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How We Give

HOPE
CONSULTING

2010 Contributions

(by source, in billions of dollars)

2010 Contributions

(by sector, in billions of dollars)
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Source: Giving USA 2011 Annual Report on Philanthropy
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Why Our Giving Matters
HOPE

CONSULTING

over 16 million American

children go to bed hungry every
night

. . D 0 3 .
over 3.4 million children in 4.3% of children in sub -Saharan

California were eligible for free or Africa are severely malnourished

reduced price school lunches last
year 0 a 4% increase over 2009

Whether global or local, it is critically important that our philanthropy
targets the most effective nonprofits

Sources: Feeding America Hunger Facts , Hunger Project, FAO 2008 (  www.fao.org/foodclimate/conference/en ), www.kidsdata.org
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http://www.fao.org/foodclimate/conference/en
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é but only about a third of us research  when we give
(Individual donors only)

HOPE
CONSULTING
Most donors say they care,
but few research Focus Group Comments
% of all - . .
respondents OGIVIﬂg t o Charlty s h
100% - thing in my |ifeo
85% . )
80% - ol dondt want to spen
researcho
60% -

oWith known nonprofit
0% 3504 a scandal, you assume they are

0 - - - yd
doing well with your money 0

20%
0% .
State that Do research on any gift
performance is "very
important"

1. % responding5or6onal -6 scale, where 6 = 01 pay G@xtrlemeil yi ¢l aodlsedantdresmtamlny t o
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When we do research, we do so primarily to validate a

nonprofit we 0 v e

For the 35% that do research, it is
often to validate their choice

% of 35% that
research

100% ~

80% -

63%

60% -

40% -
24%

20% A 13%

0% i T T
To determine To help me To help me

whether | would decide how choose
make a gift to much to give between

this organization multiple orgs

Individual donors only
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Focus Group Comments
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Foundations and advisors research more, but all of us still

struggle to compare when giving or grant -ma ki nge HOPE

CONSULTING

ACTION RESEARCH COMPARE
Wentto any source of Self described as Researched to
information before doi ng ©6r es ecempare donprofits
donating before donating
Individuals 69% 33% 6%
Advisors 97% 80% 27%
Foundations 98% 89% 38%

Note: Conducted at the donation, not respondent level
We distinguished between OACTI ON6 and ORESEARCHGO6 based on findi ngdbetieemnthemFocus
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eAnd we are very Il oyal 4 n our giwVvin
making behaviors (which can be good or bad)

onE
LOYAL DONORS: What Actions Make You Likely To Give Again Next Year?
0% 10% 20% 30% 40% 50%
Nothing; | just like supporting them = 34%
Show making good use of donations 30%
| have a personal relationship | 13%
Provide info on goals, needs | 6%
Regular progress updates | 5%
Provide ability to get involved directly | 4%
Tell me how used my donation | 4%
They thank me | 3%
Receive a public acknowledgement | 0%
Provide access to more research | 0%
1. Asked of donors who were OExtremely Likelyoé or oLikelyé tanlygi ve to the same
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What to do with this information?
Five practices for high impact philanthropy HOPE

CONSULTING

1. Reflect

2. Research
3. Compare
4. Copy

5. Rebalance
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1. Reflect : Define what you want to accomplish in your
giving or grant -making

onE

Why?
A Planned giving increases the odds that philanthropy will be high impact
What questions can you ask?
1. What motivates my philanthropy?

A Giving to loved ones?

A A cause that has impacted you personally?

A Maximizing impact?
2. How can | plan my giving to enable high impact giving, within the context

of what matters to me?
A What should my criteria for giving be? (e.g., sector, geography,
performance)
A How much 6flexd should | | eave in my phil
A How can | stay accountable to my giving or grant -making strategy?

Where can you start?

A1 f you don 8 tdplpnyaungivingfar thig holiday season

A If you plan some & plan your giving for 2012

A Ifyou already planyour giving dwai t unti | el qaentc etbo oOr e
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2. Research : Deepen your knowledge about the nonprofit
and the topic

HOPE

CONSULTING

Why?
A High i mpact giving wondét happen by chanc
donors and grant -makers to identify the highest impact nonprofits

What questions can you ask?

What i s the nonprofitods
What i s the organizati on
Does the theory of change make sense?

What is the quality of the leadership team?

What is the organi z aforimanagng to succass,landr ec or d
through failure?

at d mi ssion?
{ e

st e
0s heory of <cha

RN E

Where can you start? Nk ;

A Ask the nonprofités IeadersldGUIDESTAR1ue
A Read the nonprofités website

A Research on third party sites: Catalytic Women, Gui de SCharting Bnpact

A Turn to organizations or authors with deep issue area expertise
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3. Compare : Look for the best nonprofits, and give to them

HOPE

CONSULTING

Why?
A Comparing between nonprofits is one of the best ways to make sure that
your charitable dollars are creating the greatest return

What questions can you ask?
1. What is the short list of organizations working on similar issues?
2. How do these organizations compare, based on data available?
A Clarity of mission and strategy
A Social or environmental impact (measured or expected)
A Quality of leadership team
A Financial management
3. Based on what | know, how would | prioritize these organizations?

Where can you start?

A Delegate : Commission a professional to assess organizations of interest to you,
and to recommend the best possible nonprofit(s)

A DILY: Consult sites that provide rankings, metrics, or expert evaluations

GiveWell ~ “PHILANTHROPEDIA  CHARITY NAVIGATOR
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4. Copy : Give or make grants to nonprofits supported by

large foundations, or other philanthropists you respect HOPE

CONSULTING

Why?

A Emulating the behavior of those who devote full time resources to
understanding performance is a very good way to maximize impact

A If there are others whose research and analysis you respect o why not?

What questions can you ask?
1. Whose research and analysis do | respect?
2. Why do | believe that their judgment is sound?
3. What do | want to emulate?
A Their grant -making process
A Their grant -making & e.g., give to the same nonprofits

Where can you start?

Grant-ma ki ng database on a | arge foundati on
Sites that provide expert reviews (Philanthropedia)

Organizations that provide general advice on giving (Center for High

Impact Philanthropy, University of Pennsylvania)

Re-connecting with philanthropists you know and respect

o To o P>
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5. Rebalance : Revisit your philanthropy periodically, to
keep top performing nonprofits and to stop giving to others

HOPE

CONSULTING

Why?
A Reviewing your portfolio periodically offers an opportunity to ensure that
you are consistently funding the highest performing nonprofits

What questions can you ask?
A Are there any ©6sacr ed &noopnoditdl wanhto continup or t f o
to support, even I f they arendt the high
A How would | rank -order the performance of the remaining nonprofits?
A What portion of the lower performers am | willing to stop supporting?
A Bottom 20%? Bottom 40%?

Where can you start?

Create a list of the nonprofits that you support

Identify how long you have been giving to each

Prioritize their performance

Determine if there are solid reasons to explain low performance
Stop giving to the low performers, and start networking or doing
research to identify great new nonprofits to support

To o o T I
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Questions, and Discussion
HOPE

CONSULTING

A What are the biggest challenges you face in your giving or grant -making?

A Are the current resources and networks available to you well-matched to
your needs?

A How can Catalytic Women compliment the resources and networks that you
already have available to you?
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Thank you

HOPE
CONSULTING

To learn more about the Money for Good initiative or to download

the full report, go to  www.hopeconsulting.us/money

-for-good/

To learn more about us, go to our website:

Or just call:

Hope Neighbor
hope@hopeconsulting.us
+1.503.789.4808

We look forward to speaking with you.

www.hopeconsulting.us

Greg Ulrich
greg@hopeconsulting.us

+1.415.505.2964
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APPENDIX

About Hope Consulting

WHAT WE DO

Wedr e a
customer insights and
strategy firm

We work with clients to
identify and capitalize on
opportunities to drive
profitable growth
social impact over time

We serve clients in global
health, financial services,
impact investing, and
philanthropic
effectiveness
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and/or

WHO WE ARE

bout i g uWe are experienced

consultants from top -tier
strategy firms, including
Marakon Associates, Bain,
and Oliver Wyman

We engage market
researchers, technology
experts, and other
specialists to provide
targeted expertise
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HOW WEORE

Deep customer insight
capabilities, developed in
client work with F500s and
applied to the social
sector

Sharp focus on how
clients can apply
customer insights to their
organization, to maximize
profitable growth and/or
social impact

Significant international
experience, in 50+
countries worldwide



APPENDIX

Our Principals

HOPE

CONSULTING

HOPE NEIGHBOR,FOUNDER AND CEO

Hope works with public and private
sector organizations to increase their
impact.

Prior to Hope Consulting, Hope was
a strategy consultant with Marakon

Associates, a boutique consultancy
\ serving Fortune 500 clients. At

a Marakon, Hope worked with senior

Ieadershlp of publlcly traded healthcare, hospitality,
and retail companies on growth strategy.

Previously, Hope worked at the World Bank, where she
was integral to the design and supervision of a $270M
loan and grant portfolio. Hope was a field coordinator
for the International Rescue Committee in Burundi,
coordinating service delivery to 40,000+ internal
refugees, and a Peace Corps volunteer in Cameroon.

Hope holds a MPA from the Woodrow Wilson School at
Princeton University and a BA in Public Policy Analysis
from Pomona College, where she graduated with
departmental distinction. She was recently profiled as
a social entrepreneur by  Fast Company.
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Greg brings S|gn|f|cant strategy
consulting experience to Hope
Consulting. As a Principal with
Marakon Associates, Greg led

some of the fir-mds
million dollar consulting

engagements. Greg has

experience in the nonprofit sector,
healthcare, clean energy, and

financial services. He also has extensive customer

research experience, recently

Money for Good initiative, and is currently leading
oMoney for Good I I, improvi

Greg has deep interest in the social sector. He is a
Director of the Foundation for Sustainable
Development, founded a nonprofit foundation
focused on children's education, and initiated a
social impact consulting practice while at Marakon.

Greg holds an MBA with a concentration in Finance
from Wharton, University of Pennsylvania, where he
was a Palmer Scholar. He graduated summa cum
laude with a BS in Economics from Duke University.

ng
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Wedve served | eading
organizations

? TECHNDOSERVE

Business Solutions to Rural Poverty

The World Bank

IBRD & IDA: Working for a World Free of Poverty
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private andc

HOPE
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ol was I mpressed
qguality of Hope C
analysis, and the novelty of

their insights.

oOTheir work i s mu
useful than [that of] many of
the big consultin

o Dennis Whittle, CEO,
GlobalGiving



