Module 1:

Database Marketing

Presenter: Kevin Whorton



A. Database marketing: goals & definition

e Right Message, Right Time, Right People
e Often we miss those key points

- DM metrics: what drives effectiveness
e 60% audience, 30% offer, 10% format
e Often surprising to people who anguish over single words

— Other impediments:
e Marketing (as a discipline) dominated by agency mindsets
e Branding is often an logo, image-driven thing
e Insufficient focus on message and tailoring by audience
e Our internal review process may be uneducated

e We unwittingly design materials in an over-expensive
manner

e Lack of tracking means less focus on results

e Insufficient formal/informal research means less alignment
with real need



Getting the Most of Your AMS

e Using Aptify to track members’ activities and interests,
the NJSCPA is able to easily identify members for
future involvement opportunities.
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Phase Il

e |ntegration with Aptify enables
automatic creation of

communities in Higher Logic
based on data from Aptify
(committees, events, etc.)
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“Looking Under the Hood:"” Data Exports

Actual database
structure

e Provided in
response to
request for data
dictionary and
glossary

e Many systems
are poorly
documented

e IT'sroleis to
maintain at a
reasonable cost

e Mission-critical,
just not best
environment for
data mining
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Why Data Mining/DB Marketing Is Critical

In many associations our programs are:

e Often ruled by perceptions
— Anecdotal evidence of success=0k
— Quality judged by design/copy, not audience, usage,
results
e Metrics are often flawed/insufficient

— Poor measures of share of market,
mind or wallet

— Sales tracking rates low
— Weak/no early warning systems

e Data mining addresses all of these

— ASAE recognized
“Data Driven Decision Making”
as one of the 7 Measures

What Remarkable Assoclations Do
That Others Don't




B. Defining your business model: statistics

e Essential: know where money comes from/drive value

— What is the source of member value?
e Need activity based costing within your system

— Typically we know facts such as ...
e $2.3 million revenue; 9 staff; $2.15 million expenses
e $150k contribution to reserves; 575 company members
e Avg. dues $1,800; 750 attended 2008 AM; avg. reg $595

— We could extrapolate: 45% dues, 19% registration

— But we don’t automatically know (needs some effort):
e How diversified are you really?
e What % of companies participate & do so regularly?

e What is the net margin of your primary activities
(membership, events, etc.)?

e What is a member worth (now and long-term value)?
e What is your penetration today and how has it changed?



Planning activities within the business model

— With some key figures, you can plan & project ROI for
meaningful marketing activities

— Conference example

e Major event requires 2 FTEs and 400k hard costs
e Exhibits/sponsorships of $200k, margin of $100k (18%)

— What are the marketing implications?

e Every new “butt in seat” might net $450 more ... ten more
might boost it by almost 5%!

e If 750 attendees come from 250 companies (200
members) you have:

— Potential membership conversion opportunities

— Gains from relationship building

— Potential gains through clever meeting location choices
— Opportunities for group pricing schemes, tie-ins

- Linking attendance gains to exhibit/sponsorship rates



Define what business you are in

e We just used finances to illustrate business model

But often this is living in the past: financial performance
is seen as a “lagging indicator”

Even usage reflects what we have trained our audiences
to expect and receive

Familiarity breeds respect: members say they prefer
what they're used to seeing us deliver

Needs assessments research often=program evaluations

e Try to employ a more strategic, future-oriented focus

Visioning: where do we want to be

How to reach out to new ‘untrained’ member/customers
Link to/align with focus

Don’t confuse this with ‘strategic planning’

e Ideally this process feeds a systematic marketing plan



B. Managing frequency of contact

e Benchmarking study of 70 nonprofits/associations.

— Average # of contacts/campaigns per year showed
programs were managing median of 20 efforts

— Associations far less likely to use TM, direct mail
acquisition, much more likely to use email

Efforts MEAN
DM acquisition 4.5
DM house file 9.6
DM other 5.8
TM active 1.0
TM lapsed 1.3
Email 13.1
Total 35.3

MEDIAN — These were often high-scale programs

3.4
7.9
2.1
0.4
0.4
6.0
20.1

Frequent changes to improve ROI;
constant tweaking.

Repetition is key to recognition.
Over-contacting reduces results.

Key operational question:
How much is enough?
Often we don’t do enough



Marketing programs: what is your target ROI?

e Benchmarking study of 137 associations.

— Membership programs

e Mean retention of 85%; median 2,600 total members
e Acquired 300 members past year

e Average dues revenue/member of $264, LTV of $2,200
— Membership acquisition performance

e Median 3.0 campaigns, 2.3% response rate, 1100 contacts

per campaign

e Median $50,000 membership marketing budget ($30k acq)
e Median $95 CPA; mail $2, sales $55 cost per contact

Sources of First Exposure
Word of mouth from others
Direct mail campaigns
Attendance at events
Advertising/publicity

Web site visits: search engines

Other venues/ sources

46.4%
10.5%
16.4%
5.2%
11.0%
10.5%

Recruitment Channels #1

Direct mail 19%
Electronic (email/Web) 21%
Direct/personal sales by staff ~ 17%
Recruitment by members 35%
Other methods 9%

#2
14%
32%
21%
22%
11%



C. Managing specific channels

e Most efficient method of targeted communication
— Supplements advertising, web: indirect communications
— Repository for knowledge for current users/customers
— Vehicle for introducing outside world—non-members,
customers, employees of members
e Best applications
— Personalized letters/forms, first-person dialogue
- Repetitive/frequent communication, sequencing
— Campaigns with measured effectiveness/tests & control
— “Push media:” drives to other channels (call/web)
e Key errors/weaknesses:
— Under personalization: postcards, ‘junk’ formats
— Forgetting that ‘less is more’
— Over-spending on inefficient production/design
— Artificially constraining the external audience’s size



Specific channel: telephone

o Effective, often most overlooked/underused method
— Very effective when managed systematically
— High cost per contact but low cost per acquisition/sale
— High-touch sales tool: ‘when we care, we call’
— Highly intrusive (can be a good thing)—cuts thru clutter

e Best applications
— Reinstating lapsed and slow-renewing members
— Late-cycle conference promotion to close the deal
— Quick polling to measure attitudes/real-time issues

e Key errors:
— Insufficient volume/frequency of use

— Using amateurs: volunteer ‘calling trees’” work well on a
high level for small numbers of people

— Passive scripting: trying to tone down the appeal
— Total outsourcing: inadequate screening/monitoring



Specific channel: web

e "Home"” for the association—central to image
— Repository for knowledge for current users/customers

— Vehicle for introducing outside world—non-members,
customers, employees of members

e Best applications
— Costless dissemination of information
— Discrimination by user class: filters/password areas

— Facilitating transactions: vehicle for registrations,
joining, profile updates

— Reciprocal links to other sites

e Key errors:
— Over-control of content/too-insular focus
— Poor/static content management/difficult updates
— Insufficiently engaging, poor overly sales focused



Specific channel: email

Most cost-effective targeted communication

— Supplement to mail when it can be used

— Easy design/administration

— Crowded field: commonly understood best practices

Best applications

— Customized content for a specific event

— Ability to test/modify in real time

— Easiest vehicle for response

— Natural integration with web: short & enticing
Key errors:

— Poor integration with mail, sometimes phone
— Overuse leads to high opt-out rates

- Insufficient audience management

- Insufficient personalization

— Institutional feel: over use of graphics



Specific channel: social media

e Key vehicle to connect people with little face to face
contact
- Not only the young, but also people in diverse locations
— Increasingly meeting the promise of distance learning,
e-newsletters

— Systematic adaptation of your methods to cut costs AND
increase value in key areas ...

education, communication, and now networking
e Best applications
- Encouraging SIGs, affinity groups through Facebook,
Linkedin, etc.
e Key errors:
— Trying to create/imprint your own over organic ones
— Forcing formality/control over self-forming communities



Combining channels: IMC

e Integrated marketing communications has been a
primary driver in commercial marketing past 25 years

— Don Schultz, Northwestern University/Kellogg School

— Disciplined, outcomes focused approach
e Allocating resources based on return per channel
e Modeling actual behavioral response: synergies/sequence

— Basically helping to make marketing more DM-like
e You develop a logic within your program
e Codify it into your normal marketing plan
e Contact sequences designed to raise awareness/close sales

e Example: broad based advertising, mail, teaser offers to
encourage email signup, e-marketing then telephone

And simple adjust level of effort and expenditures by
quality of prospect/member/customer

Not all are equal value, why spend identical levels of effort?



Effective measurement: developlng solid metrlcs
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— Metrics/targets
— Defined expectations




Defining/Managing/Creating to Metrics

Recent listserv discussion/illustration:
how do you project/track success?

Meetings oriented example
» Aggregate plans, traffic report, actual response data, and evaluations
> Provides audience size, known (tracked) response, inferred response

» Paint the entire picture: how many registrations do you expect; how
many do you attain?

What is your ROI overall and by channel?
How would/should this drive your budget size, allocation decisions?

Effort Audience Resp rate Regist. Gr. Rev. Cost

Mail I: Week 18 2,000 1.00% 20 $11,900 $3,000
Email I: Week 16 7,980 0.50% 40 $23,800 $100
Mail ll: Week 13 1,940 2.50% 49 $29,155 $3,000
Email Il: Week 10 8,000 0.50% 40 $23,800 $100
Email I1l: Week 7 8,000 0.50% 40 $29,000 $100
Overall: 27,920 NA 189 S117,655 $6,300




Key Areas of Inquiry

Member life cycle: join, engagement, attrition

Basic item/campaign profitabilty

Market testing/feasibility assessment

Campaign success measures/assessing channel impact
Cross-selling/conversion rates/indicators

Measuring member and customer value

Event analysis: frequency/stability of purchase/actions
Response modeling: linear regression/ANOVA

. Assessing price sensitivity/willingness to pay

10.Basic segment analysis: descriptive cross-tabulations

11.Audience cluster analysis:
psychographics/demographics

12.Exception reporting/early warning for defection

S A SO SO



- My Basic Approach

. Define goals: specific applications and lessons to
learn

. Assess data resources: current/past databases,
research report, new primary collection

. Download AMS data, reconfigure, transform,
clean, and load into SAS

. Begin running queries: share preliminary results

. Expand the discovery process into
spreadsheets, narrative reports

. Refine goals/identify new hypotheses

. Complement existing data with newly kg
collected, share with AMS

. Apply to marketing tests,
segmentation, personalization progress Sietegy

. Continue process in traditional cycle

[ ! .
# . Planning L__ ¢



Easy to use tool:

- SAS: Basic BI/Data-Mining Tool

Import data

RuUun Cross-
tabulations,
correlations

Data-step
programs to
merge data

Easy queries:

Customer,
member
analysis

$1600/year
software
license
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Effective offers/pricing: critical one of the "4 P’s”

e The ‘offer’ generally refers to how you describe and
price the product
- Example: membership (insert bundle here), 15-for-12
months, $149 (off $165 list price), act by October 31
e Variable offers

— Encourage trial and adoption, reward loyalty
— Incentives for early response: early bird or early renewal

e Price discrimination
— Economic term for the practice of pricing according to
ability/willingness to pay
e Think: scaled dues in trade associations
Student, new member, recent graduate pricing

Might mean “pricing on the fly” (temperature sensitive
Coke machines)

In associations, optional pay-in programs: voluntary
contributions to a PAC, special advocacy fund, participation
(personal & company) in fundraising programs



D. Marketing tactics: effective messaging

e Key points in your messaging

— Conversational language, conveying simplicity to
convince, complexity to address diverse needs

— First person voice, declarative statements ... good
writing often resembles good speaking

e “Made to Stick” principles
— Checklist/scorecard for successful ideas (messages)
— Is it simple?
— Is it unexpected?
— Is it concrete?
— Is it credible?
- Is it emotional?
- Does it tell a story?

e “If you say three things, you don’t say anything.”



Effective positioning: becoming understandable

e Take an objective approach to identify sources of
confusion; address these in your messaging

— ASAE Decision to Join study helps demonstrate

— Primary demand vs. secondary demand: how we feel
about associations affects decision to belong to yours

— Many people don’t know what an association is ...
some are ‘joiners’ and others are not

— Effective membership marketing requires explaining
what you get out of it, what you have to put in

e Not an uncommon problem
— Example previous page: large international charity
— Large donor base driven by emotional appeals

- “Project Catalog” sought to present program examples,
both fundraising & education

— In membership, mix of promotion & ‘user manuals’
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Example: Membership/donor marketing

— Key elements to convey value and overcome key
objections

— Create a simple vehicle to process transactions from
supporters

— Rarely a vehicle for raising awareness

Key marketing goals:

1. Convey desire to have an individual join

2. Articulate the value

3. Describe initiatives

4. Provide sufficient information for a decision (yes or no)

— Donor appeals are very similar to membership:
included examples that are better documented

- Examples of testing & general DM economics



Example: Association member marketing

e Professional association: short history of
existence

#1 slowly growing: reinstatement ¥ acquisition A\
#2 strong competition: ACA, state chapters

#3 low penetration: 6k members/80k universe

#4 dissatisfied with past creative: garish, no brand
#5 external: decent awareness: web, 3x/yr mail

#6 strategy: very concerned with growth, business
model

#7 sectors: strong with students, tougher with
practice

#8 future: expect product diversification, membership
needs new techniques



AMHCA Program Description

- Membership marketing program
e Splashy, joint publication-membership offer
- Replaced with combo 15-for-12, $15 discount
e All mail, no integration or e-acquisition
— 0.45% acquisition, 1.1% lapsed reinstatement
e Campaigh economics
- 30,000 to 45,000 pieces, $0.52 cost per contact
- Drawn from rented/downloaded state licensure lists
— Nonprofit Standard postage, licensure (free) lists
e Kept ongoing creative minimal
— Initial tests inconclusive
- Limited leeway on changing offers
- Temptation to “change it up” periodically
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For many of us the servicsa of the AMHCA natwork reflect
3 combination of naticnal servicas and statelevel banefits.

We also offer jont state chepter duss at s discount of 20%

before for the folowing states.

H you wizh to join both todsy, please indicate the sppropnate

amount o the sttachad form.

Arkensas:.

Please also indicate if you want to learn more about

other services of AMHCA:
) Amnual Confarences
[} Professional Adwecacy Programs
I} Professiond Liaklity Insuranocs
[} Othar Services [please specifyl

AMHCA Membership Categories

PR e e ) s b s

Bt e e o

-

An Urgent Message for Meatal Meaith Coumaton

hinhecin Connsalinn

@ Doy le Tk W Pwe

L et Tl S
w4 e

L e e e
wow s ot 00 Aamend Covdororna - VA0 ey
ooy o Sl o 5 Lown NS et el e e
St \aasew

@ G e Ptrmn vt Dt gment

AL Ve Adve s te a i e s e
L L L b TR
pretee mherves, wed messn s ol gt wee
1010 A vwl o f Whaate! M Conn smbing swm |
Prov ot e et g o Ay
whgrest bure gt resemed et shebee
ol mnmanbrg prvcace

T8y o worm b an maserna bt o i o
foent 71 ooetrmny aheartons madiy o o Srmagh
AN Jaron Lawrng s o aach yordly et
T8 AVIICA g b w8 o0l s e
boly by g cumam e gvem i CF cwdes then
o il or e o % B0 cdie sah pre
T L T T T Cpe———— -
D

-

comments from cur members:

1 fove what you do for me and

the communications you send to

me. Your organizston became the
foundston of our state s ficensing the
Profassionsf Counselor.”

Pleome detachhere and mail

"AMHCA does an outstanding job
mpresenting the intarests of mental
hesith counsebrs. *

"AMHCA has slwsys been extremely
respansive and hepful to any
questions, concerns, or needs

1 have expressed.”

“You folks are posctive and very
engsged n furthering the profession.
A& AMUCA cobarship provides
mansy "

+ the fobbying snd
\gontep of
fassion in

whst we have
inais and AMHCA
oortive.”

Marstmrstip haquiry | amn Amaerican Montal Hoalth Counselors Assoclation

T e

What Our Members Say About Us

Don'tjust take our word regarding the quality of cur
serios to the community. Hers are just a faw of the

"When | moved from community ments! hesith to
private | wondared wherefhow | would connect with
colasgues. Then | found you. The wonderful thing is that
you target mental heaith issues directly ”
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AMHCA is a community of more than 5,500

mental health counselors. You and your
colleagues make an important impact on the
lives of Americans, and AMHCA strives to make
a difference for you in your profession.

AMHCA Membership Invitation

iJ Yes, | accept your invitation to join an AMHCA member today!

Special Membership Offer: 15 Months for the Price of 12 1 AMHCA Code of Ethics
font L | cortdy £t | hawe mot ] e crens for mmy memibersh cotogary
L3 Chiscut A % ‘}3‘?" | plodign tu wphold and atede ty AMHCAY Code of Ethen
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2- Please peovide yoor updeted mbormation helow:

: T special. offer f you ack by Apel B

Cara L Chinchar, LOMHC i —
65 Howard Street CeySamelp
Burlington, VT 05401.4818 VY Eonslodbess
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Make the Most of Your Tools

Case studies:

e PPAI: Data cubes quantify value
of membership each renewal cycle

— Numeric benefits, FedEx, other
affinity programs

e TMA: Years of effective use of
in-house network’s MS SQL

— Drives county level education
& membership development

e NDIA: Using BI/AMS/e-marketing
— Doubled revenue/membership

The Mark of a Professional.

TexasMedical
AssoCciation

Physicians Caring for Texans

NDIN

National Defense Industrial Association




