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INTRODUCTION AND CONTEXT

The Motivation for the Money for Good Project
HOPE

CONSULTING

It is our nature to see the world based on our own context, experiences, and
points of view. People in all walks of life struggle with this bias every day . How
can a new product fail when you and your cohort believed that it was a great
idea? The need to understand the world as it is d not as we wish it were 0 has
caused primary market research to become a multi-billion dollar industry.

The motivation behind the Money for Good project was to seek the 6 v 0 ioCtlee

c u st o roe chéritable giving and impact investing. Thisperspective has been

lacking in these sectors to date . As the Hewlett Foundation and McKinsey &

Company noted in their recent report 0 T hNonprofit Mar k et p |ltlere es ad
need to O i n v msrésearch that clarifies d o n o rnmtivations, needs, and

decision -making criteria .6

With this report we have attempted to address that need, and to build a
thorough understanding of the behaviors and motivations of Americans with
respect to charitable giving and impact investing .

1. 0The Nonprofit Marketpl ace: Bridging the I nformation Gap in PRPM8I| ant hropyo,
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INTRODUCTION AND CONTEXT

The Goal and Structure of the Money for Good Project
HOPE

CONSULTING

The goal of this project was to understand USconsumer preferences, behaviors, and
demand for impact investment products and charitable giving opportunities
(together, these make up the 0 mo n oy g o o dndarket), and then to generate
ideas for how for- and nonprofit organizations can use this information to drive more
dollars to organizations generating social good .

We structured the project around three key questions related to this overall goal :

How can nonprofits more effectively obtain donations from individuals?

How can a greater share of donations go to the highest performing
nonprofits?

What is the market potential for impact investing and how can it be realized?

Note : We also looked at how these findings relate to people who donate or invest in developing
countries, with a particular focus on support to international entrepreneurship . Those findings can
be found in 6 Mo n doy Good : Special Report on Donor and Investor Preferences for Supporting
Organizations Working Outside the US 6
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INTRODUCTION AND CONTEXT

Our Approach to the Money for Good Project

HOPE

CONSULTING

WHO WE TARGETED

Individuals with household
(HH) incomes over $80K.
These individuals represent

the top 30 % of USHHsIn terms
of income, and make 75% of
charitable donations from
individuals

We oversampled people with
household incomes over
$300K, due to these
individuals ddisproportionate
share of charitable
contributions and investments

HOW WE RESEARCHED

Used 3 sources of information:

External research, to learn
from previous work in  the field

Qualitative research,
consisting of focus groups and
interviews with over 30
individuals, to test survey
language and inform
hypotheses

Quantitative research,
consisting of an online survey
of 4,000 individuals. This was
the main focus of our
research

1. We refer to high net worth individuals throughout this report as individuals with HH incomes of
greater than $300,000, as this is one of the criteria to be an accredited investor

MAY 2010 HOPE CONSULTING

WHY SURVEY IS UNIQUE

Breadth and Depth: survey is
unique both in the number of
respondents and the amount
of information it covered

High Net Worth *: half ( 2,000)
of the respondents had HH
incomes >$300k, making this
one of the most robust
surveys of wealthy individuals

Behavioral Focus: survey
looked at actions, not simply
stated preferences. It also
forced individuals to make
trade -offs to mirror real life
decision -making and
minimize pro social responses



INTRODUCTION AND CONTEXT

Key Definitions

HOPE
CONSULTING

Donations:

Impact

Investments:

Money for Good:

Retail Donor or
Investor:

High Net Worth
Donor or Investor: 1

Affluent Donor or
Investor:

Charitable donations by individuals to nonprofit organizations

Investments that have an  active social and/or environmental
objective in addition to a financial objective

Charitable donations + impact investments

People with HH income between $80k and $300k. $80k is the
cutoff for the top three deciles of US HHs in terms of income

People with HH income over $300k, an income threshold for
accredited investors. This represents the top 1.3% of US  HHSs

Anyone with HH income over $80k (retail + high net worth).
This was the full scope of our research

1. Technically these are high income, not high net worth individuals. However, given the high correlation between income and assets and the fact that
is a more stringent measure of being an accredited i nvesidreport, we have

i ncome
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INTRODUCTION AND CONTEXT

Project Team
HOPE

CONSULTING

A The Money for Good project has been generously funded by the Metanoia
Fund, the Aspen Institute of Development Entrepreneurs (ANDE), the Rockefeller
Foundation, and the William and Flora Hewlett Foundation

A The project was led by Hope Consulting (www.hopeconsulting.us), with
additional advice and services provided by Clavis Partners, Engagel23,
Compass(x) Strategy, and e -rewards

A The project ran from December 2009 & May 2010

A For more information on these results, please contact:
Hope Neighbor & Founder, Hope Consulting 8 hope@hopeconsulting.us
Greg Ulrich & Project Manager, Money for Good 0 greg@hopeconsulting.us
Julian Millikan 9 Survey Design, Money for Good @ julian@hopeconsulting.us

A The appendix contains additional information on the funders, partners and team
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INTRODUCTION AND CONTEXT

A Final Note on This Report
HOPE

CONSULTING

A This report summarizes the most important findings from our research

A In addition, we have developed recommendations for how various actors can
use these findings to drive more dollars to organizations generating social good

A These recommendations are supported by the fact -base we have developed
regarding the behaviors and preferences of donors and investors, but in some
cases require additional research to properly vet the ideas

A E.g., we found a demand for impact investment products with small minimum investments,
and recommend that the sector look for ways to provide those cost -effectively. However,
we can not state that it is in the best interests of any specific organization to develop these
products without a thorough understanding of the costs and benefits associated with them

A We have noted areas where additional research is required throughout
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1. Executive Summary p 8010

2. Increasing charitable donations from individuals p 120 34
3. Increasing donations to the highest performing nonprofits p 36 0 57
4. Realizing the potential of the impact investing market p 59088
5. Final thoughts and next steps p 90692
6. Appendix p 94 6 106
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EXECUTIVE SUMMARY

Increasing Charitable Donations From Individuals

HOPE
CONSULTING

Recommendations & For Nonprofits to
Key Findings Improve Fundraising Capabilities

A. There is $45B of market opportunity, limited in part A. Segment on behaviors, not demographics
by high levels of loyalty in charitable giving

B. Tag and track your donors by segment
B. Donors are generally satisfied with nonprofits, but

1<::|te bel_ng solicited too often as their key area of C. Determine what segments are best for your
Abirelot organization, given your strengths
C.  Few donors do research before they give, and D. Develop consistent outbound marketing that

those that do look to the nonprofit itself to
provide simple information about efficiency and
effectiveness

appeals to target segments

E. Prioritize investments based on what will drive

: - donor behavior
D. Behaviors matter: there are six discrete segments

of donors with different primary reasons for giving
F. Capture donors early

E. Demographics dondt matter: _
behave similarly to others G. Understand how to manage different segments

when approached

MAY 2010 HOPE CONSULTING 8



EXECUTIVE SUMMARY

Increasing Donations to the Highest Performing

Nonprofits

Recommendations & To Increase Funding

Key Findings to High Performing Nonprofits
A. While donors say they care about nonprofit A. There are three primary opportunities to
performance, very few actively donate to the improve the quality of giving:
highest performing nonprofits 1. Closing the oOcare vs. ac,
2. Closing the oquality inf.
B. Changing this behavior will be difficult given 3. Closing the ogood vs. be
donorsé varied motivations B. The o6Care vs. Acté and 0Qu:¢

to the nonpr(?fits to which they give, and the fact gaps are the top priorites  and can be
that they believe that nonprofits perform well addressed concurrently by

1. Providing simple information donors will use

2.  Pushing information to the donors

3. Building broad awareness around some
select key messages

C. The opportunity to close tF
gap lies with the High Impact segment

D. Foundations can also help direct more capital
to high performing nonprofits by helping them
to develop superior fundraising capabilities
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EXECUTIVE SUMMARY

Realizing the Potential of the Impact Investing Market

HOPE
CONSULTING

Recommendations & To Unlock the
Key Findings Impact Investing Market

A. Most individuals are open to impact investing, but For organizations trying to unlock this market:
need to know more

A. Clarify what impact investing means
B. There is $120B of market opportunity, half of which
is for smaller (<$25k) investments; even the
wealthy want small investments

B. Build awareness of impact investing and the
opportunities available for investors

C. The opportunity is greater when positioned as C. Develop and disseminate information on impact
investments, not alternatives to charity investing to financial advisors
D. Once people get involved, their willingness to For all organizations involved in impact investing:

invest increases (ramp in effect : o
(el ) D. Structure products with small initial investments

People discover & transact through their advisor (<$25,000)
F. The key barriers investors see relate to the E. Tailor products and messages by segment, to
immaturity of the market, not the social or appeal to different motivations

financial qualities of the investment opportunities

: L . F. Make opportunities accessible to investors
G. Overall, downside risk is more important than

upside financial returns G. Position these as investments, not as alternatives to

H However, those general pre SR
to each investor. We found six discrete segments H. . Address barriers related to
that have different priorities and motivations immaturity, which are consistent across segments
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1. Executive Summary p 80610

Increasing charitable donations from individuals

3. Increasing donations to the highest performing nonprofits p 36 0 57
4. Realizing the potential of the impact investing market p 59088
5. Final thoughts and next steps p 90692
6. Appendix p 94 6 106
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INCREASING CHARITABLE DONATIONS FROM INDIVIDUALS

Executive Summary

Key Findings

HOPE

CONSULTING

Recommendations & For Nonprofits to

Improve Fundraising Capabilities

A. There is $45B of market opportunity, limited in part
by high levels of loyalty in charitable giving

B. Donors are generally satisfied with nonprofits, but
cite being solicited too often as their key area of
frustration

C. Few donors do research before they give, and
those that do look to the nonprofit itself to
provide simple information about efficiency and
effectiveness

D. Behaviors matter: there are six discrete segments
of donors with different primary reasons for giving

E. Demographics dondt matter:

behave similarly to others

MAY 2010 HOPE CONSULTING

Segment on behaviors, not demographics
Tag and track your donors by segment

Determine what segments are best for your
organization, given your strengths

Develop consistent outbound marketing that
appeals to target segments

Prioritize investments based on what will drive
donor behavior

Capture donors early

Understand how to manage different segments
when approached



A. MARKET OPPORTUNITY

Nonprofit organizations receive a majority of their
donations 0 $172B 6 from affluent individuals

HOPE
CONSULTING
75% of all charitable donations 0o The wealthiest 30% contribute
~$230B 0 come from individuals 75% of all individual donations
2008 2008
Donations Donations
$300 - $150 1 [ A \
$250 1 $229 $120 $115
$200 -~
$90 -
$150
560 - $57 $57
$100
41 $30 -
$50 - $ $23 $15
$0 ' T T T ] $0 T
Individual Foundation Charitable Corporate Wealthiest ~1% of Next 29% (HH Final 70% (HH
Donations  Grantmaking Bequests giving Households (HH Income >$80k) Income <$80k)

Income >$300k)

This research only looks at the most affluent 30% of households (>$80K in income)

Source: Giving USA, 2008
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A. MARKET OPPORTUNITY

There is $45B of charitable donations available for
nonprofits from affluent individuals HOPE

CONSULTING

Donations by top
30% of HHs ($B)

~
$250 - o New Donations N Market
A minority of donors are willing to o ftunit
consider donating an additional pportunity
$200 - $192 $20B over what they give today The market
opportunity is the
Switchable Donations sum of new and
$150 - $25Bof donorsdé6 curre switchable
are not loyal to an organization, donations:
and are therefore available to
$100 - be switched to new charities | $45B
Loyal Donations
$50 A The majority of donations are
given to the same organizations
every year
$0
2009 Donations 2010 Potential
Donations
Loyalty and switching determined based on donorsd certainty around future gi fDekisinappendix hei r hi st ori

MAY 2010 HOPE CONSULTING ‘ 14




A. MARKET OPPORTUNITY

The $20B of opportunity for onev
concentrated in a third of donors HOPE

CONSULTING

Only 1/3 of donors were willing to donate
more than they do today

AQuestion asked o0if
WF'Q”'”?I only to Noé;]/\/'”'ng improved on the areas you pay
eallocate to ange .
2504 419 attention to, V\{ould. you charlge
your gilving?o

A Only 34% of respondents said
they would donate more

A Those 34% would donate $20B
more (after adjustments to
reduce overstatements 1)

Willing to A The 34% skew younger
Donate More A 38% of respondents under 50 willing
34% to donate more  vs. 32% over 50

1. See appendix for details
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A. MARKET OPPORTUNITY

Donors are very loyal, leading to only $25B of

oswitchable donat

The Majority of Donations are Loyal

% of $ Donated

% Total Gifts Loyal:

100% - 86%

govs | (8%

60% -

40% -

R 10%
0 0
7% o A

O% = T T T T __\
100% Loyal 99-67% 66-33% 32-1% 0% Loyal

Loyal Loyal Loyal

1. See appendix for details

MAY 2010 HOPE CONSULTING

onso (14% pwmt

CONSULTING

Loyalty was measured based on
donorsd certainty ar ol
and their historical giving patterns !

A Al most 80% of all gif't

| oyal , 6 meaning that
certainty that these gifts will be

repeated next year
A More loyal than typical industries

A Overall, on a weighted basis, 14% of

gi fts are available,
A Varies by income: 19% of donations by

retail individuals are available, but only

11% of HNW donorsd dona

A This | eads to $25B in

opportunity ($172B * 14% = $25B)



B. DONOR SATISFACTION

A key area of donor dissatisfaction is that donors feel
that nonprofits solicit them too frequently

Importance vs. Performance 1

A For the most part, there is a high
AEase of correlation between what donors say

donating .
ALeadership is important and how well they feel
quality nonprofits perform
AEffectiveness A Ultimately a barrier to getting people to

change behavior

Importance to Donors

ADirect use i _
ARegular reports A Donors are not happy with how often
AEndorsements they are solicited
A_Can get A 60% said this was very important to them,
involved but only 40% said they thought nonprofits
A| ) did a good job
MG A Consistent with external findings 2
Approach
AContact w/ )
beneficiaries A This analysis is for donor views of
QSQC'al events nonprofits overall; it is useful for
s nonprofits to ask their donors how
ARecognition .
: they perform specifically
Performance of Nonprofits
1. Donors were asked to rate the importance of various elements of giving, and the performance of the nonprofits to which they d onated, on 1 -6 scale

2. 02008 Study of High Net Worth Philanthropy,é March 2009. Segueant# 3Soleiacsiotnatpie®
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B. DONOR SATISFACTION

With a few exceptions, donors believe nonprofits
perform well on the important elements of giving

( Note: this i

s addi ti

onal

det ai

a HOPE u C

S CONSULTING .

pr

Donorso Vi

e w

of

Ho w
Attributes Are When Giving to a Nonprofit

| Dponotr adt VVa@awi @eodist he
Nonprofits to Which They Give

Org's Effectiveness
How the Org will Use my Donation
Quality of Leadership
Percent of Costs to Overhead
Ease of Donation
Not Being Asked for Money Too Often
Ability to Direct Donation's Use
Regular Progress Reports
Endorsements by Person | Trust
Prompt and Sincere Thank You
Ability to Get Involved
Org Approach - Novel / Innovative
Contact with the End Beneficiaries
Social Events Hosted by Charity
Worthwhile Gift
Public Recognition of Donation

0% 20% 40% 60% 80%100% 100% 80% 60% 40% 20%
90% 87% | | |
| 87% 75%
: 78% 72%
_ 76% 69%
62% 68%
: 59% 60%
| 46% 50%
41% £9%
: 34% 52%
] 31% 48%
] 30% 40%
] 28% 40%
| 24% 2004
16% 25%
| 119 6%
Jm 9% 25%

Ease of Donation

Quality of Leadership

Org's Effectiveness

Prompt and Sincere Thank You
How the Org will Use my é
Regular Progress Reports

Percent of Costs to Overhead
Ability to Get Involved
Endorsements by Person | Trust
Ability to Direct Donation's Use
Social Events Hosted by Charity
Not Being Asked for Money Too &
Org Approach - Novel / é
Public Recognition of Donation
Contact with the End  é
Worthwhile Gift
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C. DONORSO® | NFORMATI ON NEEDS

Most donors donot spend a | ot of

and those that do look for simple, digestible info HOPE
Of those, ~75% spend éand they are
Only 35% ever do research <2 hour s r es e arsimbléfacts énd figures

Did Research on
Any Donation in
2009 <15 Min

0% 10% 20% 30% 40%

Quotes /
14% Testimonials

|

Stories 10%
13%
65% r2vours || 25%
’ 15%
| Detailed
2-6 Hours 16% Reports
Never J
Researched Facts and
Before Making a >6 Hours 10% Figures
Donation
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C. DONORS® | NFORMATI ON

NEEDS

Donors are looking for information on the efficiency

and effect.

veness

OrgapyrE @

CONSULTING

a n

| mportant
befor e

pi ece of i
gi vingo

Amount to "doing good" (vs. OH)
The amount of good the org is accomplishing
How the org will use the donation
Approach to solving the problem
Endorsement by trustworthy org or person
Quality of organization's team
What the donation will provide
Size of the challenge org trying to address
Negative information (scandal, etc)

Other

5% 10% 15% 20% 25% 30%

8%

7%

5%

4%

4%

2%

1%

18%

25%

24%

nNf or ma-t

A For better or for worse,
Overhead Ratio is the #1
piece of information
donors are looking for

A In general, people are
looking for comfort that
their money will not be
owastedodé (top 3

A People care about
information on the
organization more than
information on the size of
the problem (4%)
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C. DONORSO® | NFORMATI ON NEEDS

éand donors typically I ook to tFr
collect information HOPE

CONSULTING

OPl ease select the single most valuabl e sou
informationyou us edo

0% 5%  10%  15%  20% A Many donors go directly
The organization ' s web -site 16% to the organization
Employee/Volunteer at the NP 14% (3 Of tOp 4 responses)
A friend or family member 14% <
’ A Only 10% use
.. 0, . . -
seneficiary 11% intermediaries that
Internet search (e.g., Google) 10% evaluate a Wlde range Of
Website that has info on many NPs 10% nonpl‘oﬁtS as their primary
Presentation at an event | attended 8% source of information
E-mails or mailings from the NP 4% i
Other 4% A If there was .a strong.
7 demand for information,
Grant proposal or annual report 4% .
. there would likely be more
TV t dia article/vid 0 .. . .
news report or media article/video 3% aCtIVIty Wlth internet
Advisor (e.g., lawyer, financial advisor) 2% searches and advisors
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D. DONOR SEGMENTS

Donors are not alike. We found that, statistically, donors
break out into six behavioral segments

HOPE

CONSULTING

Repayer Casual Giver High Impact

ol give to my ol primarily veltgiwel It o t hag
. known nonprofits through a that | feel are generating

0l support or payroll deduct ijnt md gwoea &ktbest s
that have had an impact

on me or a | o 0Ol donated $1@OOM®Isculpport ca
could host a table at the seem overlooked by

evento ot her so

Faith Based See the Difference Personal Ties

oOWe give to ou chlurtchionk it 6s ol only give

. . support | ocal familiar with the people
oWe only giwv t o
o o . : who run an org
organizations that fit with ol only give
our religi ousil badanizatiors where | feel | OA | ot of my
can make a dif response to friends who ask

me to support their causes 0

Note: Segments based on statistical analysis. See appendix for details
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D. DONOR SEGMENTS

Each segment has different motivations for giving

onE
Casual High Faith See the Personal
Core Drivers of Giving 1 Repayer Giver Impact Based  Difference Ties
Cause impacted me or a loved one ﬁ%%
Org is established and respected | Bl 27%
I will be recognized or appreciated | 1 4%
Easy to give through work | I 3%
Good social events or gifts | I 3%
Focused on underserved social issue | B 18%
Org better at addressing social issues | B 12%
Fit with religious beliefs | . 550,
Org works in my local community | Hl 30%
Org is small - gift makes a difference | H 16%
Familiar with org/leadership | Hl 26%
Friend/Family asked me | B 10%
In social or professional network | 1 5%
Try to support friends' charities | I 3%

1.The segments were derived by grouping individuals who had si moriutple pri orities
segmentations (from3 -9 groupings) and found this breakout of syapresert tharefetive importdnce offieacht he mo st
vari able to each segmentds decision making for charitabl e gi vi tsgo.wasddmovedfiorm de e p
fthe analysis (i1td8s more of _a._ .t adpeciéicdscisianknaking)hSeeappendid forifuvtteerdetails ons e gtimeenmethodology ... ... .
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D. DONOR SEGMENTS

Repayer has the largest number of donors;

Personal Ties has the largest amount of donations HOPE
% % MEAN MEDIAN

POPULATION DONATIONS DONATION!? DONATION?

See the Difference $10,000 $2,500

1. Refers to all donations. 2. Refers to all donations. Estimated as people entered their giving in ranges (e.g., $1,000 - $2,499) vs. directly inputting the
amount. 3. The reason that Personal Ties has such a large % of donations is because, in our survey, a disproportionate # of p eop le who gave >$1M / year
fell into this category. This may be unsurprising, as many other reports discuss the importance of personal connections for v ery high net worth donors
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D. DONOR SEGMENTS

There is at least $5B of market opportunity in each

segment R

CONSULTING

Market Opportunity by Segment ($B)

Switchable Donations A Sufficient market opportunity
exists in each segment

Repayer $2.2

Casual

$5.9 A Faith Based and Repayer are
Giver '

the most loyal segments (93%

vs. 86% overall)

High Impact $3.0

A The least loyal segments are
$2.6 Casual Givers & See the
Difference (80%)

Faith Based

h < : o
D;Zf;nfe A The Personal Ties switching
opportunity is driven by the
Personal Ties $8.4 high current donation per
person

MAY 2010 HOPE CONSULTING 25



E. DEMOGRAPHICS

Segments donot vary significantl
demographics are not critical predictors of behavior HOPE

CONSULTING

Segment mix is similar

across gender é éageé eéand I ncome
100% - 100% - 100% -
W Personal Ties
] ] 80% -
80% M See the 80%
Difference
60% - ® Faith Based 60% - 60% 1
40% - B High Impact 40% 40% -
B Casual Giver o -
20% - 20% - 20%
B Repayer
0% - 0% - 0% - T T T
Male Female 18-39 40-49 50-59 0+ $80- $150- $300-  $750K+

$149K $299K $749K

Responses to other questions in the survey did not vary much by demographics o
most importantly, high net worth individuals responded similarly to everyone else

Note: breakouts on this page are for the raw data in from the survey, before adjustments were made to rebalance for populatio n d emographics
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INCREASING CHARITABLE DONATIONS FROM INDIVIDUALS

Recommendations for obtaining more donations from
Individuals by improving the donor experience

A. Segment on behaviors, not demographics

B. Tag and track your donors by segment

C. Determine what segments are best for your organization, given your strengths
D. Develop consistent outbound marketing that appeals to target segments

E. Prioritize investments based on what will drive donor behavior

F. Capture donors early

G. Understand how to manage different segments when approached
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RECOMMENDATIONS FOR NONPROFIT ORGANIZATIONS

A. Segment on behaviors, not demographics
HOPE

CONSULTING

Why Do This How to Segment
A Nonprofits segmentations are often Repayer Casual Giver
based on demographics, especially Ol support o ol give to
age and income that have had an nonprofits because it

impact on me or a i sndt very c
| oved onedq(

A However, differences in age and
income do not point to differences in
how donors give, or what they want
A While it may be useful to spend more

time with affluent donors because they
are often willing to donate  more , they
should not be targeted  differently

High Impact Faith Based

ol give to t oWe give t
that | feel are organizations that fit
generating the greatest with our rel.i

social goo

<o ' he Differen
A 1t is more useful to segment based on Personal Ties See the Difference
what drives donor behavior, and O GIVESWiel (olamnly gi Vg
Id th influence the m nd familiar with the people organizations where |
wou us Influence the message a who run an feel | can make a

approach for that type of donor organi zati@iné difference
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RECOMMENDATIONS FOR NONPROFIT ORGANIZATIONS

B. Tag and track your donors by segment
HOPE

CONSULTING

Why Do This HowtoTagand Track (11 1l ustrati

A Because different donor segments Please answer the following three questions:
respond to dlfferen_t hOOkS_’ Itis 1. Why do you donate to our organization?
important to know into which segment A. Aloved one was afflicted by the disease

a current or prospective donor falls B. Afriend asked me to
C. Donated at 25 ™ anniversary event
R

e

A Segment tags can (and should) be
2. What do you like most about our organization?

tracked N an organi z A. Strong religious principles
database B. More effective than similar nonprofits
C. é
A Determining which segment a donor is 3. Howé r

in is very doable; it can be as easy as
aSking a few behavioral questions for Name Address Donation  When Segment
each donor (agai n, t F jonnboe 142 oak $m06 12/5/09  High Impact
based simply on demographics) SueKim 88 Chest 8250 é 9/15/09  Repayer

JmSmith 42 Pine $#é 1/1/10 Casual Giver
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RECOMMENDATIONS FOR NONPROFIT ORGANIZATIONS

C. Determine which segments are best for your

organization, given your strengths HOPE
Why Do This How to Pick Target Segments
ANonprofits candt be . Define what you stand for
people, and certainl

market themselves as such . Assess what you do best, and what
makes you distinct

A The best way to set your organization
apart from others is to be clear on
your strengths, and market yourself

Look at your current donors 6 why do

they donate to your organization, and
into which segment do they fall?

accordingly
. Now, look at the six donor segments @
A There is sufficient headroom in each select those that are the best fit for your
segment, so the available dollars organization
should not dictate where a nonprofit
focuses Some potential examples:

A Susan G. Komen : Repayer , Personal Ties
A A Local Shelter: See the Difference, Faith Based
A TechnoServe : Repayer , Personal Ties, High Impact
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RECOMMENDATIONS FOR NONPROFIT ORGANIZATIONS

D. Develop simple, consistent outbound marketing

that appeals to target segments
Why Do This Some | deaseée
A Donors give for different reasons, and A Create outbound marketing approach
thus respond to different appeals that appeals to target segments, i.e.,
A Channels for communication and asks
A Donors want simple information, and A Look and feel of website and images

are not willing to do a lot of research A Consistency in all messages

A Communicate a few, simple messages
A Simple story that appealsto 1 -2 segments
A Supported by a few key metrics

A While many donors want general
performance information, and want to
know how their gift will be used,
different segments have different
oOohooksdé that will i
A E.g., a hospital could focus on:

A Create brie%f %ummaries éasks florv .
ns pd(')n{)rse, nuance%l t[‘)ny target seggment

a) appea“ng to the families of current When you donate to [org name], 99 cents out of

and past patients; every dollar go to help t

b) how they benefit the local Community Do you remember the great times you had at ____

c) their quality vs. other hospitals University? Well, now we fee:
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E. Prioritize investments based on what will drive donor

behavior

Why Do This How to Prioritize Investments

A Nonbrofits should onlv invest where it We measured the importance of various traits
P y for the sector as a whole (see pages 17 - 18);

will change behavior 8 and should not nonprofits could survey their donors to see how
i nvest where it wonO9t theyperformon each of those dimensions

A Nonprofits need to understand what 1.0

donors want and how donors feel that

the nonprofit performs on those criteria
A Nonprofits can attract more donors by
i mproving on O6unsatisfi ¢€dosé
c

0.9
0.8
0.7

A Nonprofits can save time and money by S o5
cutting back on areas of over  -investment é 04 -
) 03 -
A Requires being strict o0 Wi | | changi nyg.|
what we do here really cause donors to 01

[ no | onger] give to us?4qg,

00 01 02 03 04 05 06 0.7 08 09 1.0
Performance
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RECOMMENDATIONS FOR NONPROFIT ORGANIZATIONS

F. Capture donors early

N
Why Do This Some | deaseée

A Most elements of donor behavior A Engage young people who
dondt vary with age o rcorréespoadowiieyour target

segments and have strong

A Further, donors are rather loyal, so: earning potential
A Once they donate, they are yours to lose A Young donors program  (e.g., Bravo Club)
Alf you dondt have them A Bringyound), eopnoted professionals to

started to give, they are hard to convert the Board (e.g., Young Associates Board)

A So, while many nonprofits target ABecause an organizat.
wealthy, older donors, it may be are disproportionately likely to give to
better to target younger, less affluent that organization, create opportunities
donors that have earning potential for young people to volunteer

A Partner with firms with young professionals
(banks, consultancies, technology, etc)

A Invest in the lifetime potential of donors,
not just this year os
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