2019 Teradata Data Challenge
Finalist Presentations

Session 2

TEAM D6-D10

Susan Baskin — Teradata
Jason Dozier — Hire Heroes USA

UNIVERSE

DENVER 2019

teradata




Format for Session

* Hire Heroes USA Overview

* Finalist Presentations (Team D6-D10)

* Wrap Up

2 ©2019 Teradata
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Data Challenge Finalists Session 2

* D6- Cornell College

*D7- UC San Diego

* D8- Western New England University

* D9- NIDA Business School Thailand TEAM 2
* D10- Washington Univ. St. Louis TEAM 2

3 ©2019 Teradata
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Hire Heroes USA overview

Jason Dozier
Director of Program Operations

UNIVERSE

DENVER 2019

teradata
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* ek ke

l-"-l HIRE HEROES USA

Empowers U.S. military members, veterans and their spouses to succeed in the
workforce through transition workshops, personalized career coaching and employment
preparation counseling at NO COST.

Mission: TRANSFORMING MILITARY SERVICE INTO CIVILIAN SUCCESS

Hire Heroes USA provided the student teams with:

 Variety of data sets from multiple technologies
» Business questions for teams to address

Over 30 Submissions from AROUND THE GLOBE!
All reviewed by HH USA and Selection Committee

©2019 Teradata . ——_ DENVER 2019
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E_Cmgﬂ Cornell College

Predicting HHUSA Clients Likely to be
Hired Utilizing Demographic Profile

Xinyi Li, Yuzhe Zheng
Professor Cindy Bradley

October, 2019

UNIVERSE

DENVER 2019
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500,000 _ 16,000 HMTED

& CAPACITY

UNEMPLOYED ANNUAL CLIENTS TRANSITION

VETERANS SPECIALISTS
BUSINESS

Increase capacity to serve clients while minimizing the
G O A |_ number of required transition specialists

ANALYTICS | j4jjize demographic profile to identify clients likely

(3O A tobe hired

8 ©2019 Teradata . ——_ DENVER 2019



2007

2008

REGISTRATION DATE
OCTOBER 2017 — OCTOBER 2018

19,181

FINAL TRAINING SET:

VETERAN CLIENTS

2009

2010 2011

2012

2013

2014

2015

2016

2017

2018

2019
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3%

CONFIRMED HIRE

4,643 IN TRAINING SET
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DEMOGRAPHIC VARIABLES
CURRENTLY COLLECTED & AVAILABLE

Dimension Reduction

Completed Based on Analysis Of:

Completeness
Predictability Power
Aggregation of Categories

11 ©2019 Teradata

l-uﬂluux HERDES USA

For more than 10 years, our team has excelled at one thing above all others - driving the
success of veterans and military families in civilian careers

Registration

REGISTER NOW
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MALE CLIENTS HIRED AT A HIGHER RATE

L]

|I| 32.9%
o

? 24.7%

EEEEEEEEEE




LEVEL OF DISABILITY IS A DIFFERENTIATOR OF

HIRE RATE
Disabled
Partially
100 %

Unknown 'sJe

EEEEEEEEEE



HOW CLIENTS ARE SOURCED IS A
DIFFERENTIATOR OF HIRE RATE

Online

. 26.3%
Registrant
Viorishep 25.9%
Participant
Onward To 20.2%
Opportunity

id — 0.0%

EEEEEEEEEE



MODELING APPROACH

SOFTWARE | R (R STUDIO), XLMINER

MODELS | KNN, CART, LOGISTIC REGRESSION, DISCRIMINANT
EVALUATED = ANALYSIS, NEURAL NETWORKS

TECHNIQUES | FORWARD & BACKWARD STEPWISE SELECTION

VARIABLES = CLEARANCE LEVEL, DESIRED EARNING TYPE, DESIRED
evaluaTEDe | STATE, EDUCATION LEVEL, EMPLOYMENT STATUS, HEARD
ELIMINATED ' ABOUT, RELOCATE, SERVICE BRANCH

VARIABLES
usepinmone. | DISABILITY STATUS, GENDER, TYPE OF ENTRY

MODEL

SPECIFICATIONS | -5 CUTOFF | 60/40 TEST/VALIDATION SPLIT

15 ©2019 Teradata . ———_ DENVER 2019



MODELING
RESULTS

ERROR RATE: 22%

ACTUAL

NOT HIRED HIRED

Jor 5731 1,597

PREDICTED

HIREDT 148 196

16 ©2019 Teradata

MODEL: LoGISTIC REGRESSION, .5 CUTOFF, 60/40 VALIDATION SPLIT

VARIABLES: GENDER, TYPE OF ENTRY, DISABILITY STATUS

TRUE POSITIVE RATE

0.2

08 1.0

06

04

0.0

ROC CURVE

AUC: 81 %

0.0

05 1.0
FALSE POSITIVE RATE

EEEEEEEEEE



BUSINESS | PROVIDE A FAST TRACK FOR CLIENTS
PREDICTED LIKELY TO BE HIRED
VALUE

Fast track provides fewer touchpoints with a transition specialist

W Increase capacity of limited transition specialist resources
"@:. Provide clients less likely to be hired specialized attention
[~

&g Increase clients hired

I"'

17 ©2019 Teradata . ———_ DENVER 2019
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D7- UC San Diego
USA

UC More Hires

1

1 Cheng Gong, Jinrong Gong, Cheng Shen,
Zheng Hao Tang, Yujie Xu
October, 2019

UNIVERSE

DENVER 2019

teradata




Slide 19

1 TODO: | guess not every one is going to present?
Cheng Shen, 8/31/2019
1 Rock paper scissors

Cheng Gong, 8/31/2019



Agenda

Client
Services

20 ©2019 Teradata

VOLUNTEER

Volunteer
Services

Spouse
Program
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Client Services
ML Model prediction on time cost of clients’ job placement

N Months Accuracy
0.10 / \\
’ \ <1 38.186%
0.08 [ ]
\ <2 47.355%
| \
0.06 \
' \ 21.8% spent over a year <3 63.973%
| \\ looking for jobs
0.04 | L <4 75.405%
| N
N\,
002 | - <5 81.625%
| B <6 85.409%
000 4 5 10 15 20 25 30 35 40

Whanths:ill Hired The prediction accuracy within UNIVERSE
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Client Services
Preferred Contact & EffeCt|Ve Sew|ces On Job Bo'ard %Va!ue Proposition Resume Tailoring Tips UsedVqunteerServices%
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Linkedln  Text Telephone Mail E-Mail _L L QF L 0 _‘ =

% hired among each Preferred Contact Method The boxplots on time to get hired vs whether UNIVERSE
the client participates in a services penvER

o
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Client Services
Registration time for HH service among different demographic groups.

23 ©2019 Teradata

38.231
14.77%

Race Gender
40
100
—
w
£
£
£ 80
x
g 35
=
QI 60
]
b 450
£ 23.53% 2.00
E
s 40 16.67% 30
2
=
20 10.67
100.00% 20.00
14.38 83.33%
0 o B 2
Asian or Pacific Black or African Hispanic or Prefer not to Two or more White
Islander American Latino answer races

N
o

Highest Level of Education Completed

Avg. time_to_register(months)

150
= 15
£
c
=3
£
T
< 100
@
£ 10
2I
1
@
E
]
s 50
g
< 5
27.0
100.00%
0

High 4Year Degree 2 Year Degree Post-Graduate Doctorate Technical o
School/GED Degree Training

Female

Gender
¥ Female

%: Gender Distribution

33.236
85.23%

Male

UN

IVER

DENVER 2019
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Volunteer Program

Better Search Process & Results

}_I
o
°
S

14%

12%

% of Total Count of Salary

24  ©2019 Teradata

Sallary (aroup) Multi-Offer | Other
23.21%
il |\‘ hES. User 103 6726
P 19:95% ~
18500 2 B0 A NonUser 107 23604
14.50%
9.§§@/§ S
$40,000 ~ 238 days  $48,000 ~ 277 days
D ~3.89%
S NN
S N2.73%
S \
20000 30000 40000 50000 60000 70000 80000 90000
UNIVERSE

Salary Distribution of Program
Users

DENVER 2019




Volunteer Program
Not Optimally Used

2200

2000

1800

1600

1400

1200

1000

Waiting Time(Days)

800

600

400

200

0

Certifications

25 ©2019 Teradata
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CV Review

33.. 8%
o
® @
8
o .87
' g

@
203;Days 21ays

8
- 1 ZZIans

Industry Specific Job Search Pract. LinkedIn Review Mock Interview Resume Feedback  Search Focus

Job Search Time of Different Request Types

UNIVERSE
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Post-Hire Requests
Looking for Higher Salaries

Salary (group)

22.82%=~ 22.82%
22% /’ \ \
/ Yo.25% r< S~
20% / 1 \ “&%44%

18% /
W /
16% /

el
K
v . /
b 14% I N
-
=3 N\
3 129% b2 420
b |
8
o 10% |
—
e \
L 8% \ \
7.8
46 N
6% —— \
5.85% o \
N 527% N
49 S N = \
~ i 1)
- e 33%/0
2% ~ e
N~ 1.7306
0% S~V
20000 30000 40000 50000 60000 70000 80000 90000

UNIVERSE

DENVER 2019
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Serving Spouse Program
Effect of Education

Grey Figures: Turn-Black Rate
in each Education Level

Green Figures: Population
in each Education Level

27 ©2019 Teradata

% Of This Education Level Turning Black

General Clients

i
]

=
o

o

o

o~

L)

o

w
o
=

20K

10K
0K

Highest_Level_of_Education_Completed__c (group)

13.212
12.38;
I 9.497
High School 2 Year/ 4 Year
Associate Degree (BA,
Degree (AA,  BS,etc.)
33,304
21,597
14,174
High School 2Year/Ass.. 4 Year Degr..
Veterans

8.925

Masters

11,709

Masters

10.767

Doctorate
(PhD, MD,
etc.)

613

Doctorate (

Number of Spouses

20

18

9% Of This Education Level Turning Black
= - = =
(=3} (=] o ~N B Lea]

N

2

(=]

1500

1000

500
0

Highest_Level_of_Education_Completed__c(group)

19.29

HighSchool 2 Year/A 4Year
ssociate..  Degree(B..

1501

1,499
1,239

I 5

High School 2 Year/As.. 4 Year Deg..

Spouses

9.94

| I I 833

Masters

845

Masters

Doctorate
(PhD, M.,

72

Doctorate (
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% of Total Clients

9% of Total Spouses

Purple
Active Duty / School

Serving Spouse Program
Employment Improvement

Blue
Confirmed Hire

8 o2

-t
g 5%
38 2
o [7]
2 =z

Status__c (group)
32.88%

29.99%

30% 27.18%
2 s Turned Turned Turned Turned Turned
Eig Status__c(group) 1 i Total Blue Grey Black Green Purple
10% ©a Unemployed 27,163 6,952 7,438 4,015 12,164 1,524
SRR L o Lo Veterans Under Employed 3218 | 976<1,042 | 532 1,862 211
ngz : ' oo Temporary/Contract Employee 829 257 < 205 111 445 70

54.18%
Employed 23,147 8,283 4,747 2,693 10,601 2,591
Active Duty 27,000 9,079 7,722 2,806 14,206 11,326
40%
— Turned Turned Turned Turned Turned
' Status__c(group) 1 3 Total Blue Grey Black Green Purple
20% Unemployed 2,469 818 s 718 394 1,597 226
9.33% Spouses Under Employed 425 114 > 109 84 255 39
0% 0.72% 241%  Gome 053% U 011 Temporary/Contract Employee 140 34 25 26 76 10
Unemplo.. Active Employed Under Student Pending Fulltime Temp Parttime Emp'oyed 1’348 480 365 158 819 155
Duty employed Medical .. Employe.. <35hr/. i
Active Duty 33 4 28 0 21 27
Population Across Employment Status Employment Status (Color) Change

DENVER 2019
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Conclusion

Client
Demographics
affects the outcome

29 ©2019 Teradata
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VOLUNTEER

Volunteer
Services
are effective

Spouse
Program
helps employment
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D8- Western New
England Univ. USA

Anthony Barile
Chad Parent

October, 2019

UNIVERSE

DENVER 2019

teradata




Agenda

32 ©2019 Teradata

Introduction, Problem, and Objective
Approach

Market Research and Segmentation

Recommendations 7

n.

WESTERN NEW ENGLAND
1919 UNIVERSITY 2
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Introduction
Problem and Objective

KQuestion

Do email campaigns

seekers creating
profiles on the Hire
Heroes USA Job

KBoa rd?

have any effect on job

~

K Objective

Increase email

3 months

/

33 ©2019 Teradata

N

interaction (signups
and donations) 5% in

~

/
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Approach

Data and Tools

34 ©2019 Teradata

Tools

Calculations, data visualization, chart creation

External veteran labor statistics

Data visualization, chart creation

EEEEEEEEEE



Findings

Market Research

Hire Heroes email campaigns have
little effect on profile creation on job
boards

In 13 months 36,520 emails were sent

683 of these emails were opened

117 clicked links

35 ©2019 Teradata

00000

00000

00000

00000

00000

Hire Heroes Email Campaign

Email Opened

Links Clicked
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Market Segmentation
Target Market

Registrants by State

West Virginia
Now Mexico

N
m
a1

P
g i

P 1
e
Flp b g
S“§;/,i§
1Hi

Texas
Lovisiana
+,b‘9 2 ) N . b’b o N bO 0(‘ e \,
Florida

UNIVERSE

DENVER 2019
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Creative Strategies and Promotional Tactics

 Pull Strategy

 Build Trust with potential clients
Currently

* Generate leads for future users of the ~ | Enlisted
service

‘

« Target Email campaigns to
demographically segmented mailing
lists

Job-

Categories Seeking

« Only mail those who have Opted-In

» Categorize recipients when they sign up for
the email list

Spouse

37 ©2019Teradata . ———_ DENVER 2019



Media Plan

Revamp of email campaign

Email Distribution

13145
> 8111 8227

<
()
=]
o
(9]
£

2822 2464

1589

00 00 O0O0O0O0 O ol I

NI I I S S N RSN NI

SELLLLLLLSLLSP PP PP PS S S S

7 N T o7 6T AT @ @»"f@@xxxx»@’»m’»’»

Time

UNIVERSE

DENVER 2019
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Secondary Media Plan
Job Fair

 Additional Donations-Geared Offering

* Incentivize Profile Registration by offering access
to client-based local job fairs

* In order to gain access to the fair, attendees must
input emails to mailing list

* Location: Western New England University-
coordinated with local ROTC program

» Can be replicated in other markets
» Florida-based companies that are actively
hiring vets who might sign up for the job fair
& who already associate with Hire Heroes

39 ©2019 Teradata
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D9- NIDA Business School
Thailand

Data Empowerment of HHUSA

Veerut Pathsuwan (Presenter)
Natee Panomchokpisal

Krittitara Sanguanchart
Dr. Jongsawas Chongwatpol (Academic Advisor)
October 20, 2019

UNIVERSE

DENVER 2019
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Agenda

* Challenge & Motivation

Client Services: Why client who have been hired but are still looking for a new job ?
Volunteer Services: Why volunteer activities are effective in increasing the chance for clients to be hired?

Donors: Which donor and special contribution campaigns effectively increase donations?

* Approach

e Recommendations

EIEN NibA UNIVERSE
w SCHOOL DENVER 2019

42  ©2019 Teradata




HHUSA'’S CLIENTS FLOW ANALYSIS

Red -> Green (34,365) Red -> Black (13,762) Red -> Grey (9,447) Red -> Purple (13,841)
Red -> Other (30,640) Black -> Other, Grey -> Other, Purple -> Other
Drop off 11% Comeback 4%, Drop off 96% Comeback 27%, Drop off 73% Comeback (Turn to Green) 68%,

Drop off 12%

Black
Blue
Green
Grey
Purple

Black
Blue
Blue % Green
Green Grey

Grey
Purple

Red

teradata.

Blue Status or Confirmed Hire Grey Status or Unresponsive
/ — Grey -> Other

~ ™ Comeback 14% &
Drop off 86%

- UNIVERSE

DENVER 2019

In Green b
50% turn to Blue e
28% turn to Grey
9% turn to Purple
11% Drop off.

Green -> Blue
17,923

Red

43  ©2019 Teradat
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Clients who have been hired but are still looking for a new job

There are Multiple

Not get Salary
HHUSA Hires. Supported by i Lower than
: _ Volunteers Key factorsin 520k
These clients have been Desired a very high Area Manager
successfully accepted Job Function “Unhappiness apl:)rr:)c:/ted
more than one job. Gender & T Increasing
Salary Age
. “Interaction ®"‘\ Industry &
Unhapplness Index effect variable” \_, —
Unhappiness Index = '

= Logit Score (Y=1) Opportunity loss from client dissatisfaction
Unhappiness index = Logit (Hired but still and looking job =1) OL = Ul x ER
= -0.2968 +...+ 0.014(Age) +...
+ 0.25(Client request volunteer) ’ OL = Opportunity Loss
Y =1 - aclient, who already has the “confirmed hire” status, is Ul = Unhappiness Index
still looking for a new job ER = Expected Revenue for Each Campaign
Y =0 - a client, who is satisfied with the job offered
? + oo oo
Ine] m/@sas :
Decision Tree + Regression Business Performance
44 Management (BPM) Layer
©2019 Teradata
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Volunteer Services

The quantity of volunteers does not matter
but activities do matter! Volunteer’s Case

is Mentoring

Useful and needed activities for clients
*Resume Tailoring
*Interviewing Skills

*Mentoring
Volunteer Analysis ‘
7500 L Volunteer Case AnaIVSIS ] Most of clients would like Calling is the most effect
) volunteers to mentor about way to communicate with
. Top 5 Volunteers Make Case ] 1. Job-Industry specification its clients.
2012 2016 2018 . 2. LinkedIn Review
B No. of Clients with Most of Volunteer Profiles ] '
Confirmed Hire X .

B No. of Volunteers Service Supports Requested by Client

Volunteer Weakness & Strength ] SR F15A UNIVERSE
“w E%SHIE%’E DENVER 2019
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Approach

[l Confirmed Hire Status [l No. of Volunteers

L iy 4 B ‘.4

— » 2018
Volunteers Providing Support

Maxico

o4
s

No. of clients seeking for employment in each industry.

Federal Government 38%

> — e Analyzing “Client _
__-_- Survey” Using Text } Defense contacting 25%
- e Mining IT 18% R
BN NIDA UNIVERSE

BUSINESS
WISDOM forChange SCHOOL

DENVER 2019
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No. of volunteers providing support and

V0|unteer Strength & Weakness No. of clients seeking for

employment in each industry. 4
it

B Defense Contacting Requested @ No. of Volunteers Providing Support  4+abjeaw

Strength: Defense Contacting, IT

Weakness: Transportation,
Federal Government

B T Requested

3 Linibe
tates

B Transportation
Requested

B Federal
Government
Requested

47 ©2019 Teradata, -
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Donors Analysis

M Area Where Clients Liy
m Individual Donation Amount ($)

Qa4

Campaign Location &

Donation Amount ($)
48 ©2018 Teradata

M Recurring Donor

RFM Analysis

The 2 Most-Valuable Segments Recenc Frequenc Monetar
of Donors y 9 Y y
One-time Donor
. . Large
No. of one-time donors increase Recently Once
Amount
every year
Recurring Donor Small
Avg. recurring donation amounts | Recentl Monthl
& : & / y Amount
- increases every year.
Low  High

u W

2018

M Individual Donor

RDLV - Sum of Recurring Donation Values (2016 — 2018)
Recur. Donation Value 2016

= $26 x Recurring donors in 2016
Recur. Donation Value 2017

= (526 x Current Donors from 2016)

The Most Valuable Donors
Recurring Donation Lifetime
Value (RDLV) From

: 2016-2018
+ (546 x New Donors in 2017)
Recur. Donation Value 2018 - $74I442
= (S46 x Current Donors from 2017
( ) UNIVERSE

+ (555 x New Donors in 2018)

DENVER 2019




One-time donations are the
main source of money and

most of the campaigns only
lead to one-time donations

G

Recurring Donation

The total recurring donation - /]
amounts are relatively less than the F
one-time donation amounts

L2 L

With Influencers /i




Recommendations

Short Term Strategies

\

Skills, certifications,

Q

Opportunities &

Volunteer Services

or experiences. Development
*  Training and workshop programs e Improve volunteer skills such as * Promoting more campaigns to raise
with highly responsive volunteers. interview techniques, resume tailoring, funds such as Marine
 E-Learning Platform (HHELP). and mentoring their clients. Crops Marathon, Golf Events, and

Veterans Day Challenge.

SN NIDA UNIVERS
50 ©2018 Teradata — BUSINESS — penver 2010 S
WISDOM forChange SCHOQOL




Recommendations

Long Term Strategies

1,
WKW \~
W W
Increasing customer Opportunities &
] .g Word Of Mouth PP
satisfaction Development
e Providing suitable and desired * Focusing more on the word-of- * Maintaining valuable funding
jobs for clients by using our mouth communication. partners such as Call of Duty
unhappiness index model which Endowment, and Walmart
is able to predict client Foundation

dissatisfaction.
GINIVN NIDA UNIVERg

= BUSINESS — penver zo1e
WISDOM forChange SCHOOL
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D10- Washington
University in St. Louis
USA

Development for Hire Heroes USA

Wenchen Sun(Presenter)
Peiyilin Shen, Jingxuan Zhou
October, 2019

UNIVERSE

DENVER 2019

teradata




Agenda

0 —l Recommendation
Actionable plans for Hire
. Heroes' future development
a —I Analysis
Donor Life Cycle analysis
I * Donor acquisition
ApproaCh * Donor retention

« Donor recurrence @@nate; (May

Combination of causal

. inference and machine
Introductlon learning methods to X Xk x
The current development make business decisions
of Hire Heroes donors
within U.S.
HIRE HEROES
UNIVERSE

DENVER 2019
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Number of Donor

2 71

Donor Type

" M Corporate Donation Contact
Fundraiser Contact

B Grantmaker Contact

B Individual Donor

Intro

Current
Development

Dense States: 13
(>=141 donors)

Hire Heroes has donors

Moderate States: 23 across AL L states within U.S.

(18~140 donors) @

I’% Little-No States: 15
Wl (=17 donors) UNIVERSE

3 ©2019 Teradata *The states are divided by quartering PENVER 2019

Most donors are Individual Donors




Our Approach

Lifespan Analysis

* Develop recurrence strategy
based on Classification of
monthly donors

Segmentation Analysis

* K-means Clustering Analysis
on unsolicited donors

* Redesign retention strategy
based on Segmentation

Recurrence
* Donor Lifetime Value

Retention

* Donation Frequency

Correlation Analysis « Donation Amount

* Causal Inference on marketing

effectiveness Ach|S|t|on
* Time Series Model to predict * Marketing Strategy Influence
donor size * Spontaneously

UNIVERSE

DENVER 2019
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First Stage: Donor Acquisition

* Kk %k K
Marketing-Hit donors """ Unsolicited donors
HIRE HEROES
;QQ% 2643 donors are influenced by Marketing QQ% donors are Non-event/ fundraiser
vl Strategy (i.e. social media, fundraiser calling). I Jonors.
160 Hits . hivg . .
_ 30 Hits (58.3%) w | N Use Time Series Model
6 Hits (49.2%) . > ", for Donor Prediction
(61.5%) e |\
Little-no  Moderate Dense (47 l
states states states :
A% ] 104 Donors/month on average
+- . Donors(Make Donations T oL Chll e
1z Conversion Rate = ( o ) s e e T A August has most donors (277)

/ @? More about Unsolicited Donors

Use New Metrics
for Marketing Impact

. How to retain donors

UNIVERSE

DENVER 2019

57 ©2019 Teradata




Second Stage: Donor Retention

Repeat Donation Rate

17.22% of unsolicited donor will

donate more than once a year 1 7 .22% Cha"enge

on average. .

+ Standard Range: 20%~40%* Low Donation Frequency

@ s v v Donation Frequency
ﬂ “ i ﬂ An unsolicited donor will donate 1 5 Times
A 1.5 times per year on average. " Solution
™ A ™
v v P Marketing Strategies based on
ﬂ . “ n Donor Segmentation

An unsolicited donor will make
1072 a repeated donation after 255
Unsolicited Donors SUMMARY

Donation Amount

% $391.03 gifts are donated by
an unsolicited individual e 13 * From extornal source

donor on average.
* Minimum: $0.09

« Maximum: $100,000 UNIVERSE

DENVER 2019

Large Gap of Donation Amount
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Recommendation: Hire Heroes Retention Strategy

Perspective 1: Increase Average Donation Amount
Perspective 2: Increase Donation Frequency

Unsolicited Donor Segmentation

Relative Loyal Donor
Maintain them

Large-Donation Donor
Develop retention campaigns to

increase donation frequency

374 Donor 83 Donor
Frequent-Donation Donor
Hold CUSTOMED donation
campaigns to increase donation
t
81 Donor ameun

*The result is based on K-means Clustering Analysis
59 ©2019 Teradata

Q 8 Marketing Strategies

Strategy 1: Create Email Campaign

* Re-engage Large-Donation donors
with "We Miss You” emails

* Personalized content for Frequent-
Donation donors based on their past
giving amount

Strategy 2: Start Loyalty Program

* Encourage Large-Donation donors to
repeat donations

» Use rewards/certificates as an
incentive to attract Frequent-Donation
donors donate more gifts

UNIVERSE

DENVER 2019
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Third Stage: Donor Recurrence

7\ Average
1.61 Years

@ Maximum @ 65.28%
8.46 Years of monthly donors donate

more than one year.
r‘\ . .
Minimum
0 Years

60 ©2019 Teradata

— e = o = == =—

|
v

Number of Monthly

Donor

30

25
20
15

10

25

=i =@ =@

=i =@ =i
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Number of Monthly Donor

Future Development: Hire Heroes Recurrence Strategy
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Potential Dead Donor
Donors who quit donation last year

Gift Amount Change Rate

Encouraging More Donations

» Communicate on donation experience regularly
* Share the impact of donation on veterans
* Host more fundraising/marketing events

(i.e. holiday marketing)
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Decreasing
No Change

Following up Donor Journey

* Encourage donors to speak up ideas/feedback by

Potential sending letters, calling and sharing surveys

Dead Donor

Extending Lifespan

* Create loyalty programs to enhance engagement
(i.e. charity auctions, networking meetups)

» Sending regular acknowledgements to maintain
strong connections
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Meet All Finalists and

StUdent Poster Presentations Honorable Mention teams!!
= Sund
PETEEN ™ o0 5000

SUNDAY

MONDAY

ol 8 — 8:45am
onday
Oct 21
11:00am — 1:45pm
UNIVERSE
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Award Categories

Data Challenge
* People’s Choice - Best Presentation
* Overall Winner
* Best Value to Hire Heroes USA

Analytics Challenge
* People’s Choice - Best Presentation
* Best Use of Analytics and Visualization Tools

* Qverall Winner

Teradata Technology Award

* Best Use of Teradata Technology
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Attendees vote
Academic vote

Hire Heroes USA vote

Attendees vote
Attendees vote

Academic vote

Academic vote
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Voting opens

VOTE

UNIVER . ON Sunday
for your --:;:;M§E By at3pm

FAVORITE teams!

Wi e
ELK_,OME TO UN‘\-’EF{SE 2019

Q

It's In the app!
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Voting closes
on Monday
at 2pm
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All

Student Celebration Event | att_endteeds'
& & ~ =Y Invitea!

Monday, October 21, 6:30-8:30pm
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