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(well, alright, half a White Paper).

We don’t like to bore our audience — it’s never a good engagement strategy.
We also like to leave you wanting more (we’re a bit of a tease).

With these things in mind, we thought we would just give you the first half of our
Digital Philanthropy for the Arts 2011 ‘We’re all philanthropists now’ White Paper.

This half details a number of the issues and problems being experienced by the Arts
world right now. It also has the beginnings of our consultancy analysis with a
summary of our new typology for why people do and don’t give to Arts
organisations.

For the full detail behind this typology as well as lots of thoughts on how best to
leverage the new approaches to donors, digital channels and social media you'll
need to read the whole White Paper which is available at
www.panlogic.co.uk/whitepapers/DigPhilWP_ PPT v1.0.pdf

This complete version also gives our thoughts on common implementation pitfalls
and how to get around them.

Just you wait until you read the full thing...

: 020 8948 55 vV
Blog blog.panlo
; | twitter.com/DigitalPh
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1. Executive summary

The Arts world is undergoing massive upheaval.
We are in the midst of a global financial crisis,
ratcheting inflation and cuts to funding. Costs are
rising and globalisation means that it’s ever easier
for talent to go elsewhere or disappear.

Changes to demography mean that the economic
fundamentals that Arts organisations have relied
upon for years are shifting. The lucrative ‘baby
boomers’ are now retiring (which means less
monthly disposable income) and dying (which
means no monthly disposable income) and many
organisations have not yet worked out how best to
tap into the charitable impulses of the succeeding
generations.

In the background, there has also been massive
technological change: the internet, mobile devices
and social media mean that it’s both more easy,
and at the same time, more difficult to
communicate with potential donors. There’s also a
plethora of new funding platforms and approaches
to fund-raising out there.

In short, things are tough all over.

Against this backdrop, Panlogic undertook some
research into new approaches to giving and
philanthropy in the 215t Century. We wanted to see
how Arts organisations might make best use of the
new technologies and approaches to help
ameliorate the problems outlined above. Our
research consisted of:

* Primary research: qualitative, semi-structured
interviews with fund-raising experts and
representatives from arts organisations

» Secondary research and literature review: on
current fund-raising practice and digital media
use in other sectors

This White Paper presents the key outputs of this

research, including:

* A new typology of why people do and don’t give
to Arts organisations

* How best to leverage the new approaches to
donors, digital channels and social media

* Thoughts on common implementation pitfalls
and how to get around them

Key findings from our research included:
* Emotion is the key reason why people give. Arts
organisations need to optimise the giving process
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to give donors reasons to feel good and to look
good in front of their peers.

* Technology has changed who gives and how. As a
result, Arts organisations need to overcome their
demographic prejudices, that too often still focus
on monthly direct debits from baby boomers. The
Arts world is moving from a model of fewer, high-
level donations to many, smaller donations.

* Mobile giving is the way forwards. We believe
that a national mobile-giving platform (allowing
donors to text the amount they wish to donate to
an organisation-specific number) would help
drive significant impulse donations. Vodafone are
leading on this with their JustTextGiving service.

* Arts organisations need to ensure that all the
‘hygiene’ factors within the giving journey are
ticked. They must be visibly unflashy and
efficient. Their appeals must be explicit and
proactive, ideally leveraging their creative talent.

* The main reasons for not giving fall within the
Arts organisation’s to resolve — so ‘don’t put
barriers up’.

Organisations need to have fresh thinking about the
need to win new friends - whilst still loving their old
ones. It’s best to start early on this —it’s a long road.
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” There’s more than one generation of

2. “The carpet too is moving under you... givers, o cater to thern all

Generations as explained by fund-raising consultant

. . . . . . . John B ley (L 2009):
The Arts world is facing huge change. A series of demographic, cultural, technological and economic shifts ohn Baguley (Lepper 2009)

have created a funding world unrecognisable just a decade ago. It’s true that things are tough all over, but it
seems for the Arts world in particular. Perhaps it was ever thus. What has caused this seismic shift? , _
Silent They share many of the same attitudes of

Numerous factors, no doubt, but our view on a few of the more obvious ones include... (Born1925-  seniors (the generation before them) about

1945) fund-raising, preferring print media. They
are now retired and their wealth is often in

“« ) . . ” the form of property. They are called the
M (0] ney S tOO tlght tO me ntIO n... silent generation because they were
overshadowed by the seniors and baby
. . . . . . . . . boomers.
* “This is the most serious financial crisis we've seen at least since the 1930s, if not ever.”
At a time of public funding cuts, a weak global economy and worldwide debt crises, the demand and Baby There’s lots of them and they have access to
competition for the philanthropic pound is ever increasing in the Arts and the broader charitable sector. In I B ey oy, Ve [ErsEr o loe
. . . K . . (Born 1946- approached in print, online or on the phone
2009-10, individual philanthropy in the Arts decreased by 4%, while business investment fell by 11%*. The 1964) (but not by mobile). They tend to be
fall in total private investment in the Arts is likely to continue given the on-going debt crises across Europe O L B TES iy Glonai (2
and can be fickle in their giving.
and the US.
Generation X They are at ease with technology and dislike
* “I'm afraid there is no money. Kind regards - and good luck!” e e L e e R
. . . . 1977 need to be convinced there is a problem.
As a result of the UK Government’s 2010 Spending Review, Arts Council England announced details of ! They are comfortable with phonF:-:, internet,
budget cuts which resulted in the “biggest change to arts funding in a generation”2. How far can private street fund-raising.

investment, which includes corporate and individual giving, contribute to fill the gap~ GenerationY  This generation is well connected via texting

(Born 1978- and social networking websites. They prefer
e “A nickel ain't worth a dime anymore. ” 1995) to be approached by mobile, internet o.r on
. . . . . .. el . the street. They are also comfortable with
In any event, inflation is eroding the value of any funding awards or fund-raising activities - with CPl and einafin etk

RPI hitting 5.2% and 5.6% respectively in September 20113,
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Case study: New donor demographics

Bletchley Park’s use of Twitter

The social media campaign to save the historic WWII site
Bletchley Park is an example of a successful use of micro
blogging tool Twitter. The campaign aimed to raise
awareness and lobby the government to save an important
heritage site which had fallen into disrepair. The campaign
included ‘Social Media Tweet-Ups’, where organisers invited
Twitter followers to meet at the museum once a month and
encouraged them to tweet about Bletchley Park.

The museum also actively encouraged visitors to take
photographs and post them onto Bletchley Park’s Flickr site.
The focus of the message moved from a WWII memorial site
to the birthplace of modern computing, which engaged a
younger and more diverse audience. The campaign
attracted the attention of celebrity Twitter users such as
Stephen Fry, who boosted the campaign and numbers on
the petition. As a result of the interest generated, Bletchley
Park received HLF funding and secured a corporate
sponsorship from Google.

1'Bekkers, R, & Wiepking, R., 2007:
2
3 |
4 Pdretz/& Didulio/ (2011) ‘eNon-profit Bepichmarks/Study: Al analysis of online messaging, fund-raising and advocacy metrics for non-profit 2 NH | Y A TM+RisiraRegicZS&nces and The Non-profit Technology Network
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(Not) talking ‘bout my generation...

“Baby Boomers are very privileged human beings.”

Because charitable giving is directly related to the age of donors?, fund-raising efforts have often targeted
those most able to give, generally the Baby Boomers. Engagement with the new generations, X, Y and Z,
needs to happen. On their terms. And quickly.

Digital rules the world...

Everyone’s mobile and smart nowadays

Mobile ownership, for all phone types, rocketed from 26% to 89% across all age groups from 1999 to 20102
and smart-phone penetration is currently around 43.8% in the UK3. Arts organisations adapting to what this
means for sales, content consumption, communications and fund-raising is an essential survival strategy.

* The democratisation of giving

The fund-raising landscape has been transformed, with online and mobile giving rising year on year®. Digital
media contributes to philanthropy in two ways a) it provides a set of tools which improves the efficiency and
cost effectiveness of each stage of the fund-raising process, from prospect identification, communicating the
cause, to receiving payments, and b) correctly used, it enhances the motivations for giving.

New media is dead, long live new media

As the success of ‘traditional’ new media fund-raising methods (e.g. email) declines®, Arts organisations are
changing the way they use ‘new’ new media to engage with supporters. In the US, 90% of charities surveyed
have a Facebook presence, while 57% use Twitter®. Arts organisations need to woo these audiences.

* Show me the money (and I'll show you my assets)

Digital at exhibitions, performances or collections might form a ‘value add’ or the event itself might be solely
online. However, just as in other industries, the Arts world is now looking at how it can digitise its offline
archive and then, how it can monetise these assets. Everyone from the Tate to the Digital Theatre are at it.

It needs to happen faster. Archiving isn’t just for librarians — it’s your bottom line.
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The changing face of philanthropy... Case study: Crowd-funding success
» ‘Beautiful face’ or ‘Long tail’ (aka ‘Mrs. Abramovich vs. Barack Obama’s online fund-raising machine’) ® LEARN | ISSUES = MEDIA  ACTION PEOPLE | STATES
It is commonly quoted that 80% of donations come from 20% of donors, and many fundraisers consider Wiz s
relationship-building with high net worth donors to be an effective way of raising funds. However, a new '
survey into the charitable habits of ultra high net worth individuals shows only 7% are happy with their

o g . , . 5
giving habits!. How much longer then can the Arts rely on the whims of the world’s Mrs. Abramoviches™ MORE THAN
Digital philanthropy expert Lucy Bernholz thinks that digital media will be more than just a ‘virtual charity 2,000,000
72 ‘ ; ing? . " PEOPLE SUPPORTING
bucket’?. Her theory of ‘the long tail of giving” holds that: THIS MOVEMENT
“potentially millions of small R 2 y 2 NBegkinghidsonnect with
thousands of recipients and who, cumulatively, account for more o EEP THE MOMENTUM GOING  ooNiTE vow
dollars than do the relatively few big organized philanthropies that
make Up the |eft_hand side Of the curve ”3 The Red Cross and Obama’s 2008 Presidential
' Election campaign
: : : : : : : Two examples of successful crowd funding were the
As technology enables organisations and suppo.rters to interact and dlssemlnate information at _ o ] Cs st T o i T T vy,
unprecedented pace and scale, can crowd-funding generate enough donations to change the established Barack Obama’s presidential election campaign.
fund-raising mix for the Arts? Barack Obama’s 2008 Presidential Election has already shown what can be Tl ek (R E e e e P T R
done on the crowd—funding side of thing5;4 campaign and donations by text generated $31 million in
. .. . . . 10d ions.
o 88% of funds were individual contributions totalling over $656.3m?> 10 donations
. The Obama for America campaign made use of a wide
0 Supporte.rs could donate small amounts ($20 or less), recurring amounts, small monthly amounts and/or range of digital media, including Facebook, MySpace,
onate direct rrom Google S Twitter and YouTube, raising over $500 million from over
donate direct f Google Ad
o By lowering barriers to entry, he gained 100,000 more donors than all the 2004 candidates combined and three million people.

by the campaign end 47% had given at least $1,000

o All online media consistently and prominently had a ‘Donate Now’ button

o In February 2008 alone, the Obama campaign raised $55 million dollars, $45 million of it online (and he
didn’t host a single fundraiser!)

1
2
3 Bernholz, L.,/2009,
4

5
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Foundations

Net-worth
Individuals Individual donors

Y Donors

Institutionally supported

© Copyngh/éﬁ Ld
Tel: 020 8948 5! ]/1 ‘l
Blo

Twitter (#DPA11):
Twitter (#RanlogicLtd): 3.
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Case study: New donor demographics The only way is up (for costs)...

Wihat's On in South London? ~ WhoWe Are  Links

W  Productions are expensive...
— Orchestras, touring theatrical productions, experimental special effects, casts and dance troupes, costumes
S o and sets aren’t cheap. In the words of William Goldstein, a film and theatre composer:
e o one Gt NPRdAzOGA2y O2aida FNB 2dzi 2F O2yGNRft XS@Sy | Ti
| B as 4.5 times greater than they were half a century ago. While production costs are about 33 times
g;m':‘,;::;ﬁ’;x,‘fw %@W KAIKSNI uKlFIy U0KSe 6SNB Ay UKS mMdpnnQaz uUAO|1SU L
e S r ek s * ...and now so are the post-production costs too
— Most people would agree that they would like services to be accessible to them in a format that they use
-8 most regularly and have with them all the time, namely their phones and tablets.! In addition, the extra
need to provide digital content for multiple devices (particularly high-definition devices like the iPad, Kindle,
e El sy Rk e B lben et Grlllan e bl Galaxy Tab, e-readers etc.) and smart-phones have begun to shift the users' expectations of where they can
Dulwich On View (DOV) is a museum blog created and run by access online services and how slick these services should be. And because there’s more to curate and

volunteers from the Friends of Dulwich Picture Gallery and the
local Dulwich community in South London. It was the winner of
the Best Small Museum Site in the ‘Museum and the Web 2010

Awards’. DOV is supported by Dulwich Picture Gallery, but it’s

not just about the gallery - two thirds of the blog articles are "'and down (for barriers to entry)

other stories from South London. People come across DOV via

manage there’s also increased ongoing costs not just higher production ones.

blo'g:f,ton a va.riety of topict:f, - the searchI tgrr;n.thrlougflwhich . Fund-raising platforms are everywhere
VISItOors arrive are sometimes unusual, but Is almost never . .. . . .« .
Dulwich Picture Gallery’. DOV introduces new visitors to the Since the emergence of Just Giving in the late ‘90s, a number of other online fund-raising platforms have
Gallefryanj dri\;es aroundfoftrlaffictz t:e Gi”erv’svlvebsite- followed. Recent UK examples include Seethedifference.org, which allows charities to upload videos about
Co-founder of DOV Ingrid Beazley said that the initial reason . . . . . . . .
T A - their work along with a means for donors to give; The Big Give which provides sponsor match-funding to
demographic, the next generation of Friends, to become charities, and the creative-specific market-place We Fund which allows organisations and artists to provide
engaged with the work of the Gallery. “The success of DOV is . . . . . . pe .
e e fact that 1t o somm oo the Tocal community’s blog, incentives to their donors in return for supporting a specific project. Most recently, Vodafone’s
not the Ga“efvl'ls blog",;he says. By g;vingfthelloca' commbt;nitv JustTextGiving allows charities of every size to collect donations by text. These platforms allow organisations
a voice and allowing them to contribute freely, DOV is able to . . . . . . .
sustaininteresting,irustworthycontentand ate 3 sanse of without the capacity to fundraise online, to have a presence alongside the bigger players. As well as offering
loyalty around the community and the Gallery. more effective payment mechanisms, they also provide a highly creative and cost-effective means for

organisations to tell their story and show the impact a donation makes.
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3. And another thing...

Overlaid onto these demographic, cultural, technological and economic shifts were a number of
additional issues and difficulties that the Arts organisations we interviewed believed that they, and the
larger Arts world, currently faced.

But we’re already doing...

...crowd-funding

Many non-profit Arts organisations in the UK, both publically-funded and independent, already
generate a proportion of their income through fund-raising from corporations and individuals. In
2009-10, private investment accounted for 16% of the Arts’ total income, of which 55% came from
individual giving?, and Arts organisations are gearing up their fund-raising activities further?.

...social media
Most Arts organisations in the UK already use digital and social media in their education, marketing
and communications.

Our donors are happy with what we’re doing

Don’t fall into a false sense of security

The majority of Arts donors expressed trust in the organisations they gave to and were happy to ‘let
the organisation decide how their donation was spent’3. This might be because of existing
relationships with the organisation or because they don’t donate without knowledge of the type of
work the Arts organisation is engaged in. Regardless, it was felt that donors giving their consent as
to how monies should be spent did not necessarily mean that they were happy with the current
donation mechanisms and that they might donate more if better mechanisms were in place.

Case study: online crowd-funding

The Louvre’s ‘Three Graces’ campaign

Another effective crowd-funding example is the Louvre’s
2009 campaign to raise funds to acquire Cranach’s
masterpiece The Three Graces. At the time the public
campaign was launched, three quarters of funds required
had already been raised, and another €1 million was needed
within two months to secure the purchase. The campaign
was launched in a variety of media, including the press,
printed material, a dedicated website, and the museum’s
Facebook page which had over 390,000 fans. The campaign
reached its target within one month, supported by 7,000
donors whose gifts ranged from €1 to €40,000.
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Case study: social media rewards

ez PSTENPNY QMM Mashable  THEWALLSTREET ONRNAL

Twitchange’s Haiti campaign
http://twitchange.com/evahelpinghaiti/

Twitchange’s Haiti campaign is an example of fund-raising
using Twitter not just as a media but as a reward
mechanism as well, whereby supporters can bid for a
celebrity to follow them on twitter for a period of time. This
proved particularly popular with a younger generation of
audience who are active Twitter users.

Case study: exclusive content

DESTROYS
CHILDREN'S

Warchild exclusive tracks

The charity Warchild complements its fund-raising concerts
featuring chart-topping bands, by offering exclusive tracks for
download to its supporters, offering supporters a tangible
benefit for their involvement.
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| wish | knew how to...

...convert followers into donors

One of the museums interviewed had a 600 strong following on Facebook, but only two of these followers
were ‘Friends’ of the museum and 508 of them did not donate at all. A benchmark report on US non-profits’
use of social media found that fund-raising on Facebook has increased and 27 non-profits managed to raise
more than $100,000 or more per year on social networks?.

...solicit donations

The interviewees expressed interest in understanding successful business models and the most effective ways
to solicit donations by learning how best to create a distinctive presence in order to initiate, develop and build
on-going relationships to generate donations.

...overcome prejudices against donating to the Arts
Typically our interviewees felt there was a perception that they didn’t deserve donations, already had wealthy
donors and were only for the middle- and upper classes.

...keep pace with my audience’s expectations
Arts organisations interviewed were concerned about not having the latest infrastructure and felt that unless

there was an investment in technology that they would not be able to keep pace with their audience, by not
providing them with the tools and content that they expected as per their other online interactions.

...overcome our challenges with digital media
All of the organisations that we interviewed agreed that they weren’t yet fully exploiting digital media.

However, they faced a number of common concerns and challenges on top of those already stated. There is a
perception that the digital arena is ‘not for our donors’, there is concern over the public nature of funding
platforms and worries over return on investment.

...make up for the abolition of cheques
Fundraisers were concerned the originally-proposed abolition of cheques in 2018 would decrease their
income significantly’. The recent reprieve from this means alternative models must be found in the meantime.
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4. Why people give (a Panlogic typology)

“Donating via my PCis just easier”! Connection, affiliation with others supporting

“| want to be part of the in-crowd”3# .
Education

“My degree was in the Arts, so I’'m a bit of an amateur buff’?

Social approbation

Mobile
“I can text or download an
app to donate”? “I want my donation to
socially validate me”® s L . Age
I've got to a point in my life where
Social I have more time for the Arts”®
“I can donate and meet people %oual recognition
| want people to
Social can afford to give® 0 Q
Demographic
Donation will make a difference .
“Last time | gave they showed me the . Proactive appeals
specific thing I'd helped to buy”® “I was asked right after the show, so how could | refuse?””
Perception of efficiency
Donor cares about cause, preservation, sustainabilit Donor already engaged a P ) ,
i | c?on’t give who else will?"l}; “l was a member, so donating I know they don’t waste money. It'll be spent

who share my interests”*
v see |'ve donated”® Income

“I'm fairly comfortable, so |

Technology

. . i 7710
seemed like a natural extension”? where it needs to be

Organisation means something to donor ﬂ
“My children went to their youth
classes, so | know how important it is”

Simple, unflashy fund-raising
“Their request was simple, personalised and
from the heart. | could relate to that”*%1?

Donor’s special connection, sense of belonging Emotional Donor impulse, enthusiasm Performersinvolved in marketing appeals
“They really looked after me that time | was on “That show was amazing. How do | “The artist asked herself and didn’t hide behind
crutches — how do | show my appreciation?”4 help them do more things like that?” marketing or PR nonsense. | respect that”?
Donor’s enjoyment, satisfaction, appreciation Outreach and audience development
“They do fantastic performances, but they need some help.”! “I've been attending this venue for some time, | didn’t realise they needed help”?

1 8
2\Peretz & Dilulio, 2011. ‘2011\eNoh-LINE F A & | Sy OMRR btiikgit Servicescahti& iR Non-profit Technology Network. ]
3 Miller, B./2009a. W/ 2/ Y'Y dzy Aaisiaig 2. gy Ruture of fund-raising in a networked society?’ International Journal of Non-

profit/and Moluntary Sector Marketing 14: 365-370 10 Ledbury Research, 2010. . | NINJ& S NE Baficlays Vet loydan( B

4 Breeze/B.,2010/1 2 6/ R2 y.2 N& O Keatpe d0BChatitlble Biding andPailenthropy, Kent pp.36-37 11 Bekkers, R. & Crutzen, 0., 2007. W Wdza { i SSLI Al AAYLE S¥ ABA 77H§ RS (

5'Singh & Samuel, 2010.“Digital Giving’, ResRepublica, p.52 International Journal of Non-profit and Voluntary Sector Marketing 17
6 12
7 Sargeant, A et-al, 2002 ‘Major Gift Philanthfopy A Y RA @A Rdzl f DAGAyYy 3 (2 G(KS ! NlaQ
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Why people give (a summary)
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5. Why people don’t give

Perception that current donors don’t ‘do’ technolo
“They didn’t make it easy for me to tell everyone about my donation”%3# P &Y

“I may be retired but my own website’s
Security concerns e
“ would have donated £100, but |

better than theirs!”>¢
was concerned about doing that”

Current payment mechanisms don’t G
work for younger potential donors
: “Why can’t | just do ‘pay as you go’ like my phone?””
Use of mass media emogra pth
“I get the inside scoop on
Arts organisations online
- not from the TVv!”10 Q
Flashy fund-raising
“If they can produce that glossy video then they’ve
obviously got too much money”1%1213
ﬂ Reticence to ask for small donations
“A minimum donation of £50? | don’t think so!”
Arts Simple giving process
“There’s six pages for this registration process and all these

marketing questions - | can’t be bothered”!

Simple giving process

“An email, then their site, then a
donor micro-site, then | need my
email donation code. Sorry, I've
already given up”?

Technology

Unemotional appeals
“Why should | give to the Arts when | can give
to Cancer Research instead?”3#

Not supporting a complex decision-making process
“They just don’t give a valid enough
reason why | should donate”®

Making the donation seem ‘unaltruistic’
“This feels more like a purchase rather than a donation!”*3

3 3 Y Gog) / I ght Reserved
2 9 '/
ki

3Breeze, B, 2010.°1/2 4 R2y2N&A / O Ke’mieéc_)échg(f}t&?le Siding dndASPﬁi’IQ'\thropy, Kf:nt pp.36-37 ) 10 Miller, B., 20093, ¥/ 2 Y'Y dzy aisiég 2.8 tmérRational Journal of Non-profit and Voluntary Sector Marketing 14
4/Sargeant, A. ¢t al,2002. ‘Major Gift Philanthropy ¢A Y RA A Rdzl £ DAGAY3I (G2 GKS ! NI & QilLedbury Research, 2010.“. | NINJA S NE Bafladys Wealth] foydan(® R
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Why people don’t give (a summary)

“Through the barricades”

The main reasons for not giving fall within the Arts organisation’s gift to resolve - the main take-out is
‘don’t put barriers up’

It’s about making sure the donation process from start to finish ‘ticks all the boxes’ in terms of:

o the perception of the organisation

o the nature of the campaign

o the simplicity and egalitarian nature of the giving mechanic

o personal and social motivations act more as a positive reinforcer than as a negative one — so ‘do no harm’
Technology needs to be an enabler, not a blockage. Make it simple and secure.

Organisations need to have fresh thinking about who they need to appeal to and how best they
should do this. At some point you will need to win new friends (whilst still loving your old ones). It’s
best to start early on this —it’s a long road.
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As we said, we thought we would just give you the first half of our Digital
Philanthropy for the Arts 2011 ‘We’re all philanthropists now’” White Paper.

For both halves, including the full detail behind the typology above as well as lots of
thoughts on how best to leverage the new approaches to donors, digital channels
and social media you’ll need to read the complete White Paper which is available at
www.panlogic.co.uk/whitepapers/DigPhilWP_ PPT v1.0.pdf. This full version also
gives our thoughts on common implementation pitfalls and how to get around them.

We told you we were a tease.
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The process of independently advising and leading on strategic and
digital business change
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