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“Have you found a spreadsheet of supporters,
with no clue about who they are?”

Sound familiar? You’re not alone!

It's a common question, with a common challenge across many charity database(s). Here’s a few
examples of how these known lists become “Unknown”:

e Staff Turnover: A staff member (with the best intention) may have created a data excel
spreadsheet when they conducted an event or function and never imported the list back into
the CRM

o Temporary ‘Work Arounds’: A data list exported to excel to meet a deadline. The list is
enhanced but never imported back into the CRM.

e Staff Training: Staff have not been CRM/database trained resulting in excel spreadsheets
being used for fundraising selection and analysis.
Acaquisition is a constant challenge, and an expensive exercise for any organisation. It’s important to

consider all retention opportunities with existing lists, donors (and supporters).

A phone call is an effective way to re-engage or uncover the value of an Unknown list. You can start
small, optimise, review, then segment and scale.

You’ll be surprised how engaged these Unknown list(s) are. They will and do respond — you
just need to ask in a certain way.
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Case Study October to December 2022 (Cancer Charity):

We recently worked with a charity partner with the aim to acquire new donors. Our planning
uncovered over 18,000 supporters sitting on their database and across several spreadsheets with no
history. The records had been collated from multiple spreadsheets. The records had not been
targeted - The Unknown!
We applied our profiling tool and (cautiously) called through the list(s) over a three-month calling
window, segmenting the 18k list into 4 calling waves.
This is what happened (Table 1 compares Warm and Cold list results):
o Donors on the warm list were more likely to say Yes — up to 3 times more than a cold
list(s)
e Donors on the warm list gave more — up to $20 more than a new donor from a cold list(s)
e Donors on the warm list were more confident in completing their gift with a caller — up
t0 5%-10%
¢ Importantly, 28% made a repeat gift when asked again.

Table 1: Call Results

Seg1: Seg5: Seg 6: Seg 8:
Data Segments Warm Warm Warm Warm Total
Leads Seg 2: Seg 3: Seg4: Leads Leads Seg7: Leads
(Wave 1) | Cold List | Cold List | Cold List |(Wave 2) | (Wave 3) | Cold List | (Wave 4)

Data List 5089 1398 4763 10659 1941 1104 15692 7090 48239
Contact Rate 66% 84% 79% 77% 68% 62% 78% 52% 73%
Conversations 975 222 1595 2708 227 90 4143 465 11398
Conversion 15.90% 6.31% 5.71% 5.65% | 14.10% | 10.00% | 5.91% 17.63% 7.53%
Raised $3,210 $215 $1,140 $2,535 $640 $400 $3,310 $2,560 | $15,350
New Donors 82 6 39 59 11 5 105 43 392
AVG GIFT $39.15 $35.83 $29.23 $42.97 | $58.18 $80.00 $31.52 $53.33 $39.16
Honour Rate 53% 43% 43% 39% 34% 56% 43% 59% 46%

Let’s Tackle ‘The Unknown’:

Planning & Lead Time 4 weeks
Calling Timeframe 3-4 weeks (depending on volume)
Call cost(s) per call $3.50 - $5.50 (depending on the number of call variations required)

Call us for a chat:

Bronwyn.Shearer@applemarketing.com.au / 0412 430 334
Darren.Musilli@applemarketing.com.au / 0408 324 966




