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Using predictive analytics to maximise the value

of charity donors

Jarlath Quinn — Analytics Consultant

Rachel Clinton — Business Development
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FAQSs

* |s this session being recorded? Yes

 Can | get a copy of the slides? Yes, we’ll email a PDF copy to

you after the session has ended.
 Can we arrange a re-run for colleagues? Yes, just ask us.

* How can | ask questions? All lines are muted so please use the

chat facility — if we run out of time we will follow up with you.
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Fartner

6 Predictive Analytfics R
SMARTVISION  for Smarter Business

* Premium, accredited partner to IBM specialising in the SPSS Advanced

Analytics suite.

 Team each has 15 to 20 years of experience working in the predictive

analytic space - specifically as senior members of the heritage SPSS team
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What do we mean by predictive analytics?

Predictive analytics encompasses a variety of techniques from

statistics and data mining that analyze current and historical

data to make predictions about future events
WIKIPEDIA P

The Free Encyclopedia
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Analysis of structured and unstructured information with mining,

predictive modelling, and 'what-if' scenario analysis.
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What do we mean by predictive analytics?

* |t's different from business intelligence or Ml reporting

e Actually, it’s not always about prediction
 However, predictive analytics does creates important new data

* These data take the form of estimates, probabilities, forecasts,
recommendations, propensity scores, classifications or likelihood values

* Which in turn can be incorporated into key operational and/or insight
systems
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Core applications in charity analytics Predictive analytics

for Supporters
Acquire g

. . Grow
[[@ Acquire supporters: Rofai

* Understand who your best potential supporters are
attract *  Connect with them in the right ways

*  Predict who is most likely to convert

Grow relationships:
grow

*  Understand the best mix of things needed by your supporters, beneficiaries and channels

*  Maximize gift value received from your customers and channels
*  Take the best action every time to interact

o250 .
Retain supporters:
* |dentify early warning signs of lapsing and re-engagement opportunities

retain . Keep your best donors on-board
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*  Take the optimal action to retain their support



Predictive analytics in business applications

Realtime

Net Promoter

Propensity Mudellmg

Lift Modelling Regression
llkellhuud Scores Inbound Logistic [:ampalgn Management

cmss chaﬂnelsegm e ntatlun Offer Management
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Types of predictive analytics

» Classification / propensity

— Who is most likely to respond / convert/lapse based on historical response
data and the array of behavioural data we have about them?

* Clustering

— How can | divide my supporter base into meaningful and usable groups as a
framework for marketing communications?

* Association & sequence

— What combinations of events and interactions lead to a one-off donor
becoming a committed supporter?

* Time series
— What will donor revenue be next month / quarter / year?
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Typical charity applications

* Recruitment profiling
* Data-Driven supporter segmentation
e Supporter life-stage modelling

. ' R . NCTIVI
Ploneers Cautious Interactors
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Typical charity applications

» Campaign response /conversion prediction
* Reactivation modelling

* Legacy propensity modelling

* Yield modelling

So Campaign )
. Global Suppression
Model Selection
| Rules
\ Rules
| |
No Longer Do Mot
Customers Mail L
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Other charity applications

— ‘What if’ analysis

— Drivers of satisfaction

— Sentiment/values analysis
— RFM

— Social media analysis

Response Probability

— Web segmentation

Average Order Value

— Beneficiary analytics
* Understanding needs/outcomes

* Intervention analysis
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Let’s look at a few examples...
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How do our clients maximise success?

By utilising a powerful, proven methodology

* CRISP-DM: Cross-Industry Standard
Process for Data Mining e —»a

undnnﬂ:andlng_*_ undnr‘tnhdlhu

prﬂparaﬂnn
Deploymeant
Mndﬂllng

Evaluation

e Each application can be developed
and progressed through a series of
key phases

 wwWw.CRISP-DM.eu
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http://www.crisp-dm.eu/

How do our clients maximise success?

By exploiting a wide data landscape

A

Competitive advantage

c,\& 5
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X \30 Attitudinal/Social
Media Dat
(@6 g edia Data
0@‘0 ) Interaction Data
— Descriptive Data

Transaction/Gift Data >
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How do our clients maximise success?

By using powerful IBM advanced analytics technology

IBM" SPSS* Modeler

Version 15.0

Notfy Analysts
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How do our clients maximise success?

By integrating the resultant insight with existing systems

Repo
(BI/MI)

Analytics

So @

Campaign
Management

Web Channel
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Database

Donor
Management

# Dashboards

Referrers

it Referrer
Keywercs
intia] Keywords
nta] Entry Page

* Marketing I
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Reports Overview

# Marketing Campaigns
% Paid Search Campaigns

S Marketing, Referrals

grations amgerg 3 minutes, 42 seccnds 2578 (12.0%) 2088 (17.0%)

. Prodact Line
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* Defects Trends iSept 08 - Dec 10}
Distribution of Product Defects Defects by Product ine Correlation Between Dofects and Ave Prod Howrs

Web Site: k d Ce

September 1. 2008 - December 21, 2008 T

Most Popular Keywords MO L
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W 1 home thester

2000 Jocta % Detwcve
B 2. cigtel camcocder
2 290 sy 15 osm
£ 200 W i pbsmatvs 146 L
: s S.led mostor % 0.95%
g 4 6. fate aas 0.96%
2 - 7. some unexpected keyword
%0 8. your company

B 5.kdtv
B 10. your company news

Keywords Average Visit Duration Visits ¥ Visitors
1. homethester 4 minutes, § seconds 27320127%) 2,182 (18.1%)

4 miautes, § seconss 1255 82%) 1322 (105%)
— 4 minutes, 46 seconds $10(45%) 200 (66%)

e P e & minutes, 10 secanss s 20035%)
Uy Pus TV prospecs | s 3 minutes, 13 seconds w0s%) 2822%)
1222) £ minutes, 3 seconds 230(1.5%) 220 (1.8%)
& miutes, 42 seconds 28 (1.5%) 23 09%)

gz 4 minutes, 22 seconss 214 (10%) 184 (14%)

Extenatad Cognt 2618 10._your comoany aws 2 minutes, 29 seconds 21201.0%) 180 (1.5%)
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Common misunderstandings

* Revolutionary results overnight!
 You’'ll need a Ph.D.

— In fact, data—literate, business focussed people learn how to do this
all the time.

 The more accurate the model the better
* You need a clean, single-supporter-view warehouse
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Adyvice to get started

* Build internal credibility: think about where you would get biggest impact for the
least effort.

* Consider adopting a proven methodology e.g. CRISP-DM (www.CRISP-DM.eu)

 Don’t get hung up on modelling techniques - focus on business understanding and
deployment

e Consider the full data landscape — find out what motivates supporters
* Consider the sorts of roles involved /impacted
* Consider integration with other business insight systems (e.g. MI/BI)

* How will you know its worked? Focus on measuring the benefit — e.g. response
rate lift, increased cross-sell, revenue/profit impact
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Working with Smart Vision Europe Ltd

 Asapremier partner we sell the IBM SPSS suite of software to you directly
— We're agile, responsive and generally easier to deal with

* As experts in SPSS / analytics / predictive analytics we will
— deliver classroom training courses
— offer side by side training support
— offer “skills transfer” consulting
— run booster and refresher sessions to get more from your SPSS licences
— Give no strings attached advice

e We are a support providing partner so if you already have SPSS you can source your
technical support directly from us (identical costs to IBM)

— We offer telephone support with real people as well as web tickets / email queries
— We offer “how to” support to help you get moving on your project quickly
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Contact us:

+44 (0)207 786 3568

info@sv-europe.com
SMARTVISION Twitter: @sveurope €
= e ms Follow us on Linkedin ®

Sign up for our Newsletter

Thank you
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