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01 — The State of Play

The Fundraising Data 
Challenge Today



The Current State of Play
The majority of marketing leaders consider ROI as their top priority, 
with future marketing decisions made based on the data and results 
of previous campaigns

This puts pressure on the biggest challenge to marketers, accurately 
measuring ROI

36%
Marketers can accurately 

measure ROI

With 47% struggling to measure ROI across 
multiple channels

Source: Firework, Marketing ROI Statistics, 2025



The State of Play

Data is Everywhere

Every touchpoint is added insight, and attribution is what informs decisions

Insights Rely on Accurate Reporting 

Data-Driven Marketing, so companies that embrace advanced analytics, report 5-8% higher marketing ROI



The Realities
Reporting is often time consuming and is without actionable outcomes. This puts pressure on the biggest challenge 
to marketers, accurately measuring ROI

Most organisations don’t have the infrastructure in place to properly 
measure ROI

Multi channel approaches then become unreliably reported on and priorities 
can become misaligned with the facts

73%
don’t have a solid system for 

ROI measurement



Reporting
Prioritising your Channel Mix

Bringing all of your data into one place allows for accurate 
reporting and prioritisation based on reliable results

Strength in numbers

Knowing your data is correctly formatted and reliable means 
strong decision making Appealing Design

Having a branded dashboard is the standard, and a report 
that’s easy on the eye is easy to read

Search and Filter

Not everyone will use the dashboard the same, so having 
filter and search functions makes a universal dashboard 
adaptable to all

Insightful

Insight driven capabilities through new reporting tools such 
as AI analysis bring additional insight that updates as your 
data does



Reporting
Balancing raw data with insight

Data Tables

Why do we utilise data tables when we just want to 
see the top results?

Impact: Showing the full picture highlights individual inpact

Need: Different stakeholders will have interest in different areas

Story: Although not insightful, raw data can still tell a story

Insight Led Reporting

How do you quickly pull insight out of a report?

Filters: Filtering tables gives insight based on your hypothesis

Charts: Graphs and charts shows first glance insight without 
need for context

AI Tools: AI analysis implemented into reporting gives up to 
date insight based on your prompt



Opportunities
Fragmented channel data can be joined up to build an overall understanding of campaigns and supporters

Social Media
Meta, LinkedIn, Reddit, TikTok

Google
Paid, Grant, Search Console

Website
Web, Workday, Donation Platform

Reporting Dashboard
Creatives, Copy, Audiences, Full Picture Reporting



Opportunities
Immediate Insights driven from organisational goals and targets

1. Looking at the performance 
for each individual asset 

2. Analysing what sets each 
asset apart from the next

3. Why is performance 
different between 
demographics

4. What do the top performing 
assets all have in common

5. Summarising the image 
styles and reporting on each

1. Setting a prompt to analyse the image and categorise it 
as a text based image or person focused image, whether 
it’s a researcher or a person receiving treatment, or even 
if the overall tone of the image is upbeat or melancholic. 

2. Updating the report and getting insight on which 
creative style is performing for each ad group and 
utilising filters to see which other ad groups fall in this 
category



Opportunities

Setting an ROI Structure

Setting up a reliable structure that pulls your data sources together to report simultaneously across the same 
metrics and dimensions

 Capturing Accurate ROI

Formatting data sources to universally report in the same format every time. Requiring the user to only set the date 
range to see their ROI



02 — Your Tools

What is Supermetrics?



Turning Chaos into Clarity 

2.5 quintillion 
bytes daily

230% data volume 
increase sine 2020

15,000+ marketing 
tools



The Engine Behind Digital Ninjas

Activation of marketing and 
customer data via Relay42

Marketing 
Intelligence 

platform

Data blending

Paid media

Organic social

Ecommerce

Web analytics

1st party & CRM

Marketing automation

Data sources

Custom data import

Storage

On demand

Custom fields

Usage insights

In Supermetrics Storage or your 
chosen data destination

Workspaces

Dashboards

Unified customer 
profilesDe-centralised data direct to your 

chosen destination

CONNECT MANAGE ANALYSE ACTIVATE

Audience 
segmentation

Journey 
orchestration

Visualise and analyse data in 
Supermetrics platform or in your 

chosen destination

Connect, manage, analyse and activate your marketing data – all from one place.



Supermetrics AI Architecture 

A modular and 
composable architecture 
that automatically 
chooses the optimal tool 
set for each business 
goal

 



03 — In Action

Supermetrics in Action



AI Image 
Analysis

● Use labels to categorise 
images

● AI applies labels to avoid 
subjectivity

● Analyse assets across 
multiple channels



AI Text 
Analysis

● Analyse sentiment across 
thousands of posts

● Quickly spot negative 
feedback and address 
issues before they 
escalate

● Use positive trends to 
help future campaign 
development



Creative 
Pruning
● See image performance 

across channels
● Use data to help 

determine which assets to 
prune and which to 
iterate.



Creative 
Fatigue

● Breakdown asset 
performance across 
channels

● Use performance metrics 
such as CPA, CPC, CTR to 
identify trending 
performance

● Filter by creative name to 
hone in on specific 
creatives



Audience 
Segment 
Analysis
● Track audience 

performance across 
channels

● Identify audiences with 
potential to scale and 
those which should be 
pruned



Cross 
Channel
Analysis
● See cross-channel 

performance in a central 
place

● Use data to help allocate 
budget based on 
performance



04 — Future Planning

Looking Ahead: Data 
Warehousing



Data Warehousing

Database Data Warehousing
● Stores one source of data 

● Contains only mutually related data

● Small to medium storage capacity

● High storage cost

● Stores many sources of data

● Contains cross-channel & cross-department data

● Small to large storage capacity

● Low to medium storage cost



Benefits of Data Warehousing
Single Source of Truth
All marketing data is in one location

Speed
Unlike databases, complex queries can be processed in a matter of seconds
Analytics tools like Looker, Tableau can visualise data in real-time

Full Ownership of Data
Data retention policies (i.e. GA4, Meta) won’t impact your ability to analyse historical data



When to Consider Data Warehousing
There are many reasons why you may consider data warehousing, but two common ones are below:

Your Business is Growing in 
Size/Complexity

The Need to Better Understand Results
Inadequate current tools - Slow loading or crashing 
analytics tools is impacting data

Visibility - Multiple stakeholders need access to data & 
insights

Increased marketing activity - You want to better 
understand the overall impact of new 
channels/increased spend

Change in leadership - New leaders may want to better 
understand the value of marketing

Unfavourable market - Clearer insights to help 
understand where to ‘cut the fat’



05 — Future Planning

Looking Ahead: LLMs



-

https://docs.google.com/file/d/1a3TTOamWUxirrfm6rYlWOYj1rGJArWLY/preview


06 — Summary

Better Fundraising Insights 
Through Smarter Data



Summary
Full Picture Insights

Setting a reporting and data structure that allows for accurate insights across channels and departments

Streamline Processes
Utilise Supermetrics to transform data & avoid manual processes

Data Warehousing
Consider data warehousing to ensure data ownership & faster reporting



Food & Drink Break



Thank you.
Any Questions?

digitalninjas.com


