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Introduction



Who is Thorn, and how
did we get here?



OUR MISSION

We transform how children
are protected from sexual abuse
and exploitation in the digital age.
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THE PROBLEM

The internet has transformed what
it means to be a child, a parent, and
a perpetrator today.

Perpetrators are using the internet to exploit and abuse children,
coercing them into sexual activity and widely sharing the content that
documents that abuse.
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104 Million+

In 2023 alone, 104,370,572 images 87 Million |
and videos of suspected child sexual SLdlE 5 /
abuse were reported in the U.S. — up
from 450,000 files in 2004.
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KEY INITIATIVES

Creating
safer online
environments
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KEY INITIATIVES

Finding

children faster IIIH‘”’
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KEY INITIATIVES

Empowering the
child protection Tpge—
community with E
originalresearch U=
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Initial concerns

) )

Outdated No process
website
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)

Nothing was
being measured

)

Conflicting data
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LESSON 1
Understand the problem
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User stories

ID Asa___ Ineedto ____ Functional Area
I need the site to be GDPR Compliant for EU visitors
1 Sr Marketing Manager but not apply GDPR to US visitors Cookie Policies

I need to be able to customize site content for EU  Dynamic Content -

2 Marketing Manager visitors CMS
I need to be able to optimize for EU timezones when
3 Marketing Manager sending emails. Email Automation

| need the abilty to create dynamic email
4 Marketing Manager segements based on on-site/email behavior. Segmentation

| need the ability to create dynamic email
segements based on donor activity/status. Such as:
Donors/Lapsed, Builders (recurring donors)
Defenders/Major Donors. MGO needs to be able to
update a contact on SF and have it dynamically

5 Marketing Manager update in Lists. Segmentation
| want to be able to segement research interested
subscribers who engage with our Research and

6 Marketing ? Insight reports Segmentation
| want to be able to supress or delay automated
email sends to a contact if they already received a

7 Marketing Manager manual email send that day. Email Automation
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Team

Marketing

Marketing

Marketing

Marketing

Development

Research &
Insights

Marketing

Solution Status
~ Geotargeted Cookie Policy Pending Approval
v Pending Approval
v Pending Approval

Once the cookie policy is updated, Thorn will be able
to use page views and other site activity for
segmentation. Email behavior is also available by
default for segmentation, with the caveat that email
opens are no longer a reliable metric for
~ segmentation or reporting Pending Approval

- Donors/Lapsed: Once the inclusion list sync issue
is resolved, Thorn will be able to use default rollup
fields synced from SF > HubSpot for segmentation.
Recommend adding sync for Total Gifts Last Year
and Total Gifts Two Years Ago
- Builders: Recommend syncing the Funraise
Recurring Plan object to HubSpot and using that for
creating active Builder lists
- Major Giving/DC: Recommend syncing more of the
DC fields from SF > HS. Also recommend syncing

~ the Contact Level field to capture level. Pending Approval

Use Hubspot Custom Behavioral Events to create a
list of users who have engaged with Research &
v Insights reports Pending Approval
Add If/Then branches into workflows to check if a
contact has received a marketing email that day. If
¥ yes, delay one day Pending Approval
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Major issues

AN

Inclusion lists
creating
duplicates
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AN

No marketing
contact
hygiene

AN

Requiring
cookie opt-ins

AN

Digital
accessibility
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LESSON 2
Prioritize
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www.grisanik.com
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HIGH IMPACT

N
Do Start Planning
Immediately High impact, high effort.
vy These tend to be more
High impact, low effonft f0( : complex projects but
you and your team. Win, win! meaningfull
LOW p \ HIGH
EFFORT © EFFORT
’
Do It If Don’t Do It
There'S Tl me Low impact, high effort.
. Remove these activities all
pr |mpapt, low‘ effort. ) together.
Likely a distraction against
projects ranked as 1s and 2s.
v
LOW IMPACT
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LOW
INTERNAL
CAPABILITY

HIGH INTERNAL
CAPACITY
AN

1 &

Hybrid Project | Internal
An external partner drives PrOj eCt

the project with your

organization's support. This project can be fully

executed by your team
with no outside support.

N

S 4

Outsourced Hybrid Project
PrOjeCt Your team drives the

. project with execution
An external partner drives support from an external
and executes the project partner.

with approval from you.

LOW INTERNAL
CAPACITY

rd

HIGH
INTERNAL
CAPABILITY
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Top
priorities

Data integrations

Hubspot functionalities & clean up
Website tracking

Cookie policies
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Revenue reporting Personalization
based on behavior
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O

il

Performance
measurement
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LESSON 3
Put the right support in place
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R
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LESSON 4

Futurecasting... and use
defaults
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Default
lifecycle
stages

Subscriber
NV
Lead
NV
MQL
V
SQL
NV
Opportunity
NV
Customer

NV
Evangelist
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Safer lead flow

Hubspg'tmI u:ecycle Subscriber | »! Lead = MQL = SQL ———» Opportunity ——» Customer ——» Disqualified

Sync wi SFDC Update Lifecycle Update Lifecycle

Salesforce Lead New l——» Working ——» Qualified

Status

Update Lifecycle
P Y

+» Disqualified - Updete LHacyole
Create Opportunity
Salesforce Prospecting Discovery Proposal Negotiation Contracting Closed/Won | Closed/Lost
Opportunity Stage 1% 25% 50% " 75% ¥ 90% 100% ’ 0%
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Major gifts lead flow- non-donors

- MAJOR GIFTS LEADS - non-donors from marketing

MAJOR GIFT OFFICER reseearches lead to determine -»  Active outreach Converts lead to
- if worthy of outreach oppartuntty

g 5 . Lead expressed NEW
SALESFORCE WE Scoring in SF interest in giving

FILL Major D°"°’ Set Donor Added to Major Donor Prospects //
SUBSCRIBE! = MAJOR PROSPECT Dynamic email list

LEAD

HUBSPOT

THORN 7
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Major gifts lead flow- donors

'ONLINE DONORS |

FUNRAISE

Online Donation

MAJOR PROSPECT

WE Scoring in SF

Added to Llst that triggers
workflow that sets: Set Donor Segment value

e = MAJOR DONOR
SUBCgInB“E viaa Donor Segment = Major Prospect PROSPECT

Set Salesforce Campaign = Major
Donor Prospects

SUBCRIBER CUSTOMER
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LESSONS
Do it correctly from the start
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Setting it
up correctly

THORN 7

1. Long-term planning
2. User story assessment
3. Lead flow

4. Data integrity
e Map data integrations
e Deeply understand your data
e Regularly audit all syncing rules and inclusion lists
e Be prepared for data clean up
e Determine source or truth

5. Document, document, document

6. Good governance
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LESSON 6
Know when to burn it down

THORN 7



Before

THE ISSUE THE WORK ABOUTUS GET INVOLVED BLOG CAREERS

Rubik

ND EVERY CHILD

ACTIVATED THORNS

The symbol is primarily used in
ne symbol is primarily used in a / DEFEND
group to activate content, HAPPINESS

symbolizing protection and defense,
but may also be used alongside the
wordmark

HOW IT WORKS

o Always featured in groups to
express unity, strength in
numbers and an active defense

e Can scale and rotate to surround

text and imagery

Arranged in dynamic and uplifting

combinations pointing up and out

BUILD WHAT
YOU BELIEVE

ICONOGRAPHY STYLE

simplified line drawings cue the Thorn
symbol with a similar weight and
rounded terminal



Help us protect
childhood joy

You have the power to defend children from sexual abuse.

SupportUs — Explore Solutions

Issue Solutions v WhoWeAre v+ SupportUs ~ Research Center More~ Q

WHO WE ARE > OUR IMPACT

Technology is
constantly evolving.
And so are we.

While our mission is laser-focused on
defending children, the work we do is
agile. Explore the impact we've had in
advancing child safety across the globe.

Design Theory
Expression Spectrum Examples

TENSION ACTION

Distorted patterns
and thinner lines

Darker color palette Bright and eolorful

@ sexual abuse ‘/’“
A & A

Handdrawn

Light Ui elements to
bring out tech side

Photos of kids candidly
expressing joy

Colors
Color Palette

Our colors are warm, refined, and
balanced. Our primary colors are
Midnight and Coral, with supporting
colors to h and vibrancy.

Light Gray Mint

Warm Gray Peach

Icons and lllustrations

Pillar Icons
S
Thepilar cons ses ae spocificto our el A
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Lesson 5: Do it correctly from the start
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4

Strong
brand
identity

THORN 7

Where we are now

4

Two
powerful
websites

4,
Humming

content
engine

4

Harnessing
the power of
marketing
automation

4

Strong
growth
marketing
discipline
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Thank you
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