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Sponsored by:



• Identity
• Personality
• Commitment
• Experience Ratings

VP of Media Optimization at Adobe Cloud:

“Brands need to rely more on clean data from 
their own loyal customers, who willingly give 
information in exchange for something they 
value.



Commitment
A measure of attitudinal loyalty to the brand.

• Learn how this is the key to strategic 
segmentation, one based on differing 
donor goals and values. 

+ +
Experience
Donor’s judgement about quality of 

interactions with you

. 

3

Identity
The donor’s sense of self and their 

innate reason for support. 

• Learn how to use this to tailor 
the number of communications 
you send in year one.

• Learn how to measure the quality of a 
specific supporter interaction, e.g. 
website donation, F2F signup, TM call, 
event attendance, petition signing

+
Personality

Donor’s disposition, determines  
type of message they like,  and 
predicts attitudes, opinions and 

behavior

. 

• Learn how to message based on 
Personality and what proxy data to 
use to find different Personality types
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Commitment
A measure of attitudinal loyalty to the brand.



Why Commitment Matters
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Welcome Email Open rate CTR Unsub

Dog email to dog
people

26% .17% .14%

Horse email to horse 
people

22% .17% .13%

Dog email to general 11% .05% .28%

The Value of Showing Them We Know Them (Identity)



Identity Leads to Real Donor-Centric Journeys



Identity and Conversion Rates

↑15% increase in conversion rate
↑£10 more in donor value

And the calls were shorter…

And the information about the 
donor is even more valuable
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Measuring & Managing Supporter Experience to Increase Retention



Autonomy
Relatedness
Purpose/Competence





Personality
(Their 
overall 
disposition)
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Parent Test :
Target Parents & tailor message

Personality Test:
Target Conservatives and prime Conscientiousness

Control CTR: .43
28% High Conscientious CTR: .55 

(Conservatives)Parent CTR: .63 63%

Low Conscientious CTR: .39
(Liberals)9%







Commitment
A measure of attitudinal loyalty to the brand.

+ +
Experience
Donor’s judgement about quality of 

interactions with you

. 

Identity
The donor’s sense of self and their 

innate reason for support. 

+
Personality

Donor’s disposition, determines  
type of message they like,  and 
predicts attitudes, opinions and 

behavior

. 

• Kevin Schulman
• kschulman@thedonorvoice.com
• 202-246-9649
• www.thedonorvoice.com
• http://agitator.thedonorvoice.com

1. Form Hypothesis
2. Quick Testing (Facebook, 

AmazonTurk study)
3. Collect at point of Signup for F2F, 

TM
4. Use in F2F, TM script

o Measure is the message
5. Start somewhere 

o Tailor at least 1 touchpoint based on 
Identity

1. Collect at point of Signup for F2F, TM, 
Website, Event

2. Send more/less based on Score
3. Ask once per year

1. Collect right after interaction
2. Short, purposeful
3. Measure Needs 
4. Continuous business process

1. Do point in time Personality Measure 
to see supporter disposition

2. Message to dominate personality 
types, use ‘self-selection’ to your 
advantage

3. Make use of proxy to find those 
Personality types

mailto:kschulman@thedonorvoice.com
http://www.thedonorvoice.com/
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