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Thank you for downloading this presentatidPllease stay connected:

dvorit@hopeconsulting.us
@hopeinsights on Twitter

Some notes:

1. Iwas grateful for a full room, an engaged audience, and a lighter load for my return trip. If you missed the
chance to pick up our |mpach'|ven fundraising gwdebook for nonprofits, your free copy is available
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website: www.guidestar.org/moneyforgood
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3. For the purpose of this presentatiorand in spite of the nuances to each word, which | do love to parse
will be using the words impact, performance, and effectiveness interchangeably.

About Dvorit Mausner:

As Change Strategist with Hope Consulting, a San Fratgised, sociasector focused, boutique strategy
consulting firm, Dvorit establishes knowledge of social issues and implements change initiatives by craftlng
and coordlnatlng th& AN Q& | LILINR I OKd { Ki§ht y@drsoSundrasing dxgedefce N/ Al
the University of Pennsylvania, where steveloped a deep understanding of donor behavior, community
development, and communications strategy. As a manager and-frenfundraiser for The Penn Fund
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$3.5B campaign, Making History, Dvorit served as a leader in the design and implementation of the young
alumni engagement strategy, yPenn, which included over 50 events across the world, reaching more than
1,500 alumni in less than two years. She has shared her expertise during conferences and webinars of Ivy+
Annual Giving, CASE Districts Il and V, The Chronicle of Philanthropy, and MCON12, and is quoted in the
upcoming bookCause for Change: The Why and How of Nonprofit Millennial Engagement
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About Hope Consulting

BOUTIQUE STRATEGY CONSULTING FIRM... ...WITH A SOCIAL SECTOR Focus

= Founded in 2009 ™HE
= San Francisco, CA RELKEFELLER FOUNDATION

Hope Neighbor, Founder and CEO
THE WILLIAM AND FLORA _ﬂ!
' ) . HEWLETT [T
We serve clients—foundations, nonprofits, & FOUNDATION GUIDESTAR
select mid-market companies—by offering:

Program strategy and design
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Conservancy
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Our areas of focus include philanthropic GATES Joundssion
effectiveness, impact investing, financial
services, and healthcare B TECHNOSERV
Business Solutions to Rural Poverty

We would welcome the opportunity to work with yand your institution. Contact
Dvorit Mausner, dvorit@hopeconsulting.us, and mention that you attended the Case
8 Conference!

As an example of our work directly relating to advancement, we recently completed a
project advising a major US foundation on its efforts supporting community
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fundraising landscape that some of you may be trying at your own institutions. This

was an interesting opportunity for us, and one that will work to maximize their

impact with significant cost savings.




Indicative project: Money for Good research in two phases

ToriC

METHOD

SUPPORT

Charitable gifts and
impact investments:

Focus groups/interviews
Nationwide survey:

ANDE
Metanoia Fund
Rockefeller Foundation

G What motivates :_’w"f“ 7:‘,_' _f ,‘ o William and Flora
%— American donors Oversample of H4 Hewlett Foundation
How much they are n e>$ ear
willing to give
Donor, advisor, and Focus groups/interviews Bill and Melinda Gates
foundation behavior: Nationwide survey: Foundation
~ Liquidnet for Good
) Wwillingness to use 875 ad ,‘r William and Flora
= specific information, onall Hewlett Foundation

formats, and channels
For giving, advising, or
grant-making

yrant-makers

In partnership with:

GuideStar
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The full reports, summary findings, and more are onéihe/ww.hopeconsulting.us
and with additional resources at www.guidestar.org/moneyforgood.

From Money for Good I, the motivations of American donors will be the significant
F20dza 2F OGUKAA LINBaSyidlrdAazyoe 2SQff NBIdzNY
when we look at donor interest in specific information on giving.

Originally, we were funded to do only one phase of research, but this extended into a
second round once we (our firm, our funders, and the social sector community at
large) realized how much left there was to study and understand, and that the desire
for our work was so great.

The reason that this research is so valuable to the field is because it is the first work
2T AGa {AYR aAyOS mMopptQa a¢KS {S@Sy cCI OS
Another unigue quality is the focus on affluent donors, specifically.
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. . i isition?
General donor motivations Your most likely new donors for acquisition?

Your most likely current donors for retention

Repayer Casual Giver High Impact
“I give to my alma mater” "I support causes that
. “I give to well known seem overlooked”
I support organizations nonprofits because the
that have had an impact choice is less complicated” "I give to nonprofits that |

on me or a loved one” feel do the most good”

23% of donors 18% of donors 16% of donors

Faith Based See the Difference Personal Ties

“I think it's i f
"I give to my church” nk it's imporfant fo

support local charifies” "I give when | am familiar
il G h eIT: with the people who run an
f{fgr\{;?o org?n'fzahznsrﬂ;c?’f “| give fo small, needy orgemagtion”
it with my religious beliefs organizations”
16% of donors 13% of donors 14% of donors
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These were segments discovered through our research, a new way to parse your
alumni rather than by demographic (age, location, etc.) or giving history (LYBUNTS,
SYBUNTS, etc.). Here, individuals are segmented instead by their general donor
motivations: what inspires philanthropy within them.

It is possible that one person has multiple motivatgggment profiles within him or
herself, certainly, BUT, the data on the next slide shows that actually, motivations are
fairly separated into silos. It is from these concentrations of discrete motivations that
we formed these categories.
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gratitude they feel for an impact made on them or loved ones. If you have had a ;
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and you touched on this sentiment of giving back what was received, this person

likely converted into a donor. Because this is such a large segment of donors, _ )
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had received by studying at your school, and you would likely be speaking to the

largest population of your current donors based on their individual philanthropic
motivations.

But these other five segments are additional donor motivations that your institution

can work into its messagingparticularly for your donor acquisition. In these cases,
potential donors might not yet know the ways that you fulfill what drives themto
AANDBSP LRSYuUATe e2dzNJ AyauAudzuA2y Qa auNbBy3




0S Y2U0AQFKGSR o0& @2dz2NJ AyadAddziazyQa 62N K
each segment with ideas for targeting your messaging to various groups.




G . . Other segments could be
eneral donor motivations targeted in new appeals for
donor acquisition
Deepen messaging to maximize A
naturally supportive intent
[ CAsuAL HIGH FAITH SEE THE I’ERSONAL\
CORE DRIVERS OF GIVING REPAYER GIVER IMPACT BASED DIFFERENCE TiES
Cause had impact on me/loved one | I 38% 1 I ] 1 ]
Org. is established and respected B . 27% 1 ] [ ] ]
| will be recognized or appreciated | Closest 4% | |
Easy to give through work T, ke |
Good social events or gifts 1 3% I
Focused on underserved social issue | 1 g 1 1 “Friends”
Org. better at addressing social issues | 1 Youngv 1 | & locals
Fit with religious beliefs .| | alumni T 45%| |
Org. works in my local community i 1 —1 Mojor . 30% ]
Org. Is small - giff makes a difference 1 1 I donors m 6% 1
Familiar with org./leadership 1 I C 3% 1 N 26%
Friend/Family asked me 1 | | m10%
In social or professional network | | | Families & 15%
Try to support friends charities | students ™ I 3%
% represents the relative importance of each variable to each segment's decision making for charitable giving
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Based orthese six researchased segments and the motivations within each of
them, | make these recommendations for potenteaigetedaudiences for whom
these segments are most appropriate. The more we deepen our connections to
potential donors by speaking directly to their motivations, the more likely their
conversion to give.

Young alumni are social and prefer what is easy and immediate, yet meaningful.

Major donors will have the most scrutiny over the direct impact of their gift in a
significant area, particularly a large initiative that tackles a social issue.

52S& @82dz2NJ AyadAddziazy KF@S |ye LINRINIYa
the community?

Parents/families and students are most familiar with the institution as it is today, and
volunteers are key for maximizing the giving potential associated with personal
connections.




General donor motivations
CAsuAL HIGH FAITH SEE THE PERSONAL
CORE DRIVERS OF GIVING REPAYER GIVER IMPACT BASED DIFFERENCE TiES
Cause had impact on me/loved one N 38% 1 I ] 1 ]
Org. is established and respected B . 27% 1 ] [ ] ]
| will be recognized or appreciated | 14% | |
Easy to give through work | 13% I
Good social events or gifts | 13% I
Focused on underserved social issue | 1 o 18% I 1 I
Crg. better at addressing social issues | 1 B 12% I 1 I
Fit with religious beliefs | | | 5 | I
Org. works in my local community I 1 I 1 . 30% i
QOrg. Is small - gift makes a differel 1 I | I | 16% 1
Familiar with org./leadership B 1 I ] 1 N 26%
Friend/Family asked me | | | | 1 10%
In social or professional network | 1 | | 15%
Try to support friends' charities | | I 3%
% represents the relafive importance of each variable to each segment's decision making for charitable giving.
Feb. 14, 2013 www.hopeconsulting.us CASE District 8 Conference: The $45 Billion Competition

[This slide is shown now in duplicate without the animatitrsa clearer view of the
data.]




From general motivations to core preferences

= We have identified six segments of donors based on observed differences in motivation
= What converts general motivation into giving to a specific institution, like yourse

= An organization should meet certain core donor preferences to maximize potential giving

Feb. 14, 2013 www.hopeconsulting.u CASE District 8 Conterence: The $45 Billion Competition

Instead of demographicshhve shared with you ourew researckbased way to
segment your alumni based on motivation to jpleilanthropic

Knowing what makegour alumni tick allows you to tailor your messages to build
donor support.
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Core donor preferences

WHAT IS IMPORTANT TO DONORS
IN THE ORGANIZATIONS THEY SUPPORT!

0% 25% S50% 75% 100%

Org legitimate, no dlegations I 577
Care about the cause NN 757 The top six most

" o ~ important reasons that
Monprofit is respected I 717
donors support any

Works in local community 48% cause: excellent signs
Personally familiar 47% for educational funds
Cause has impacted me 44%
Better at solving social issues 36%
Fit with religious beliefs 35%
Focused on uderserved issues 34%
Small org - donation matters 29%
Recognize my efforts 25%
Social / political circles 19%
Friend/Colleage asked me 15%
1. Question: “How important were each of these in your decision to make a donation...” % reflects respondents rating this> 5 on a 1-6 scale.
Feb. 14, 2013 www.hopeconsulting.us CASE District 8 Conference: The $45 Billion Competition
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segments, without differentiation by donor motivation.

In order from the most heavily weighted, we can see that the top six core donor
preferences fit right in with educational advancement.
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For anyone who has endured a scandal (an allegation or harmful media coverage),

you know the importance of institutional reputation all too well.

Education is hopefully a universal priority among the educated.

3. Again, credibility is very important, and fortunately not a hard sell for an
educational institution that provides knowledge to its students.

4. Especially true for community colleges and institutions with many alumni that

came from or remain in the local area.

A given for our alumni!

| SNBEQa K2LIAY3H

N

o o

10




From core preferences to perceptions after giving

= After conversion from general motivation to giving to a specific institution, like yours?

= Donors will select a specific organization or institution to support based on how well it meets
core donor preferences

= Various aspects of the giving experience carry different weights of importance to donors,
and relate to how donors perceive the performance of the nonprofits they support

Feb. 14, 2013 www.hopeconsulting.u CASE District 8 Conterence: The $45 Billion Competition
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to give.

Step two: If you can prove that you fulfill their core preferences, then with the right
approach you will receive gifts.

Step three: When we give, we experience something unique within ourselves, and

also as a result of hothe institution behaves. Donors relate their experience after
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perceptionby donors of performance by the organizations they support.

Notice that in the top right box are the areas of greatest importance to donors where

they believe you are doing well already. Do they know these elements of your
organization are true? Particularly for performance, to believe that the organization

is having an impact might take some additional research by the donor to find

supportive information. However, it turns out that this behavior is less common than
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