%3 Trigger: list enrollment |:|'> i Email #1

¢

Wait 3 days

Hopel

Wait 3 days

4

] Email #3 @ CharityEngine’



Marketing automation: the new way

— = =) sms

S Triggers:
e List enrollment @
« Action taken
« Event occurrence

« Donor journey wait 3 days
change o
. Gift probability @ Donations!
iiﬂ Email #1
ves Donates2 Y/N No
Thank You Wait 7 days
Phone Call Task @

Thank You
=mal ] Email #2 @ CharityEngine’



Lists are super powerful

& Lists are the intelligence (dynamic more than static)
& Enrollment can be based on any field in the CRM

& Create any audience including digital ads audiences



1. Marketing and email
automation are different

Key

2. Sequences automate
fundraising and moves
management

Takeaways

3. Focus on your lists
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Step 5:
Flex your Al
SUPErDOWEIS




Hyper-Personalized Outreac

Il"-"ll"";rlm ﬁg ASSB[ How's this? Click here if you want me to make some changes.

Dear Frsend,

may alréady know, the workd s fating
y, iInequality, and conflict are JUSE @ Tew

wrte a funcraising o 2 8. el nhamon CharityEngine + ChatGPT

That's why we're reaching out to you today. We need your help o save the world,

We're a nonprofit organizaton that works trelesshy to address some of

plamet

protect the ermaronment

the mos

We work with communities arownd the world to provide sustainable solutions that improve lives and

Style

Butl we can do it alone. We need your Suppor 1o continue our work and make a real fpacl
Your danaticn will help us:

Provide clean watér and sanitation o comimunites in need

Support education and training prog 15 that empower people to build better lives

Promote sustainable agriculture and conservation efforts to profect the enviromment

Respond to emergencies and disasters around the world

Every dollar counts, With your help, we can make a real difference and create a better world for future

BEnerauons
Flgase gonale [oday and [Oin ws inour misskon 1o save the wornd.

Thank you far your support

[faLr Marme)
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Outreach

CRM + ChatGPT

To : Alida Quinones-Reyes (areyes@communityhousing.org)
From : Karen Rosen (karen.rosen@charityengine.net)

Subject : Noticed your interest in a CRM

Hi Alida,

It's inspiring to see the impact that Community Housing Innovations is making in providing affordable housing solutions to
individuals and families in need. Your dedication to tackling the housing crisis and creating communities where everyone can

thrive is truly commendable. Keep up the amazing work!

| saw that our content caught your eye — hope you found it helpful! Are you in the market for a CRM?

Would love to share some information on how CharityEngine can help Community Housing Innovations, Inc the same way it
has for clients like Wounded Warrior Project and Mid-Ohio Food Bank. Organizations big and small love our platform because
we have the most effective solution for your fundraising, reporting, and donor management needs.

If you're interested in learning more or if you have any questions, here’s a link to my calendar.

Thanks,

Karen

CharityEngine, 8200 Greensboro Drive - Floor 15, Tysons, VA 22102, United States, 1 (866) 737-8222

Unsubscribe Manage preferences
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Hyper-Personalized Outreac

To : Alida Quinones-Reyes (areyes@communityhousing.org)
From : Karen Rosen (karen.rosen@charityengine.net)
Subject : Coffee on me? =

Wanted to make sure my last email didn't get buried. Would love to grab a virtual coffee soon and talk about how
CharityEngine can help Community Housing Innovations, Inc. Grab some time on my calendar if you're up for it!

Looking forward to it!
Karen

CRM + Zapier +
Bannerbear to insert

Al-powered image

@ CharityEngine’



A new frontier

In the works

« Connect Al and marketing
automation

« CharityEngine + ChatGPT +
WealthEngine + Gift
Probability

 Hyper-personalized and
hyper-targeted outreach

VAT RN i ey vy | g —"
Writing Assistant (beta) /—\

er“ r-.g Aq How's this? Click here if you want me to make some changes.
Dear Frierd. Engagement Score & Gift Probability
As e Ireachy kriow, U i

ou miay already know, the worl
POVETTY, IneqLaaliny, and conflict are | Gift Prohability

Write a fundrais

= m T B = = B =
g £ SEFd F P&
3

D %1-351

Every dollar counts, With your help,
EEMErations. 3 42 24

nusine  aupporter  Champion  Consumer
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1. Al creates hyper-personalized

Key I outreach
TCI keqwqys 2. Al exists in CRMs like
\ CharityEngine

\
\

3. Need to experiment!
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Step 6
Develop modern
analytics



‘It you're not measuring,

you're not marketing.”
- AnNonymous



Make the right decisions

< Sustainer Dashboard

1/1/2023 12:00:00 AM to 6/1/2023 11:59:59 PMZ"

Total All Time Recurring Revenue

25 $638.55

Recurring Revenue Growth

$600.00

Average

$25.54

$500.00

$400.00 et

$300.00 —e
$200.00 "

$100.00 -

Jan23 Feb 23 Mar 23 Apr23

May 23

Junz3

Payment Method

Average Lifetime Value

$317.44

Check : 17%

Credit Card : 838

Lost Revenue

$64.00

New Revenue Lost Accounts
New Accounts Lost Accounts Net Account Revenue Media Channels
$500.00 $60.00 $500.00 5300.00
. /‘\ $50.00 $400.00 5250.00
/
/ $40.00 $300.00 5200.00
$300.00
$30.00 $200.00 150,00
$200.00 7
/ $20.00 $100.00 $100.00
$100.00
$10.00 $0.00: $50.00
\
$0.004 $0.00¢ ‘ﬁ #100.00 $0.00 -
Jan23 Feb23 Mar23 Mpr23 May 23 Jun 23 Jan23 Feb23 Mar23 Apr23 May23 jun23 jJan23 Feb23 Mar23 Apr23 May23 Jun23 Mail

Online

Other

Net Accour

Unassigned

Net Revenue

$607.55

Response Channels

$350.00
$300.00
$250.00

$200.00

$150.00

$100.00

$50.00 .
$0.00 I I

Mail Online Other Phone

Collected Revenue

$901.08

Collection Rate

82.43%
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Make the right decisions

+ Payment Dashboard
8 2

One-Time Ting Reversals

$369,689.58 (« $4,900.00 (~ -33.11%)
17.82%)

- = Trend Payment Method
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Reporting best practices

 |[denftify Key Performance Indicators (KPIs)
 Measure and monitor frequently
« Can't hide from the numbers (accountability)

 Unifled data makes reporting more robust

@ CharityEngine’



1. Marketing effectively requires

K ey hyper-vigilance

2. Willingness to be held
accountable

Takeaways

3. Develop dashboards that work for
your organization
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Wrapping it
all up

Technology is the foundation
The importance of unified data
Understand donor infent
Leverage marketing automation

Flex your Al superpowers

Develop modern analytics



Questions?
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