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Jennifer Ingram

Senior Vice President,
Nonprofit Digital
Wiland
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Vice President, Digital Strategy
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Digital: The
Great Integrator

Jennifer Ingram and Kacey Crawford
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What we will
discuss

What Brings Us Here
The 3 Cs

Wrap-up

Q&A
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Things dramatically changed While opening opportunities,
in digital fundraising over there are challenges as well
the past 18 months

«  More budget from other sources * Apple’s i0S15 privacy measures
« More viable channels available * Google’s phase out of third-party
« More ways to communicate cookies
despite isolation in shutdown » Organization goals, staffing, and
- Digital no longer a “nice to have” infrastructure not ready to meet
or add on the moment

* No available budget for new

opportunities
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e |everaging data to help overcome
challenges and find new
communities

Community

e Meeting these people and
communities where they are

The digital world has power because it

has dynamic information, but it's important

e Questing after the Holy Grail of
another machine sitting in front of a fundralsmg — younger and more
machine. ~ Pranav Mistry diverse with a propensity and
capacity to give

that we stay human instead of being

e Seizing the opportunity with Covid
donors
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Wiland Co-Op Data

Report High Date: 3/14/2021
Report Produced: 10/14/2021

wllond Wiland Fundraising Sector

New-To-Fundraising vs. Existing Donors

In this report we are looking at two groups of donors. The first group consists of those who gave their very first donation during the period 3/15/2020 to 3/14/2021 (New-to-Fundraising). The second
group consists of donors who both donated within the period and who had donated prior to that period (Existing Donors). Existing Donors includes people with a first-time gift to one or more specific
organization during the period, as long as they also gave to another fundraiser prior to the period. We take these two groups and compare them among three different demographics: Ethnicity,
Household Income Range and Age Range. What are the key differences among these two groups?

Ethnicity
White/Other 77.6%
85.9%

Hispanic | 9 8%

I ¢ 5% [ New-to-Fundraising
African P 6.9% . Existing Fundraising Donors
American - 4.4%
Asian I 5-7%

- > 2%

Household Income
<$20,000 $20,000-$39,999 $40,000-$59,999 $60,000-$79,999 $80,000-$99,999 $100,000-$149,999 $150,000-$199,999 $200,000-$249,999 $250,000+
17.6% ‘ 175% ‘

15.9% 15.6%

15.7%

7.4% 6.7% _ s

13.1%

11.0%

11.1% 10.9%

[l Existing Fundraising Donors

12.5%

[ New-to-Fundraising

Age Range
18-25 26-35 36-45 46-55 56-65 66-75 76-85 86-95 96+
‘ 30.2%

22.8%
19.2% 19.1%

16.4%
9.1%
E .
1.5% 1.1%
Ji | - | g% =

CT565

15.3% 16.4% 16.5%

9.0%
5.2% .

78%
28%

©2021 Wiland, Inc. All rights reserved.
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. Wiland Co-Op Data
w l lon d H uman Se rV| ces Report High Date: 3/14/2021

Report Produced: 8/30/2021

New Donors

As shown in the pie chart, NTFs consist of two groups: those new to the fundraising sector (New-to-Fundraising NTFs) and those who gave to another fundraiser prior to first giving to your organization (Existing Donor
NTFs). It helps answer if you are tapping into a new audience of fundraising donors? Or, are you just getting new donors from the same known pool of existing fundraising donors? The bar graph shows, for the two
NTF groups, the presence of recent commercial activity in other industry verticals. The report also provides a demographic profile of each NTF group based on household income and age range to help you
understand key differences.

New-to-File Names - Commercial Activity Crossover
Percent of NTFs with 25+ Months of History in Commercial Sectors

34.2%

New-to-Fundraising -

Existing
Fundraising 90.9%
Donors - NTF
New-to-
Fundraising - 54.4%
65.8% NTF
ndraising Donors - NTF
NTFs by Household Income Range NTFs by Age Range
$20,000 $40,000 $60,000 $80,000 $100,000 $150,000 $200,000
<$20,000 $39,999 $59,999 $79,999 $99,999 $149,999 $199,999 $249,999 $250,000+ 18-25 26-35 36-45 46-55 56-65 66-75 76-85 86-95 96+
N ®
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. Existing Fundraising Donors - NTF . New-to-Fundraising - NTF
Reports reflect consumer data supplied to Wiland by client. Consumer records identified by Wiland as duplicates are consolidated.
All monetary values use gross revenue. CONFIDENTIAL & PROPRIETARY. CT505
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Wiland Co-Op Data

wllond Health Concerns and Cure Seperiiiuhi D 4 T

Report Produced: 8/30/2021

New Donors

As shown in the pie chart, NTFs consist of two groups: those new to the fundraising sector (New-to-Fundraising NTFs) and those who gave to another fundraiser prior to first giving to your organization (Existing Donor
NTFs). It helps answer if you are tapping into a new audience of fundraising donors? Or, are you just getting new donors from the same known pool of existing fundraising donors? The bar graph shows, for the two
NTF groups, the presence of recent commercial activity in other industry verticals. The report also provides a demographic profile of each NTF group based on household income and age range to help you
understand key differences.

New-to-File Names - Commercial Activity Crossover
Percent of NTFs with 25+ Months of History in Commercial Sectors

6% Existing

ing Donors - NTF Fundraising 86.6%
Donors - NTF
53.4%
New-to-Fundraisin New-to-
Fundraising - 47 4%
NTF
NTFs by Household Income Range NTFs by Age Range
$20,000 $40,000 $60,000 $80,000 $100,000 $150,000 $200,000
<$20,000 $39,999 $59,999 $79,999 $99,999 $149,999 $199,999 $249,999 $250,000+ 18-25 26-35 36-45 46-55 56-65 66-75 76-85 86-95 96+
X ®
S R
N o
o\o -,
©
© o o
xX T < | S s
< gt [ I - - =
o = o (= 8 R
x - =] 0
= = 2 b
- m °° S
&) & - S
) = = ®
{ T}
0 o ~
o
5 £ £
= 2
. Existing Fundraising Donors - NTF - New-to-Fundraising - NTF
Reports reflect consumer data supplied to Wiland by client. Consumer records identified by Wiland as duplicates are consolidated.
All monetary values use gross revenue. CONFIDENTIAL & PROPRIETARY. CT505
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e Human-centric strategy

e Constituent context

Constituent
Experience

When there’s that balance between

functionality and emotion, the two amplify e Pertinent, persona| and time|y
each other and the result is very powerful. touch D oints

~ Mike Matas

e Strategic segmentation

e Frictionless journey

e Feedback loops
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A Goals and strategies

COn nection People and partners

Data, information flows, and tracking

We never see anything isolated, but
everything in connection with something Prog rams, budgets and processes
else which is before it, beside it, under it
and over it. ~ Johann Wolfgang von

Goethe Analysis and reporting

v Technology and platforms
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Reggie Rivers

CEO
The Gala Team

Becca Segovia
EVP, GivingDNA
Pursuant

@) CONVERGE 121



Gillian Green

Vice President, Leadership Giving
JDRF

Stephen Asare

Senior Manager of Donor Appreciation
Moody Bible Institute

Kristin Priest
Vice President, Mid & Major Consulting
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TRANSFORMING
Mid & Major Gifts

Gillian Green |[JDRF
Stephen Asare | Moody Bible Institute
Kristin Priest | Pursuant
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What We’'ll Discuss

Industry Trends
Creating Community
To ask or not to ask...
Measuring Impact

2020 Key Takeaways
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2021 Trends

After unprecedented giving in 2020, Mid and Major donors are
showing a decline in giving In early 2021.

Q VRV, VY, QO o C Qo
VIO 0o O VIO VIO VIO
D e > LD Bt ®
MIDSIZE MAJOR SUPERSIZE MIDSIZE MAJOR SUPERSIZE
($500 - $5K) ($3K - $50K) ($50K+) ($500 - $5K) ($5K - $50K) ($50K+)
-7.9% -7.8% -3.9% -3.29% -9 4%, -86%
YOY Change YOY Change YOY Change YOY Change YOY Change YOY Change
16.1% 25.4% 46.1% 8.5% 1.3% 0.2%

% of total dollars Hiakiotaldeliars FERESRMEIRGS % of to.tal di)nors % of to.tal donors % of to-tal donors
DONATIONS DONORS

PURSUANT. Fundraising Effectiveness Project Q1 Report C’) CO rpowered . PURSUANT 21



TRENDS IN MID & MAJOR GIFTS

S 7 @ @&

Spike in DAF &
EEHIETE D O Planned Giving Shorter cultivation Increase in broadly
Mega Donors period or unrestricted gifts
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CREATING
COMMUNITY




Creating Double down on current efforts
e Phone calls

Community e Notecards

Expand digital experiences
e Zoom small group worship
e Free virtual concerts
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CREATING COMMUNITY

Subcommunities for intimate cultivation

©,) CON 21
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TO ASK
OR NOT TO ASK...



Asking In
a pandemic

Communication is key
Lean into the relationship
Articulate the unique need

Ask for help & show impact
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https://vimeo.com/591071352/10ee74fb80

MEASURING
SUCCESS




EMPHASIS ON ENGAGEMENT

Attempt KPls

. e 15 attempts per day
Measuring e 75 attempts a week

Success e 300 attempts a month

GOAL: engage with each
Mid-Level donor by June 30, 2021.
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Measuring
Success

RESULTS

METRIC GOAL RESULTS
Engagement 70% 89%
Lapse Donors 5% 4%
Phone conversations 11,000 11,096
Increase unrestricted revenue 15% 20.9%
Major Gift prospects identified 120
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2020 & THE DIGITAL
TRANSFORMATION



Digital
Transformation

Not everyone excels in the
digital environment

Showing up to show relevance

Relationship with digital varies
by donor segment

Leverage digital’'s ability to
create togetherness
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LOOKING AHEAD

Looking back, what were your biggest challenges, what are you
most proud of, and what are you carrying forward?
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