Alumni Challenges: Transforming the S50
donation to a Sustaining Giver.
The Answer is Peer-to-Peer + Analytics.

WHETHER YOU'RE A SMALL SCHOOL OR LARGE SCHOOL, YOU ARE ALWAYS FIGHTING THE GOOD FIGHT
OF DONOR FATIGUE. GIVING IS NOT JUST FOR YOUR FAMILIES, BUT ALSO TAPPING INTO YOUR ALUMNI
BASE. SOCIAL FUNDRAISING + ANALYTICS IS THE ANSWER!

Lovisa Lane, Blackbaud
Alex Orr, Blackbaud
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Lovisa Lane Alex Orr

STRATEGICPEER-TO-PEER FUNDRAISING SOLUTIONS ENGINEER, PRINCIPAL-
ADVISOR FUNDRAISING/ANALYTICS COMPETENCY —
HIGHER EDUCATION
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Let's grow the world of
giving so that no good
cause goes unfunded!




Agenda

* Overall K=12 Giving Trends

* New Alumni

* Older more established Alumni

 The power of Giving Days

* Gettingthe right message, to the right person, in the right way with Peer-to-Peer
Insights and Analytics

Predictive Modeling and three models and scores for successful P2P fundraising

Our Nine Peer-to-Peer Personas
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K-12 Giving Trends

2018 OVERALL GIVING TRENDS BY SECTOR Q2 2019vs Q2 2018 LAST 12 MONTHS
Sector YOY % Change

_ : ) (0) (0)
K-12 Education -01 % -O.3A) -0.4/0
All Sectors o | 5 %

2018 ONLINE GIVING TRENDS BY SECTOR
Sector YOY % Change

K-12 Education -21%

All Sectors - 12 %
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How Fundraising Performed in the K=12 Education
Sectorin 2018

PERCENTAGE OF TOTAL FUNDRAISING FROM ONLINE GIVING

Sector %
29 %

K-12 Education

8.5 %

All Sectors
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One size does not fit all!
22027 Segmentation is a key!

On the one hand many alumni are either getting prepared to

>> >>> start accumulating student loan debt or still paying off their
student loan. They’ll want to focus on this first before paying
someone else’s.

On the other hand, you have many successful, older alumni
who you definitely should be reaching out to for support.

blackbaud #bbcon






Did you know that roughly only 2

< | outof10newalumnidonorsgive K

again the following year?
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Veet Matt!

The earlier the better.

Don’t underestimate your new alumni.
They may not have much to give now,
but they are tomorrow’s most valuable
donors. Start early and adjust your
strategy over time.

blackbaud



Another way to
engage new
alumni like Matt is
to ask them to
fundraise for your
school.




New ways to engage, raise more money and acquire supporters
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Benefits

blackbaud

Crowdfundingis the fastest growing form of online
giving, which is the fastest growing form of
individual giving, and is increasing ~35% year on
year

Each $ you raise from crowdfundingis worth an
estimated $2.84 in additional income

1 in 4 people will donateif a friend asks them, 1 in
63 people will respond to a solicitation from a
nonprofit organization

56% of Gen Z / Millennials have participatedin a
crowdfunding campaignin the last 12 months. 87%
of organizationsstruggle to attract and engage
younger givers

#bbcon



Implement P2P Fundraising for New Alumni

Traditional donation strategies may not be effective for
new alumni. Perhaps they’re unwilling to donate so
soon, or they don’t yet have the means. Peer-to-peer
fundraising empowers them to get involved, give back
and make a difference.

Skills:
- Tech savvy
«  Online social network gurus

Ripple effect:

Friends and family

« Other alumni for whom you don’t have up-to-date
contact information

Friends asking friends yield a larger impact than a
stranger calling for donations.

blackbaud



Implement P2P Fundraising for New Alumni

Make it personal

« Ask them to fundraise for specific projects related to their
old department or athletics group

Give them a tangible goal

« Updatethe old sports equipment, help send a classon a
class trip

Offer easy giving functionality

«  Offer simple start fundraising buttons and donation
buttonsin email communications, on social media,
flexible donation options

Link it to Social Media
- Create Facebook and LinkedIn groups to engage alumni

« Use hashtagsto create a sharing momentum and to
continueto build an alumniidentity

blackbaud



Develop a high donor
value relationship that will last a lifetime

Think long term. Smaller, more
reasonable donation asks now will help
cultivate your relationship, and it will
pay off with larger donations in the
future.

Be sure to stay in contact to develop a
lasting alumni identity.

blackbaud



Your alumni association can engage
potential donors through events of
value, like networking and reunion

events.

GOAL: Don’t be the institution who
only calls to ask for cash. Be the
partner and resource making your
alumni proud to be a part of it!

blackbaud'



Older more established
Alumni

blackbaud | #bbcon
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A great fundraising strategy provides
giving options for your entire
community!

Y/
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Appeal to Their Interests

Focus on academic and extracurricular interest to
make your appeals personal.

Lean on the strong connections alumni might have
with a club or team. Send alumni event invitations
and communications specific to their interests.

Alumni Interest Segmentation

e Academic Department e Athletic Groups e
Campus Associations ® Volunteer Organizations

Develop fundraising competitions around
e Different segmentations e Specific projects

to invoke the personal connection and contribution
to a group effort related to something they enjoyed
as students.

blackbaud
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The power of Giving Days
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FAQ  Social Media Toolkit  Schedule of Events

2% Grinnell College

SCARLET

&GIVE
BACKDpAY

TAKE FIVE

$1,001,753

Giving Days are great
tools to reactivate

donors

Reunion 2019 - Class of Reunion 2019 - Closs of
Endawed 1994 Endowed
hi Scholorship

Reunlon 2019 - Class of Raunlon 2019 - Danlel
1989 Mortin Luther King Samen Follmer '03 1979
Jr. Scholarship d d Scholarship h

Scarlet & Give Back Day - Take Five is a resounc
success!

Thanks to you, we've raised over $1,000,000 to ensure that future generations of students will have access to the opportun
experiences that make a Grinnell education special.

You took full advantage of the S2-for-$1 match provided by an alum anonymous donor, reaching the maximum $500,000]
All matching funds will be directed to the Humanities and Social Studies Center.

Raised Target Raised Target Raised Target
£8.146 $10.000 $6.005 $15.000 $8.185 $13.000
Vow Propdt Viow Propedd Vicw Propecd

Institute for Global
and Service Engagement

Pioneer Fund Center for Careers, Life,
‘Your gift to the Pioneer Fund
provides unrestricted funds to
perating budget, making
adirect and s t

embark upon an
1

by helping make a Grinnell
education affordable &

journey, paving the way for

students today, tomorrow,
and for years to come

o s of
intellectual seskers and
proactive itizens, Your gift
helps to ensare that a Grinnell
education s accessible for
every qualified student,
regardless of ability to pay.

CLASS OF

2019

CLASS OF

2020

CLASS OF

2021

CLASS OF

2022

Donations Target Donations Target Donations Target Donations Target
716 900 452 500 101 100 Cloas of 2019 Claaa of 2020 Cleza of 2021 Closs of 2022
T

afe Now
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Grinnell College
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Support High Point University

High Point University e e

g
Giving Day #DayforHPU SThALEs R

clicking DONATE NOW unc

N — 1,685
P AP
MarcH 27, 2019

Carson Spering  Melissa Martins  SheaCleary Ryeong Choi  Allstate Foundation/John M. Shepherd

Cwvwent (feallenge

Double Your Impact with a gift to Support the Siegfried Leadership Fellows Program.
The Siegfried Family will generousty match your gift dollar for dollar up to the first $200,000.

Read more about this program

Point University will celebrate its third annual #DayforHPU on Wednesday, March 27, 2019, As a member of the global HPU Famil;
urage you to join us in celebrating all that makes HPU extraordinary.

Phillips School of Business

e An Impact When You:

Give to Student Scholarships and Programs

When you make a gift to the HPU Fund for Extraordinary Education, you support the 340 million in annual scholarship support awarded to

today’s HPU students. You may also support your academic or athletic program of choice with your #DayforHPU gift. Visit
ngage.highpoint.edu/dayforhpu to make your participatory gift.

Wear Purple and Share Your HPU Story
Put on your faverite HPU gear and tell the world why you are proud to be part of the HPU Family. Share your stories with 2 photo on social
media to inspire others using #DayforHPU.

Attend A Chapter Event

Visit engage.highpoint.edu/DayforHPU-events and register to attend a regional chapter event. If you're interested in hosting a gathering in a
different area,contact us at engaze@hishpoint.edu,




% of Donors making any gift to a Giving Day

Private Public Overall
2014 2015 2016 2017 2018 20014 2015 2016 2017 2014 2015 2016 2017 2018
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Revenue per Reactivated Donor (all years lapsed)

Private Public Overall

$556
$520 $531
2486
3469 $452
5418
: $392 .. $389  $394
360
H I I I I I I

2014 2015 2016 2017 2018 2014 2015 2016 2017 2018 2014 2015 2016 2017 2018
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‘Peer to Peer Insights + Analytics’ A




ALL fundraising organizations
should offer their supporters
Peer-to-Peer fundraising
In some way.




Peer-to-Peer Fundraising Spectrum

Individual Driven

Traditional Peer-to-Peer Endurance Giving Days DIY Livestreaming Charitable
Runs Fundraising Virtual Events Memorials Project-based Crowdfunding
Walks Tributes Fundraising

Biking Events Third-Party Events

blackbaud



Major

Donors Expand your pyramid

M I d - Leve I » P2P fundraising attracts new people into your

entry-level donor pool and drives new entry-
level revenue streams

Donors

» Their first loyalty is to your supporter / the
fundraiser, not your organization.

Entry-Level
DO n O rS » P2P donors need to be acknowledged &

warmed up to your organization

blackbaud



Where does P2P fundraising fit in?

Fundraising
Programs

(Director of Development)

One-to-
Many

P2P/Social

High Touch

(EventPlaners, Marketers,

(Major Gift Officer) r ’
undraisers)
(Director of Annual Giving)
J J

«  Whatis the capacity to give? * Whoshould | contact? * Whois Iikel_y to participate in a
* Whatis the likelihood to give? * Who are my likely sustainers? run/vyal.k/rlde event.?. .

*  Whoshould | contact first? *  Howshouldl engagethem? * Whois likely to participate in a
* Forhow muchshouldlask? ¢ Whatshould | ask them? DIY event?

* Whatis the best way to engage?
Prospect Research Director of Annual P2P Insights
Giving

blackbaud #bbcon



P2P Insights and Analytics, specifically Predictive
Modeling, helps schools answer the following questions:

Who do | target? How do | engage with her/him?

One of the key questions that our schools try to answer is: who
should they focus on?

* Many of our schools simply target everybody —known
participants and donors, registrants, volunteers, non donor
populations, etc.

The profile of P2P fundraisers who participate in crowd fundraising
or an organization driven event are different and our schools need
to understand who to target for each. Simply targeting everyone for
everything is inefficient and likely increases their marketing costs
while raising less money.

Onceyou understand who to target and how to market to them, how
do you engage them?

*  What motivates him/her?
*  Whatis the message?

After doing the hard work of identifying who to target for what
program, messaging becomes critical.

blackbaud #bbcon



We interact with predictive models every day:

amazon CHASE ¢
N/

» Product » Advertisements » Fraud alerts

recommendations

blackbaud



We interact with predictive models every day:

amazon CHASE ¢

Outcome: Outcome: Outcome:
Increased sales More clicks = more Reduce risk

ad revenue

blackbaud



Predictive Modeling

Descriptive Statistics Predictive Modeling

* ¢ Where havewe been? e Where might we be ableto go?
0 * What’shappened? * What might happen?
e How hasit happened? * Who might do something?

blackbaud



Predictive Modeling

Predictive Modeling

Descriptive Statistics

e ‘ O  How many $10K+ donorsdid you have ¢ Who is most likely to give to my
last year? organization inthe future?
* What percentage of donors upgraded, < Who islikelyto give S10K+ to my
downgraded or lapsed? organization?

Hackbaud #bbcon



Predictive Modeling made simple:

Client External . I L
+ + Algorithm o

blackbaud



How can fundraisers use predictive modeling?

Predict future
behavior of
constituents to
identify your best
and
most impactful P2P
prospects

Increase engagement
and fundraising
revenue

blackbaud #bbcon



Who do | target? How do | engage with her/him?

LY paysyLipn
ikt afslal

Likelihood to participatein an Personas

Event A cluster segmentation of demographic, wealth,

hilanthropi d P2P inf tion.
Predict individuals who are likely to participate in phifanthropic an [rormation

an organization-driven P2P event

Likelihood to participatein P2P

and Crowd Fundraising
Predict individuals who are likely to participate in
an individual-driven P2P event

&

Sustainer Score

Uncover who is most likely to become a sustained
donor.

blackbaud



Peer-to-Peer P
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Educated, wealthy, and extremely healthy, Over
Achievers are only slightly more philanthropicthan
average. They are motivatedto do good and to be the
best in everything they carefully decide to do.

Over Achievers are exceptional fundraisers. Financially secure, they tend to
make sizable personal gifts and receive more and larger donations from
More Iikely to participate in cycIe events their network of family and friends. They are also more likely than average
. to donate to other P2P participants.
and DIY, and somewhat likely to

participate in walks. This group is interested in learning how they are contributing to the greater

good and welcome consistent messaging across channels. Competition,
challenges, leaderboards, and recognition fuel their fire. They enjoy earning
rizes, particularly those that show off their affinity to the campaign or
Tend to be members of the largest grganizgtion. Thez should be approached with opp»:)rtunities topshgre their
teams. experiences publicly, to join the committee, or to step up in other ways.
They will deliver in spades. Having a high-risk aptitude, they also tend to be
good targets for dare or obstacle events.

blackbaud



DO GOODERS

Profile
Do Gooders are very philanthropicand tend to give more
themselves than a traditional wealth screening would
suggest. Combined with their ability to raise funds makes
them quite valuable to organizations.

Revenue and Fundraising
Campaign Preferences Do Gooders are strong fundraisers but tend to raise about half that of Over
Achievers. They are likely to participate in multiple P2P campaigns and have

More likely to participate in cycle, DIY, a tendency to both pay the fee and fundraise on top of that.

and walks.
Communication Strategies
Team Participation Challenge Do Gooders to set a lofty goal. They are conscientious and self-
More Iikely than Over Achievers and Go motivated and will work hard to reach it. They generally don’t act on a

Getters to be on a team or be a team whim, so multiple touchpoints are needed to engage and drive action. This
group is also more active on social media than average, so be sure to

captain, but the teams are smaller. provide resources to spread the word on social media.

blackbaud



Profile
Upwardly mobile, healthy, and educated, Go
Getters are about average in terms of philanthropy,
but their drive to compete can motivate them to
fundraise.

A
[ $ ;
p, LAY \!.’: " 1y s e ¥
- R R R P TR I e et e .
A S N e LT S RE

Revenue and Fundraising
Campaign Preferences Although less likely to participate in multiple campaigns, Go Getters tend to

More Iikely to participate in cycIe events raise about the same as Do Gooders. When they fundraise, the average gift
they receive is high, though they are also fairly likely to be fee-only

and DIY. participants.
Team Participation Communication Strategies
Least likely to be a team captain, but Motivated by rewards and recognition, target Go Getters to publicly share

their stories, both in real life and digitally. They are tech savvy and like to be
ahead of the curve, so invite them to use innovative fundraising tools such
as mobile apps. Their risk tolerance and interest in a healthy lifestyle make
Go Getters good targets for dare, obstacle, and endurance events.

blackbaud

tend to be on larger teams.



CAUSE ENTHUSIASTS

Profile
Cause Enthusiasts get excited about making a
difference. This is the most inherently
philanthropic persona, though they tend to skew
below average in terms of wealth and education.

Revenue and Fundraising

Campaign Preferences Cause Enthusiasts donate much more than their wealth profile suggests,
. o . and they have the highest revenue as a percentage of income. You can
More likely to participate in runs and count on them to make personal donations to their own P2P campaigns as

. well as make donations to other P2P participants. They are also most likely
walks, and somewhat Ilkely to to participate in multiple P2P campaigns.

rtici in DIY an ling events.
participate and cycling events Communication Strategies

They’re extremely passionate about the mission of your organization and

Team Participation want to hear about your history and current successes, but might need a
: . little confidence boosting when it comes to being a captain, speaking
Most Ilkely to be a team captain and be publicly, joining the committee, etc. They engage on social media more than
on a team, though their teams tend to any other persona but are not very tech savvy. Provide them with plug-and-

play resources to share with their networks, as well as personal attention
and instruction related to online fundraising.

blackbaud
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GENEROUS JOES

2,

FIIDD,

Profile
Generous Joes raise about the same as Average

Joes, but they are more philanthropic. They are
also less healthy, wealthy, and educated than their

fundraising counterparts.

4]
2
4
4

Revenue and Fundraising
Generous Joes are average fundraisers, but funds raised tend to be their

Campaign Preferences
Likely to participate in runs, walks, and own rather than from their network of friends and family.
) )
DIY. Communication Strategies

They are more engaged than average on social media, so provide them with
Team Participation resources to spread the word with their networks. They aren’t very
Liker to be a team captain or the advanced with technology, so they will appreciate step-by-step instructions
e when it comes to online fundl:alsmg. Generous .Joes galn confidence when
they can follow someone else’s lead. Share testimonials from other
participants, and they’ll be encouraged to join and take action.

blackbaud



AVERAGE JOES

—

Profile
Average Joes embody what their name suggests,
but they can be one of the largest persona
segments and can be responsible for a large
percentage of P2P revenue.

+ + + +
+ + + +
+ + + +

Revenue and Fundraising
Campaign Preferences Average Joes are middle of the pack in terms of dollars
No distinct preferences. raised, but they tend to donate less to their own fundraising

efforts and collect more from friends and family.
Team Participation

Mix of team captains, team members, Communication Strategies
i e relele, Average Joes don’t stand out from the crowd. A mix of

message types and tactics is appropriate to help engage.

blackbaud



THRILL SEEKERS

Profile

One of the least philanthropic segments, Thrill Seekers are more
interested in appearances than they are in your mission and they have
the lowest revenue as a percentage of their income. They keep up on the
latest trends and have all the latest tech. This group is very active on
social media, though they post more than they engage.

+

_|_
+ + + +

+ + + +

Revenue and Fundraising
Thrill Seekers are below average in terms of P2P revenue. They are not likely

to make a personal donation and are most likely to only pay a fee and not
fundraise.

Least likely to do a walk event.

Communication Strategies

Capitalize on their fear of missing out and offer them the opportunity to be
involved in something new and exciting, along with the tools to share their
participation with friends. Thrill Seekers embrace risk and are excellent
targets for dare and obstacle events. They are impulsive and aren’t
motivated by meeting goals but could rally a group to participate in a trendy
campaign.

blackbaud
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CARING CONTRIBUTORS

Profile
Caring Contributors are often the least educated
and least wealthy of the personas. They are most
likely to have children and have high levels of daily
stress.

Revenue and Fundraising

Campaign Preferences Caring Contributors generate about as much revenue as Casual Contributors
but can be slightly more invested in the cause. Because of this, they are
inclined to personally donate what they can both to their own efforts and to
their fellow participants.

Least likely to do a cycling event.

Team Participation

Somewhat likely to be a team captain or Communication Strategies
be on a team. Protective of their spending, Caring Contributors respond positively to

registration fee discounts. They are not concerned about the health aspects
of participating but are interested in any family-friendly activities related to
the campaign. These constituents have busy lives, so make engaging and
participating as easy and low-commitment as possible.
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CASUAL CONTRIBUTORS

Profile
Casual Contributors are often the least
philanthropic of the personas. They are also the
least conscientious and most impulsive segment.

Revenue and Fundraising

Campaign Preferences Casual Contributors often generate the least amount of
Least likely to participate in a DIY revenue of any P2P segment and are likely to pay a fee only
campaign. and not fundraise.

Team Participation Communication Strategies
Tend to be members of larger teams. Consistent messaging is more important than segmented

communication, as these participants aren’t particularly
enthusiastic. Casual Contributors also lead busy lives, so
make participation and engagement as easy as possible to
win them over.

blackbaud



To learn more about what was
included in this agenda, visit:

2018 Charitble Giving Report:

https://institute.blackbaud.com/asset/2018-charitable-giving-
report/

2018 Charitable Giving Report: K—=12 Education Spotlight:

<https://institute.blackbaud.com/asset/2018-charitable-giving-

report-k-12-education-spotlight/>

blackbaud
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LET®S

CONNECT

@ linkedin.com/in/ alex-orr-
8674985

@ linkedin.com/in/lovisalane



INSPIRED?

WIRED?
FH R E @ U P? Tell us in a session survey

on the mobile app, and
you’ll be entered to win a
complimentary pass to
bbcon 2020 in Seattle, WA




THANK YOU

bbcon' 2019



