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The Fred Hollows Foundation acknowledges the 

Traditional Owners and custodians of the lands on which we work and 

recognise their continuing connection to land, waters and community. 

We pay our respects to them and their cultures; 

and to Elders both past and present.



|   3
Image: https://www.empathylab.io/sketchbook/the-squiggly-line

"How can we create 
better digital 
reporting?"

Martech stack overhaul

Data driven donor journeys

20242021
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McKinsey research tells us that

70%

of organisations fail digital 
transformation projects

https://www.mckinsey.com/capabilities/people-and-organizational-performance/our-insights/successful-transformations

https://www.mckinsey.com/capabilities/transformation/our-insights/common-pitfalls-in-transformations-a-conversation-with-jon-garcia

https://www.mckinsey.com/capabilities/people-and-organizational-performance/our-insights/successful-transformations
https://www.mckinsey.com/capabilities/transformation/our-insights/common-pitfalls-in-transformations-a-conversation-with-jon-garcia
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How many of you have seen or been 
involved in a failed technology 

implementation?

https://www.mckinsey.com/capabilities/people-and-organizational-performance/our-insights/successful-transformations

https://www.mckinsey.com/capabilities/transformation/our-insights/common-pitfalls-in-transformations-a-conversation-with-jon-garcia

https://www.mckinsey.com/capabilities/people-and-organizational-performance/our-insights/successful-transformations
https://www.mckinsey.com/capabilities/transformation/our-insights/common-pitfalls-in-transformations-a-conversation-with-jon-garcia
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Session Overview

Technology

Strategy

People

Measuring Success 

What's Next

Key Takeaways

Data

Getting Started



In 2021 we asked:

"How can we create better 
digital reporting"

"Do you want better 
reporting, or do you want to 
action your insights better"

Discovery Workshop

• All levels of staff involved
• Discussed analytics, data, technology, 

governance, media and campaigns
• 5-year outlook
• Pain points and problem areas
• Aspirations and blue-sky thinking

Getting Started

Enabled us to understand the business 
problem and what we needed to do to 
resolve it.



Problem Statement

"The systems in place to segment, track, and attribute donations to 

marketing spend are strong for offline but not cross-channel. The donor 

comms and organisational marketing approaches are currently channel-

centric not “donor-centric" and there are gaps in attribution 

and efficiencies. The Fred Hollows Foundation is looking for clarity 

on where and how to invest to get returns and react to emerging and 

future market changes."
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Getting Started



Getting Started

Problem statement

• Adoption of GA4
• Google Cookies effects on digital advertising
• Online / Offline synchronised marketing activity
• System integrations & limitations
• Declines in traditional acquisition channels
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Getting Started
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Technology 
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Marketing Data Layer (MDL)

• Centralised, cloud-based data storage
• Foundation of making our data accessible 

for reporting, orchestrating and predictive 
modelling

Examples: Azure / AWS / Google Cloud 
Platform

Digital Surveys

Marketing Data Layer

CRM

Power BICDP
Machine 
learning

• 6 months completion
• Mostly external and IT Support with some 

analytical guidance
• Some delays with data sources
• By outsourcing we didn’t have internal 

knowledge for ongoing support

Technology 
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Technology 

Customer Data Platform (CDP)

• Collects, harmonizes and activates 
customer data from various channels, 
systems or data streams (CoPilot).

• Enables personalisation for the 
donor, orchestrates donor journeys 
in "real time" and provides insights

Examples: Tealium, Blueconic, Segment
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Customer Data Platform (CDP)

• Collects, harmonizes and activates 
customer data from various channels, 
systems or data streams (CoPilot).

• Enables personalisation for the 
donor, orchestrates donor journeys 
in "real time" and provides insights

Examples: Tealium, Blueconic, Segment

Customer Data Platform

MDL

Meta
TM 

Agencies
SFMC Web

• Longer than expected implementation
• Offshore partner with onshore presence
• Use Case focused strategy
• Underestimated the complexity and 

resources required

Technology 

Scope 
Requirements

Vendor & 
implementation 

partner RFP
Implementation
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Data
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Data

Analysis
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Understanding Audiences

Data
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Data

Maximising LifeTime Value
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Data

LTV 
o%

LTV 
13%

LTV 
3%

LTV 
14% LTV 

32%
LTV 37% 

Value

Volume 
50%

3%4%3%
Volume 

13%

Volume 
27%Volume

Maximising LifeTime Value
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Strategy
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Donor Strategy – Objectives

Strategy
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Strategy

Donor Strategy – Journey Designs
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Strategy

CDP Use Case Development

Ideas for Use Cases - KPIs and donor strategy

Prioritisation based on value – income, learnings, quick wins

Scoped out the ideas – data, connections, timing, audience, creative/ 

personalisation
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Cart Abandonment Lightbox & Email

Strategy – in action

Goal Target Audience Channels KPI’s

Increase online conversion 

rate / conversion of the 

target donors by displaying 

the exit intent to 

complete their donation.

Desktop visitors to any 

donation pages that display 

intent to exit the page/ close 

their browser, and visitors who 

do not click on anything for 

more than 5 minutes.

CMS 

Web personalisation

(Lightbox)

2- 4% conversion 

rate (Industry 

Standard)

CDP Use Cases in market
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Gifts in Will Pipeline

Regular Giving Conversion

Second Cash Gift

Strategy – in action

CDP Use Cases in market
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Regular Giving Conversion

Strategy – in action

CDP Use Cases in market

Goal Target Audience Channels KPI’s

•Convert single giving donors to 
regular donors

•Journey begins 4 weeks after 
donor makes a one-off donation.

•New single givers who give $20-
$499
•

•Warm single givers who give $20-
$499 and have made less 
than 5 one-off donations (ever)

•Email
•Telemarketing
•Digital advertising
•Web personalisation (Blue
Conic dialogues)

• Increase conversion to RG 
by 5%
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Regular Giving Conversion

Strategy – in action

CDP Use Cases in market
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Regular Giving Conversion

Strategy – in action

CDP Use Cases in market
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Regular Giving Conversion

Strategy – in action

CDP Use Cases in market
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Regular Giving Conversion

Strategy – in action

CDP Use Cases in market
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People
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Cultivating Internal Support

Business case for Senior Leadership investment

Steering Committee for transparent 
reporting lines and escalations

Engaged Key Stakeholders through info sessions, 
workshops and listening/answering questions

People
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External Guidance

Technology Advisor

Technology 

Implementation Partners

Donor Journey 

Consultants

Charities & Organisations

People
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Measuring Success
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Measuring Success

Clear KPI's for all Use Cases

Roadmap for reporting on Donor Strategy

Results take time
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What’s next?

Moving from Project Implementation to Business as Usual

LTV guides our prioritisation of Donor journeys

Use the right tools when implementing new journeys

Assess our team structure and ways of working
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Key Takeaways

1. Defining problem statements and KPIs

2. Get your data in order

3. Change takes time 

4. Use the right tool for the right job

5. Ask for help

6. Budget, senior leadership support & capabilities

7. Start somewhere
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"Perfection is the 
enemy of the good"

Voltaire



|   44

Q&A
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