Speaker Information

* Anne Ibach
Director of Membership
503.293.1937 ~ aibach@opb.org

e Rachael Snow

* Associate Director of Membership Operations
503.293.4006 ~ rsnow@opb.org
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The OPB Strategy

Constantly
Evolve

Borrow and
Share Best
Practices

Look For
Opportunity

Member
Use Your Acquisition

Data and
Retention

Let Stuff Go




What changed?

Re-Envisioned
the Membership
Team

Changed our
Strategic Focus
and Culture



The OPB Team Before

 Jobs were channel and
task focused

e Strategy was not data
driven

* Member experience was
disjointed

On Air
Fundraising

Sustainer
Solicitation

Database
Management

Customer
Service

Mail and
Telemarketing
Files



The OPB Team After

 Jobs are focused on

Acquisition
strategy rather than S
channel or task
. . Data Driven,
* Everyone is responsible ol
for sustainer acquisition Sustainer
and COnVGFSIOn Operations Retention
. * Cohesive * Service
* Everyone works with data + Efficient + Cultivation

¢ Proactive e Renewal



Focus on Acquisition and Retention

e Focus on sustainers e Provide great service
e Make it cross channel e Clean up operations
e Use your air wisely e Automate and

e Test and retest streamline

e Communicate
proactively
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OPB Member Counts

Mar 2010 Mar 2011 Mar 2012 Mar 2013 Mar 2014 Mar 2015 Mar 2016 Mar 2017 Mar 2018



%0 OPB Overall Member Retention
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FY 2012 Revenue -- $11,723,161 FY 2018 Revenue - $19,682,828

General, General,
$800,666 Monthly Gifts, $1,758,123
Vehicles, $1,870,763
$1,117,213 Vehicles,
$2,080,325
Monthly Gifts,
Other, $6,866,762
$730,060

Other, $2,158,123

Radio Drives, .
$1,712,496 ' Mail,
$3,504,550
Radio Drives,
$1,645,207

. TV Drives, Mail, $3,498,378
S‘I'l\lgtz;r;v:le;,3 $1,675,910



Case Studies

* (Call Center as an Acquisition and Retention Partner
* You Manage on What you Measure
* Customer Service is Retention



Call Center as a Fundraising Partner

% of Sustainers on EFT Web vs. Call In

¥ Charge Card

BEFT

70%

60

50

40

30

20

X

10

xX

0%

X

xX

X

xX

Call In

2011

Web

Call In

2012

Web

Call In

2013

The percentage of members
making their sustaining gift
using their checking account
was much lower over the
phone than online.



Call Center as a Fundraising Partner

* Rewrote in-bound scripts to ask for EFT and sustainers
* Retrained on-site volunteers on the mechanics of taking
a call and the importance of sustaining membership

* Implemented a member lookup allowing the caller to
increase their monthly gift or update their payment

method



Call Center as a Fundraising Partner
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The Search for the Holy Grail

% of New Sustainers on EFT by Radio Drive

H Nope

B Holy Grail
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On air drives are the most
effective way to get new,
sustaining donors. The rate of
new sustainer acquisition
during drives was stagnant.



The Search for the Holy Grail

Revised on-air messaging to focus on new sustaining
members and explain the value of using a checking

account
Shared metrics across organization creating a shared
interest in increasing performance

Updated online giving forms and inbound calling scripts
to encourage monthly giving using a checking account



The Search for the Holy Grail
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Customer Service 1s Member Retention
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Average Time to First Customer Service Resnnnse

Sep
2016

Oct

Nov

Dec

Jan

As case volume and
complexity increased our
member center was no longer
able to keep up with the
caseload resulting in a poor
member experience.



Customer Service 1s Member Retention

* Increased visibility across organization to key metrics
* Qutsourced some sustainer customer service

* Got rid of voicemail to improve experience

* Added an additional FTE to improve service level

* Improved customer service scripts and resources

* Trained team on member acquisition and upgrades



Customer Service 1s Member Retention
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Questions?

* Anne Ibach
Director of Membership
503.293.1937 ~ aibach@opb.org

e Rachael Snow

* Associate Director of Membership Operations
503.293.4006 ~ rsnow@opb.org



