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» We are a specialistinformation systems consultancy

* We only work with charities, associations, trusts and
othersin the not-for-profit sector

* We are completely suppller -independent

e Our consultants have heId senior positionsina broad
range of different organisations

e QOuradviceand guidanceis based on practlcal
experience gained over many years
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Digital, Data & Technology Strategies

Supplier & Solution Selection
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Risk, Compliance, Data Protection & Security

Reviews & Health Checks
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Interim Technical Leadership
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Change & Organisational Development

Business Processes & System Requirements

Programme & Project Management

Governance & Business Cases




Our Mission

Our Mission Our Purpose

We empower organisations to deliver From our minds to your minds — our team of

transformational impact through more experienced, independent consultants work with you

effective use of technology and ways of to transfer their knowledge, share their expertise,
working and develop your organisational capability
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Digital — who are we
thinking about?
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Supporter Persona

Initial contact —
through searchingfor
keywords and

Through the website,
creates a tribute fund
(usingMuchLoved)

Debbie receives initial
acknowledgement
and thanks for setting

Debbie receives
regular email updates
on donations to the

Who: Debbie, age 34, Bristol, 2 °°RL"§:§;"G
young children, environmentally
aware, active on Facebook and Debbie shares the

Instagram online tribute fund
g with her 134 friends
on Facebook

up the tribute fund fund

Debbie receives regular
emailupdatesinviting
herto participate in the
latest campaigning and
fundraisingactivities

Why: Lost grandmother to ... Debbie’s friends
SharonandlJulie

contribute to the

What they want from CHARITY X: tribute fund
To help remember her grandmother,
get involved in campaigns, and to
support the cause through e Debbie shares the
DRI HESIIEES online campaign Debbie participates Debbie participates

donations and other fundraising SharonandJulie e P oa e infirstonline

.y rticipateinth
opportunities. patiopaiein e

. . friends on campaign campaign
online campaign

Facebook

Email marketing En(ggaggpgal\il;t]\i/\:;r)ks Social Media Much Loved CRM

What might a generic charity ‘customer journey’
look like?



Who are your audiences, and what
do they expect from you?

Organisalions e.g. Youlh
Music, Awords for Young
Musicions, Mayors Fund,
Pro Corda, OrchestrasdAll,

. ¥ O vtk 0‘ \ What do they want?
Music Education n esiro, : /
/ & e London Music Maslers, . Tailored stewardship thatshows .
p . enodelti Foundat * A g
/ N via ACE) supporlperi PRORN Eovieten . \ gratitude for their support & lets Audience
/ e loaching locol & NYOs 23 \ Donors
a ocgnly snsembles Scolland, Py them know how itcontributes
l I Wales, N| -
L] NCO Y

/ . _ : .

Junior Conservaloires National -
’ (DFE Music & Donce ="

Schemo funded) Youth NYMOs (ACE & DFE -
S;?:x:"dé:.m:t Orchestra of Nofionol Lottery

Trinity, RAM, RCM

2 funds) NYC, NYEE, Activities &
P Great Britain NCO,NYJC, BYMT, )
- Music for Youth NYO experiences
L] .
5 Audience e.g..conC(.arts,
\ " CATs-Contros for Young residentials,
Advanced Training Pro Orchestra YOz ici i
\ “ (DFEMDS funded) Holle, CBSO, Britlen S, & / musicians & leammg
\ A Soge Galeshead, Chineke! Borbicon's & What do they want?
South Wesl, Amaleuryoulhlocol London, LSO Academy, L 4 /
\ .. Aldeburgh, CYM ensombles, nalionol ¢

Proms Youth Ensemble
NYSO, NYWO, Noi

Schools Symphony,
DUET, weekend music
schools

o families A
Help to applyand participate,
engage & continue their

involvement once analumni ‘ .
Audience
N Interested teenagers
Audience
Education, arts,
- culture

7 .

Allt o %

|

- g, SO What do they want?

ing - grade 6+ "

instruments, all " .' NYO to hel o] addto what they

insh tal . * onq >

g L TR offer, opportunities to ‘signpost’

~

— -

their young people to NYO

What do they want?
To be enthused, inspired,
connected, educated




Customer Experience



Supporter Persona

Who: Debbie, age 34, Bristol, 2
young children, environmentally
aware, active on Facebook and
Instagram

Why: Lost grandmother to ...
What they want from CHARITY X:

To help remember her grandmother,
get involved in campaigns, and to

Initial contact—
through searchingfor
keywords and
comingto the
website

Through the website,
creates a tribute fund
(usingMuchLoved)

Debbie receives initial
acknowledgement
and thanks forsetting
up the tribute fund

Debbie shares the
online tribute fund
with her 134 friends
on Facebook

Debbie’s friends

SharonandJulie

contribute to the
tribute fund

Debbie receives
regular email updates
on donations to the
fund

Debbie receives regular
emailupdatesinviting
herto participate in the
latest campaigning and
fundraisingactivities

support the cause through Debbie shares the

donations and other fundraising

Debbie’s friends
SharonandJulie
participateinthe
online campaign

Debbie participates

online campaign
with her 136 in second online in firstonline
friends on campaign campaign
Facebook

Debbie participates

opportunities.

Email marketing En(ggaggpgal\il;t]\i/\:;r)ks Social Media Much Loved CRM

What do we notice here?
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Determine your digital architecture

What technology and data do you need and how should everything integrate?

o~
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But when, how and for who was this stuff built?

Digital Products
“Front End”

Channel A
Content
Channel B
Content
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R WL T TR
Digital tools — all modern

and sleek and trendy. Built
using modern approaches
with the customer in mind
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The National Youth Orchestra (NKYO)

Mission: Activating teenagers’ confidence
optimism, and skills through playing ane
sharing orchestral music.

Growth: Deeper social purpose, increasec NG
reach. More beneficiaries and mor Vit
driving the need for more, and more
sustainable, income.



Digital transformation
objective:

Scaling up efficiently and
building organisational
resilience whilst enabling
exceptional supporter and
beneficiary experiences



Five years ago...

_ ':*4.
« New CRM system! But not opera?tiOhaIIy
ready ” o

¥
* Outdated, failing basic IT infrastruc
(and culture of negativity)

« Direct Mall fundraising just kiclﬁn%&;ff r

sacks of cheques arriving dally
* Proliferating spreadsheets!




NYO’s Digital Transformation Journey

Essential Corporate Remote CRM and digital Lift Off!
infrastructure Systems working tools interfaces '




» New IT support provider

~Migration to Office 365,
SharePoint

- New hardware

\\\\\W




Stage 2: Corporate Systems E

* Cloud accounting (Xero) 4
- Digital invoice approval 1

(ApprovalMax) 1
« HR Management (BreatheHR)' = ¢~
* Recruitment (JotForm)

(meanwhile battling on with the CRM
system)




Stage 3: Lockdown! ®
Remote working tools dh

« Zoom — also for service delivery
« Slack

(meanwhile battling on with the
CRM system)




Strategic Review

Step change in stakeholder engagement
could only be delivered with a
substantial tech upgrade: integrated
CRM, web, digital marketing tools

Digital thinking significantly developed
during lockdown — that was all we ha

Commissioned Adapta
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Stage 4: CRM and stakeholder
Interfaces

(L

Salesforce CRM — constituent
management, fundraising,
programme management

Experience Cloud — musician portal

Marketing Cloud — email marketing
suite

W ebsite



Stage 5: Lift Off
Hptwit

journeys; segmentation . '
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Digital marketing — ‘;}? orf

Digital fundraising

mpact data

\}_ :
Service delivery
Al...



Reflections

that can get in the way of
focusing on stakeholder needs?

Foundational work is vital

Don’t try to do everything at once.




Reflections

Build allies and champions;
sometimes ideas need to be
drip-fed

Research. Dive into the app
marketplaces

Make the most of non-profit
pricing!
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