ANNUAL GIVING

Reeher’s Six Squares:
The Building Blocks for Segmentation

Jen Patti, Customer Success Manager
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What We Will Cover Today

Methodology for segmentation

Approaches and research to frame context for segments

Using the tools to improve segmentation




Traditional Annual Giving Segmentation

« Centered around past giving
« Challenging to maximize approach
- Can become very complex

Parents

Reunion SYBUNT

|deal segmentation would incorporate giving and
engagement across all relationships

,QReeher




Moving Past LYBUNT and SYBUNT

Leaks targets

Can focus attention on donors with low likelihood

Gives false positives

Only accounts previous giving and therefore more volatile to change




Leveraging EVI and PDI

Annual Fund Expected Value Index

« Rank order of all relationships based on the estimated size of their
gift for the current fiscal year

Annual Fund Probability to Donate Index

* Percentage score of the likelihood of them making a gift this fiscal
year




Use Predictions to Focus Resources

TAKEAWAY:

Predictive systems improve
results by better targeting
cultivation resources.
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The Reeher Six Squares for Annual Fund Segmentation
PDI
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The Reeher Six Squares for Annual Fund Segmentation
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The Reeher Six Squares for Annual Fund Segmentation
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FY2013 through Q4

" Segment | Records | Non-Donors | _Donors | Partcipation

28,363 20,513 42 0% 2,248 13,074 5,191
; 8,109 1,545 16.0% 488 459
T h e G Il d 62,676 322 05% 106 95
78,926 1,832 23% 416 306
5,522 1 0.0% 0 0
124,248 2 0.0% 2 0
PDI
E High Low
10 2
High Value
(AF EVI == B5)
Low Probability
(AF PDI = 2)




Sample Simple Segmentation

« EVI & PDI can streamline segmentation

« LYBUNT, SYBUNT, Degree Type, Marital Status information finds its appropriate
weight in the model

« Messaging can be targeted, but needs to be tested

Young
Alumni




Likely Strategies

Young

Alumni

Young
Alumni

“Full Stream”
of Material for
first 5 years”

Divide into
“high interest”
group for extra
cultivation
over their
lifetimes

Test Group

Testing
strategies for
Core and
Acquisition
are highest
priority

Ask amount
tests for Core

Sequence and
timing tests for
Acquisition




Case Study

Public University
110,000 alumni

Annual Fund Priorities
* Maximize on Annual Fund Resources
* Improve Annual Fund planning
* Focus on Gift Band Migration

Implemented in 2013




Case Study

Decreased Increased donors
mailing list from by 7 % and dollar
45,000 to 27,000 amount by 5%

$9,000 $8,800
$17,800
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Thank You.

Jennifer Patti, Customer Success Manager
len.patti@reeher.com
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