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Using Cutting-Edge 
Technology to Curate Moving 
Omnichannel Experiences
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Humans Want to
Be Known
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Humans 
Like Helping 
Humans
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Focus on the Data

•Attitudinal

• Transactional

•Behavioral

•Demographic
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AI is Exploding
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Dynamic Content 
Optimization (DCO)
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Dynamic Content
Optimization

Makes hyper-personalized
ads a reality:

• Creative assembly automation

• Dynamic delivery

• Smart Server AI with constant 
optimization
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Data Informed Activation

• DCO tool sits 
between creative 
development and 
channel activation
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Creative Automation Dynamic Ad Assembly
• Builds permutations of various ad components (headlines, buttons, images, body copy) 
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Creative Automation Dynamic Video Assembly
• Builds permutations of various spot components (footage, music, on screen graphics) 
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Dynamic Delivery 

• Utilize audience segments and sub-segments to deliver 
customized creative:
• Prospect vs. Existing donor

• One-time vs. Monthly donor
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Dynamic Delivery 

• Utilize DSP data to deliver customized creative:
• Pixel data such as web pages visited

• Location data which would be useful for nonprofits with local 
programs or presence 

• Weather data which is useful if weather is a driver of donations

• Date and time data which can be used for match countdowns
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Dynamic Delivery Examples

Prospect visits 
Heart Health 
webpage

Prospect visits 
Stroke Symptoms 
webpage

User in Tampa sees… User in Los Angeles sees…
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Optimization
• A/B testing
• Smart Server AI tool will test and optimize to deliver best performing ad set per audience 
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The Digital Press

• Capable of 1:1 communication

• Fueled by data

• Automates workflow

• Streamlines production touchpoints

• Accelerates time-to-mailbox
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A Tale of
Two Donors

Malinda Stewart
• 26 years old
• Hershey, Pennsylvania
• Veterinarian
• Plays frisbee 
• Volunteers at nursing home

Austin Tate
• 50 years old
• Phoenix, Arizona
• Married
• Engineer
• Two boys in college
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A Tale of
Two Donors

Malinda Stewart
• 26 years old
• Hershey, Pennsylvania
• Veterinarian
• Plays frisbee 
• Volunteers at nursing home
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1.  Name & Address 
2.  Envelope photo
3.  Letter Photo
4.  Story

1 2

3

4

Personalization
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A Tale of
Two Donors

Austin Tate
• 50 years old
• Phoenix, Arizona
• Married
• Engineer
• Two boys in college
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1.  Name & Address 
2.  Envelope photo
3.  Letter Photo
4.  Story

1 2

3

4

Personalization
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W+D BB1000
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W+D BB1000



22

Personalized journeys raise more revenue

“Companies that excel at personalization generate 40% more revenue 
from those activities than average players. Players who are leaders in 
personalization achieve outcomes by tailoring offerings and outreach to 
the right individual, at the right moment, with the right experiences.” 

Research from McKinsey & Company in
“The value of getting personalization right –or wrong – is multiplying,”
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Questions?
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THANK YOU
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