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Why our donors give:

« Every time a plastic straw is given to me | challenged myself to make a $20 donation. It's helped keep me motivated and accountable for my
plastic use.

« The Yangtze river is by far the biggest polluter of our world's oceans. Your efforts to organize clean-up and restoration there is a big step.

 [t's Earth Day and | want to help this wonderful cause.

« We are the stewards of our world and have to recommit to preserving it not only for humans, but for all life.

 In honor of Gary, who loved wild areas and brought joy to those lucky enough to share them with him.
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Shiloh Stark, Director of Audience Strategies
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Digita| Building the infrastructure to support
- marketing strategies
Transformation

Org-wide  High profile Tech-heavy Dependent Sexy Expensive

on other
depts







Omnichannel Marketing = Halloween Planning

Personalized Halloween Omnichannel Marketing

Candy Plan

Amount of chocolate Funds raised to support
_ procured mission

Y34 Trick or Treat! Deadline for Match Giving —
1x, sustainer, save etc

YTldnl el Specific neighbors most Donors and prospects (may
likely to stock chocolate use models, appends)

oe]31:111d Great costume to motivate Speak to your supporter
T WL £Nile]3) the biggest handful of about the issue that matters

candy most to them
Door to door canvassing! Email, SMS, mail, ads
Personalization
Know what pre-holiday Marketing Automation

“hints” and day-of route Journey map
will yield the most candy in
a 1-hour window

by Unknown Author is licensed under
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Prior Technologies

Processing vendors

Lead gen vendors

—

[ Mail delivery

Database of B
Record TM delivery

for revenue tri nsactions
____

eCRM

Digital identity
management

Email Ad Tech

delivery D .
‘ SMS |

Form Solution delivery
(Donation, Action, Contact forms) -

Social Listening

Flagship Website

Web tagging/
analvtics

A|B Testing Tool il

Delivery Channels Segmentation Engines | Third Party Inputs Reporting Suites . == Nowlimited data flow



Membership Fundraising: Where We're Going
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1ISION

Processing vendors

Lead gen vendors

o
Reporting Suite

l Social Listening

Database of Web Personalization
Record

for revenue transactions .
J I\/Iarketlng Database / CDP FOrm SO|UtIOn Flagship Website
Takes in all data, including impressions not (DR, ETelT, (CRIEE: ifis)
eCRM yet identified with an individual

. Analyzes via omnichannel attribution model 5
Digital identity management e Predicts next best touchpoint at an individual A ‘ B Testi ng Tool

Mail delive ry and segment level, based on past behavior
and overall trends Web Chat

Email Web tagging/analytics
delivery

SMS
delivery | T delivery

Delivery Channels Segmentation Engines Third Party Inputs Reporting Suites
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Putting it all | |
tOQEther ﬁg"’(vlfgsdgftﬂ?seSthnS. No one knows

‘ Look at the forest and the trees




‘ Inventory data connections and gaps

TOOIS to ‘ Audit existing donor journeys
build a

vision

‘ Build future-state use cases




Visualize Data Connections and Data Gaps

Emails

Social - Direct
[ast touch mail

Forms nghly Phone

completed C onnect abl e calls
Web Ads - 1st
pageviews touch
Ads - Last
touch
14

All

outbound
SMS

All
interactions
grouped by
Interest area

All ad

impressions

Less
Connected

All
impressions
grouped by
interest area

All social
impressions

All cross-
device
Interactions
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Visualize Sample Journeys

"\, The Nature Conservancy
TheNature (% TheNature (% \ Sponsored - Paid for by The Nature
Conservancy Lormmv - Conservancy - @&

n Share on Facebook

Every acre we protect, every river mile restored,

every species brought back from the brink -

begins with YOU. Stand up for nature and

. % protect our lands and waters with a gift to The
Act Now! Nature Conservancy. Renew your commitment

Defend Conservation Funding

Sarah Monke Bradley

| GAVE TODAY BECAUSE.., to nature today!

, . . % Thank You §
There's never been a more important time to z),‘ SRS G AT

protect our natural world for future generations. Dese Me Stark,

NATURE GIVES THEM A HOME.

SAVE IT.

-

-Sarah

am trudy humbled by what you've just done for nature

. we askad nature-lovars arou
o gled you snswered the ca

Yeste

¢ the world to rally to make the biggest one-day impact for our natural world.

Thanks to your support, we not onfy met our Giving Tuesday match goal, we exceeded it!

But the best partiz: every dollar will go twice as far to zafeguard the most threstened habitat and natursl rezcurces
we all rely on

TheNature e e g At
Conservancy

Your special Giving Tuazday denation wil be put to werk immediately to double our efforts arcund the worid, You'll
help restcre eracing beaches zo migratery birdz have a place to zzop o their long journeys. And you'l halp revive cur

Wildlife like the once-endangered Louisiana

T’q fast-dizaopearing orairie lands 2o bizon and other wildiFe canthrive in their nazural habitats.
black bear (aka the original teddy bear) I gaveto c support.nature.org
depends on habitat saved by the see Jain me and donate 1o TNC Now! Fromu ked AL, tn potUtames d contarminunts in aur water, your genercus donatian has 5
P! v .See More B twice the sowera halp fight back whare natur Renew Your Commitment to | LEARN MORE
You knaw the Cansarvancy has never shisd away fram taking on naturs's biggest threats, and wa'ra not going Nature

now Seeing how many peaple like you we have standing behind us fills me with hope. /e yeur help, tkn:
wa can kaep pushing towand 3 future whare nature and peaple can thrive together.

" Like () comment £ Share

SIGN THE PETITION

NATURE.ORG
Save my home!
Tell Congress to make the Land and Water Conserva..

&« C & The Nature Conservancy [US] | https://www.nature.org/en-us/ Q w 0 H B Q

Qu® 11K 434 Comments 2.9K Shares

() _Comment A Share

L 1 x N, 4245 N, Fulrfax Deive, Sulte 100
('."éNat,urg@ | Nmton v 220 y
Lonservanc \ > (,onservancv

Protecting nature Presendng Iife naturc.org

OUR MISSION TheNature @

Conserving the lands and
waters on which all life
depends

Every acre we protect, every river mile restored, every species brought back from

" Please Renew

your membership

| ANNUALRENEWALSTATEMENT |

Dear Mr. Stark

E TheNature (% G245 At D, Sl 10
Conservancy ekt VA3
Pk b gt | ey

the brink, begins with you. Your support will help make a lasting difference around

Renew your commitment to
nature by November 30 and
wa'll send you 2 special fleece
blanket with our thanks

RENEW TODAY =

the world in 72 countries.

Mers. Katherine Bawen
4245 North Fanefax Drives, Saabe 1000
Arkington, VA 22303 1637

L R L R TR S R B T

T;ht‘ Nature \ You Can Trust the Conservancy! 2 /m
Conservancy W% '

i
1

Official Site | The Nature Conservancy®

support.nature.org Donate Now to Protect Nature
Your Support Will Make A Lasting Difference Around the World. Donate Now! M Stand up for our natusal workd with The Nature Conservancy, Every acre we protect, every

. . river mile restored, every species brought hack from the brink, begins with you. Your support
BBB Accredited Charity

3 will help take action on the ground in all 50 states and 72 countries.
Gift Memberships Become a Member

FREE! Get 1 year of Nature Conservancy Magazine with membership

Show You Care About Them Preserve Our Natural World Now & . o
. - - - ENTER YOUR GIFT AMOUNT
& Nature. Give a Green Gift! for Future Generations. Join Today! Your gift helps... TheNatur e )\
Make a One-Time Gift Fight for the Climate o - i Conservanc
Stand Up for the Natural World. Take Action to Address the Climate ."'.“ y
Donate Now to Protect Nature! Change. Now's the Time. Donate Now! -— S b

815 minimem 9 Foster Collaboration.
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Use
Cases

Build Use Cases

Web visit triggers
SMS

Known donor sees
custom homepage
splash

Social engagement
triggers direct mai
postcard

Journey Page 1

Appreciate & Engage

First Ask

Timing |

Week 1-2

I | Week 3

For Donors who opt-in to email

v

Email - Weekly

Start sending TNC
New Digest product
modeled after
theSkimm. =5
consumer friendly
artcles each week.
Includes both TNC

Content stories

recipient's interests
and clicks on content.
Clicks build interest
profile.

and 3rd Party content.

dynamically tailored to

!

Email

donation. Content

Yes
@ Email ask monthly

based on recent
content clicks.

Website Monthly Giving Ask

Yes +

Personalized web

page content with

s Predicted to
monthly giving ask

Add 1 channel based on

Email 1

Engage in Content
i Yes
Email 2
No

based on donor

1

content, etc.)

2 emails to prompt
donor to engage with
TNC. Content and
action ask dynamic

interrests (e.g. petition
action, survey, share

> become preference
promotion monthly
Monthly Giving Ask donor? Direct Mail

»| Full package to higher

v 57

value donors

Monthly Giving Ask

Donate? No ;
No
* Direct Mail
Yes E il
mai Postcard to lower

Engage in Action

O,
*

Yes

Donate?

}

Thank on
6 Social
Monthly i
Donation Website Yes
Website Personalized web
Thank You Page page content with
personalized to prior monthly giving ask
First Gift actions/ donation promotion
—» theme profile. Monthly Giving Ask
Dynamic content No
suggestions based on Yes—’ +
profile. Direct Mall
One-time - ipect val
Gift Share on Social
! No New Donor Welcome
Email Package. Package
ST | treatment based on
oniirmation donor value.
Personlized to prior Treatment includes
actions / donation variable content and
—» Dlhemi? profile. t inserts based on
ynamic conten interest profile.
suggestions based on p
i Monthly Giving Ask
pr(.)fnle. Direct Messaging : 4
Engage in Content
Thank you SMS,
o social direct message
c
% ﬁ Engage in Content
ES Voi
- 2 oice Message N
» ° ‘0 Yes 0
Additional € §|—»| Pre-recorded thank Y |
Channel Yesg| @ g you call @
Pref ? e =
references o 9 NG Action
i3
N'° -2 5 Direct Mail
= o -
@ 2 Personal note to high
value potential donors
No Action

Y -
@ 1 hard ask email for a valie donors

one-time donation. Monthly Giving Ask
Content based on
recent content clicks.

Telemarketing

One Time Donation

Phone call to higher

value donors
Monthly Giving Ask

Digital Ads

Monthly donor asks in market targeted by custom audience segments based on

content interest and proclivity to respond to monthly ask MR s Ak

TheNature
Conservancy
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Next
Page




*Be prepared to: lose sleep, solve problems, get behind (like, way behino

17

, restructure, be wrong
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TheNature @

Conservancy




