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This presentation, together with all documentation, text, ideas, images, video, 
content, methodologies, tools, creative, and other materials prepared by 
Classy, Inc. (“Classy”) are confidential and proprietary information of Classy 
and/or its affiliated entities and licensors (together, the “Materials”). The 
Materials are being shared for presentation purposes only. Classy does not 
make any representations or warranties about the Materials, and they are 
provided on an “as is” basis. You may not publish, reproduce, distribute, copy, 
display, share, use, or rely upon the Materials. Classy disclaims all liability to 
you or any other party should the Materials be published, reproduced, 
distributed, copied, displayed, shared, used, or relied upon. The Materials may 
describe strategy and possible future developments that may or may not be 
undertaken by Classy and may be changed by Classy at any time, for any or 
no reason without notice. This document is for informational purposes and 
does not create any commitment on behalf of Classy.
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Unlock Generosit  Webinar Series

ACCESS REPLAY,
SLIDES & BLUEPRINT

Wednesday,
September 20

Wednesday,
September 27

Tuesday,
October 3

Thursday,
October 5

Wednesday,
October 11

https://learn.classy.org/unlock-year-end-fundraising-strategies-to-connect-your-community-to-your-mission.html
https://learn.classy.org/unlock-year-end-fundraising-strategies-to-connect-your-community-to-your-mission.html
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Agenda

01   |  Personalized

02  |  Omnichannel

03  |  Triggered

04  |  What’s next
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Poll

How do you currently 
segment your audiences?
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Take advantage 
of more data
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How many variables 
can you profitably:

1. Segment by?
2. Personalize to?
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A is for advocacy
B is for behavior
C is for connection
D is for donation history to others
E is for ethnicity
F is for faith
G is for gender and sex
H is for history with this campaign
I is for ideology
J is for job
K is for 5K
L is for language
M is for monthly

N is for name
O is for origin
P is for parents
Q is for queer (LGBTQ+)
R is for reactive
S is for seasonality
T is for tchotchkes
U is for unique donation methods
V is for volunteer
W is for wealth and income
X is for extroversion and other personality traits
Y is for youth and non-youth
Z is for ZIP
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● Our troubling empathy gap

● The potential for
perpetuation 

● How to bridge the gap

● The opportunity

E is for Elizabeth and ethnicit
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R is for Ruikka and reactive

● R is not for rage

● Lower retention

● But doesn’t have to
be as low
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Better data means more savings
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Title

A longer paragraph needing a more 
detailed explanation can go here. Try to 
keep things concise and down to only 
two sentences, max.
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Same in digital

As a medical professional, 
you know the heartache of a child 
diagnosed with a critical illness. 
When you donate and help grant her wish, 
you help fight her illness.
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Same in digital

Clicks Impressions CTR

Heavy ID 74 4300 1.72%

Soft + No ID 59 4824 1.22%



Atlanta Humane Societ  E ceeds Da  of Giving 
Goals With the Help of Class  for Salesforce

Nobod  compared 
to Class  when it came 
to functionality 
and usability.

$100k 
raised above 
the goal

$78
average 
donation size

Challenge:  Create a clearer view of donor data to appropriately 
segment and send effective personalized communications

Solution:  By leveraging the power of segmentation and 
personalization, supported by the Classy for Salesforce 
integration and Fíonta, Atlanta Humane Society raised $100k over 
its goal during this year’s Day of Giving period

Lauren Shoff, Digital Fundraising 
and Marketing Manager 

Atlanta Humane Society Day of Giving 2023 Results:

25
emails to 
database contacts

https://www.classy.org/integrations/classy-salesforce-integration/
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How to get started

01   |  Ask something you’ve not asked before 
02  |  Add a row (and the associated creative)
03  |  Backtest a variable
04  |  Link a system
05  |  Use recommended reports
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Barriers among 
channels are 
fake
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It can look like 
70+ year olds 
are where it’s 
at for mail
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Until you do proper attribution
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Mail can be the channel of influence 
and digital the channel of transaction

Age Cohort Cost per dollar raised % of mail revenue online

18-29 $2.10 68%

30s $1.78 69%

40s $1.77 59%

50s $1.87 44%

60s $1.78 33%

70s $2.04 24%

80+ $2.70 15%



Proprietary & Confidential

March of Dimes goes omnichannel

Adds CTV to reactivate lapsed donors

● 1,305 donors reactivated
● $119 average gift
● 58% ROI
● And improved the results in 

other channels



● Integrated multichannel strategy
● Advanced segmentation and 

customized calls to action
● Built around campaign theme

Case Stud : Shriners Children’sTM

A Year of Impact Through a 
Giving Tuesday Campaign

134%
Increased traffic to 
Giving Tuesday 
donation page

300%
Gross revenue 
growth within 3 
years of launch
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How to get started

01   |  Add a channel
02  |  Coordinate a channel
03  |  Look at a donor
04  |  Link a system
05  |  Look at behavior to inform action
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Adding when to 
who and how
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(Lack of) speed kills
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Data is the backbone
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Save the Children in Ukraine

24-hour turnaround on TV and digital

● Optimized audience

○ Prior emergency respondents

○ Look-a-like models

○ Current monthly subscribers

● 24.96 return on ad spend

● $178 average transaction

● Rising tide lifts all boats



Classy for Salesforce Helps Concern 
Worldwide US React Quickly to Emergencies

Without Classy and the Classy 
for Salesforce integration, it 
would be a lot trickier to act 
with agility when emergencies 
do happen. The fact that we 
have our online donation 
platform integrated 
directl  with our CRM is 
invaluable.

509 
donors

$214.44
average 
donation size

Challenge:  Acting with agility and personalization when 
emergencies arise

Solution:  With Classy and the Classy for Salesforce integration, 
Concern Worldwide US is able to respond quickly to emergencies 
like the earthquakes in Turkey and Syria

Lauren Hacker, Business 
Operations & Systems Manager 

Earthquake Relief Results  With Classy For Salesforce (February 7 - March 13):

8.9%
average 
conversion rate

https://www.classy.org/integrations/classy-salesforce-integration/
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230 = 1,073,741,824
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Crawl

Building data, testing, 
and culture

Walk

Building better 
audiences with machine 
learning

Run

Allowing AI/ML to be 
proactive

Bicycle

The human-machine 
partnership + guardrails

Machine learning
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Unlock Marketing

01   |  Build toward a new audience
02  |  Coordinate a channel (or add one)
03  |  Add a trigger
04  |  Start your cultural discussions
05  |  Read my book



Proprietary & Confidential

Actionable Blueprint

01   |  The Moore Report 2023
02  |  Moore: The New Acquisition Environment
03  |  10 Marketing Lessons for All Nonprofits
04  |  Customer Deep Dive - Activate Marketing: 
Formulate Your Communication Strategy

https://learn.classy.org/rs/673-DCU-558/images/The-Moore-Report-2023.pdf
https://wearemoore.com/blog/are-we-spending-too-much-on-older-donors/?utm_source=classy&utm_medium=webinar&utm_campaign=unlock_generosity_series
https://www.classy.org/blog/10-marketing-lessons-for-all-nonprofits/?utm_source=webinar&utm_medium=slides&utm_campaign=unlock_generosity_series
https://learn.classy.org/coaching-deep-dives-giving-season.html?utm_source=webinar&utm_medium=slides&utm_campaign=unlock_generosity_series
https://learn.classy.org/coaching-deep-dives-giving-season.html?utm_source=webinar&utm_medium=slides&utm_campaign=unlock_generosity_series
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Unlock Generosit  Webinar Series

ACCESS REPLAY,
SLIDES & BLUEPRINT

Wednesday,
September 20

Wednesday,
September 27

Tuesday,
October 3

Thursday,
October 5

Wednesday,
October 11

https://learn.classy.org/unlock-year-end-fundraising-strategies-to-connect-your-community-to-your-mission.html
https://learn.classy.org/unlock-year-end-fundraising-strategies-to-connect-your-community-to-your-mission.html
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