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Discussions

- One-on-one calls: https://calendly.com/irfan-bashir-shah 

- Give India 100 Heroes

- Supporting Toolkits from Daan Utsav and GivingTuesday

- Attendance and fee installment comms

https://calendly.com/irfan-bashir-shah


Give’s 100 Heroes Campaign
- Form to onboard on Give’s platform: https://bit.ly/NGORF 

- 15 Lakh for 1st placed NGO

- Top 100 NGOs get matching rewards

- Weekly matching rewards also besides matching rewards for top 100

- Time Frame: 2nd October to 24th November

- Have minimum 15 supporters to be eligible

- They will share T&Cs document

- Daan Utsav Carnival (October 2nd to October 8th): 15% booster match every day for top 5 NGOs (this is in additional to central 
rewarding scheme for top 100 NGO)

- Need to fill a form to get an Relationship Manager assigned: https://forms.gle/WXXuwHpy2jQtb4wg7   

(enter registered name of NGO as is marked on Give's website)

- Contact hrishi@give.do for onboarding queries

- Give will also provide a communication kit

- Matching donations will be for existing fundraisers as well, but only donations during the Hundred Heroes window will be counted.

https://bit.ly/NGORF
https://forms.gle/WXXuwHpy2jQtb4wg7
mailto:hrishi@give.do
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Topics Covered

- Intro to CRM 

- Building linear donor journeys 

- Creating branched donor journeys 

- Segmenting donor journeys 

- Executing donor journeys 

- Building flexibility into donor journeys



What’s a CRM?

A Customer Relationship Management (CRM) system is a technology used to 
manage an organisation’s interactions and relationships with current and potential 
donors. It uses data analysis about a donor's history with an organisation to 
improve donor relationships, specifically focusing on retention and ultimately 
driving donation volumes.

Main Functions:
Data Management
Interaction Tracking
Lead Management
Sales Automation
Analytics and Reporting
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Building Branched Donor Journeys:



Branched Donor Journeys: Automation

Creating an automated email journey involves setting up a series of emails that 
are sent out based on specified triggers, actions, conditions, and filters. The goal 
is to engage customers at various touchpoints in their customer journey, with 
relevant content at the right time.

It’s dynamic as the next email they see depends on their level of 
engagement with your campaign.



Branched Donor Journeys: Key Elements
 Entry Points (Triggers):

● Sign-up or Registration: When a user signs up for an account, newsletter, or service.
● Purchase: When a user makes a purchase.
● Website Behavior: Visiting specific pages, spending a certain amount of time on the site, etc.
● Event Attendance: Registering for or attending a webinar, workshop, etc.
● Date-based: Birthdays, anniversaries, or other significant dates.
● Segmentation: Entering a specific segment like "high-value customers" or "inactive users."

 Rules:
● Segmentation: Grouping users based on behavior, demographics, purchase history, etc.
● Engagement Level: Sending different emails based on how engaged a user is (e.g., open rates, click-through rates).
● Frequency Capping: Limiting the number of emails a user receives in a given timeframe.
● Exits: Conditions under which a user is removed from a journey (e.g., after making a purchase in a lead-nurturing journey).

 Actions:
● Send Email: The primary action in an email journey.
● Wait: Pausing the journey for a set period or until a specific condition is met.
● Conditional Split: Sending users down different paths based on behavior, engagement, or other criteria.
● Update Contact Data: Modifying user data based on journey interactions (e.g., updating a lead score).
● Add to List/Remove from List: Changing the user's list or segment based on journey interactions.

 Content Personalization:
● Dynamic Content: Content that changes based on the recipient's data or behavior.
● Product Recommendations: Based on browsing or purchase history.
● Location-based Offers: Tailoring offers based on the user's location.

 Feedback Loops:
● Open Rates: Monitoring how many recipients open the email.
● Click-through Rates (CTR): Monitoring how many recipients click on links within the email.
● Conversion Rates: Monitoring actions taken after clicking, such as making a purchase or signing up.
● Unsubscribe Rates: Monitoring how many recipients opt out of receiving further emails.

 Exit Points:
● Goal Completion: The user completes the desired action (e.g., making a purchase).
● End of Journey: The user has received all emails in the journey.
● Opt-out: The user unsubscribes from emails.

 Post-Journey Actions:
● Re-engagement: Targeting users who completed a journey but didn't convert.
● Feedback Surveys: Asking users for feedback on their journey experience.
● Cross-sell/Upsell: Promoting other products or services



Branched Donor Journeys: Key Elements

Let’s build one from scratch…



Segmenting Donor Journeys:

- Regular donors (broadcast groups, linear email journeys)

- Potential recurring donors (broadcast groups, automated journeys)

- Recurring donors (Glific journeys, automated journeys, call)

- Abroad donors (automated donor journeys)

- HNIs (DM, automated and personalized journeys, calls)

- UHNIs (relationship manager, calls, DMs, personalized emails, video calls)

- Institutional donors (need-basis email updates, newsletters, video calls, DMs)



Executing Donor Journeys: Major Tools

1. Sendy
> Great for starters and linear (manual) email journeys
> Cheapest tool on the market

2. Mailchimp
> Great for building automated email journeys
> Pocket friendly
> Free tier available

3. HubSpot
> More complex automations and analytics
> Suitable for medium sized NGOs with donor database in excess of 10,000
> Free tier available

4. Salesforce Marketing Cloud
> Long learning curve; AI support; all sorts of automations and donor insights
> Suitable for enterprise level NGOs with donors 50k+ donors and large sales and marketing teams
> Extremely expensive

5.  Freshsales
> Great for startups due to their startup program
> At par with Salesforce Marketing Cloud
> Very pocket friendly via the startup program



Content types
1. Welcome emails
2. Thank you emails
3. Reactivation emails
4. Impact reports
5. Monthly/Quarterly/Annual reports
6. Newsletters
7. Milestone updates
8. Program updates
9. Referral emails

10. Donation requests
11. Recurring donation appeals
12. P2P participation request
13. Beneficiary messages
14. Current events for participation
15. Survey
16. Feedback
17. Felicitation
18. Engagement appeal
19. Decision table forum
20. Follow Ups
21. Vision/mission statement
22. Shoutouts
23. Beneficiary report
24. Inspiring stories
25. Tax deductions
26. Receipts
27. Volunteering invitation
28. Site visit or event invites
29. Occasion emails
30. Birthday wishes



Building Flexibility in Donor Journeys

- Higher the ticket size more the customization
- Automation till conversion into recurring donor
- It’s okay to breakout of the journey
- More emails = more actions
- Either work on conversion rate or scale
- The best journeys are omnichannel
- Retargeting works 
- Timing is more important than the journey



Next Masterclass:

Effective Retail Fundraising Strategies



Website: bsif.codeblue.io
Email: bsif@bhumi.ngo
Contact: +91 9070012536




