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e Dos and don’ts of online cultivation
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How much are they giving?

Overall
Nonprofit's own site $128 $131 $118
Giving Portal $146 $104 $88 $102
Partner sites (including Causes) $52 $63
.
Disaster
Employer match $125
Nonprofit's own site $117
Corporate giving site $72
Social network (i.e. Facebook) $30
Mobile $10
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As Figure || depicts, giving money is the primary way donors engage with their top charity across generations, but younger
generations are more likely to show their support in other ways. When asked how you can make the most difference with your
top charity, giving money was a smaller piece of the equation for Gen Y and X donors, offset mostly by spreading the word,

fundraising for the charity and volunteering.

Viays currently invalvedwith top charity (total)
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Figure | I: First Form of Engagement
(blua numbering represents statistically significant difference)
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How much are they giving?

e Overall average donation amount down,
volume up:
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$92 from $112 in 2008
— Number of donations processed up 92%

* Nonprofits’ own sites’ donation amount
Increased 17%
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« Embedded giving
» (Mobile)
But—more importantly—why?
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Are they
coming
back?

e Only 25% of
$50-99 donors
(versus 37%
offline)

« Many (even a
third!) switch
channels or
don't return

* Donor Analytics DonorCentrics™ Internet
Giv gB hm k ng Analysis




 50% of donors on NPO sites give >1 time

* 15% of donors on social networks give >1
time in a year
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Whose Fault is It?

It's easy to blame the donor:
e Crisis response (as noted in NYT)
e Switch to different giving channels

e Peer-to-peer request
* Young donors are just fickle... right?
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What We Can Do Better

Now: Make It easy
Later: Follow up
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Follow up: Make it personal
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Follow up: Include tangibility

Saving Shelter Pets would like to extend a
heartfelt “thank you” to each and every one of you
who donated and helped us to spread the word
about our participation in the contest. We have
made some new friends through this experience,
and reconnected with some old ones too — and for
this we are truly grateful.

$5,186 of the 6 Degrees donations has already
been used to save over 30 dogs & puppies from
death row, including the ones pictured

below. [Adorable photos of dogs were included.]
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Do: Share Responsibility




Do: Consider Multiple Channels

“A multi-channel strategy — which
may even include telemarketing
In addition to Direct Mall and
email — is the undisputed way to
maximize donations.”

— Clint O'Brien, Care?2

Source: Frogloop Blog, response to Target Analytics donorCentric Study Network)/\ for Good.
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e Segment communications
e Follow up directly
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Don’t: Make Assumptions

* Donors will automatically take
advantage of a recurring giving
option

e Receipts = thank-yous

e Donors are young and
unpredictable — it's just a fact
of life
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 Set goals

 Measure against
goals — not ivory
tower!
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