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Engage With Us
* Q & A and Chat (defaults to host/panelists)

 Share with friends on social
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*  Wrap-up email with Webinar recording . .’
* Exclusive content

Survey - WIN: Amazon Gift Card
* Drive future Webinar content

Learn more about the OneCause Fundraising Platform
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The Responsive
Maturity Model

5 Steps To Scale Generosity

Erik Tomalis
Chief Evangelist & Director of Business Development
Erik. Tomalis@virtuous.org

412-427-9834
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WHERE WE ARE
Traditional, Unresponsive

Systems for Generosity




The Unresponsive Donor Experience

Donor/Prospect Acquisition

Personal and varied

Based on donor's intent
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November
E-Appeal

Retention & Cultivation

One-to-many, one-way, impersonal
Low retention & average gift

Low advocacy & volunteerism

Year-End January February
Campaign Newsletter Appeal
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An Unresponsive Team Experience

Fundraising Marketing Program Finance/IT
[

Manual data entry Misaligned KPIs Siloed from Fundraising Multi-system chaos

_imited collaboration Multi-system chaos Lack of Transparency Backlogged

-rustrated teams Limited collaboration Disconnected Data ack of visibility
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WHAT'S POSSIBLE?
A More Responsive

Model for Generosity
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Connect

Connect personally and
automate touches as needed

Listen

Identify key signals and learn
why donors give

the

donor experience

Learn

Test and validate to become
even more responsive.

Suggest

Suggest next right step with
personalized asks.
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The Responsive Donor Experience

Dynamic, personal journeys based on donor’s timing
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Retention
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Average Gift
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Engagement
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Marketing/Comms Finance/Ops

team experience

Healthy, effective teams
KPI alignment
Impact transparency
Generosity growth

E

g &

Program
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F undraising f

responsive

nonprofit summit




How do we get there?

@~

Unresponsive Responsive
One to many/impersonal Personal connections
Low retention/engagement High retention/loyalty
Frustrated teams Healthy teams
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WHY USE A MATURITY MODEL?

A Clear Path Toward a
Better Future

() Achievable Action Plan

©

Provable

Results Along the Way

() Tech, Tactics & Team Required




The Responsive Maturity Model

Unresponsive » Responsive
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The Responsive Maturity Model







MATURITY STEP 1

Data Health

Confidence in your com

Coverage on contactinfo

Team wide visibility into (tru

asponsive
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TECH, TACTICS & TEAM
’D Data Health & Reporting

@ Data health tools, email hygiene, NCOA/appends CRM Dashboard

DONORRETENTION

@ Policies for data health
@ Fundraising + Ops data review process .
@ Shared, real-time reporting

@ Wee |<|y KPl reVieWS GIVING BY CAMPAIGN




Start with 3 Core Shared Team KPlIs

Everyone knows their number!

Giving Revenue by Tier @ Last 12 Months Average Gift @ Last 12 Months Retention

< $1,000
$1,000 - $10,000
>$10,000

|

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar 1st to 2nd gift 2nd to 3rd gift

"

3rd to 4+ qift
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MATURITY STEP 2 Top 11 Reasons You Should Integrate Software

Integrated Teams & Tech

2. Better data flow

3. Increased data simplification

4. Improved data accessibility

5. Error reduction

/. Faster business processes

9. More flexibility and scalability

10. Improved security

11. Reduced costs

Monika Ambrozowicz on G2Crowd



MATURITY STEP 2
Q Integrated

Increased team collabora
Integrated Marketing & Do Web Visits, etc)

Integrated Program outcomeé
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TECH, TACTICS & TEAM
Q Integrated Teams & Tech

CRM + Marketing + Email + Giving +
Volunteer + Program Impact
Quarterly cross-team goals

Generosity Ops to drive collaboration

©® Cumy 9
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The Power of a Generosity Ops Team

Donor Development Marketing/Communication Program Finance/Ops

Donor Database Marketing Data Program Outcomes Accounting System

Generosity Ops

Shared Insights

Common Reporting/KPlIs

Revenue/Generosity Focused
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MATURITY STEP 3

G Segmentatic

Personalized communic

Create personas by affin ement

Vary mass marketing base

asponsive

nonprofit summit
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TECH, TACTICS & TEAM

G Segmentation & Personas

@ Segmentation tools + automated tagging

@ 3-5 core personas based on donor behavior

@ Marketing + Volunteer + Fundraising aligning

on key personas




“Multi-channeld thosewho g v
online and offline — are worth 3 times more than
online only or offline only donors and their first

year donor retention rate is 2 times hi

- NextAfter - The State of Multi-Channel Donor Communis
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Tell a single story wit S, social, email)

Integrated with major donor strategy

Email with Video Call to answer Coreimpact statwith  Appeal letter with
Story questions on email push to web related story
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TECH, TACTICS & TEAM

Bonus : Multi-Channel For the Win!

Virtuous sent Charlie a
@ Email + SMS + CRM integrated
@ Map out timing of each touch ’
@ Create a connected story  ctephen donatec o
Your YTD gift pipeline

$550 for Annual Fund

reportis ready

@ Monthly cross-team campaign planning £}

W Virtuoyg

with input from Program

.6
LFeY. B

Courtney is a major donor &

visited the website today
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NEXT STEPS

Bonus : 3rd F

Outside data to create a

Wealth, channel, age, genc

asponsive

nonprofit summit



TECH, TACTICS & TEAM

Bonus : 3rd Party Data Signals

@ Wealth & demographic data integrated to
CRM + Marketing

@ Automate major gifts assignment & tagging

@ Marketing, Fundraising & Major Gifts sync

on key data points
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MATURITY STEP 4
9 Dynamic Ca

Individualized campaign

behavior & timing
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Dynamic Campaigns

00

Jenna

First gift to water Abandons
campaign % New Donor Journey donation page % New Donor Journey
Courtney Charlie

000

Hasn't given Clicks to email &
in13 months > New Donor Journey ol orle P % New Donor Journey




TECH, TACTICS & TEAM
n Dynamic Campaigns

@ Marketing Automation + CRM

Donor Lifecycle

@ Map out key constituent journeys (2-4 to
start). * Start with retention focus
@ Program works with Marketing to connect

key stories to each journey




NEXT STEPS
Bonus : Inbc¢

Creating Responsive |

Gift

Opportunities for a smal usive content)

Focus on SEQO, influencers
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The Responsive Maturity Model
!

Dynamic
Campaigns

Segmentation
& Personas

Integrated
Tech & Teams

Data Health
& Reporting




Predict a response with Al
Who? Channel? Which ask? Message?

Accelerate content with GPT
Personalized email, SMS, blogs, etc
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TECH, TACTICS & TEAM

@ Integrated Al modeling & GPT in Marketing,
CRM and Online Giving
@ Start with Al to predict retention, major

gifts, and response rates

@ Stretch to hire Data Scientist and find Al

ready partners

Al Accelerated Personalization

Michaelle and Henry Jacobs ~ SVINGOVERV! EW )

$10,347 v
LIFE-TO-DATE GIVNG iy

S

S —

W coo $2,000
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D) $50

-0 IMPORTANT: Lauren appreciates event reminders,
but strongly prefers SMS over email.

Biggs J.unction

*Garibaldi

Maupin
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The Responsive Maturity Model
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The Responsive Nonprofit Fundraising Maturity Model

Model guides you step by step on how to create hyper-personalized experiences

with every donor to grow giving at scale.

Data Health

*Data health policies & process

+Data field creation & collection process
*Manual to automated data collection
*Weekly data monitoring meeting

+Data health remediation software

Reporting

+Align team to 3-5 annual & quarterly goals
+Identify reports that measure goals
*Reports identified, defined, & built
*Manual to real-time reporting

Real-time KPIs & goals dashboard

*Weekly trend meeting using dashboard

[E]#3:[E Ready to get started?

Integrated Teams

+Define cross-team KPIs & goals
+Cross-team reports & dashboards
-Identify duplicate work across teams
*Map constituent touches across teams

+Responsive generosity ops team

Integrated Tech

+Identify tools used in constituent journey

*Eliminate redundant tools

“Integrate tools/data (Responsive Platform)
CRM, Marketing, Volunteer, Digital

“Incorporate key program impact data

i virtuous.org/model

IIIII0)

Segmentation

*Segment donors by giving (small, large, recurring)
*Segmentation software & database

-Enhance segments with cross-team data
*Personalize segments with auto tagging

*Enable multi-channel experiences with segments

Personas

*Build 2-3 core donor/volunteer personas

+Build out a donor journey for each persona
*Automate donor tagging by persona/behavior
*Enhance personalization with online & offline data
+Vary gift asks, messages & channel

+Integrated campaigns by persona

Dynamic Campaigns

*Automate real-time, dynamic campaigns
*Automate touches on multiple channels
-Personalize campaigns by key behaviors
*Build donor momentum with small to big wins
+Optimize “ask” based on journey & timing

“Responsive multi-channel campaign system

Optimization

*Build multi-channel dynamic campaign dashboard
*Review campaign giving results in real-time

*Run messaging, content, and channel tests
*Update journey based on engagement & ROI

*Responsive optimization & ROl system

N virtuous

-Experiment with Al driven personalization software
*Set your desired Al & personalization outcome
-Leverage Al/ML to predict donor giving/retention
“GPT to accelerate content & personalization

-Al automates low touch work to seem high touch

+Al alerts for team human touchpoints

Outcomes of The Model

Increased donor retention
Increased average gift size
Decreased staff burn out

Acquisition of new donors

Ready to Get
Started?

Get the Maturity Model Cheat Sheet
virtuous.org/model

->Summary view of the model
= F ull Responsive Maturity Model ebook
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9/ Innovations to Boost
Event Fundraising Success in 2024
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=) Wednesday, February 7, 2024 Joe Duca

Vice President, Product Strateg
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Raise Nation Radio

The Podcast for Fearless Fundraisers
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