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There's gold in them there hills ........

uneand we own the hills!
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The situation today

« Charity marketing is getting harder
Recruitment

Reactivation

Declining traditional supporter pool
Legislation

e Passivity is not an answer

- we must delve deeper into our key asset — the supporter
database

« Silo mentality is also not an answer

- A holistic view of supporter behaviour, FoH, DM, WeD,
research etc. is required to get the most out of your supporters
and for your supporters to get the most out of you
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Getting started

« The most important aspects of an analysis
project is knowing where to look and what to you O
are looking for:

e But analysis techniques, software and
methodologies are simply ways of extracting
iInformation once the above has been
determined!

« Central view of analysis - align with opportunity
and strategy

29 April, 2009



Words to (and from) the Wise

* 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
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Making the most of you Assets

« Answer the simple questions first!

- They can often give more powerful insight than more complex
ones

 Have an analysis plan

- Don’t try to do too much at the same time
« Understand what can and can’t be done

- There is not always an answer to be found
* Plan for the future

- What will | need?

29 April, 2009



The analysis Funnel

Data

Simple ideas using
readily available software

Understanding



Some Simple ideas Data Insight
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Case Study:
Recency, Frequency & Value

29 April, 2009




Case Study: Standing still is not an option
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Case Study: Understanding subsequent behaviour
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Case Study: Reactivation

Reactive:
Initial Cause Total Other In Africa Percent Index Reactivate
Other 9835 89.17% 498 65.18% 0.73 5.1%
Child in Africa 1194 10.83% 266 34.82% 3.22 22.2%
Total 11029 100.00% 764 100.00% 1.00 6.9%

Lest you think that people recruited by Children
In Africa could be reactivated by any message

29 April, 2009

Reactive:
Initial Cause No Families Percent Index
Other 1508 99.74% 1.12
Child in Africa 4 0.26% 0.02
Total 1512 100.00% 1.00




More Complex Techniques
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Logistic
Regression

(a + b)2= a’+ dab -I\Zb\/

Neural
Networks

Single
Supporter
View

Advanced
reporting
and
ashboards

Supporter
Segmentation

Lifetime Value
Modelling

S

Remember: data comes first -
techniques a distant second



Advanced Technigues: Logistic Regression
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Understanding models: Basic output

Classification Tablé&

Predicted
Selected Cases® Unselected Cases”
Legator Percentage Legator Percentage
Observed Qe 1 Correct 0 1 Correct
Stepl Legator 0 776 4 85.3 908940 153597 85.5
1 1 725 80.7 83 272 76.6
Overall Percentage ( 83.0 85.5

a. Selected cases sel_var EQ 1
b. Unselected cases sel_var NE 1

C. The cut value is .500

Multiple ways of understanding if a
model has worked. Most of the
output can be ignored by non

statisticians and the key — The key

Is finding what needs to be
communicated to marketers and in

what form
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Cash Study — Cash Asks
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The worst performing segments
are dropped except at Xmas and
September. Supporters are also

segmented by value




Case study: Upgrade Mailings

Factors in the model: Number of upgrade asks, Total
value of donations, Previous Upgrade, Upgraded
amount, Average number of donations per year, Age,
Gift Aid, Sex, Acquisition Source, Information Request/
response



Case Study: Lifetime value - Time to break-even
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Web Activity Analysis
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Remember: Web activity
analysis is most powerful
when linked with information
held within your marketing
database




Power vrs ease of use
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The Data Triangle
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Analysis Pitfalls

 Don’t do analysis for analysis sake — always have a valid marketing goal
 Don’t over analyse the data

e Check that the results will be used

* Make sure that you are all speaking the same language

» Just because you have 10 million records does not mean that you have to use
them all

« Give your supporters time to act — and remember you have an effect on these
actions

« Understand the effect and how to deal with messy data
«  Remember that the results need to be communicated to a non technical audience
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One of your organisation’s biggest assets
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Over to the floor.....

 What ideas have you had?
e Any questions?



