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D ldentify strategic
segments of the audience

2 Understand audience
motivations and
“adjectives”

3 Guided strategic
positioning of the brand
and organization

D Inform development of
resonant programs




“Market segmentation is a
natural result of the vast
differences among people.”

-Donald Norman

(The Design Lab, author of The Design of Everyday
Things, advocate of user-centered design)



Volunteers Faith

Donors Civic Aware

C.o.rporate Corporate Unaware
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How can Rise Against Hunger better

connect and engage Audience Segments—
* | by and across channels?

Customize

segmentation to

ensure it-will work
wfor the organization

9 Listen

D Empathize
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® Apply corporate market
~ research best practices to
™ the strategic efforts of a

- nonprofit organization

‘6.] For-Profit Organizations

&7@ Nonprofit Organizations



How We Did It
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Collaborative

S Listening

9 Flexibility / Adaptation
> Generate Buy-In

> Enhance Partnership
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Customized Segmentation Survey

Personal profiling (demographics, psychographics)
Charitable behaviors and motivations ® o 6 o o

Sustainable communities and ending hunger

Awareness and engagement with organizations o © 06 o o
Rise Against Hunger experiences and feedback K M ©M 4 A

“This is possible.” campaign assessment

Marketing and media preferences n=400 Rise Against Hunger Contacts
n=600 Prospects

20 Minute Survey






Rise Against Hunger Segments

Faith
Driven

Inspired

@ Influenced
l Active

Budget -y~
Conscious ¢/



Impact
Inspired

Faith 52
Civic 41
Education 4
Corporate 3

Faith
Driven

Focus
Devoted

Channel Relevance Indices

Faith 59
Civic 35
Corporate 4
Education 2

Faith 53
Civic 39
Education 4
Corporate 4

Budget
Conscious

Civic 35
Corporate 32
Faith 27
Education 6



How Rise Against Hunger is Using the Insights Now



Internal Absorption

Internal Learning Typing Tool Applying Segmentation
Discussions Database Optimization Perspective to the Marketing
Strategizing Automation Platform



Other Ways Rise Against Hunger Incorporates
Insights into Their Business Practice

Brand
Purpose

<

Integrated
Marketing

</>
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Build The Drive
Movement Engagement
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What opportunities stand out?

What could we have done differently?
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Thank You!

For additional questions pay us a visit at booth 505!

Presenter: Andrew Willard
Partner, W5

Email: AWillard@WS5insight.com
Office: (919) 932-1117
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