Track and Segment Your Data for Annual Giving Campaigns

So you’ve committed to running a regular annual giving campaign … but you don’t know how to manage it? Not sure how to build a culture of philanthropy among your constituents? As GIJP Mentors Dan Kirsch and Julia Riseman point out in their article:

Building the kind of loyalty that creates a strong donor pipeline requires a commitment to learning from each year’s results and refining future activities accordingly.  That’s why it is so important to have reliable constituent data and protocols for collecting, tracking, and analyzing the data most relevant to annual giving. The more you can learn about the communications preferences of your audience and the appeals that are most compelling to your various constituents the better you will become at personalizing and targeting your annual giving activities to maximize the return on your work.

Technology can help. Here are some quick tips for using technology to support successful, long-term annual giving campaigns:

· Make sure you have clean data

· Segment your data

· Promote using various channels


1)      Make sure you have clean data

Is your data up-to-date? If you sent a mailing to your entire donor database, what percentage would be returned as undeliverable? If that happened, do you have a process for updating your database as a result?

Your donor database is only as helpful as you make it. Use free or inexpensive processes and tools to keep it up-to-date:

· Always update your records when you learn of changes to contact information. If you receive a message from a new email address, add it to your donor database. If a mailing is returned as undeliverable, mark it in the database; if you have an email on record for that person, contact them to ask for an updated mailing address.

· Set up a free/inexpensive form to gather both long-lost constituents’ contact information and updates from those who move. A simple Google (free) or Wufoo (free and inexpensive options) form can be set up in just a few minutes to gather this info. The GIJP Technology Program team can also create a form on your Facebook Page to gather this information.

· Dedupe your data regularly. As new records are added, some will be duplicates. If you stay on top of this with a regular process, it will be simple to maintain. You can also use tools like the US Postal Service National Change of Address (NCOA) service to get updated addresses from people who have moved in the past couple of years. In fact, if you mail with the nonprofit bulk rate, you are required to scan your data with NCOA periodically.

TIP: Be proactive in reaching out to and reconnecting with your alumni and other constituents. Every alumni is a potential donor – reconnecting with and effectively tracking your alumni will help your annual campaigns grow stronger year by year. Engage with unofficial camp Groups on Facebook and other social networks. Use your human, off-line social networks to find long-lost alumni. And offer an easy-to-find way for your constituents to get their updated contact information to you; this process should be easy to find on your website and other online presences (blog, Facebook Page, etc.).
2)      Segment your data
To truly customize your communications – including cultivation and solicitation communications – you need to segment the data in your database. Three types of segmentation are highlighted here: biographical, giving, and e-communications.

TIP: Segment your data consistently. There should be processes in place to ensure that every new constituent and gift/pledge in the database is coded as listed below. Otherwise, there will be no way to effectively track and report on these segments in the future.
Biographical segmentation
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You should categorize each constituent in your donor database by their “connection” to your organization. For camps, this can include alumni, board members, parents, grandparents, etc. Consider: What categories might I use in the future to help personalize a message to my constituents? These are categories you’ll want to use. Furthermore, implement a “hierarchy” of categorizations - you don’t want to inundate your constituents with extra communications. For example, if someone is an alum, a parent, and a board member, decide which communication will be most powerful for them and their connection to camp. Don’t send them three separate messages!

In DonorPerfect Online (DPO), the Flags field is the best way to segment your constituents biographically. Other donor databases use tags or simple drop-downs to meet this need.


Giving segmentation
[image: image2.jpg]



You should also segment all of the gifts and pledges you receive. It is crucial to track who is giving to which funds; who responds to which campaigns; and to what specific type of solicitation did they respond? For each gift, this information should be tracked. Your donor database should allow you to track these using dropdown codes so that you can also report at a macro level of which funds, campaigns, and solicitations are effective.

In DPO, You can use the GL Code, Campaign, Solicitation, and Sub-solicitation dropdown fields on both the Gift and Pledge screens to track this information. Be sure to set up your codes in advance.

TIP: You can also use standard reports to segment your donors by their giving history. For example, we mentioned LYBUNT (Last Year But Unfortunately Not This Year) reports in a recent article. This report will show you all donors who gave to your organization last year, but haven’t given yet this year. This (and similar) reports help you segment constituents who may be especially likely to donate again.
