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Examine the analysis process

Understand the interaction between
fundraisers and analysts

Some do’s and don’ts for analysis
projects

The key drivers of success

data



Historically had large dedicated analysis
team

Reduced to 1 part timer
Impact within FR team

Now, building up the analysis functionality
with a new team of analysts

data
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Marketers are from Mars — Analysts are from Venus

Or are they?

tangible:
data



For an analysis project to be successful it
IS Important that all parties are speaking
the same language and using the same
definitions.

data



Definitely Definitive Definitions

Optimise

Cash Donation
Blesk Model

Lapsed
Profitable Segmentation

Supporter |Lifetime
Maximise Value

tangible:
data
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Don’t Create Woolly Briefs

tangible:
data
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If this Is the answer - what is the question?

Do not attempt to analyse data until you understand
what is being measured and why.

An awful lot of money is wasted on ill defined criteria and
projects that try to promise everything and end up
delivering nothing

THEY WANT
US TO CHOOSE
SOMEONE FOR
LEADERSHIP

PERFORMANCE WITH EACH
RECORD ONE

THEN 60O OVER AND HOLD
EVERYONE'S INTERVIEWS

VU ///

[ THEN PicK )
THE TALLEST RIGHT
\ Wy,

data



The government collects statistics on how

long people are waiting before being seen
at hospitals.

If the average waiting time i1s 6 months —

how long would you expect to wait before
being seen at a hospital?

data
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8 months

6 months

>

2 months

>

10 months

4 months

2+4+6+8+10 =6

5

>

data



Think about how the information Is going
to used before undertaking any analysis
project.



Forget complex relationships — simplicity
IS your friend

Analysis follows the 80/20 rule

80% of the analysis can be done in 20% of
the time.

The last 20% takes 80% of the time



An approximate answer to the right question is worth
a great deal more than the precise answer to the
wrong guestion.

-The first golden rule to applied mathematics

The formulation of a problem is often more essential
than its solution which may be merely a matter of
mathematical or mental skill.

*A. Einstein



W

S -

Always remember what the question is
But make sure that it is the right question

Make sure that you have the right data to answer the
guestion

Don’t be frightened to use subsets and samples
Get rid of meaningless data
Always ask the “so what” question

Don’t forget that you are building marketing and not
statistical models

Research has shown that people can only remember 7
things at a time — which one of these statements do
you plan to forget?



he weight of an analysis project is not
measured in kilograms......

....... It IS measured by impact

David Dipple — Tangible
Data



Behavioural

Recency, Frequency,
Value, Destination etc.

Segmentation

Demographic
Lifestage, Household Makeup
Acorn

Attitudinal

Survey packs, Reseach,
Online surveys




Acorn from CACI is one of
the most popular geo-
demographic systems



Academic Centres, Students Acorn
and Young Professionals Description

Personicx Retired - Low income - Aged
Description In the City Suburbs



A quick chat over coffee

One piece of A4

Few charts with brief descriptions
A full blown analysis report

An interactive tool

Faststats (or similar) report design
Delivery over the web
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Supporter knowledge base/analysis
library

State of the nation
Analysis and marketing reviews

Data reviews
What data do we currently have
What data would we like to have



Needs:
This is the core of the project

Wants:
Nice to have or If time permits

Requirements:
Logistics (form, timescales etc.)



Question

Answer




Needs, wants and requirements

Question

Initial Brief Marketing
Brief

Marketing

Analysis




Communication is the key to good
analysis and marketing

Dialogue not monologue
Roles and responsibilities



Any Questions?

David Dipple, Tangible Data Ltd.
ddipple@tangibledata.co.uk

Penny Kenyon, Save the Children



