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» We are a specialist information systems consultancy

* We only work with charities, associations, trusts and
others in the not-for-profit sector

* We are completely sdgpplier-independent

e Our consultants have held senior p05|t|ons m a broad *1..4,
range of different organisations 2

e Our advice and guidance is based on practlcal SIS e
experience gained over many years | PRI SRR T,
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Digital, Data & Technology Strategies

Supplier & Solution Selection

® |

J J

Risk, Compliance, Data Protection & Security

Reviews & Health Checks
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Interim Technical Leadership
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Governance & Business Cases

Business Processes & System Requirements
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Programme & Project Management
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Change & Organisational Development



Our Mission and
Purpose

Our Mission

We empower organisations to deliver

transformational impact through more
effective use of technology and ways
of working
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From our minds to your minds — our
team of experienced, independent
consultants work with you to transfer
their knowledge, share their expertise,
and develop your organisational
capability
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Supporter Persona

Initial contact —
through searching for
key words and

Through the website,
creates a tribute fund
(using MuchLoved)

Debbie receives initial
acknowledgement
and thanks for setting
up the tribute fund

Debbie receives
regular email updates
on donations to the
fund

Who: Debbie, age 34, Bristol, 2 Comssti?ethe
young children, environmentally

aware, active on Facebook and Debbie shares the
online tribute fund

Instagram with her 134 friends

on Facebook : .
Debbie receives regular

email updates inviting

her to participate in the

latest campaigning and
fundraising activities

Why: Lost grandmother to ... Debbie’s friends
Sharon and Julie
contribute to the

What they want from CHARITY X: tribute fund
To help remember her grandmotbher,
get involved in campaigns, and to
support the cause through e Debbie shares the
Dl s online campaign Debbie participates Debbie participates

donatlons and Other fundralsmg SELED BTN with her 136 in second online in first online

t iti participate in the ol Gl campaign campaign
Oppor unities. online campaign paie P8
Facebook

Website Email marketing Engaging Netyvorks Social Media Much Loved CRM
(Campaigning)

What does their journey with you look like?



They are creating lots and lots
and lots of data, in lots and lots
of different (digital) places!




A futuristic vision of seamless
digital engagement with our
supporters and fundraisers..
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Anyone heard of a....CDP?




What are the key differences between a CRM, and a CDP?

©

CRM

Begins with the sales process,
application process, or similar
(depends on organization).

CDP

Underpins the entire customer
journey — its core is the data rather
than a team or department process.

Pulls data from a CDP.

Stores anything and everything about
your customer.

Not a complete picture of the individual
(not designed to be); as an example, not
designed to store most marketing data.

Unifies user data from many sources (like
campaign metrics, behavior on websites,
profile information, purchases, an customer
services data), including data from a CRM.

Marketing typically plays a role, as do other
teams, but usually owned by sales.

Usually owned by marketing or IT.

COMMON INTEGRATIONS:

CDP, marketing automation,
enhancements to the CRM (example: apps
on the Salesforce AppExchange), email
outreach systems, sales enablement
systems, Bl tools.

COMMON INTEGRATIONS:

CRM, marketing automation, customer service

tools, Bl, personalization tools, databases of
many different kinds.




What are the key differences between a data lake and a data
warehouse?

DATA LAKE vs DATA WAREHOUSE

Data
AOON

Use cases Data Users Use cases
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Structured Batch Procussing.
unstructured Data Scientists, Stream Processing, Bl Reporting
Data Analysts Machine Learning.
Real time analysis

Raw

Data Lakes contain unstructured, semi structured and structured
data with minimal processing. It can be used to contain
unconventional data such as log and sensor data

Refined

Data Warehouses contain highly structured data that is cleaned, pre-processed
and refined. This data is stored for very specific use cases such as Bl

Smaller

Data Warehouses contain less data in the order of terabytes. In order to
maintain data cleanliness and health of the warehouse, Data must be
processed before ingestion and periodic purging of data is necessary

Large

Data Lakes contain vast amounts of data in the order of petabytes.
Since the data can be in any form or size, large amounts of
unstructured data can be stored indefinitely and can be
transformed when in use only

Undefined

Data in data lakes can be used for 3 wide vanety of applications,
such as Machine Learning, Streaming analytics, and Al

Relational

Data Warehouses contain histonc and relational data, such as
transaction systems, operations etc




Market overview of CDPs
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What does a 360 supporter view look like?
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Building digital twins of your customers
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And what can it do?

Behavioral Scoring
2 I -
Crowiity Frosquesnicy Rascancy

Irttersity Momeriun  Propersity
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Matrity Comistency  Walatlity

Affinity

Bedding
Framed art
Duvet covers
Comforters
Pillows

Wall decor

‘--..-*_

Engagement Audiences

Frequent Users
Infrequent Users
Deeply Engaged Users
Casual Visitors

Likely To Re-engage
Unlikely To Re-engage
At Risk Users

Binge Users

FPerusers

Shopper Audiences

. Frequency Scome =75
. Intensity Score > 50

. High Affinity = Topic
. Device = Mobile

. Channel=Web

Predictive Audiences

Discover new audiences based
on high-value segments —

powered by Lytics AIFML

Al/ML Insights and
optimization to
deliver:

The relevant
message..

to the right
channel..

v

atthe besttime

19



How can | use this?

Who might be
interested in our
organisation?

Who might be willing to
give for the first time?

Who might give again
and how much?

Who might become a
regular giver?

What regular givers are
at risk of lapsing?

—

worked?

More confidence
in automation

20
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Engagement Scoring and Propensity

CONTRIBUTION
(higher value)

CONSUMPTION
(lower value)

PLOTTING ENGAGEMENT ALONG A CONTINUUM

ACTIVITIES MIGHT INCLUDE:
= Listens to/watches a
broadcast

= Attends a film

= Sees a billboard or flyer

= Views your home page

= Likes on Facebook

= Follows on Twitter

= Makes an impulse donation

LOW ENGAGEMENT

ACTIVITIES MIGHT INCLUDE:
= Attends special event
= Calls an information number
= Completes survey
= Subscribes
= Signs online petition

MID-LEVEL ENGAGEMENT

ACTIVITIES MIGHT INCLUDE:
= Creates content, e.g., ¢
uploads a video V4
= Increases giving V4
. Gomaﬂspwlicol'ﬂcbl,’
= Volunteers y
= Invites friends /

HIGH ENGAGEMENT



EXPECTATIONS

CRM/CDP Hype cycle for non-profits

Behavior driven @ Data Use Case

fundraising (CDP)

Propensity Models

Relationship based

Personification Fundraising (CRM)

Digital Advertising

onsent

Real Time Management
Campaigns
Attribution
LTV
Data/ldentity Management
Innovation Peak to Inflated Trough of Slope of Plateau of
Trigger Expectations Disillusionment Enlightenment Productivity

TIME






Al — Rise of the
Machines, and Cake.

15 November 2023, 2pm.
Royal College of Nursing.

INSTITUTE OF 8rown o
CONSULTING T |sees (D
M :cocniseo pracTice LEADERSHIP Supplier

© 2023 Adapta Consulting. All rights reserved.



	Slide 1
	Slide 2: Today’s programme
	Slide 3
	Slide 4: Depth and breadth
	Slide 5
	Slide 6
	Slide 7
	Slide 8: Think about things from your customer’s (donor’s, supporter’s, fundraiser’s) perspective…
	Slide 9
	Slide 10: They are creating lots and lots and lots of data, in lots and lots of different (digital) places! 
	Slide 11: A futuristic vision of seamless digital engagement with our supporters and fundraisers..
	Slide 12: Dashed by the reality of the tech we had available
	Slide 13
	Slide 14: Anyone heard of a….CDP?
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24

