
Using Digital Transformation Initiatives to Drive 
Fundraising 
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The Nature Conservancy 
Sh i l oh 	 S ta rk , 	D i rec to r 	o f 	Aud ience 	 S t ra teg ie s 	 	

Why our donors give:   
•  Every time a plastic straw is given to me I 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. 
•  It's Earth Day and I 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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Digital Transformation: What Is It? 
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Digital 
Transformation 

Building the infrastructure to support 
marketing strategies 


Org-wide	 High	profile	 Tech-heavy	 Dependent	
on	other	
depts	

Sexy	 Expensive	
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What is Omnichannel Marketing 



Omnichannel Marketing = Halloween Planning 




















Personalized	Halloween	
Candy	Plan	

Omnichannel	Marketing		

KPI	Amount	of	chocolate	
procured	

Funds	raised	to	support	
mission	

Ask	 Trick	or	Treat!	 Deadline	for	Match	Giving	–	
1x,	sustainer,	save	etc	

Segmentation	 Specific	neighbors	most	
likely	to	stock	chocolate	

Donors	and	prospects	(may	
use	models,	appends)	

Content	
Personalization	

Great	costume	to	motivate	
the	biggest	handful	of	
candy	

Speak	to	your	supporter	
about	the	issue	that	matters	
most	to	them	

Channel	
Personalization	

Door	to	door	canvassing!		 Email,	SMS,	mail,	ads	

Plan	 Know	what	pre-holiday	
“hints”	and	day-of	route	
will	yield	the	most	candy	in	
a	1-hour	window	

Marketing	Automation	
Journey	map		

This Photo by Unknown Author is licensed under CC BY-NC-ND
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Membership Fundraising: Where We’ve Been 
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eCRM		
Digital	identity		
management	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

Ad	Tech	
	

Mail	delivery	

Email	
delivery	

SMS	
delivery	

TM		delivery	

Prior Technologies 

Database	of	
Record		
for	revenue	transactions	

Flagship	Website	

Web	tagging/	
analytics	

Social	Listening	
	

Third Party Inputs
Delivery Channels
 Established data flow

New/limited data flow
Reporting Suites
Segmentation Engines


Form	Solution	
(Donation,	Action,	Contact	forms)	

Processing	vendors	

Lead	gen	vendors	

Data	vendors	

A|B	Testing	Tool		
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Membership Fundraising: Where We’re Going 
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Ad	Tech	
	

Processing	vendors	

Mail	delivery	

Email	
delivery	

SMS	
delivery	 TM		delivery	

Lead	gen	vendors	

Form	Solution	
(Donation,	Action,	Contact	forms)	

Vision 

Database	of	
Record		
for	revenue	transactions	

Data	vendors	
Reporting	Suite	

Flagship	Website	

Web	tagging/analytics	

Marketing	Database	/	CDP	
•  Takes	in	all	data,	including	impressions	not	

yet	identified	with	an	individual	
•  Analyzes	via	omnichannel	attribution	model	
•  Predicts	next	best	touchpoint	at	an	individual	

and	segment	level,	based	on	past	behavior	
and	overall	trends	

Web	Personalization	
	

Social	Listening	
	

eCRM		
Digital	identity	management	

Third Party Inputs
Delivery Channels
 Reporting Suites
Segmentation Engines
 Marketing Execution


A|B	Testing	Tool		

Web	Chat	
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Tips and Tricks 
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Putting it all 
together §  Ask lots of questions. No one knows 

how to do this


§  Look at the forest and the trees




 

 Tools to 
build a 
vision 

•  Inventory data connections and gaps


•  Audit existing donor journeys


•  Build future-state use cases




Visualize Data Connections and Data Gaps 

Highly 
Connectable 

Emails 

Direct 
mail 

Phone 
calls 

Ads - 1st 
touch 

Ads - Last 
touch 

Web 
pageviews 

Forms 
completed 

Social - 
Last touch 
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Less 
Connected 

All ad 
impressions 

All social 
impressions 

All cross-
device 

interactions 

All 
impressions 
grouped by 

interest area 

All 
interactions 
grouped by 

interest area 

All 
outbound 

SMS 



Visualize Sample Journeys 

Acquisition Model: 
 
-  Direct to Donor 

digital 
-  Lead Gen 
-  Direct mail 
-  Face to face 
-  Organic / 

whitemail 



Build Use Cases 

Use 
Cases Web visit triggers 

SMS 

Known donor sees 
custom homepage 
splash 

Social engagement 
triggers direct mail 
postcard 
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Go!* 

* B e 	 p r e p a r e d 	 t o : 	 l o s e 	 s l e e p , 	 s o l v e 	 p r o b l e m s , 	 g e t 	 b e h i n d 	 ( l i k e , 	 w a y 	 b e h i n d ) , 	 r e s t r u c t u r e , 	 b e 	 w r o n g 	 ©
		A

le
x	
Ky
dd

	/T
N
C	
Ph

ot
o	
Co

nt
es
t	2

01
9	



18 

Questions? 
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