Masterclass

Transformacja Cyfrowa

9 December 2022

Bertie

e Bosrédon

(RE)CONNECTING NGOs

Introductions

Fundacja Akademia POLSKO-AMERYKAKSKA
Organizacji Obywatelskich Funpacja WoLnoscr

Your name
* Your job title
* Your organisation

* Your biggest challenge / objective for 2023




Kilka rzeczy o mnie

Bertie Bosrédon” - International NGO digital consultant
+ 20+ years of experience in digital
11 years in house + 10 years as a consultant

+ 130 different NGOs: digital transformation, governance & processes, online
fundraising, technology signposting, reporting...

+ 1.5 year in Madrid after 22 years in the UK
+ French accent
» Freelance photographer & amateur handpan player

» Only speak Polish with Google Translate

*/bow-ray-don/ @

Plan for today:

* Presenting key steps for a successful digital
transformation

+ Discussions and group work

oPx
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T

» Templates to start planning / improving
your digital activity




Digital Transformation... The VISION

Digital Transformation... The REALITY




The wrong problem...

Technology

The approach

Process & Collaboration
between teams with a
common understanding of
audience needs

Process

Technology

Digital culture & Governance
with a definition of digital and
understanding of who's doing
what

Technology
based on needs, capacity,
knowledge and skills




Digital transformation: where are you?

Quick questions | No__| strtingto

Your organisation’s leaders understand and champion the importance of

digital and technology

As an organisation, we understand and continually review the digital

knowledge and skills of our staff, volunteers and trustees

We do user research with people that use our services / fundraising
products / campaigns and design according to their needs and

behaviours

We continually assess and improve our technology to make sure it meets

our needs as an organisation

Transformacja Cyfrowa : the steps




Governance & Processes

Digital Maturity Assessment

e Stakeholderinterviews

How to assess your digital maturity: Interviews

30-45mn Internal stakeholder interviews (practitioners, area owners, decision makers)
» Get a sense of the digital culture to Increase understanding of digital opportunities

» Understand structure and production process to optimise or prepare new workflows

» Examine collaboration between teams to identify best practice

» Analyse skills available and skills needed to fill skills gaps and recommend training areas

» Compile challenges (technical and strategic) to identify issues to resolve and suggest appropriate tools




Areas covered

The questions and areas covered were discussed and agreed prior to conducting the interviews.

S core areas were covered
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Digital review
Culture, Process, Technology

operational mindset: defining digital by listing channel and stools. And

Digital culture varies widely amongst teams with a feeling digital is not
defined, often limited to social media, and not used to its full potential,|

Staff feel a lot of progress was made in the past two years but it's still vi

Digital is used and understood by a minority of staff involved directly i
planning or delivery of their own digital projects but outside the core t
is mostly unknown (this is reflected in the survey)

The main causes of the lack of digital culture are:
* Lack of knowledge
Lack of collaboration due to the absence of collaborative digi

The definition of digital at _s split between staff with a more

number seeing digital as a mean or an aptitude to engage with your audience

Digital Culture

asmaller
Theres a lack of understanding of what

Digital review
Culture, Process, Technology

«  There’s a lack of strategic governance for digital. It's often an afterthought with digital
experts rarely invited at the planning stage

*  Asaresult, digital staff are seen as a production house whose expertise is sometimes
ignored or bypassed by more senior staff intervening

= Thereis no written process and workflow for digital production. This is problematic in
some

Lack of strategic direction

«  No one seems to know how projects are prioritised and what projects the digital team

Bertie
Bosredo

This results in confusion about how projects ar

strategically, as an in-house digital agency sim

Communications.

No one is seen as accountable for R gital presence.
e prioritised.

e The Digital Team operates as a production unit. The expertise of

staff is liked but not valued. The team is not empowered to operate

s for I

nal SLA with deadlines

Manager

Governance and processes

‘We need more structure, templates for
field content, and channels’

There was no cover of social media while
the person in charge of was on leave for 3
weeks’

Digital is still an afterthought with no
clear plan’

ilar to Brand or

e  The production workflow is documented but not widely understood.

It is not collaborative (i.e. internal stakeholders don’t feel involved
and sometimes ignore the process altogether).

Learnings are rarely taken in or shared with the wider organisation




Governance & Processes

Digital Maturity Assessment

* Stakeholderinterviews

+ Staff questionnaire(s)

How to assess your digital maturity: questionnaire(s)

Staff questionnaire Example of questions for a simple questionnaire:

Areas to cover:

. + Are you confident in your knowledge of who audiences are?
* Leadership and strategy

+ Expertise and capacity *  Why people visit the website?

* Production and Processes L
* What content do you think is viewed the most?

» User research / Service design
/ 9 « Tools and channels used (expertise and training needs)

» Tools and Technology

Specific digital skills based on your fundraising strategy
» Data and, Security other areas




skills and Capabilities survey

Digital review Understanding your audience |00 |

Aware of the key audience Aware how Marketing team
engage with audience

™\
v )
/

—

Digital revi ..
Shils and capabilities survey Need for a digital programme

73%

27% unaware (6%) or unsure (21%)
The programme needs to define key
target audience groups W0 (no need) my w2 3 4 5 6 7 g mg W 10 (business critical)

Bertie 12% 2% 4% 2% 6% 10% 13% 20% 8% 18%
A Base: n=84.Q: 7. Are in your knowledge of who! ¥ are?|
BDSFBdOn XXX's audiences on
Average 6.7
. I strongly feel that the use of digital tools and
Inmy area of work I don’t techniques helps to improve our impact and
need to reach any external engagement in achieving our mission and vision. The
audiences problem related to the use of digital tools s 1.The skills
and knowledge gap and availability of the technology
itself.
Nowadays
for

Digital activities very important to facilitate
quick understanding of global practices and
sharing best practices and lesions that are

advocacy, fund raising,
reaching and covering vast

targets.
effective to our or to replicate
Ber“e B: 84.Q: 17. 1 to helj 1 h? Pl feel
ase: < gy do you ac 0 help you 0 reach? Please fee
Bosrédon o pide cnine “

Staff said Real data

Team 1 33,185 visits X 85,675 visits

iil I ! Team 2 32,798 visits X 80,849 visits

! Number of visits | Fundraising 11,310 visits ! 12,672 visits
last year sz

Team 3 10,952 visits X 4,860 visits

Team 4 9,315 visits X 3,154 visits

Donation €148,988 donations last year Over €400,000

Last year

Excellents ou Bons

= Outils excellents

= Bons outils

= Qutils pas trés bons
= Plutét pas bons outils

73%

Plutét pas bons
ou pas trés bons




Digital review

Skills and Capabilities survey

analysis
writing
communication
communication
analysis
writing
writing
analysis

Bertie
Bosredon

(REICONNICTING NGO:

Gathering information relevant to your area and
packaged for your digital channels

Writing web artii o E

Build professional netwc
Responding to p¢
Setting up targets for the online acti

Writing copy for search engi

Producing engaging em

Reviewing s

Digital skills

mExpert mCompetent

12%

2

% k% ?
ok s
> 1

%* %ok °
* ok 3
* 8

m Beginner

40%

Nos processus sont clairement définis et bien suivis (2.0)

No expertise

20%

Process et collaboration

Nos outils nous permettent d'appliquer les processus définis (2.4)

19%

* %

1/2

m No expertise but would like to learn

8%

* X

Quick practice — 5 minutes

Prepare 2 questions for a staff digital maturity questionnaire

Leadership
and strategy

Expertise and
capacity

Production
and Processes

User research
/ Service

design

Tools
&Technology

Data and,

Security other

areas

10



Templates

| prepared a document for the masterclass (Google Spreadsheet) with all the templates.

Example: full digital maturity

Leadership and strategy

IOur organisation’s leaders understand and
Ichampion the importance of digital and
technology

questionnaire

Expertise and capacity

/As an organisation, we understand and

iskills of our staff, volunteers and trustees

icontinually review the digital knowledge and

Technology

We continually assess and improve our

needs as an organisation

User research / Service design

We do user research with people that use

technology set-up to make sure it meets our |our products and services and design

according to their needs and behaviours

Our organisation’s leaders are continually
[developing the knowledge and skills needed
to lead digital change

\We consider how to attract and retain staff,

digital skills and knowledge

We use digital collaboration and

volunteers and trustees with the right level of| communication tools to help our staff,

volunteers and partners work together

We know what products and services are
available to our users, and only build new
ones if users’ needs aren’t already being met

land goals

IOur organisation’s plans are clear about how |There are trustees on our board with digital
digital will help us achieve our vision, mission [skills, and all our trustees understand how

digital can increase our impact

Our staff and volunteers know what
technology we use and how to get the most
value from it

We consider barriers users might face in
using our products and services and use this
insight to make sure they are accessible to
everyone

Production

We have a clear plan that sets out our
approach to content, how we make

it

Fundraising, Communications...

for using digital channels

decisions about it and who is responsible for [to reach, communicate with and involve

people in its work

Data and insight

Our organisation has clear, measurable plans|We have a clear, measurable plan for how

we will use data to improve our work

Security and data protection

Our organisation’s leaders understand
cybersecurity and take ownership of
managing the risks

We apply our approach to content to all the

We understand who our audiences are and

words, images and multimedia we put online| how they want to interact with us

We collect data about the people who use
our products and services and how they use
them

Our staff and volunteers understand what
their responsibilities are for keeping our
data and technology secure

We have the time, skills and support we

We understand which digital channels our

need to successfully deliver our content plan [audiences use and allocate our resources

accordingly

We use reports generated from our data to
monitor and benchmark the performance of
our products and services

Our staff and volunteers use strong
passwords to keep our systems
and devices secure

Governance & Processes

Digital Planning Group

Digital Maturity Assessment

11



How to manage your digital transformation

Digital Planning Group / Digital Working Group / Digital Transformation Group / Digital Repositioning Group

» 4-6 Representatives from key teams (Digital, Fundraising, Data & CRM):

+ Terms of reference for the group:

+ decision makers or influencers

+ ‘champions’ identified during interviews and survey

+  Objectives
*  Membership

» Frequency

+  Key tasks specific to your organisation

Purpose

The purpose of the Digital Planning Group is to be the single forum in MyCharity which has the
mandate to review and approve any digital initiative which is being considered across the
organisation. A clear definition of ‘digital initiative’ will be communicated to ensure that all staff
are familiar with what would fall under this remit.

Itis not intended to be draconian, or to stifle innovation, but rather to ensure that commissioning
and planning is being informed by the right strategic insight and guidance.

1.

The intended outcomes of this group are to:

Professionalise digital planning, commissioning and production across the whole
organisation

Create income generating opportunities by encouraging innovation and appropriate use
of technologies to meet business need

Generate operational efficiency and cost savings by eliminating badly planned projects
that do not support organisational objectives

Identify skills / resource gaps that need attention in order to maximise the return on any
investments made

Defining digital

First task of the group: What DIGITAL means for our organisation

Currently digital is

Currently digital is not

Digital should be selected Keywords (for Bertie)

Mobilising members for key campaign days

clear supporter journeys for campalgning

Should bring in engagement with different audiences

Engagement

(sign on letters, petitions)

effective evaluation of performance, ciear
understanding our audiences.

‘email marketing, SEM effectively, social ads etc.
Improving the way we present information, videos

for YOOX communications and content gathering | S™Ple and i internal Accessible and user friendly
Not utiising a cross channel approach to digial | i e
ampaigns. -

Effective and current digital channels

Y00 could use digital tooks more effectively; at
tmwmmmnmmumn‘

blog posts, toolkits. etc)

offer. This is also because peoy wur
work sometimes approach the meaw« sl

utilising a better email system,

Ensy vy to corsplace hrasheat instead of having to
send to manager to

our audiences and their reach

lporove e Add hnokcas to s ok portal instead of
emailing spreadsheets.

Creating resouces and training modules

Including a newsletter for different goals e.g
(fundraising, events, petitions)

X0XXs primary way of engaging with its audiences and
partners, but also an' lmpmam tool in ucmmm;
other work: direct advocacy, campaigns, bringing

sboit changs. Heving sad this dgla (s nathng on

its own  it's the vehicle for our work, not the
ind it

4+ B A~ AttendeeA -

Attendoe B - AttendeeC -  AttendeeD =  AttendeeE - Attendee F -

Effective IT

Engagement
Facilitation

vehicle for our work, not the thought behind it.

Personalised / Tailored digital communication

12



Digital Principles

Principles by which digital should be understood, planned and delivered.

Digital principles are not intended to be constraining or too rigidly adhered to.

Start with user needs

Publish only what someane needs to
know 5o they can complete their task

Think user first

Nothing more

Be outcome
focused

Think Global
act local

Cultivate a pro-
gressive mindset

Be agile and
keep it simple

Focus on outcomes,
not just outputs

Collaborating does not
happen accidentally,
look for opportunities

Act as a digital
champion

Test & Learn. Do not
re-invent the wheel

Clear governance

Al content should have defined
ownership and review cycle

Agile process

Agile workllow process that is clearly
understood, respected and followed

No fluff content
W¥riting great content clearly, in plain
e 1o

Continual learning

Ensure staff — have appropriate.

skills and knowledge

We always Start with user needs

If we don't know what the user needs are, we won't build the right
movement.

Ve will research, analyse data, talk to our community. We won't
make assumptions. We will remember that whal they ask for isn't
always what they need

We Build for Sustainability

Buikding sustainable programs, platforms and digital tools is
essential to maintain user and stakeholder suppart as well as to
maximise long-lerm impact. To achieve long-term posilive impact
and continue growing our movement, aur digital toals will be
compatible and cur business model will include sustainable
revenue generation

We Collaborate

Being collaborative means sharing information, insights,
stralegies and resources across projects, leading to increased
efficiency and impact. This rule brings our staff, pariners, and
members together in practice. Collabarating does not just
happen accidentally; it requires time, planning and dedicating

resources 1o kiok for and develop opportunities.

We Address Privacy & Security

XXXX takes measures to minimise collection and to protect
confidential information from unauthorised access and
manipulation. We are iransparent about how data is collecled,
used, stored and shared We implement security policies that
protect data and uphold member's privacy.

Digital Principles

Many examples https://digitalprinciples.org/

Design with the user

Build for Sustainability

Use Open Standards, Open Data, Open Source,
and Open Inn

&L

Design With the User

Core Tenets

13


https://digitalprinciples.org/

Recommended process

L_suggest I BlAR _ Produce | Optimise |

Share learnings

O

Idea generation Confirm Gather information Promote
Draft content
Scope Define project team Proof of Concept Measure
Amend
User/Market research Setup KPIs IREEE prod‘ucnon Optimise / Amend
User testing
Schedule Approve
Fast Track Book and manage Publish
Amend / update existing project resources

= 4
| opiinise |

Official project review

Update or retire

Archive

S

Share learnings

Gather feedback and
results

Produce key learnings
and insight report

Promote learning
internally

14



Governance & Processes

Digital Maturity Assessment

Digital Planning Group

Definition & process

Audiences & Journeys

1 Prioritise audience groups

15



Who are we trying to reach

General public Donor Professional | Politician Corporate partner Staff
\amlly Frlend Patlent Journalist | Event participant  Celebrity

Students Members Job candidate | Etc.

Volunteér Join || Shop || Contact }Z/vent ‘BQ@Q Information
v 4 ~y

Sponsor || News || Campaign || Job || Training | Support | Etc.

What we want them to do

Who are we trying to reach

General public Donor Professional | Politician Corporate partner @ Staff
\amlly Frlend Patlent Journalist | Event participant | Celebrity

Etc.

Who MERERES
the data?

.

Vqunteér Join || Shop || Contact }Z/vent \Boﬁ‘\at.e Information
' "4

Sponsor || News || Campaign || Job || Training | Support | Etc.

What we want them to do

16



Prioritise your audience

Persona Nr. Audiences / Stakeholders Key task Action?
i) Parent (woman in her early 30ies) Pledge Pledge form
Journalist male/female Contact Email? Form?
3 Company Owner Contact Email? Form?
4 Handraiser male Lead
5 Handraiser female Lead .
6 Direct Mail Donor Donation Donation form 5-7au d ijences max
7 Pledge male Pledge Pledge form
8 FB Follower Information ?
9 Twitter Follower Information 2
10 Instagram Follower Donation )
1 LinkedIn follower Information ?
12 GenZ Engagement
13 Online Shopper Donation shop
14 Teachers Material Download?
15 University Students Petition
16 School students Information/Brand
17 Employe of public admin| ons. Key objective Pledge | Informati Individual | Ma] tment
18 NGO e Keep and merge with #4, #23 and #24 Handraiser female + dual
= = Merge with #5 Handraiser male idual
19 C omm/HR Morae wilh #5 S ooy
20 CSR/Marketing/Comm/H with #5 4_|PA of HNWI / Family Office Employee rop)
medium Company Owner Leadership
Linkedin follower Leadership
21 CEOof 9 _|CSR/Marketing/Comm/HR Responsible - big Business
22 Ne: SR/Marketing/Comm/HR - small Business
23 Femal CEO of company Business
24 PA of HNWI / Fam| with #10, #12, #15, #16, #22 lextGen Philanthropy
lerge with #22 Instagram Follower Individual
torge with #22 GenZ _ Individual
WE NEED 5-6 Digital Per e nfversy Shents Advoracy
from information to petitif K ith #7, #8, #13_ Parent (woman in her early 30ies) individual
gift/partnership Merge with #1 ige Individual
with #1 & _|FB Follower individual
with #1 (o] individual
individual
Keep and merge with #2, #9, #14, #17 & ‘Advocacy
with #18 Gomms.
Merge with #18 [ Twitter Follower Comms.
with #18 14_|Teachers Advocacy
Merge with #18 17_|Employe of public administration (ministry. Advocacy

Audiences & Journeys




Audience segment Persona 1
Name
Age
Location
Occupation

Family or professional
Situation

Most used
websites/channels

Technology/devices
NGOs supported
Type(s) of NGO support
User story

Our immediate
objective(s)

Primary digital task

Tool / Tactic for
Primary task

Secondary digital task

Tool / Tactic for
Secondary task
Our Long term
objective(s)

Persona 2

Persona 3

Thomas T.

B

Age:
Location:
Occupation:
Situation:
Websites:

Technology:

Working as a CSR person or company owner want  good
reputation for his/her company and a special program
that fits to its company.

2

y

Magdalena R.

ernﬁard W.

Bregenz
Shop Area Manager

Divorced, 2 children

Russ Medla House, Orf.at, Radlo,
German and Swiss Media, Sky for
‘watching sports, social media

(Facebook, Linkedin), niche
magazines

iPhone, Laptop, Tablet, Smart TV

User story

ed working In retal at 16. He

R strategy. He

wants to communicate the sustainable effos

a supporter

d on regular

of

ment

Long term

Information

Fundraising

Digital Tasks

What

% ohr, Rotes Kreuz, Ronald Mc Ensure he subscribe to our
Donid oGl Rk ComHIA newsletter after his donation
Regular call o donate
Our objectives

Secure partnership

Immediate

engaged donor on a monthly basis.

Major donation:

Long teems Inteenational Council member.

pany

How

Easy sign-op
Email automation
(CRM)

Show what was
achieved; use of
BBS to also show

engagement

18



Age:
Location:
Occupation:

. Income:
Engaged Student Status:

Biography

= —t

Capacity

campaigning NN KPIs

ired from this segment across MENA
Volunteering

——; Atitudes SEssH .

PLANNING AHEAD -

Use Cases

Quick practice — 10 minutes

Create a very simple persona

B q A Beneficiary / Corporate L
Who Individual Donor Campaigner High Value Donor Beittenic 4 Ulsen Partner Event participant
Name & Age
Why are they on

the website

What we need
to get from
them now

What could be
the next step of
engagement




Audiences & Journeys

; Prioritise audience groups

User personas

'+ User centered mindset

!« Highlight challenges of call to actions
* Prepare good...

User journeys / Experience maps

Before creating a user journey: Mystery shopping

Test your personas on other sites
Allyp-nuna is: Website 1 : Website 2 : My website

URL

Homepage:
what | like

Homepage: what | don't like

Can | easily find Events

How do | feel about the
section

What would | improve

What could | "borrow™

20



Example of mystery shopping / benchmark

Charity 1 Charity 3 Charity 4
Page Donate now Donate Donate Donate Donate
! Monthly gift (defaul) single (default) . Sheiipontlyjlesse/ o pronhbj(defaut
Options 2 - Single or Monthly Mem / Payroll Giving / Option to make yearly
One time gift Monthly )
Corporate / Trusts Single
S ae None Monthly: £5 / £10 / £15 e £5/£15 / £25 / £50 EBYEO
Regular Donation plans Monthly or Yearly
£10/£20/ £50
Suggestgd ETTRELESS E10 /cf::irj £20 Single: £10 / £20 / £35 £5/£10/ £25 £5/£15 / £25 / £50 Other
Single Phone / Online / Post
Steps to donate b3 b X X X
on ol ioritised |00 |
Action plan... prioritise
[—" Saiich — Staff Impact on Impact on How
i s ndra nise
Action Category Objectives | Nour21 | ™ ™ Marie 32| 0 | Jean1 | "0 Difficulty Time/Effort Budget fundraising | Engagement brand ready are
| awareness | we?
Advocacy programme: information, petition, contact Content
Advocacy 0
Platform
Social media engagement programme 3rd party Advocacy
Content | Volunteering
Series of i
ries of podcasts Content Fundraising
3rd party yocaoy ;
Volunteering
T
ries of videos otk Fundraising
3rd party iochey.
Volunteering
Plan to optimise HI BE visibility on search engines Fundraising
(sc0) Jomert | advocacy 0
9P | yolunteering
Teacher programme Information
Content Events
Fundraising
(Webinar Content
Platform | All objectives 0
3rd party
iSport event (promotion, registration, P2P, future Content -
engagement) Platform Findealsirg
Events
3rd party
email marketing Content — 0
Platform -
informati j inandi =
formation on projects and financial transparency Conisit Fundralsu.ng -
Information
Lexac.y programme, will service, personalised P 5 09
meeting...

21



User journeys (example 1)

PERSONA Step 1
[Name] + [Age]

Act
what does the user do

React
how do we respond

Engage
how can we engage the user
for next steps

Ownership
who leads this phase

Opportunities / Notes

Step 2

Step 3

E THINKING

o
i
E
=]
=
173
o
&
a
(]

« Worried, feels lonely / isolated / anxious
+ Needs help: information, practical

+ Confused about jargon

* Lots of questions

Wants to be in control

Reassurance (not unusual situation)
Information

Practical advice, tips, how to
What's involved, pitfalls

What else do | need to know

Deliver user-friendly content

Step by step guide (page, email, pdf)
Signpost to other information/services
(bright beginnings, helpful guide...)
Capturing data - email journey from
individual (staff, volunteer...)

KEEPING ENGAGI GIVING BACK & SUPPORTING OTHERS

User journeys (example 2)

GETTING SUPPORT
GETTING
RESEARCH ORDER SUPPORT TAKE PART
AWARE INFORMATION FEEDBACK SHARING

Emboldened, encouraged, relieved
Isolated, lonely, worried, exhausted

= More informed and supported

Found a place

Emotional support

More practical support (financial)
Social media

Signposting our other support
Joining support group, campaign

Email: 2 weeks feedback - 3 months follow-up
Come back to the website

Promote social media (Q&A)

Online Community, Fledglings

Support group, campaign

Fundraising event

One-off donation

Pro-active email at key stages (e.g. school)

JOINING

DONATION VOLUNTEERING

Empowered, stronger, motivated
Tell her story
Sense of belonging

Case study

Become an ambassador

Join a forum/ local campaign
Lead a forum / local campaign
Peer support

Committed donation
Speak at founder events
Media spoke peaple

CHAMPION

e Etudiant Engag (Camise)




Audiences & Journeys

~

@

N ¥
,’,\_’I” .
b d

Prioritise audience groups

User personas

Tools & Technology

Map your Digital ecosystem

23



Map your Digital ecosystem

+ Technology platforms in place:
+ Website
+ CMS
+ CRM
+ Marketing Automation / Emailing tool
* Project Management / Collaboration
+ Donation Platform

* Document:

* Who's in charge

 Cost and who pays for it
 Supplier and end of contracts
+ Plan to change it?

Tip: Some info can be gathered in the questionnaire

Audit your performance

+ Analytics

* Scoring tools

» SEO (Search Engine Optimisation)
+ Accessibility

+ Cookies

* Mobile results

* Broken links

24



ChannelSite Product Managed by URL Satisfaction Contract ends

Wobsite CMS

Documentation link

Comment

Hosting

Email

Danation single

Donations DD

Payment gateway

Other payment

Other payment

Fundraising 3"

Fundraising 3"

Fundraising 3"

Fundraising 3

Events booking

Campaigning

Other services tools

Video

Google Grant

Google Paid

Other paid

Retargeting

Soclal media

Quick chat — 10 minutes

Discuss your key digital tools

Content Management Example:
System (CMS) Wordpress

Donation Platform iRaiser
Email marketing Mailchimp
CRM Salesforce

And share your details if you have similar challenges and needs

25



62 Overall
Summary for this website For everyone A Editors #° Designers <[> Developers
Good Action Difficulty
80 Quality @ Checkand fix broken links e
Quality of this website
@ Ensure privacy policy is GDPR compliant ssss

Great

Ensure removed pages are redirected to their new address

68 Marketing

Effectiveness of website marketing Specify alternative text for images inside links WCAG A 111 .o
Good
Review data collected and stored via forms
39 Accessibility

(e e i T Ensure links explain their purpose WCAG A 2.4.4 .o

Word Suggestions Occurrences
Poor -
lcriptions for relevant pages .o

© Likely spelling errors

[ s

breakthough

accessibly 1 lgrammar errors

include text WCAG A 131 oo
Insitute nstitutes 1

jg hard-to-read sentences .o

mportant

niversity universiy Univershy

nutured utured sutured natured 1

sepearately separately separa

signifcantly signficantly

.y focusing on existing medications that have have
already passed the rigorous drug approy

“This drug—Ambroxgl—]
BUGIERCIEGIIGEY  Review potential grammar errors

ell in preclinical
bt other conditions.”

Possible typo: you repeated a word

https://silktide.com,

Eﬁfocusinﬂon existing medications that have have already passed the!
View v rigorous drugj@ppmvnl process and shown promise in preclinical laboratory
studies for treating Parkinson's, LCT aims to significantly reduce the time and

Target ranking Deskiop ranking Mobile ranking
SCORE OVER TIME
st 16th 16th
100
75 "
s
— B e 2o 2  Rankings 12 Trends £ Competiors
3
e . .
Wha ranks highest for this keyword & Bxpon Search Q
Website What they rank for Strength
Level A © > Level AA © > Level AAR © > v g
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https://silktide.com/

£

PRIVACY SCORE
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Poor

Privacy (GDPR)

How compliant this website is with GDPR requirements.

PROGRESS TO COMPLIANCE

Consent progress

Audit progress

Security progress
——

Backlinks

34,836 Backlinks

BACKLINKS LINKING SI

SUMMARY MORE »
Link text
Pages linked 10

Backlinking pages

28,848

S

Locations @

Cookies

Unique cookies 10

Cookie

_cf ba

wuid

_GRECAPTCHA

VISITOR_INFO1_LIVE

AWSELBCORS
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I+

{

Geographic footprint

Identify where data from this website passes through, and the potential legal
implications. You can review and approve individual ‘hosts' of any data here.
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Test your website

Dear Bertie,

Thank you so much for your wonderful donation of £15.

« User journey (as persona)
J y P We just wanted to quickly email you to let you know your donation is winging its way over to us as you read this.

. . We're so grateful for your donation and we sat down to think of the best way to say thank you, but we realised we
* Make a donation on your website

couldn't really say it big enough!
» Landing page

So here's the biggest font we could fit onto this email:
¢ Form

S ANK YOU

Thank you email

. .
Test email With best wishes

William

William Watt
Customer Care Manager

Functionality / Suggested

Category

requirement Priority 1/10

G etti ng n ew to o I s 27 | Editer  Offline donations  Add offiine donations to a campaign to show in the totals 5

Widget on landing  Possibility to integrate donation widget (button, slider, goal

i Editor page meter) on any page of our website B
§ Accept donations in the following currencies: CAD, CHF, EUR,

29 Donor  Main currencies GEP. USD 10

30 Donor ’::ﬁgféz’: Accept donations in other currencies (please specify) 3
» Gather requirements (and prioritise) Donation ask )

3 Donor methods Ability to take Single and Regular donation by card 10

© Eor  EErtmelans [Dhc;n:::;: |Hn) memory (with additional information: name of 8
» Discovery sessions / demos Aternative donat

33 Donor ty(peersna fve donation Ability to give crypto or stock 1

.. . . Donation ask Ability to give regularly other than manthly annually or
4 D
+ Official tender process with scenarios 3 oMo frequency other frequency) 6
Possibility to change the amount depending on the source
15 Editor Donation amounts of traffic (e.g. higher for emails) not with a different form but 6

in one form. In other words, Al function or UTM to
determine amount
Ability to ask donor to cover transaction fee for some
campaign. L.e. this should not be a platform wide
36 Editor Transaction fees requirement. We might want forms that don‘t show 7
transaction fees, forms where it's optional to cover it, forms
where it is ticked by default
Option to have company match giving: showing donors copy

N Editer Match giving and what the amount will be once matched &
ET) Donior Complete donation  Possibility to prompt donor to complete transaction if not 3
Prompt completed during first visit
39 Donor Uplift gift Suggest to single gift donor to convert gift to regular 3
Ability to take payment by SEPA/IBAN, Card, Mabile,
o Admin  Payment methods 1 liance with Mastercard subscription .
4 Admin Payment gateway Support multiple payment gateways especially: 10

Stripe, Ingenico, Apple Pay, Google Pay, Paypal




New website

1 Positioning
11 Kick-off meeting and understanding the NGO NGO + Bertit
12 Heaitncheck Bertie
13 Benchmark Bartie
14 Digital culture (interviews | sunvey)

15 Define site goals and overal strategy

16 Requirements (design, features, integration)

[Wnat st management meshodsioy wil you

1
20375
804 804 |

NGO+
NGO +
NGO +
2 Procuremant
21 Website brief NGO+
22 Agency shontist NGO
23 Pitch NGO
24 Dus disgence NGO
25 Contract NGO
3
31 Confimation of sits objectives (services, fundraising, campaigning, volunteering sic.) NGO + agen|
32 Roles and respansibikties GO + agen,
33 inial tmetable Agancy
34 Plan interaciions, technalogies & funciionalilies GO + agen,
35 Choose content management system NGO + agen|
36 Roles and responsibilies KGO + agen|
4 Userexperience
41 Audience definition, user joumeys, personas. . NGO + agen|
42 information Architecture (1A) NGO + agen,
43 Wabsite structure and site map NGO + agan|
44 Wisiames Agency
45 Validats wireframes NGO
5 Creative and design
51 Overall look and feel
52 Mobile  tablet templates
53 Deskiop templates Days 1597
54 Standards review (usabily, accessibilty, eic.) Day rate including VAT £803
55 Basic layoul craation - (XHTMUCSS Cost ex vat £106,800
56 Validate design and templates. vat £21.360
&  Content preparation Total £128,160
61 iContent swt % of the budget (£150,000) -15%
62 Conlent production workshop: ips, actions, KP1s for each sections andior by aud

% of tumn over (last year) 9%

: f s e Last turn over £1,443760

B4 Gather digital assets (text, images videos, quotes, testimonials, interviews...) Other costs (optional) For future consideration: self evaluation
85 Draft contont based on IA and Site map

63 Distibute content production schedule for all sections andior by audience group

£22K (Inc VAT)
€6 Contact details

87 Copyights, tenms of use, privacy policy, cookies policy. NGO

68 Review content, Proofread, vaiidate SEO NGO + agency (or Bertie)

(X} Sign-off content NGO
7 Contentintegration (when applicatble)

71 Merge mockup and content Agency
12 Define headers (W1, h2. elc.) and paragraphs. Agency

€1324
£88.734
£17.747
£106,481
-29%

CRM

Salesforce NPSP
https://www.salesforce.org/products/nonprofit-

success-pack/

e 10 free licences...

* BUT you need a Salesforce partner for the setup
* €£100k-€150k

No Code

https://www.softr.io/

https://www.stackerhg.com/

MS Dynamics
Microsoft Cloud for Nonprofit (MC4N)

https://www.microsoft.com/en-gb/nonprofits/microsoft-

* Similar to a bespoke solution
but flexible and cheap

* Fairly new approach

* (Can be connected to Google
Spreadsheet

cloud-for-nonprofit

* You need a partner for the setup
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https://www.salesforce.org/products/nonprofit-success-pack/
https://www.microsoft.com/en-gb/nonprofits/microsoft-cloud-for-nonprofit
https://www.softr.io/
https://www.stackerhq.com/

Quick chat — 10 minutes

CRM
What CRM / Donor database do you have?
What are the benefits
What are the inconvenient
Tools & Technology

30



Data & Insights

Document your meetings
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Data & Insights

Document your meetings

KPIs or OKRs

Digital KPIs or OKRs

Key Performance Indicators (KPIs)
* performance metrics
* can apply to events, services, income...

* Measure the success

Objectives and Key Results (OKRs)

* Metric that outlines org and team "objectives” along with measurable
"key results" that define the achievement of each objective.

* The rising popularity of OKRs is mainly attributed to tech companies (like
Google) who have adopted this technique for their planning.
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Digital KPIs or OKRs

Examples of digital KPls Example of digital OKRs

* Donation / fundraising amount
* Objective: Increase digital knowledge

* Online volunteer sign-ups * Key results: attend masterclass, prepare a plan
digital transformation, create personas with teams

* Marketing spend per conversion . .
g sp P * Deliver a successful running event

* Increase participants from last year by 10%
* Setup Peer to Peer fundraising

* Click-through rates (CTRs) * Raise over €10k online

* Website traffic

* Social media followers by platform

Objective Key result 1 Key result 2 Key result 3 Key result4 Key result 5

= Gather >50 feedback from extenal Write a comprehensive brief, send it Produce new content or update o
e e a;d internal stakeholders to 3 agencies, appoint an agency 2 exisv;ng wn’;enlr £ R by e Ay
. . . .
Quick chat — 10 minutes (if we have time)
Create OKRs
. Explore new . .
S Increase traffic to . ; Produce a series Improve online Get more
el the website soccrlzlnr:;(:la of videos donations volunteers R E MR
Key result 1
Key result 2




Data & Insights

Document your meetings

KPIs or OKRs

Analytics dashboards

10612021 - 31 Dee 2021 -

Key stats for the whole website Honsty | 0
Sessions Jsers Page views
804,028 487,865 3.6M .
Denmark:

Session dura

03:09

Analytics trends

iian % New Sessions

59% 44 e

Dashboard collecte

Collects totale
2,585,640 € €

21,344

Lz Netherlands ferias Iy
Gemany s S Senzertend
Beigiom
e « P "
Au 21,292
Most viaited pages Seasions - France
. Gorgle Kt shonats s 63112 o Temaet 2,346,640 €
ras i 1+ @ @ o
o 252%
e Country Sessions ©
- - e Srwe  Kepwd  Compign  Sessons + Camarion O morn
ane [rr— e :
wan e wsn
o Gamany ez
i [ A
vsm ¢ >
Py —
N 744 35%
<
- -
Pt
Website users Booking page Confirmation page o
Users Users Users with purchase 86¢€ e
212056 = 61866 16,644 5 W
3318 No data Ry
% from booking page| 42K 0.5 « e
No data 8¢
60 2% 29 09%
V24K 720K A %ok 3ok
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Data & Insights

Document your meetings

KPIs or OKRs

Analytics dashboards

Upskilling programme

Areas of support: 4 modules covering internal setup and external engagement

1. The digital maturity of

How digital is understood and
best managed with limited time
and resources

4. Channels, tools
& tactics

What are the best channels and
tools to fundraising locally and
how to use them effectively

9,

Engagement
Fundraising

Collaboration

Networking

2. Audience definition
& campaign planning

How to identify key audience
groups, create user journeys,
and plan fundraising campaigns

3. Fundraising campaign
or event planning

How to measure results, improve
conversion and report internally
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Audience
Engagement

Content
Marketing
Fundraising

Core learning areas

Train others, receive on-going training, network

Level Description Reach & Ambition
All staff should have a basic awareness of digital 40%
- Digital channels and tools used by ::::::: Digital Awareness
- Key performance should be no different
Aware - Digital transformation, other plans to “health and safety”
- Who's who awareness
80% in 2022
Understand audience behaviour 20%
= Gather information
Contributors Work closely with Champions 20% in 2022
Review key stats and assess performance n
Prepare and publish engaging content 5%
Champions Analyse results and adapt tactics
Contribute to :::::: digital programme 25% in 2022
In charge of digital tools (management and 1%
strategy) i.e. Digital, CRM...
Experts 2% in 2022

Data & Insights

Document your meetings

KPIs or OKRs

Analytics dashboards

Upskilling programme

(Industry) benchmarks
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I Bracket by iew metrics
Lega‘;yo gacy Fundrai 2.0 | Digital Benchmark - Lneeme e e
Foresight .

[y Codn | | 1.
e s — e T
1485 || 157 100% 35 v .
1 Filied the form | et
[ o oo r— ’ o -

19 0.40% 77.58%

o |[ 2o ||| [ | =5 ]| =

Clcks 10wl servce

‘ Cowriosded POF
18.05% 0.06%

Channal Grouping -

Filte ha

e ¢

b B

[ o || e

 Pages i Legacy section.

— s o —— o e

1360 2021 - 31 Mar 2021 - Traffic sources - by charity sector
Filt harit: - [ - - = - - =

Charity Sector by overview metrics

- cowers

.
:M

A unique window into fundraising
performance across the world

Market KPI Com »n & Upgrade
Market Volumes «  Single Giving to Regular Giving Conversion
Income & Donors «  Regular Giving to Single Giving Cross sell

.

.
*  Market Share +  Regular Giving Upgrade/Downgrade

Acquisition ifetime Val

«  Average Monthly Income for Single Giving « LTVTrends

«  Average Monthly Income for Regular Giving + Trends by Channel

*  Average giftvalues + LTVValue Journey , ,

Regular Giving F2F recruitment trends

85,294,443
el p) 4, 526,276, 514

«  single Giving give again rates « Major Donor volumes
+ Regular Giving retention + Major Donor revenues
+  Retention by Channel - F2F, DRTV, Digital + Major Danar Journey
+ Retention by Age Band

https://adroitinsight.com/benchmarking-reg-interest/

filtered by performance

trends



https://adroitinsight.com/benchmarking-reg-interest/

Data & Insights

Document your meetings

KPIs or OKRs

Analytics dashboards

Upskilling programme

(Industry) benchmarks

Conferences and masterclass!

Final questions / Feedback

38



Masterclass spreadsheet

Templates https://bit.ly/BertieFAOO

« Digital Maturity overview

Bertie's template for FAOO a step-by-step approach to a digital culture % & <

« Interviews File Edit View Insert Format Data Tools Extensions Help Lastedil was 5 minutes ago

oA PO00% - £ % 000 123- Anal - 4 'E.Z'%i ¢ @A =T~
+  Staff questionnaire (simple) o) . My pereona i
A 8 c o
Full digital maturity questions ‘ My persona is:| Website 1 Website 2 Our website
Definition of Digital URL
Production Process Homepage:
: what I like
*+ Personas . Homepage: what | don't like
* Mystery Shopping . Can | easily find Events
« User journeys . How do | feel about the
section
Audit Digital Properties , What would | improve
Website plan What could | "borrow"

(]

OKRs

If you have more questions or if you need help

Bertle BOsrédon /bow-ray-don/
Based in Madrid (Spain) Mobile +44(0)7905 265 462
Email b@bertie.in

Office registered in the UK Website https://bertie.in

85 Great Portland street

First Floor
London W1W 7LT Linkedin linkedin.com/in/bertie
United Kingdom Twitter ~ @cafedumonde

Telegram https://t.me/bertieb

Bertie Digital Services ltd registered in England no. 07919880
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Organisations I’'ve worked with since 2012

Animals

Dogs Trust

League Against Cruel Sports
World Animal Protection

Children

Archie Foundation

Bliss

The Children’s Society
Children with Cancer UK
Place2Be

Save the Children Spain
Social Research Unit
Tommy's

Together for Short Lives
UNICEF Austria

UNICEF Romania

Disability

British Institute of Learning Disabilities
Contact

Humanity & Inclusion .be .ch .de .fr .lu .uk
National Paralympic Heritage Trust

QEF - Queen Elizabeth Foundation

RNIB

Scope

Elderly

Age UK

Rowcroft Hospice

Royal Star & Garter Homes
St Barnabas House
Thames Hospice Care

Environment

Argan Care

Eden Project

Environmental Investigation Agency
Greenpeace MENA

Practical Action

Royal Parks Foundation

Sustrans

Health

Alzheimer's Society

Blood Cancer UK

Breast Cancer Care/Now
Cure Parkinson's

CW+

Dementia UK
Haemophilia Society

JDRF

Lymphoma Action
Macmillan Cancer Support
Maggie’s

Mind | Local Minds

Music Support

North West Air Ambulance
Oxford Hospitals Charity
Pancreatic Cancer UK
Samaritans

Sight Research UK

Sue Ryder

Human rights

Amnesty International
Article 19

Dignity in Dying

Women for Women International UK

International

Ada Microfinance

Alternatives Humanitaires

Cherie Blair Foundation for Women
Disaster Emergency Committee
Handicap International Federation
Human Relief Foundation
Humanitarian Alternatives
International Committee of the Red Cross
International Tibet Network

Light for the World International
Reall

Sightsavers

UNICEF PFP International

UN World Food Programme

Membership

ACEVO

BOHS

Charity Retail Association
CharityComms

Chartered Society of Physiotherapy
Engineers without Borders UK

Institute of Corporate Responsibility
Institute of Food Science & Technology
Regent Street Association

Royal College of Physicians

Samec Trust

Sutherland Cranial College of Osteopathy
The Union

UCISA

UK Council for Psychotherapy

Military

Army Cadet Force Association
Blind Veterans UK

Combat Stress

Poppy Scotland

Religion & Spirituality

Bible Society UK

Christian Aid

Feba

Gompa Services

International Nepal Fellowship
Jesuits in Britain

Scripture Union

Tearfund

United Bible Societies

Social welfare
Brathay Trust
Cardinal Hume Centre
Changing Faces
PayPal Giving Funds
Red Kite Housing
Refuge

St John Ambulance
The Fire Fighters Charity
Willow Foundation
WCMT
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