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Agenda

• What is CRM?

• The Founding Principles

• The 360-degree View

• Analytics

• Activating your Data

• The Future of Data Management & Marketing
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Defining CRM

• What is CRM – (Customer) 
Constituent Relationship 
Management?

• A system(s) to manage all of 
your organizations’ interactions 
and relationships with its 
constituents.
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The Pioneers of Nonprofit Data Management

• And we historically did record data beyond 
gifts/transactions, even if we did not use all 
of that data in reporting, analytics, or 
database marketing.

• Life was a little simpler from a direct 
response fundraising and data management 
perspective.

• But the ultimate goals were defined:
• Manage your constituent information
• Learn from the data 
• Enable an informed one-on-one 

conversation via marketing, 
communications, and fundraising. 
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The 360-degree Constituent View

THE BASICS
• Biographical Information
• Contact Information
• Family Members
• Relationships

INTERACTIONS
• Origination
• Involvement
• Channel & Source 
• Inbound /Outbound
• Comments
• Responsiveness

TRANSACTIONAL HISTORY
• Date (and even time) 
• Tender Type 
• Gift Amount
• Channel
• Source codes

DEMOGRAPHICS
• Age 
• Gender/Gender Identity
• Interests/Skills
• Income & Wealth
• Research
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How do I capture that data?

PROCESSES, PEOPLE & TECHNOLOGY

• Established Business Rules
• What data is important?
• Constant review & adaptation
• Data hygiene (NCOA, Email Appends)

• Roles and Responsibilities
• Everyone is responsible
• Universal adoption

• Constant Training
• Not just for new employees

• Leadership
• Constant reinforcement
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Choosing your own Adventure
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Think about your engagement platforms as an ecosystem
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Breaking the Silos
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Intelligent Integration

• Before bringing data in, before 
building a technical integration.

• Start with the business use case 
asking the question, “Why do I need 
this data, how often am I using this 
platform, and how will I use it?”

• Define the data that is essential, 
important, will inform other 
conversations in other channels, will 
be directional.

• Define your matching logic / identity 
resolution.

• Then build the integration.
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Understand to Optimize

The main goal of fundraising analytics is to
understand and optimize the value of your 
constituents at every step of their journey 
with your organization.

To analyze your fundraising:
1. Identify metrics that are meaningful

2. Learn the interplay between those metrics

3. Learn how your donor file is balanced across key 
attributes

4. Set benchmarks for future performance

5. Manage your fundraising strategy to give  your 
donors plentiful opportunities to contribute, in 
the ways that work best for them, as efficiently as 
possible
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Jason’s Top Ten Analytic(al) Things

• Start big and then dive into the details
• Your analytic tools are important
• BI Tools allow for live data exploration

• YOY Fluctuations in Retention Rates
• First-Year Retention Rate
• Multi-Year Retention Rate

• Metrics do not exist in vitro only
• Real world events shape philanthropy
• Interplay of metrics

• All metrics are important, but net metrics rule them all
• Need to have costs – focus on roll-out

• Agree on what is long term donor value
• Both revenue and costs
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Jason’s Top Ten Analytic(al) Things

• Benchmarks (internal/external) are important
• By mission, channel, premiums
• If an organization does something great, ask 

them!

• Coverage Ratio
• Fix your leaky bucket

• Recency, Frequency, Monetary Value (RFM) are good
• What data makes your constituent unique?
• Analyze on these unique attributes

• Metrics are not all about money
• Call volume, volunteer recruitment, clicks, 

opens, shares, demographics

• Know your numbers! And let everyone know them, 
always!
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Activate your Constituent Data

• Segments – new donors, loyal donors, 
sustainers, major donors, planned givers, 
volunteers

• Source Codes – RFM+(+++?)

• Constituent Journey Mapping

• Constituent experience

• People processes

• Technology platforms

• Streamline and automate everything you 
can
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It is now 2022…
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What can I do right now?

Try new things, test one new technology:

Marketing Automation

Machine Learning
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The Future of Nonprofit Direct Marketing

What if…what does it mean…and when?
• Donor journeys will become increasingly granular. Eventually, 

there will be as many donor journeys as there are donors.

• Do source codes & Segmentation become obsolete?

• What if you got to your desk and the next/best, predicted 
meaningful action was waiting for you as a user?

• Where does true Artificial Intelligence first take hold in the 
constituent lifecycle?

• Will you have to know how to type?  
How will you interact with data?  
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Any Questions?

Jason Robbins
VP, Creative 
ROI Solutions
jrobbins@roisolutions.com

mailto:jrobbins@roisolutions.com
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