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Historical Giving Trends
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Source: 2020 Giving USA Report
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Show Me The Unicorns.



Direct Mail Is |.....
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Digital Is Viewed As Transactional.
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A Human-to-Human approach that mixes old
school + new school
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Ideal H2H
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FINDING DONORS






IT IS GETTING WORSE

FIRST-TIME REPEAT MONTHLY
23% 60% 90%

Source://bl /blog/th f-d ion-i i /

; oomerang.co/blog/the-state-of-aonor-retention-in-one-image/:




Who knows you?

 \olunteers
e Networks of Boards
e Annual Donors

* Social Media Followers

* Newsletter Subscribers

 Event Attendees

* Social Fundraisers (Facebook) or P2P



WHO'S INVESTING IN YOU

NEW DONORS LAPSED DONORS

* Largest overtheir lifetime as donors * Largest New donors * Length of giving
* Longest donors * Potential capacity * Cumulative
* Lower-leveldonors who have deeper * Passion for organization * Giving toyou

capacity Screened capacity



KNOWING YOUR DONORS



HOW DO YOU

WHO ARE FITINTO THEIR
THEY? INTERESTS?
WHAT ARE WHAT ELSE
THEIR SHOULD THEY
INTERESTS? KNOW ABOUT

YOU?



WHO LAPSED?

Were they one-time don0Ors?

Long-time donors who stopped?

Monthly who cancelled?




YOUR MAJOR DONORS ARE

ACCESS

Does this person have a relationship to you or other board members, staff,
donors, others related to you?

BELIEF

Does this person genuinely care about your mission?

Is this person historically philanthropic toward similar causes?

CAPACITY

Does this person have the financial ability and/or networks of those who can
support you at a significant level?




YOUR MAJOR DONORS ARE

ONLINE

The importance of a multi-channel approach

USING SMARTPHONES

Say yes to mobile touchpoints

INUNDATED WITH ADVERTISING

You have to stand out




INSPIRED MESSAGING



"Fundraising under-performance, therefore, is actually a
fallure to communicate.

—Penelope Burk, Donor-Centered Fundraising"




THE GOLDEN CIRCLE

WHAT
Every organization on the planet
knows WHAT they do. These are
products they sell or the services

HOW

Some organizations know HOW
they do it. These are the things
that make them special or set them
apart from their competition.

WHY
Very few organizations know WHY
they do what they do. WHY is
not about making money. That’s
aresult. WHY is a purpose, cause
or belief. It's the very reason your
organization exists.

HOW
WHAT

©) ©2015 Simon Sinek. Inc.



"If you don't give the market the story to talk about,

they'll define your brand's story for you."

- David Brier

author of Brand Intervention.



"Owning your voice and
showing up with it through
stories, visualization, and
proof of how you bring value
InNto someone’s life.”

- T-Shank's definition




use Information about a

nonprofit’'s impact in their
giving decisions.

!j

Informed Giving: Information Donors Want and How Nonprofit Can Provic




AUTHENTICITY FRAMEWORK

BY T-SHANK




WITH YOUR HELP

We’'ve funded 56,759

water projects for
o R ISTINK.

around the world. WL s
SHAWER

u-‘uwmaw-m
SEE MORE OF OUR IMPACT
M.MM




CLARITY + CONNECTION IN
MESSAGING

6o ' 4 Unite

for Bleeding Disorders

Iwalk for ‘ #UNITECHALLENGE2020

My son | UNITED WE

Jacob. “YNite WALK
United we celebrate.

CITY, STATE Nothing can stop us when we focus on the we walk united.
mission of TODAY.

Join us on 10.10.20 for a day of unity + celebration. U n Ite

for Bleeding Disorders

Join in

Unite wm.®
£ UNITECHALLENGE2020 8 e e S N #UNITECHALLENGE2020




CLEAR CALL-TO-ACTION

About PPMD Events News Login O\ (:',f\) (/'\?l 1/@ .) (D\l

American Kidney Fund”~  Kidney Kidney

Disease Transplants

Pall;ent ‘
rojec
Muscular ABOUTDUCHENNE ~ CARE  ADVOCACY RESEARCH  GETINVOLVED [t

Dystrophy

/1«

J[lIN THE FIGHT,

734 N DUBHENNE

NEWLY DIAGNOSED

Parent Project Muscular Dystrophy fights to end
Duchenne. We accelerate research, raise our voices
to impact policy, demand optimal care for every
single family, and strive to ensure access to
approved therapies.

Things to do now >




AUDIENCE-FOCUSED

ct B<JOINUS DONATE

* Search Q
NATIONAL

LGBTQ

TASK FORCE
be you. ADVOCACY SUPPORTUS STAY INFORMED

Do you want:
QUEER THE CENSUS

Be You. Be Counted. PSA

z increased funding for fair congressional better enforce
community services districts of civil rights

Queer the Census 2020



CHANNELS + TECHNOLOGY



According to Blackbaua
2018 Giving Index,

- 23%

of gifts
were made online.




OLD SCHOOL + NEW SCHOOL

I'T ALL WORKS TOGETHER.

AND throughout the year, create meaning for your donors through communications

Personal “thankyou’s” with stories of impact and results that show they made a difference

In-person visits by staff/executive leadership

Invitation to events

Sharevideo updates about your programs

..... ‘, 51

Celebrate your donors—feature profiles in your e-newsletters Research reports Invitation to volunteer,

Donor Surveys

Offer periodicwebinars with CEO



MULTI-CHANNELS

= Print—
% Direct Mail Newsletters

E-communications —
Mobile / Online, E-newsletters, e-appeals, videos

In-Person—
Site visits, 1.1 meetings, cultivation events

Social Media—
Facebook, Instagram, Google
all accept donations




DIRECT MAIL IS NOT DEAD

Donors are 3X more
Ikely to give online In
r€SpPonse to a direct mall

appeal than
an e-appeal.

6% Direct Mail Only
5/% Direct Mail + Web + Emaill

Source: MobileCause



887%

of donors who have given
through Facebook Charitable
Giving Tools say they are likely to
do It again In the future.

source: Global Trends in Giving Report



TECH IS YOUR FRIEND

Technology like Al and analytics/predictive modeling takes the guesswork out of
fundraising by:

* helping you know who your best potential donors are
e expands your fundraising workforce by automating some of the outreach
* improves ROI with better response rates and greater likelihood of upgraded giving.



PEER-TO-PEER EVENTS,
gone covid-friend

AIDS/LifeCycle’us s e P AIDS /LifeCycI ~ =
o EREEREEDETEED

Everything is better with friends - start your own team, join an existing team, or join as an individual. You can always
join a team later if you'd like.

Why We Ride Registered Participants Roadies & Volunteers Calendar Camp Store Q, Search

Grab Life by the
Handlebars

Join us on our new 1.2 million
UPDATE: Sep 23rd mile adventure: TogetheRide. If
you need more info, drop us a

Join a team line here and we'll be in touch.

Participate as Individual

Search our directory to find an
existing team. Want to join a
team but not sure which? Join
as an individual and contact
your Rep to find your fit!

Gather up your friends, family,
and coworkers to create your
team! You'll receive support and
resources to be the best team
captain you can be.

Join as an individual! You'll
receive year-round support from
your Participant Rep and the
amazing AIDS/LifeCycle
community.

First Name*

Last Name*

E-Mail*

Zip Code*
If 2020 was a typical year for AIDS/LifeCycle, fundraising would be in full swing and we would be getting

ready for our Mid-October kick off rides. However, this year has been anything but typical. The hard truth is
that because of the continued state of the pandemic, we will not be riding AIDS/LifeCycle in June of 2021.

Contact Us Privacy Policy AIDS/LifeCycle benefits, and is jointly produced by,
San Francisco AIDS Foundation (Tax ID #
info@alidslifecycle.org Staff Contacts 94-2927405) and Los Angeles LGBT Center (Tax ID #
95-3567895), each of which is a nonprofit, public
AIDS/LifeCycle - (866) 245-3424 ©2020 AIDS/LifeCycle benefit corporation recognized as tax exempt under
Southern California Office - (323) 860-7380 IRS Code Section 501@@2 Donations to
AIDS/LifeCycle are deductible for income tax

Northern California Office - (415) 581-7077 purposes, to the extent permitted by law.




PEER-TO-PEER DIY,
gamification

Choose
how you want to raise funds

Marrowt vents

Host a local.event to add potential marrow donors to the registry.

By TheMile

Run, bike, skate or swim. D@ a world of goed with eveny mile:

LifeE\ents

Fundraise for your birthday, wedding, transplant anniversary or
any special occasion.

g

Honor&Memorial

(Celebrate or remember someone special by helping patients in
; /A need.

Y 4

CreateyYour®wn

Don't see the option for you? Create your own. The ideas are
endless.

Honor Roll
Anonymous
Kate Hinchcliff $35
Richard Oblath $25

Add your name - Give now!

About Fundraising Resources FAQs

My Achievements

0000

Personal Sent Emails Updated My Raised $100+ Raised $250+ Raised $500+
Donation Page

Raised $1,000~ Raised $5,000+  Raised $10,000+ Raised enough to
Unlock this badge: Unlock this badge: add 15 potential
I'm $3490 away  I'm $8490 away marrow donors to

from this badge.  from this badge. Be The Match
Give now! Give now! Registry®
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SOCIAL + VIDEO
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5 minutes ago 5 minutes ago 5 minutes ago 5 minutes ago 5 minutes ago

2 bethematch 2 bethematch ¢ bethematch ¥ bethematch 2 bethematch
i Sponsored "¢ Sponsored i Sponsored %1% Sponsored i Sponsored

o |
BE 0o THE MA

Sign Up >
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7,264 views 7,264 views 7,264 views
bathematch she's still waning for someone 1o save bethematch She's still waiting for someone to save bethematch She's still waiting for someone to save bethematch She's still waiting for someone to save
her. Because her life will be cut short without... more her. Because her life will be cut short without... more

bethematch She's still waiting for someone to save
her. Because her life will be cut short without... more her. Because her life will be cut short without... more

her. Because her life will be cut short without... more



TEACHER SUPPORT

We believe that the teacher is the most
critical plece of quality education

The keystene of our work in Ghane
Guatemala and Laos is providing
teachers with the resources and
support to become more effective In
the clossroom and provide o learning
environment where students can grow
By bringing teachers together for
workshops throughout the school year
and providing one-on.one cooching
sessions at school, we are improving the

clessroom enviroament for everyone

TEACHERS SUPPORTED

Ghana: 615
Guatemala: 46
laos: 116

SCHOOL BUILDS

In 2018, we celebrated our tenth anmiversary by breaking ground
on our 500th school. These 500 schools provide o safe leaming
enviconment for more than 95,000 students and serve as the
founding example of our porinership with communities. These
schools also serve as evidence of owr sustainable commitment, as
100% of oll 500 schools bulle, aver the course of ten years, cre
fully open ond operational

8 — Puncis of PFromise

TOTAL SCHOOLS

Ghana: 156
Guatemala: 204
Laos: 121
Nicaragua: 20

STUDENTS IMPACTED

Ghana: 40,620
Guatemala: 39,325
loos: 16,394

OUR SUPPORTERS ARE THE HEART OF OUR
ORGANIZATION. THROUGHOUT THE YEAR, POP
ACTIVATES ITS GLOBAL COMMUNITY THROUGH

ENGAGING CAMPAIGNS BOTH ONLINE AND OFFLINE.

ACTIVE POP CAMPAIGNERS: 439
TOTAL CAMPAIGNER REVENUE IN 2018: $1,017,892

20'8 Arnusl Report — 9
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Your content channels work together, no
matter what pair of sneakers you are
wearing.




fundraising is evolving

finding donors requires old school + new

RECAP

old school vs new school fundraising

school tactics and strategies

knowing your audience requires asking

questions and looking at data

Inspired messaging requires clarity a clear
WHY and authenticity

channels + technology

need to work together

TWEET AT US

yBOReiIIyWHC ’tshanksoars | fireflypartners
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Stay in touch + get my
newsletter

pbwer

UP

Barbara O'Reilly your fundraising

boreilly@whillconsulting.com

www.whillconsulting.com




Stay in touch + get our
digital fundraising tools
guide
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www.fireflypartners.com



https://www.onecause.com/raise/

2 Days of Online Lga’?hing & Networking

Septémber 14-15, 2020



https://www.onecause.com/raise/

onecause”

POWERFUL FUNDRAISING SOLUTIONS

info@onecause.com Www.onecause.com 888.729.0399



mailto:info@onecause.com
http://www.onecause.com/

