Thriving in Chaos:
How BC SPCA Used Dataro Al and Innya w@m
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I’'m Chris, a fundraising

nerd who loves helping
nonprofits do more good
through their own data!

® Co-founded Dataro in Sydney Australia
o After 2.5 years in UK, I'm now living in San Francisco

® Best friend of 1x Mini Dachshund named Biggy
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I’m Danielle, a fundraiser

who is passionate about
connecting with the

everyday supporter.

e Started with the BC SPCA in 2014.

® | live in Vancouver, BC in Canada but am originally from the east
coast (New Brunswick).

¢ | have three cats — Jak, Pixel, and Call.
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Our mission is to set a new standard in charitable
fundraising, using Al (artificial intelligence) and Bl
(business intelligence) to ensure every nonprofit can
make a bigger impact in the world.

® Wﬂrkiﬂg with 300+ nonprofits in 26 countries
e Offices in US, UK and Australia

e (lobal team of Fundrais]ng experts
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Context: Fundraising today is harder
than ever

Global organizations that have seen a

YOY decrease in number of donors.



What is Dataro?

We're an Al-powered fundraising software platform that allows you to
unlock full value of your donor database and grow your giving with

campaigns that target the right donors, with the right asks, at the right time.

Challenge 1 Challenge 2 Challenge 3
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A quick poll
Who is already using Al

(predictive or generative) to

improve fundraising?



We still treat donors as segments, not individuals
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Groupms donors tngether on limited data leads
to misse glfts and poor donor retention



The impact is missed fundraising opportunities

@ I —

Prefers email outreach

More interested in dngs than cats

Variable ask amounts

Possibly an older donor

How can you make sure every donor gets the right campaign at the right time”?

@)



Precision targeting & personalization is possible with Al
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How it works

We connect with your key data systems (e.g. your CRM and

email platform). QOur integration options make the setup easy.
P g P P Y

Qur machine |earning models generate predictive scores for

every donor, every week, for all your key fundraising goals.

Your team uses Dataro to create precision-targeted audiences,
benchmark your performance, and streamline time-intensive

tasks like list building, reporting, and content/journey creation.
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Top 12 use cases to grow your fundraising with Al

@

1. Increase appeal revenue
2.Retain, upgrade and reactivate more RGs
3.Convert more regular givers
4.Get more mid-level donors
S.ldentify new major donors
6.ldentify new legacy prospects
7.Convert more non-donors into donors
8.Automate fundraising analytics
9.Talk to donors about the right topics
10.Benchmark vs your peers
11. Tailor content with generative Al

12. Streamlining segmentation
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Edinburgh Dog & Cat Home Grow RG with Al

EDCH has been rescuing and rehnming animals In

need for over 140 years. In 2024, we joined forces to B e e i g e e |

try to get more upgrades, reactivations & conversions.

WITHOUT

® 156 monthly donors opt-in to upgrade their
recurring gift value (37% conversion)
® 40 lapsed donors reactivate their recurring gifts

e 35 single—ghct donors convert to recurring giving

Q “We've been using Dataro fc}rjust over 6 months and are so fmpresssd with what it's her‘ped us to
achieve within individual giving. The list builder has allowed us to identify new opportunities and @
8

Pmspects who otherwise may not have been our radar...



An interview with Danielle...

daere + B SPCA
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y ' yo u Sta rt Animai Helpline: 18556227722 B EISEL &
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looking into Dataro’s

Al Fundraising tools + A loving giftinyourauil
. means a kinder future for
what are you hoplng animals!

LEARN MORE

to achieve?
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We saw strong results In ﬁ
your initial mail appeals -
can you walk us through

how you used Dataro in

these campaigns?

Example results
® 14.9% lift in # of gifts in Dataro segment
® Testing Dataro Ask Amounts

® Strong performance in lapsed segments




e

You've started using
Dataro in recurring giving
calling programs - how are
you planning to use
selections to grow RG?

Example results
® 4% Y1D increase in response rate for upgrade
c:a||ir1g,

e Simpler list selection process...

SPCA
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What are you planning next? We've
talked about legacies, major, mid -
how do you think you can include

Al into these program areas?

What do you think are the big

opportunities for other fundraisers

and nrganisations?
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A quick poll
Which part of your

fundraising program do
you think could benefit
the most from Al &

why?




Donor Interest Areas

® Personalized content recommendations FistName ¥ Gender W Age ¥ Country ¥ Pred. Cause Affinity ¥
for each donor based on prior engagement Johi Male 22 USA e
Thormas Male 46 USA MNuclear
@ A|-p0w&red segment recommendations |
Bryan Male 60 LUSA Food
for planned campaigns, based on content
Sadie Female 42 USA MNuclear

preferencez and propensity to respund
Mary Female 27 USA Forests



First Gift Modelling - Converting Non-Donors

® Donor conversion model identiFy

supporters most ready to become donors

® Each supporter’s recommended outreach
strategy considers their preFerred

channel, timeline, message, and more

Recommendation

Email
Donor Profile
79%
ii MﬂddlE o
.y Likely to reactivate
if ) Age: 33
P (Single) Gender: | Female
e Country: US
$252 Zip Code: 40206
T
H#Active Volunteer

w— 80%

Likely to give>$500




Smart Audiences & Actions

m Good Afternoon, Happy Fundraiser

o |dentity, filter and save the audiences

you need for better cam :Jaign results

Dharsadi ae tpusiisl

® Take action, like push to Facebook, push o
31,793 45,305
to Google, or push back to CRM

1,990
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Focus Group Discussion

Fast forward two years into the
future. What is the biggest challenge
you hope Al has solved for you?
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Book your Demo
here for 10% off
your first year

subscri ption

i

Dataro Demo with Chris

or email chris(@dataro.io

Connect with

Danielle

dsharp(dspca.bc.ca

www.linkedin.com/in/danielle

-sharp-25670a36



Thank You!

daare D(SPCA




