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Agenda

01 — The WETA Context
One audience. Many ways to connect.

02 — Building a Shared Language
What do we call them — and what do they call themselves?

03 — Looking Beyond Traditional Segmentation
RFM tells us something. It doesn't tell us everything.

04 — Loosening the Grip on Attribution
Track the channels. Optimize the relationship.

05 — Democratizing Data
Access to data # ability to use data.

06 — Three Ideas to Take Home
Turning audience-first thinking into action.
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THE WETA CONTEXT

One audience. Many ways to connect.

WETA+
Streaming

WATCH. STREAM. ENGAGE.

Membership o PBS News
MEMBERS. SUSTAINERS. ‘ 7~ . INFORM. TRUST. IMPACT.
COMMUNITY. . 4 ¥

-
(s ) .
Fundraising Programming
DONORS. MAJOR GIFTS. @ A — EDUCATE. ENTERTAIN.
PLANNED GIVING. INSPIRE.

It’s not either/or.

The relationship is bigger than any one channel.
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BUILDING A SHARED LANGUAGE

~ What do we call them — and
what do they call themselves?

‘“) - &l.», pCe

0 LVCs%
| » the v
Arernese s, labels reflect
bect words? COO MEMBER SUSTAINER //" L2 t/,‘g['/ 9676
COO))  BENEFITS. COMMUNITY. MONTHLY GIVING. ' themselves:
R, SUPPORTER. LONG-TERM SUPPORT.
e o
{ @ Y "?. )

VIEWER ~““  MAJOR DONOR

LUNE S NS LEADERSHIP GIVING.

ENGAGES WITH CONTENT.

HIGHER IMPACT,
FOLLOWER.

ON DEMAND. RE-ENGAGEMENT
Lout them! DIGITAL ENGAGEMENT. OPPORTUNITY.

g STREAMER L LAPSED .
What l, WETA+. FORMER DONOR. S
lp we K .

Our definitions help us organize the work.
They shouldn’t define the relationship.
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LOOKING BEYOND TRADITIONAL FUNDRAISING SEGMENTATION

RFM tells us something.
It doesn’t tell us everything.

@ CONTENT
What they watch
and read DIGITAL

RFM STREAMING . ENGAGEMENT
WETA+ '. ; Email, web,

usage and ® 5 e
= RECENCY preferences soclal. appiactivity
How recently

they gave :
FROM A [ .e¢L = MEMBERSHIP
FREQUENCY TRANSACTIONAL ’ \ R S @3PS Member status,
How often VIEW ... N, o) : benefits, events
they give j g
— . MONETARY - e
— Howimuch PROGRAMMING
CONNECTION POINTS News, arts, education,
Events, volunteerism, local content
advocacy, surveys, etc.
FROM: HO:
(14 ({3 H
How valuable are they % What does their engagement
9 o ® ”
as adonor? tell us about the relationship?

THE GOAL ISN'T TO REPLACE FUNDRAISING DATA. IT’S TO PUT IT IN CONTEXT.
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LOOSENING THE GRIP ON ATTRIBUTION

If your attribution model determines
your donor experience,
your org chart is showing.

One relationchip with WETA.

benefits, events,
renewals.

email, social,
content engagement.

planned giving,
stewardship.

viewership, audience
development.

....... @ ....... @ ....... <0, W Q ........ @
EVENT GIVE SUSTAIN
I | |
0o tive PROGRAMMING : DIGITAL : MEMBERSHIP : FUNDRAISING
|
rCPec A | I oOo I
F(ioo ot ! ' 7B ! o
— — | e 1 = = |
\\a Content, schedules, : Website, app, : Member status, : Appeals, major gifts,
I I |
| I I
I I I

oS @/‘o gete credit? N
Track the channels. \ B Attribute the revenue. @" But Optimize
_ll Understand what drives revenue. It helps us learn and invest wisely. the relationship.
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DEMOCRATIZING DATA

Access to data # ability to use data.

THE TRADITIONAL MODEL THE EMERGING MODEL

MORE PEOPLE. MORE PERSPECTIVE. MORE IMPACT.
ANFEWSPEOPLE. ANLOT ©F STEPS:.

omnm.<:>

FUNDRAISING
Campaigns Web
Stewardship Streaming
Pipeline Email
i Social
®
QUESTION REQUEST DATA TEAM ANALYSIS ANSWER 0
“Can you “Let me put “We'll take “Here’s the “Great —
pull this data?” in a request.” a look.” report.” thank you!” ,eee® a.
2" N4
o &
\ ! ® $@ _
X ,’ ()
R 8 ------------------------ @ MEMBERSHIP H PROGRAMMING ~
e Member status e Content
3 Benefits ) N 2 Viewing behavior
TIME PASSES. M Events R Interests
MEANWHILE, OPPORTUNITIES SLIP. Renewals f\__L, Audience development

Ay

jo &% Give people the data — and the confidence to use it.
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THREE IDEAS TO TAKE HOME

Your donor doesn’t care about
your org chart.
So what do we do about it?

CREATE MEASURE - OPTIMIZE
SHARED LANGUAGE THE RELATIONSHIP « THE EXPERIENCE
Align around the Look beyond transactions Track attribution, but
constituent, not to the full range of don’t let internal ownership
departmental definitions. engagement signals. dictate the constituent
journey.
ONE CONSTITUENT. MORE SIGNALS. COORDINATED EFFORTS.
SAME PERSON. A RICHER PICTURE. A SEAMLESS EXPERIENCE.
SHARED DEFINITIONS. BETTER DECISIONS. HIGHER IMPACT.
o
One constituent. HOWEVER MANY DEPARTMENTS
One relationship. IT TAKES TO SUPPORT IT.
WETA, Ol
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