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philanthropists

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
NA&aAY3 yR 3ft20FtAal O
for talent to go elsewhere or disappear.

Changes to demography mean that tleEonomic
fundamentals that Arts organisations have relied
upon for years are shifting.K S f dzONJ ( A
022YSNRQ INB y2g NBOGA!
monthly disposable income) and dying (which
means no monthly disposable income) and man
organisations have not yet worked out how best
tap into the charitable impulses of the succeedin
generations.

In the backgroundthere has also been massive
technological change: the internet, mobile device
YR &20AFf YSRALIF YSIy
and at the same time, more difficult to
O2YYdzyAOIFIUS gA0GK LIRGS)
plethora of new funding platforms and approach
to fund-raising out there.

In short, things are tough all over.

Against this backdroganlogiaundertook some
research into new approaches to giving and
philanthropy in the 2% Century. We wanted to see A
how Arts organisations might make best use of t|
new technologies and approaches to help
ameliorate the problems outlined above. Our
research consisted of:

A Primary researchyualitative, semstructured
interviews with fundraising experts and
representatives from arts organisations

A Secondary research and literature review:
currentfund-raising practice and digital media
use in other sectors

A

This White Paper presents the key outputs of thi

research, including:

Al ySg GelLkrtz23e
to Arts organisations

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

A Thoughts on common implementation pitfalls
and how to get around them
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Key findings from our research included:
A Emotion ishe key reason why people givarts

organisations need to optimise the givingproc 2y Sa ® L { Qa
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to give donors reasons to feel good and to look
good in front of their peers.

Technology changes who gives and how. Arts
organisations need to overcome their
demographic prejudices, that focus on baby
022YSNAEQ RAKNSES OUNIRS oAAINTD
model of fewer, higHevel donations is shifting to
both highlevel and many, smaller donations.
Mobile giving is the way forwards. We believe
that a national mobilegiving platform (allowing
donors to text the amount they wish to donate to
an organisatiorspecific number) would help

drive significant impulse donations. Vodafone are
leading on this with theidustTextGivingervice.

A Arts organisations need to ensure that all the

WKe3IASYSQ FIFHO02NER SAOKA
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

I NIa 2NBFYAAF (I ARRQEAVR20/K
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Organisations need to have fresh thinking about the
need to win new friendswhilst still loving their old
0 S & it it§iadongirdad. NJi
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The Arts world is facing hugdange. A series ademographic, cultural, technologicahd economic shifts
KIS ONBIGSR I FdzyRAYy3 g2NI R dzyNBO23ayArAalofS 2d
seems for the Arts world in particular. Perhaps it was ever thus. What has caused this seismic shift?
bdzYSNRdza FFOU2NEYX y2 R2dzo X o0dzi 2dz2NJ 9ASg 2y |
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At a time of public funding cuts, a weak global economy and worldwide debt crises, the demand and
competition for the philanthropic pound is ever increasing in the Arts and the broader charitable $ectol
200910, individual philanthropy in the Arts decreased by 4%, while business investment fellchy hé
fall in total private investment in the Arts is likely to continue given thegoimg debt crises across Europe
and the US.

AaLUY | FNFYAR O0KSNB Aay Ry 2322/ SeddO|YHéy R NB I NR&
AsaresultoftheUR2 GSNY YSYuQa Hnanmn { LISYRAY3I wSOASgZ ! |
budget cuts which resulted in thie © A IcHaBge ib arts funding inA& S Y S N3: Hiowfar gah private
investment, which includes corporate and individual givoogtribute to fill the gap?

Aal! yAO1St FAyUld &#2NIK I RAYS [y@Y2NBo
Inanyevent, inflation is eroding the value of any funding awards or fuamsing activities with CPI and
RPI hitting 5.2% and 5.6% respectively in Septemberi2011
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T h e r eo@ thanmne generation of
givers, so cater to them all

Generationsas explained byund-raising consultant
JohnBaguley (Lepper 2009

Silent They share many of the same attitudes of
(Born 1925 seniorg(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
silent generation because they were
overshadowed by the seniors and baby
boomers.

Baby ¢CKSNBQa fz2Ga 2F GKS
Boomers alot of money.They prefer to be

(Born 1946 approached in print, online or on the phone
1964) (but not by mobile). They tend to be

inquisitive about charities they donate to
and can be fickle in their giving.

Generation X  They are at ease with technology and dislil

(Born 1965 reading lots of text. Before they give, they

1977) need to be convinced there is a problem.
They are comfortable with phone, internet,
streetfund-raising.

Generation Y  This generation is well connected via textir

(Born 1978 and social networking websites. They prefe

1995) to be approached by mobile, internet or on
the street. They are also comfortable with
being in debt.
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A éBabyBoomersare very privileged huma® S A y 3 a ¢
Becauseharitable giving is directly relatetb the ageof donors, fundraisingefforts haveoften targeted
those mostable to givegenerally theBabyBoomers. Engagement with the new generations, X, Y and Z,
needs to happen. On their terms. And quickly.

Digital rules the worl

A9QOBSNE2YySQa Y20AfS YR &AYFINIL y26l RI&a
Mobile ownership, for all phone types, rocketed from 26% to 89% across all age groups from 199%to 2010
and smariphone penetration is currently around 43.8% in the’\i¢ts organisations adapting to what this

.t 500Kt Beofwittet a4  Means for sales, content consumption, communications and-farging is an essential survival strategy.

Thesocial media campaign to save the historic WWI! site . . L
Bletchley Park is an example of a successful use of micro A Thedemocratisation ofglvmg

blogging tool Twitter. The campaign aimed to raise _raici : : ; i s P
TS ) T O AT o S e T s Thefund-raisinglandscape has been transformed, with online and mobile giving rising ygaaghDigital

heritage site which had fallen into disrepair. The campaign media contributes to philanthropy in two ways a) it provides a set of tools which improves the efficiency anc

AyOt dRSR W{201l0Ia SRENSC & 88 v AchE{gffebti@hesRof each stage of flaed-raisingprocess, from prospedtientification, communicating the
Twitter followers to meet at the museum once a month and

encouraged them to tweet about Bletchley Park cause, tareceiving payments, and b) correctly used, it enhances the motivations for giving.

The museum also actively encouraged visitors to take .. . .
LK2G23N: LKa FyR Laa aksy 2yhaNewmediaissdead, lgnghvenemedinariseo _ _ o
The focus of the message moved from a WWII memorial site l'a 0KS adzOOS aeiv medi fulédiaidldgrRethads @.gemailXdecline3 Arts organisations are

o ‘“e;;;{};‘g;?‘i:ngfg;‘;eg{;gg";g“;g;gnzgh“;*;g';g?g;;;n changing the way they uséy’ S g (nedfaSasengage with supporters. In the US, 90% of charities surveyed

attracted the attention of celebrity Twitter users such as have a Facebook presence, while 57%Dsiter®. Arts organisations need to woo these audiences.

Stephen Fry, who boosted the campaign and numbers on
the petition. As a result of the interest generated, Bletchley

Park received HLF funding and securedacoporate A { K2 6 YS GKS Y2y Seé 6FyR LQff &dK2g¢g &2dz Y& | aa
sponsorship from Google. Digital at exhibitionsperformances or collections A A Ki F2NX | WY@l f dzS | RR
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 frofatké the Digital Theatreare at it.

LG ySSRa (2 KIFLIWISY FI ai SN QAaNBRMMA o2 GARWQ T A Bap
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T'Bekkers, R. & Wiepking, Py, 20¢7:
2
3 |
4 Peretzs /5 A/Wdzf RNodproit Benshmarks $tddy:/An analysis of online messagimgsraisingand advocacy metrics foonprofit 2 NH | y A TM+R Stratggic Qetvices and Then-profit TechnologyNetwork
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It is commonly quoted that 80% of donations come from 20% of donors, and many fundraisers consid: (/7= ‘
relationshipbuildingwith high net worth donorso be an effective way of raising funds. Howeenew =
survey into the charitable habits of ultra high net womtidividuals showsnly 7% are happy with their

Case study: Crowdfunding success

. . . 1 e = A A A ~ A 1 A i v A~ D) A
givinghabits® | 2g Y dzOK f 2y 3dISNJ UKSYy OFy U0UKS ! NUa NBfE ¢ MORE THAN S
Digital philanthropy expert Ludernholz thinks thadligitalmedia will be more tha® dza G I  W@A N 2,000,000
5 470 2 Baiiior & ) 2 KGR : - 5 PEOPLE SUPPORTING
0dz01 BawlK S2NE 2F Wi KGoldstdaf'a Gl Af 2F 3IAQGAY 3 e MOUEMENT
Gpotentially millions of smaR 2 y 2 NJEeEking\th connect with
thousands of recipients and who, cumulatively, account for more KEEP THE MOMENTUM GOING _ coRiTEnow
dollars than do the relatively few big organized philanthropies that - o
make up the lefthand side of the curvé N  ©
ection campaign
As technology enables organisations and supporters to interact and disseminate information at ! YéT‘IQV;egf‘F;}ESSJ e
unprecedented pace and scale, can crefrdding generate enough donations to change the established . F NI O1 presidential @éction campaign.
fund-NJ A a A y 3 YAE F2N) 0KS ' Nl a K . |ha¥$]a|@ddy shawh Whiat@an bed n Twitterwas used to disseminate the message for the Haiti:) u?
done on the Crowdunding side ofhings_‘1 campaign and donations by text generated $31 million in
o 88% of funds were individuebntributionstotalling over $656.3 | | $10donations. _
o Supporters couldionate smalamounts (£0 orless), recurring amounts, small monthly amounts and/c Trgfg:imé‘l’t;f‘n'f:(;'l‘;aIﬁimgﬁg‘cre“tf‘fjk,‘@gg;if'de
donate direct from Google Ads TwitterandYouTuberaisir{g over $500 miI_Iic_)n from ovér
o By loweringpbarriersto entry, he gained 100,00tore donorsthan all the2004 candidatesombined and three millionpeople.
bythe campaigrend 4®6 had given at leastl$000
ol ff 2yftAYS YSRAIFI O2yaradaSydate yR LINBYAYSyYy(dte . .« . o, ve wz8Q

o In Fepruary 2008 alone, the Obama campaign raised $§5 million dgllars, $45 milliomlodét(and he
RARY QGO K2ad F aAy3afS Fdzy RN} A&SNHU

1
2
3 Bernholz, L., 2008,
4
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Case study: New donor demographics ¢ K S 2 Yf e gl e Aa dzLJ o ¥ 2 NJ ()2 a l.,l auvu X
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Celebrating people and culture in South London

Orchestras, touring theatrical productions, experimental special effects, casts and dance troupes, costumes
FYR asia [ Wewofsof WikidnlGbolidsteih, ¢ film and theat@emposer:

e Gt NPRdzOGA2Y O2ada NS 2dzi 2F O2y(iNRf XS@Sy I Fi

o as 4.5 timAes greater than they were half a century ago. While Qroduction costs are about 33 tirpes
P KAIKSNI 0KIFHy GKS@ 6SNB Ay (KS mpnnQas GAO1SH L

iy AT AXIFYyR y2¢ a2-prodiBon costsSoolJ2 & (i
: mr— = Most people would agree that they would like services to be accessible to them in a format that they use
S N BEl IO most regularly and have with them all the time, namely thgFiones and tablet$In addition,the extra
need to provide digital content for multiple devices (particularly kigfinition devices likéhe iPad, Kindle,
5d 6A0K hy *ASg> CNASYRa 27 5dgmha8Kal, efehders ebd hriddfariphehésthave begun to shift the users' expectations of where they can
Dulwich On View (DOV) is a museum blog created and runby  access online services and how slick these services shotldbey R 6 SOl dza S (G KSNB Qa
volunteers from the Friends of Dulwich Picture Gallery and the Y| y- = S l:l K S N\B 03 - £ 52 A y- O N\B I & é F’Q 2 y- 32 A y- 3 C) 2 3 l:l 3 y- 2 l:l

local Dulwich community in South London. It was the winner of
GKS .S&aid {YlIff ada&aSdzy {AGS Ay (KS WadzaSdzy FyR (KS 2806 Hnwmn
A6 NRAQ® 5h+ Aa adZAJRNISR o8& A6 VKRVtA()'Vz Je-\ SHNE L 3 i P a
not just about the gallerytwo thirds of the blog articles are Xd I V R I\gtﬁrﬁe?f% Emrw\y
other stories from South LondoPeople come across DOV via

blogs on a variety of topiecghe search term through which A Fundraising platforms are everywhere
visitors arrive are sometimes unusual, but is almost never

W5df 6AOK tAOGAND DItfSNEQS s5h+SiNGE e emesgense glighGivind Wk b Ke&s £ + 0 S Wdn & Zfund-raigingplalfcenilhavef 2 (0 K

Dé i t ENE Dcl)-vxlf R y E NJ} éﬁé_é& " I-t mﬂ_ dngsﬁ- ¢ 27 folloived \Recent UK exarples ineloBiestdadiffeience.orgvhich allows charities to upload videos about
O ehing setfingip & hiog was to atiract a different their work along with a means for donors to gifiére Big Givevhich provides sponsor matdtinding to

demographic, the next generation of Friends, to become charities, and thereativespecific markeplaceWe Fundvhichallows organisations and artists to provide
engaged with the work of the Gallery.¢ Kuscess of DOV is

RdzS G2 GKS FHOG GKIG Al Aa a sé@ﬁer‘tiVe%%thﬁH@IPF‘Ofé.i.WRe&Wﬂ EOJ@;;!PF&QF@QQZ&‘ SDECiﬁQ prfecta2at NBOSYyUf é. 2 % 2R
yzi i Ffjs"c‘» Dﬁsﬁlds?Nﬁggi?gftheIlocglocsmmaritty JustTextGivingllows charities of every size to collect donations by f€Rese platforms allow organisations
Sustain nteresiing, rusworthy conent and create asenseof  Without the capacity to fundraisenline, 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 andftaxgive means for

organisations to tell their story and show the impact a donation makes.

‘ Dulwich OnView

Celebrating people & culture
In South London
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Overlaid onto theselemographic, cultural, technological and econostdts were a number of
additional issues and difficulties that the Arts organisations we interviewed believed that they, and the

larger Arts world, currently faced.
dzi 9 SQND

A X O NERfénging
Manynon-profit Arts organisations in the UK, bagplublicall¢fundedand independent, already
generate a proportion of their income throudtind-raisingfrom corporations and individuals. In

200910, private investmenaccountedt 2 NJ mci’2 2 F (G KS | NI & @amefeom |
individual giving and Arts organisatiorare gearingip theirfund-raising activities furthér

It NBF Ré& R2AYy3IX

A

AXaz20Att YSRAL
Most Arts organisations in the UK already use digital and social media in their education, marketing

and communications.

l.j
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¢KS YIFI22NAade 2F ! NIa R2y2NB SELINBaasSR (GNdzad Ay
0KS 2NBFyAaldGA2y RSOARSTHsmight bef&duddofregisfiigli A 2y 41 &
NEBflFiA2yaKALA 6AGK GKS 2NHIyAaldAz2y 2NJ oSOl dza S

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.
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Case study: onlinecrowd-funding

¢KS [ 2dz@NBQa W¢KNBS DN
Another effective crowdundingS E YL S A& (KS |
Hnndg OF YLI A3y G2 NIA&AS TFdzyh
masterpieceThe Three Graceéit the time the public
campaign was launched, three quarters of funds required
had already been raised, and another million was needed
within two months to secure the purchase. The campaign
was launched in a variety of media, including the press,
LINAYGSR YFGSNAFEX I RSRAOIGSR
Faceboolpage which had over 390,000 fans. The campaign
reached its target within one month, supported by 7,000
donors whose gifts ranged froei to €40,000.
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¢ ¢ A G O KHaif chrdp@ign
http://twitchange.com/evahelpinghaiti/

¢ ¢ A (i OKHaiff GiBpaign is an examplefahd-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: exclusivecontent

RGN e s e 1 rnc has e o ms 8 4141

WAR
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WAR

DESTROYS
CHILDREN'S

Warchild exclusive tracks

Thecharity Warchilccomplementsts fund-raisingconcerts
featuring charttoppingbands,by offering exclusive tracks for
download to its supporters, offering supporters a tangible
benefit for their involvement.
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L 6AaK L 1ySé Kz2g G2X
AXO2y @SN F2fft26SNER Ayid2 R2y2NH
One ofthe museums interviewetlad a600 strong following on Facebodkut only twoof these followers
g SNBE W af M rBugeRra @08 of them did not donate at alh benchmark report on US nddNE T A (i

use of social media found thaind-raisingon Facebookas increased and 27 nguofits managed to raise
more than $100,000 or more per year on sociefworks'.

AXaz2t AOAG R2ylFGA2Ya
The interviewees expressed interest in understanding successful business models and the most effective v
to solicitdonations by learning howest to create a distinctive presence in orderinitiate, develop and build
on-going relationships to generate donations.
AX20SND2YS LINB2dzZRAOSa | 3 A a
¢celLIAOFtte 2dz2NJ AYUSNBASESSaAa TS
donors and were only for the middland upper classes.
AX1S8SSLI LI OS 6AGK Yé | dzZRASYyOSQa SELISOGFGAZ2Y A
Arts organisations interviewed were concerned about not having the latest infrastructure and felt that unles:

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.

AX20SND2YS 2dzNJ OKFtfSy3sSa 6AGK RAIAGEE YSRAL
rtt 2F UKS 2NHlIyAaluAz2ya UKIFO S AYUSNWASSGgSR |3
However, they faced a number of common concerns and challenges on top of those already stated. There
LISNODSLIiAZ2zY GKIFG GKS RAIAGEE FNBYF Aa Wy20 FT2N 2
platforms and worries over return on investment.

AXYlF 1S dzLd F2NJ GKS o2t AlGAz2y 2F OKSI|jdzSa
Fundraisers were concerned the origingdlypposed abolition of cheques in 2018 would decrease their
income significantfyy The recent reprieve from this means alternative models must be found in the meantime
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4. Why people give (a Panlogic typolog
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Performers involved in marketing appeals
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Thebiggestdevelopmentin audienceengagementn recentyearshascomefrom digital media. Digitalmeansthat audiencessannow giveviaa plethoraof new platformsand

Digital A P ) . .
gita channelsMany Artsorganisationsare alreadytappinginto these However bestpracticeapproachesare not alwaysbeingfollowed andthere is alwaysmorethat canbe done.

Thelandscapeof fund-raisingin generalhasalsobeentransformedin the lastdecade with online and mobile givingrisingyearon year. Mobile possiblyhasthe most potential.
Mobile We believea nationalmobile-givingplatform that everyArts organisationin the country couldhaveaccesgo, would allow donorsto text the amountthey wishedto donateto an
organisationspecificnumberandwould drive significantrevenues

TeCh n0|0gy _ Thebiggestdevelopmentin audienceengagementn recentyearshascomefromXsocialmedia. Theemergenceof socialmediabasedfund-raisingtools andappsis changinghe
Social way supportersinteract with charities,and more importantly, with eachother. Sociaimediameanthat audiencescan connectand communicateconstantly,not only with the
organisatioritself, but alsowith their socialnetworks,with all the advocacy(if you getthingsright) or censure(if youR 2 yttfitiiesefacilitate.

Thenew generationof Wy S i §@dddorS &e increasinglymistrustful of institutions and massmedia, and are looking for alternative sourcesof information to guide their
donatingdecisions Theyare lookingto friends, family and people they have nevermet - but treat asW A y ¥ samnDfuStBd peer<X; for online recommendations The easeof
sharingand collaborationusingWeb 2.0 servicess fuelling this changein behaviour Whenaskedfor a donation, peopleassessheir relationshipwith the personaskingbefore
makinga decisiorf, and they are mostlikelyto givewhenaskedby someonewith whomthey havea strongtie. Inother words,theywant to be in with the in-crowd.

Connection
affiliation with
others supporting

AR 2 y 2sbtilaetwork playsa rolg in their deci§ionmaking process,especiallywhen the gift is visibleto those in their socialcircle Donorsmay chooseto publicisetheir
donationasan actof W 2 y teldgefhition and NS LJdzii lanidl to 8hgwibihers what their interestsand valuesare®. Forexample,20% of those who makea donation on Just
Givingthen sharethe fact on Facebookreferringothersin their network to the site. L (inkbit projectingyourselfasyouwould wishto be seen

Social approbation

Social

Most donorswant to be appreciatedor recognisedor their support, rangingfrom W private expressiorof appreciationto publicand publicisedrecognitiorf2. Peopleexperience
intangiblebenefitsasa resultof giving- it playsa part in the W a -t alidationof the donor@and providesa senseof belonging peoplelike to feel part of a groupassociatedvith
the Artsor a particularorganisatiori. Essentiallythey want to look goodin front of their friendsand peers

Social recognition

Numerousstudieshaveshownthat charitablegivingis directly relatedto the R 2 y 2 diEatbnleveP. Thatis, it goesup aseducationalachievemengoesup. Thisis certainlytrue
of existingdonorsand existingdonations However this fact (and the other demographidactorsoutlined below) shouldnot be takenfor causality Thatis, becausethis type of
donor currently gives,the assumptionis that others, of lower educationallevels,do not and that marketing budgetsshould therefore be aimed mainly at this group. Our
contentionisthat, giventhe technologychangef recentyears the new platformsavailableandthe LJdzo fwid€rediestin the Arts,will not continueto hold.

Education

Numerousstudieshaveshownthat charitablegivingis directly relatedto the ageof donors. Thatis, it goesup asagegoesup. Thisis certainlytrue of existingdonorsandexisting
donations However this fact (andthe other demographidactorsoutlined aboveand below) shouldnot be takenfor causality Thatis, becausethis type of donor currentlygives,
there isanassumptiorthat youngerpeopledo not andthat marketingbudgetsshouldtherefore be aimedmainlyat peopleover 40. Our contentionis that, giventhe technology
change®f recentyears the new platformsavailableandyoungerlLJS 2 Lifid® iftérestin the Arts, this doesnot necessarilyeedto betrue.

Age

De m Og rap h IC Numerousstudieshaveshownthat charitablegivingis directly relatedto the incomeof donors. Thatis, it goesup asincomegoesup. Thisis certainlytrue of existingdonorsand
existingdonations However this fact (and the other demographidactorsoutlined above)shouldnot be takenfor causality Thatis, becausethis type of donor currently gives,
there is an assumptiorthat others, of differingincomelevels,do not and that marketingbudgetsshouldtherefore be aimedmainlyat richergroups Ourcontentionis that, given

the technologicathangeof recentyears the new platformsavailableandthe wider LJdzo finke@<did the Arts, this doesnot necessarilyieedto betrue.

income

1
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4. NB/ST/)S3 1 26Y RR2yRNE WK?2248S5 OKFENAGASAY CAYyRAy3Ia 2F | &ddzRé 2 EeniRedof ehsdtabiSGIIMG add RhRayftiropy2 Rentip®B6 v | {i dzNB

S{AYIAK B A b/NYdSUT /namAd/  WEAIAGIE DAGAYIQX wSawSLldzmf AOFS LibpH
6

7SargearE 1 ® S iMajorfGEt PhilanthmopeA Y RA @A RdzZl £ DAGAY3 (2 G(KS ! NIaQ

8



http://www.panlogic.co.uk/
http://blog.panlogic.co.uk/
http://twitter.com/DigitalPhilArts
http://twitter.com/panlogicltd
http://artsandbusiness.org.uk/media library/Files/Research/Individual Giving FINAL-1.pdf
http://artsandbusiness.org.uk/media library/Files/Research/Individual Giving FINAL-1.pdf
http://www.philanthropyuk.org/sites/philanthropyuk.org/files/user-uploads/WhyRichPeopleGive_summary.pdf
http://www.philanthropyuk.org/sites/philanthropyuk.org/files/user-uploads/WhyRichPeopleGive_summary.pdf
http://www.philanthropyuk.org/sites/philanthropyuk.org/files/user-uploads/WhyRichPeopleGive_summary.pdf
http://www.fss.uu.nl/soc/homes/bekkers/generosity.pdf
http://www.fss.uu.nl/soc/homes/bekkers/generosity.pdf
http://www.fss.uu.nl/soc/homes/bekkers/generosity.pdf
http://www.fss.uu.nl/soc/homes/bekkers/generosity.pdf

11 6Webdbre all philanthropists nowbo Egnta"Eg[!eUenlng

Web | Mobile | Applications

A vastmajority of donorsto the Arts comefrom the 2 NB | y A éngagédfigiefcebase. Thesuccesf membershipschemesn the Arts suggestshat donorsfind benefits
Donor already engaged andincentivesacceptablen certaincontextsand are motivatedto givemore asaresult Theseschemesare alsoinstrumentalin relationshipbuildingbetweenthe donorandthe
organisationand providea frameworkthat facilitatesgiving. Engagedionorsare thereforethe W (i ¢ffQhat keepson3I A @A y 3 Q

5 2 y ZobkEeRionsof the capacityof their donationto produceanimpactor makea differenceis animportant factor. Philanthropyexpert Teresalloyd suggestshat WY | {aA Y =

Donation will make realR A ¥ T Sid\ibtynly & Motivation for giving,but alsoanimportant elementin relationshipreinforcementonceaninitial gift hasbeenmade Demonstratinghat a donation

a difference hasmadea differenceand how it hasdone soaretherefore key. Digitalis a greatway of demonstratinghis, but the Artssectorhasbeenslowto take-up the opportunity.
Altruismis perhapsthe mostcommonlyquoted motivationfor givingg peoplegivebecausehey careabouta causeor the work of a charitableorganisation Thisis true both for
Donor caresaboutcause the wider public, but also for high net-worth philanthropistswho, it is often incorrectly assumed,donate purely rationally basedon the extensiveresearchof a team of

investmentanalysts Thedecisionbehindgivingis complex,and donorsto the Arts might have specificattributes and behavioursthat are different from donorsto the broader
charitablesecto®. Havingexperiencedand enjoyedan art form, the audiencemembermaychooseto donatetowardsits W LINB & S oty éndl d2wélBpmenf and mayfeel a
WR S t &nifeits longterm sustainabilit@

preservation, sustainability

Organisation means Researchshowsthat people often giveto causesthat WY S $opfiethingto i K Sratier than those with the most urgent needs Unlikethe motivation above,which canbe a
something to donor purely emotionalappeal thisfactor is directlyrelatedto personalexperience Thatis, they arelikelyto havebeenpersonallyaffectedby the organisatiorin question

EmOtlonaI 52y2NDRa alLSOALE, 02 YTyegn@s&irnpgrp@ distinctionbetweendonorsto the Artsand other charitablesectoris the level of engagemenbetweenthe donor andthe organisatiofi. Havingexperienced

sense of belonging andenjoyedan art form, the audiencemembermayfeelaW & LJ&dbiettibnwith the organisatiod. Theymight havebeenpersonallyaffectedby numerousArts organisatiorto
whomthey donate (seemotivation 13above) but a specialconnectionwith a particularorganisationislikelyto increaseengagementevelsandlevelsof giving

52y 2NDa Sy2eYS wWiky RA Jdatisiatidnaddan appreciationfor the artistic or cultural experiencethey haveenjoyedare important mobilisingforcesin giving. Proactiverequestsat the point
satisfaction, appreciation (orjustafter) the potential donor hasenjoyedtheir experience whilstthey are still enjoyingthe glowof satisfaction- aretherefore morelikelyto be successful

Benefitting from the servicesof an organisationalso enhancesthe probability of donations,which is particularlytrue in the Arts. Becausean A Y R A @ dafstittidnahd an

Donor impulse, enthusiasm appreciationfor the artistic or cultural experiencethey have enjoyedare important mobilisingforcesin giving. Thisis relatedto motivation 15 above- it is reallyimportant to
capture the impulse and enthusiasmof the visitor or audiencemember during and directly after their artistic experience Thismight not just be in the warm glow of their
applauseput mightalsobein the gift shop,the cafeor at homewith atweet or anemail
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Alargemajority of gifts are first securedwhenthe prospectis askeddirectly, rather than presentedwith a passiveopportunity:. Themore opportunitiesto givepeopleencounter,

Proactive appeals the morelikelytheyareto give Artsorganisationshouldnot, therefore, be backwardsn comingforwards

Researctshowsthat R 2 y 2pbi&eptionof an 2 NH | y A afficiéricyagthaa amount spent on administrationare important factors when selectinga charity to give to2.
Ostentatioudisplaysof nestsbeingfeatheredare therefore probablynot the bestplaceto attempt to solicitdonationsfrom.

Perception of
efficiency

fund-raising your solicitationvideois probablynot the wayto go. Digitaldistribution helpsto keepdown productioncosts

Arts

Donorsare more likely to give when askedby creatorsof the artistic products (e.g. curators,performersor artistic directorsy. Throughsocialmedia, key individualswithin
organisationsare able to build relationshipswith a wider audiencemore effectively than ever before, which in turn increasesengagement]oyalty and likelihood of giving
Creativepeoplearethe life-blood of ArtsorganisationsTheyarean assethat needsto be milked(inthe nicestpossibleway).

Performers involved
in marketing appeals

Most donorsto the Artscomefroman2 NH | y A éxistindaddiér@ebasé. Giventhis, it is likely that organisationsare potentially alreadyin touchwith thosein their Wf #iy 3 f Q

of givingonline and offline, and are continuingto W 3 N&estddl through outreachand audiencedevelopmentas part of their core mission Thisneedsto be developedand

nurtured further. After all, you are unlikelyto get donationsfrom peoplewho R 2 ykibivyou yet. Oftenthere isadegreeof W O befafe K 2 Nehigkiigwith some2 NHF YA & G A 2
approachedo fund-raising

Outreach and audience
development

ﬂ Simple, unflashy @ Donorsare averseto costly fund-raisingmethodsand materialsthey perceiveto be W ¥ B4 KiBg® competewith the latest Hollywoodo t 2 O 0 pmizduct®mNEldesin

2[ SRp dzNE| w)S &/S | NNRKSN BHBatsiy VA YORIOSD.8 N Tel, 020
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Why people give (a summary)

al decision, both in terms of feeling good about yourself, but also looking good to your peers.
ut understanding these shiftsin the landscape, Arts organisations will wither and die.
ho is and who isn’t likely to give in terms of demographics. And quickly.

arm’ to the potential donor’s likelihood of donating.
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Our intervieweeshad securityconcernsover funding platforms ¢ they perceivedthem asnot beingappropriatepaymentmechanismdor largegifts. Theyare likely to not now
think twice about purchasingan expensiveelectronicitem online or evendoingtheir bankingonline,sothisisreallyanissueaboutWy 2 NJ | oflihedi%ingah@philanthropyin
the samecontextsastheseother typesof onlineactivities

Security concerns

The W O 208 diviligdoesnot only refer to the monetary amount given, but alsothe effort requiredto makethe giftl. If the potential donor perceivesthe effort of makinga
donationastoo complicated difficult or unfamiliar,they may choosenot to give at all. Thetechnicalplatform chosenand the userjourney of the potential donor through the
donationprocesssthereforecritical.

Simple giving process

Technology

Most donors want to be appreciatedor recognisedfor their support Thisrangesfrom W Iprivate expressionof appreciationto public and publicisedrecognitior2 People
experienceintangiblebenefitsasa result of giving- it playsa part in their lyelth.EAI- t A3 arid prdvidegaenseof belonging Peoplelike to feel part of a group associatedvith
the Artsor a particularorganisatiod. Artsorganisationshouldnot rainontheselLJS 2 Ljfarade Q

Not giving
reasons to share

Social

Most of the Arts organisationsnterviewedstatedthe demographicof their currentdonorsasa reasonwhy they are cautiousabout fund-raisingthrough digital media Theyfeel
that manyof their current supportersand core audiencecomefrom a generationwhich would not be comfortablegivingonline. Despiteevidencethat online and mobile giving
makesgivingeasieP$, to thosewho are not usedto it, the unfamiliarityandlackof trust in online givingmechanismsanbe a barrier. Giventhe levelsof W & A-d dzNtiatyiGvQ
goon, it islikelythat conservatisrmon the part of the Artsorganisationslikelyto be at fault here.

Perception that
B current donors
R 2 yRi@chnology

Current payment
. YSOKIyAray
Demog raphlc suit younger

potential donors

<In someof the examplesstudied,socialmedialinksto Friendspageswhichrequirethe prospectto print andfill out alengthyPDForm andsenda cheque}o becomea member,
andin others,the minimum level of yearlydonationrequiredis simplynot what a youngsocialmediauseris ableto committo.” Arts organisationd NJhél@ingthemselvesn
thesecases

Y ¢ K RJilgeshot seemto havethe sameurgencyor emotional appealasother causesand manydo not considerArts organisationsas charitablé®. Unemotionalappealswill

Unemotional appeals therefore not competeon the sameplayingfield asmore emotionalones

o)

Not supporting
a complex Thedecisionbehindgivingis complex,and donorsto the Arts might havespecificattributes and behavioursthat are different from donorsto the broadercharitablesectof. Not
decisionmaking helpingsupportthis complexdecisioamakingprocesswill stymielikelydonations
process

Emotional

1

2 )

3Breez& | ®X 2hon MIRAY 2YWNBE OK22aS) OKI NAGASAY CAYRAy3I& 2F | aiddzReé 2 Eenfedof @hudtabISGIMG 4dd RhRayitkiropy2 Rentp®B6 v | (i dzNB
4{) NB St y/i ¥ Wajor Sifi Philahttopyg Myi RAPGARdzZE £ DAGAY3I (G2 GKS i
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t SNBU 7 9 2612 sNdaprafie BenchmamsvStudyWAn analysis of online messagiing:raisingand advocacy metrics foonprofit 2 NH | y A [M+R Staatggic Services and Nanprofit Technology Network.
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Thenew generationof Wy S {i ¢ 2Adnbrs &eincreasinglymistrustful of institutions and massmedia, and are looking for alternative sourcesof information to guide their

Use of mass media donatingdecisionsHarnessinghesedisaffectedpotential donorsby utilisingthe mediathat they frequentisthereforelikelyto be afruitful line of pursuit

Researcishowsthat R 2 y D&td@@ptionof an2 NH I Y A éfficiéntyand iglamountspenton administrationare important factorswhen selectinga charity to giveto2. Donors
are averseto costlyfund-raisingmethodsand materialsthey perceiveto be W ¥ { B4aTKiSR@ S amgdd fair-shirts, but probablydoesmeannot WNEB A y thé & K & §if8.Q
R 2 yb@ldyour own fund-raisingplatformswhenyou shouldbe tappinginto what everyoneis alreadyusingelsewhere

Flashy fundraising

commitment Couldthis be why the researchshowsthat older peoplearethe largestdonors,simplybecausdundingmechanismsre not currently correctlyalignedwith younger

small donations N -
: LIS 2 Lifechiera

Arts

The W O 208 divig does not only refer to the monetary amount given, but alsothe effort required to makethe giftS. If the potential donor perceivesthe effort of makinga
donationastoo complicated difficult or unfamiliar,they may choosenot to giveat all. It is therefore commensurateon the fund-raisingbody to streamlinethe processasmuch
aspossiblewithout placingunnecessaryarriersin the way.

Simple giving process

Offeringbenefitsor incentivesin return for donationsis amodelusedextensivelyin the Arts, mainlyin the form of membershipschemesHowever fiterature in socialpsychology
Oandeconomicssuggestghat providingextrinsicmotivations,suchas material benefits,candiminishbehaviourswhich were originallyintrinsicallymotivated®. Makingthe giving
processseemlike a businesdransactioncanmakeeveryonefeel alittle bit dirty.

Makingthe donation
seemWdzy | £ O N

@ Reticence to ask for @ In our interviews,many fundraiserswere hesitantin utilising limited resourceson solicitingsmalldonations However,youngerpeoplein particularare put off by abigW| ar] Q

Iwiller, B:;2009a 2°Y Y dayidivaising 2.0¢ the future\offund-raisingin a networked societg? Ly (i S NI/ I i A 2 ypiofft andW2olleity|Sector2MErketirdy y4: 3830

2[\S RP dzNE\| w\S &\ S | NNAKSN BHBateiiy VAU YORIOS)D.8 i
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the perception of the organisation

o the nature of the campaign
o the simplicity and egalitarian nature of the giving mechanic l
o personal and social motivations act more as a positive reinforcer than as a negatiggiade WR2 y 2 Kl

A Technology needs to be an enabler, not a blockage. Make it simple and secure.

A Organisations need to have fresh thinking about who they need to appeal to and how best they
aK2dzf R R2 (0KA&AD® !0 a2YS LAyl &2dz gAfft ySSR i
best to start early on thig itQ a long road.
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Digital and the Arts

6 " O I I I n g th e W h e e I S Givenits creative capabilities, the Arts as a sectawédl-

placedto respond to the changes in how people connect and
communicate. Whether digital media could lead to a

5/ a{Qa Myn Yoadingskrenfe Y I G OK sustainable or disruptive changefimd-raisingin the Arts

T . L . . remains to be seen. However, there is consensus that digital
Thegovernment has announced a number of initiatives to encourage philanthropy, in line with the Big media is opening up a host of opportunities and bringing
Society agenda. In December 2010, Sexretaryof Statefor Culture, Media, Olympics and Sports set bo2dzi FdzyRFYSyult OKby3sSa Ay

out a tenpoint plan for culturaphilanthropy, highlighting initiatives such as a £80 million match rganisations cannot afford to ignore.

funding scheme anthe possibilityof recognising philanthropy through the honours system

The NESTX yI 3SR WLYyYy2@l GA2Y AYy DAGAY3IQ TFdzyR

In September 2011 the Government launched the NESTAY I 3SR WLY Yy 2@l 0A2Yy Ay DAGAY3IQ TFdzyRZ
providing £10 million specifically to encourage innovative new ideas for increasing volunteering and

charitable giving. The Fund aims to create an alternative to traditional government support for social

initiatives with a focus on new technologies and networks making it easier and more attractive for

people to help each other. Through the Fund, the Government is seeking to help social innovators

(potentially Arts organisations themselves) get their projects off the ground and create a credible route

to becoming selbustaining in the longer term.

What approaches then, would we point to for these types of funding initiatives to adopt?
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/. Solutions

Best practice

donor approaches »
There are a number of approaches that furaising

) organisations should adopt to maximise their
Bestpractice donations. In increasing order of specificity these fall
digital approaches into three concentric categories: best practice
approaches to donor journeys (eand offline);
best practice digital approaches (including
: mobile); and best practice social media approache
Bestpractice
social media The suggestions we outline below come from a
approaches variety of sources: our desk research, our researc
with Arts organisations, Arts luminaries and our
knowledge and experience in the world of digital,
mobile and social media.

([
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Adapt or die Take some risks

Thereis no silvebullet

Best practice _
Develop offerings for each audienc donor approaches Change perceptions

Use your data a @ l
Be specifig state the need e G

Qreatea sense otirgency ° e Maximise your creative assets
e Demonstrate measurable impact

Keep it simple ‘
Be flexible ° @ Educate your attendees, friends and donors

Be innovative

Consider the whol@hilanthropic journey

~

asS gKIFIGiQa I f NBIF R&

Create a culture of giving

Have a multigenerational strategy



http://www.panlogic.co.uk/
http://blog.panlogic.co.uk/
http://twitter.com/DigitalPhilArts
http://twitter.com/panlogicltd

21 6Webdre all philanthropists nowbd Egnta"Eg[!eUenlng

Web | Mobile | Applications

Adaptor die Inorderto engagdi 2 R lawi@nteand(i 2 Y 2 NMdBass@ & essentiafor organisationgo adaptto the way different generationsbehaveandwantto communicate If youR 2 y&Qa| dafe s

GivenmostArts donorscomefroman2 NH | y A éomiinittedl aliddeiicebase, fundraisersneedto look at the whole of a potential R 2 y 2oh[Enéhropicjourneyfrom when they first become
engagedwith the organisation Everystep of this journey, both online and offline, must be takeninto considerationrwhen designingdigital campaignsand requestsfor giving Welook at thisin a
bit moredetailin afew pagedime.

Considetthe whole
philanthropic journey

Onceyou know your different audiencesandthe stepsin their userjourneys,fund-raisingorganisationsieedto developofferingsat eachstagefor them. Thisnot only includescreativeofferings,
but alsoappropriatedonationmechanismschannelsand approacheslt isimportant that the organisationgenuinelywishesto engagewith the identified group,andthat it hasarelevantstrategy
which providesofferingsfor the group which are likely to be attractive. And this must iterate: utilising incrementalknowledgegainedfrom engagingwith eachnew group of potential donors,
productsandservicesieedto be createdthat suittheir ability to give,providebenefitswhich areattractive to them and payment/communicatiormechanismsvhich areappropriateto the group.

Developofferingsfor
each audience

Successfuprivate sector organisationg(think Tesco)capture and use data to market more effectively. For the Arts world. these approachesneed to be not only understood(which they are
beginningto be),but alsothen actedupon (whichtoo often they are still not). Dataprovidesa keyroute to innovation,so dataminingand analysismeedsto be coreto everyArtsorganisationAs
well asknowingwho the donorsare, fundraisersshouldalsouseall availabledatato profile and segmentthe non-givingaudienceto identify thosewho are Wy S {i § anth&&aho have
Wy A idtErés®a Givingto the Arts, like other charitablegiving,is influencedby a combinationof factorswhich differs per personand by art form. L la@a@mplexbusinessHowever the Arts are
well placedto makeinformeddecisionsabouttheir digital fund-raisingstrategybasedon the abundanceof audiencedatawhichisavailable L (n@goodif it sitsin a database It needsto be used!

Useyour data

Ourresearchrevealedthat practitionersfeel that askingdonorsto contribute to a specificproject or outcomeis a more effectiveway of securingdonations Successfutrowd funding examples

Be specifig; state the need > = ] : -© ! ' -
often involvea specificprojectwith a specificbudgetandtimeframe. Theseneedto specificand proactive

Digital givingplatforms like The Big Giveand We Fundallow supportersto seethe fundingtarget, live progressand the deadlinefor a specificproject or cause Thiscreatesa senseof urgency,
scarcityandtransparencyAll of thesefeaturescanhelptap into the R 2 y" 21é&leo seetangibleresultsandimpactof their donation

Createa sense ofirgency

The W O 208 giviig does not only refer to the monetary amount given, but alsothe effort required to makethe gift?. If the potential donor perceivesthe effort of makinga donation as too
complicated,difficult or unfamiliar, they may choosenot to give at all. JustGivingfor examplesuccessfullyreclaimsGift Aid on 85% of donationsthrough userfriendly design If A (in@ta
straightforwardpeoplegiveup quickly.

Keep it simple

Ascommunicationtechnologiesadvancefundingplatformscontinueto developnew products,suchasmobile fund-raisingappsandtext givingto accommodatd_JS 2 Lahahd@ripehaviourand

Beflexible removingbarriersto giving Artsorganisationsieedto changetackif a particularapproachis not workingfor their audiences¢ K S NdsBeinein changingyour mindwhenthe factschange

Innovationin the Arts world might meanadaptingthe bestapproachesn other sectorsto the Arts (for example,creatinga ¥/ K A in B RBg/@ eventfor the Arts or havingW LJas§ou3d 2 Q
optionsfor youngerdonorsfor whoma@ $ I dddditmentor a direct debit might be prohibitive/impossibleor migratingthe bestoffline approachesn the online and mobile spacege.g. online
versionsof the transparentmoneyboxeghat manyinstitutions havein their foyers) It R 2 S #aU€ldibe aboutW (i K A glfsideshad 2 E Gahsometimesust be a simplecaseof thinkingWK 2 4
canwe adaptwhatwe dosuccessfullg F ¥f A y S QK

Be innovative
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Have a multigenerational
strategy

Takesomerisks

There is no silver bullet

Change perceptions
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Create a culture of giving

Maximise your
creative assets

Demonstrate
measurable impact

Educateyour attendees
friendsanddonors
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Existingdonorshavetheir way of doingthingsandeachsuccessivgenerationof new potential donorshasits own distinctway of doingthings Artsorganisationsieedto take amulti-generational
strategyto take advantageof this. Thatdoesnot just meanworkingout what GenerationsX, Y and Z like doing now, but alsohow this will adaptasthey getolder. WeR 2 yalbhavetime to hang
out on Facebookvhenwe havechildrenafter all.

Digital mediaundoubtedlyincreaseshe transparencyand speedof information flow between organisationand donors, a positive developmentwhich can enhancethe motivationsfor giving
Althoughdauntingat first, organisationsieedto embracea culture of innovationand moderaterisk-taking,whichwill only be possibleif managementllow fundraiserso test newinitiativeseven
whensuccesss not guaranteed

Thereis no silverbullet ¢ organisationseedto continuallyinnovate,test and refine their approachesAn openmind is key to this. It might be that a particular approachis correct,but A {infx&
workingbecauseyouR 2 €l liavecriticalmassof a particularaudienceto testit with. SosimpleW (i R 2 § &2 QibnBlusionsieedto be treated with care

Thereisstill a perceptionthat the Arts are for the middle- and upper-classesLikeall goodclichésthere maystill be a germof truth in it. Arts organisationgherefore needto projectthemselvesas
beingmore egalitarian Our researchsuggestedhat a goodway to do this was by stressingocal credentials(nationalinstitutions were seenasbeingwealthy, whereaslocal organisationsvere
seenasbeingmore worthy and deserving) Creatindocalisedcommunicationgideallyin an automateddigital fashion)to highlightgoodworks(e.g. outreachwith localschoolsetc.) would be one
wayto dothis.

wS &L '2\137 drt Oigil&iving highlightsthe importanceof funding platformsin WY 2 y' S &okidyk §(H¢ ahkaligh @ducingthe behaviouraleffort in the givingand Gift Aid declaration
Brgc IN‘other words, W R 2r¢ifyéntthe 5 K S.$éofleare constantlytryingto do this. L (n&&rawinningstrategy If somethingalreadyworks,the beststrategyisto leverageit.

Thevisibility of givingamongstpeersis a first step in creatinga culture of giving In his book Flippingthe Funnel, SethGodinusesthe analogyof turning a funnel into a megaphoneg where
traditionally, undifferentiatedprospectsare put into the top of the funnel and supporterscomeout of the bottom, he proposesthat non-profits W dzheSinternet to empowerthe LIS 2 who&u@
alreadyinterestedto speakout on their behalf Organisationsieedsto givetheir ¥ ¥ | sghde@verage in the form of simpleonlinetoolsor achannelaWyY $ 3 | LikraugtSvichto get the
wordoutinanW | dzii Kuiopnirallélandhonests | &Tkekeysto utilisingUserGeneratedContent (UGCJo gainsupportare 1) givingsupporterssomethingengagingo talk aboutand?2) giving
thematool to doso. L (in@idaplecaseof not hidingyour lightunderabushel,updatedfor the 21st Century

Donorsare more likely to givewhen askedby creatorsof the artistic products(e.g. curators,performersor artistic directors¥. Thismeansthat you needto leverageyour creativeassetso actas
your salespeople Forsomethis will comenaturally,for othersit will be more difficult. Packagesf involvementtherefore probablyneedto be createdfor thesedifferent personalitytypes It will
also,no doubt, require somefore-thoughtin termsof the commerciakontracts put in placeup-front with the creativetalent.

Philanthropyexpert Teresal loyd' suggestghat WY | laxedlB A F F Sisddtyorily Motivation for giving,but alsoan important elementin relationshipreinforcementoncean initial gift has
beenmade L (aGifplecaseof W& $ CaNigbillingtogether,we needto be pullingtogetherto somel A A the donorwantsto seableto seehow far awaythat aimis.

Duringthis period of transitionfrom the W 2 fo @YWy Sphinthropy(i.e. online philanthropyand giving),there will be an urgentneedfor organisationgo encourageand educatetheir users
and supportersin online giving Somepotential donorswill getit straightaway,otherswill needallittle hand-holding,so provide W K Soptiod®, visualsof the processand information asto how
far throughthe processyouare.

HAMA® WS5AIAGEHE DAGAYIQr wSawSLldzof AOFZ Libph
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In order to consider the complete philanthropic journey, organisations need to break down their audiences kgimapimgs By mapping out the philanthropic journey of
different segments of donors and examining the mechanisms used to engage with them at each touch point, organisations will beatéwhere digital media couladd
value The level and type of digital engagement required may vary for different segments of donors. The mechanisms employetentdidred to the particular target
3 NP d#hill§y o give and take into consideration their normal behaviour, in order to remove the barrier to giviegypology below has been derived from our research to

collate typical and potential Arts donors into these sensible audience clusters:

Considethe whole
philanthropic journey

. The communityfocussed donor The wealthy, private donor
Thisis amulti categorydonor group. Theygiveto their local Arts This is an individual with a highnet worth. They will see
y ‘_b causesndare anactiveandvocalmemberandfundraiser They . donatingto the Arts asa responsibilityand not a burden They
will seeit astheir duty to improvethe cultural backboneof their will exert a lot of influence due to the sumsthey are able to
local area and will be forthcoming with ideas and donations ‘ investand couldwield power by insistingon their W dzii K2 NA & F G A 2 )

whenrequired for particularprojects

[ \

The donorwhowantsto helpbu® A y I yOA L £ £ & Ol yQi » Theshowoff donor

Again, this donor could fall into multiple categories they < This character type could, again, fit within other,
. could be community-focussedor emotionally-attached, but . additional categories For example, they could be a

the problemthey haveis that they feel they cannothelp. This wealthy, private donor or an emotionally attached
donor. 2 K | (sgkéial about them is that they like
people to know they have donated Thiswould have
organisationto allow them to donate Theymight also feel traditionally beenin the form of a plaqueor a mention
they cannot help becausethey R 2 yh@vié enoughtime or in a newsletter, but Arts organisationscan now use

‘ could be due to a lack of funds or becausethere A & AR (i ‘
becausethey feel that the Arts organisationis only really social media to talk about the donor and their
interestedin verylargedonations / donation, facilitating the R 2 y 2 mé&dafor Wa 2 OA | ¢

mechanism, appropriate to them, provided by the Arts

LINE it @lso potentially helping to entice new
peopleinto donating

The emotionallyattached donor The ordinary donor
‘ This donor may have particular areas of the Arts they are . Thisisall the donorswho do not fit within other categories They
emotionally attached to. Their donations will thus tend to be ‘ will probablynot be a full-time donor. Theymay give at one-off
‘ focussedn that particulararea Thisdonor cancomefrom a wide _— events Butdo not do so on a regularbasis Theymay havethe
background Forexample they might be a wealthy, private donor ability to becomea full-time donor if they were engagedmore
funding one projectin particularor a community-focusseddonor fully.

whofundsthe localtheatre they went to asa child.
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Considethe whole
philanthropic journey

Discover

Experience

Engage

Solicitation

Assess

Acknowledge

-ment

pantooi

location
A Social networking like

trusted source

Aweb presence
A Social media

sourcing
A Visible social networks

Aweb presence
A Social media

AWweb presence
A Social media

minded people AEmail AEmail AEmail
A Physical A Physical A Physical A Physical A Physical A Physical
A website AWebsite AWwebsite AWebsite AWebsite AWebsite

A Social media

A Social media

A Social media

A Social media

A Social media

A Social media

A Local online initiative
A Crowd participation

A Physical
A Website
A Tailored emails

A Website video
A Website time
commitment sigrup

AVisible social and
participative media

Avideo

A Art-form aggregated
portal

A Email

A Physical
A Website
A Personalised emails

A Local endorsement from
local or national creative
figures

A Personal approach
(probably offline)

A Responseequiring
personalised email
A Easy first steps

A Personal approach
(probably offline)

A Responseequiring
personalised email
A Easy first steps

A Responseequiring
personalised email
A Easy first steps

AAll channels (online and | A All channels (online and] A All channels (online and] A All channels (online and| A All channels (online and| A All channels (online and
offline) offline) offline) offline) offline) offline)

A Mobile AMobile AMobile AMobile AMobile AMobile

Aweb Aweb Aweb Aweb Aweb Aweb

A Community portals
A Social networks

A Community portals
A Social networks

A Community portals
A Social networks

A Community portals
A Social networks

A Community portals
A Social networks

A Community portals
A Social networks

A Personal letter

A On/offline supporters
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A Personal letter
A Onloffline supporters
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A Personal letter
A Onloffline supporters
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A Personal letter
QA On/offline supporters
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A Passiveit will happen

A Provide social media
access

A Direct ask

A Offline

A Passiveit will happen

A Provide social media
access

A Direct ask

A Provide social media
access
A Direct ask

A Website/other publicity

A Provide social media
access
A Direct ask

A Provide social media
access
A Direct ask
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The community The wealthy The donorwhowants The showoff Theemotionally- Theardinary
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Crowdfunding Build closer and ogoing relationships more cosffectively

Facilitate other ways of giving Share best practice

Be consistent

@ Be bold

@ Remember your users
Demonstrate achievement and
the future use of funds

9y O02dzNy 3S R2y2NR (2 W
through social media

Use digital to engage with high rebrths

: : Bestpractice
Harvest midto low-level donations ..
digital approaches

Increaseefficiencyand
costeffectiveness

Use mobile to capture
donations and data

Use digital to engage
with new donors

Provide new (free) content to
incentivise new donors

Streamline giving

Piggyback on existing platform

Test the water
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Crowdfundingthrough digital mediahasthe potential to efficiently tap into the large pool of potential and engagedaudienceand mobilisethem to give Thecrowd-funding conceptis similarto

Crowdfunding havinga donationboxor membershipsubscription alreadywell establishedn the Arts'.

Not all potential donorswantto (or are ableto) donate money. Ijowever,thgy mightbe ableto donateother things, particularlytime. Soyour appealsanight not just askpeopleto donate money,
but shouldprovide other mechanismsor them to be ableto W R 2 v in iheSmEr senseof that term. Forexample they might be willing to donatea few hourswith a collectingtin in a shopping
centreon a Saturdayafternoon Digitalchannelsallowyouto more easilymobilisethis sortof W3 A & dng'siepNEB Y 2 @.& tRelonationof time helpsto solicitactualmonetarydonationsfrom
others)

Facilitate other
ways of giving

Use digital to engage
with high networths

It maystill be unlikelythat high net-worth individualswill wishto donate online,and,no doubt, A (ladbag salesprocesswith them that requiresrelationshipskillsand tailoring of offers, but you
mightbe ableto starta conversatiorwith themviaonlinemeans Alittle teaser,receivingsomethingfun viaemailmightkick-off the start of a philanthropicuserjourney.

As discussedn Approach3 above, it is true that soliciting donationsonline is not for all segmentsof donors All of the organisationsinterviewed agreedthat digital media cannot replace
relationshipbuilding and personalrequestsfor high level donations,but correctly used, digital mediacan enhancethe motivationsfor givingfor lower-level donors Digital mediais especially
relevantand appropriatein the engagemenbof low- to mid-leveldonationsfrom the currentand potential audiencewho arenot yet giving

Harvestmid- to
low-leveldonations

Increaseefficiency and

+ effecti Digitalmedia providesa set of tools which improvesthe efficiencyand cost effectivenesof eachstageof the fund-raisingprocess,from prospectidentification, communicatingthe cause,to
cost effectiveness

receivingpayments Thismeansa higherReturnOnInvestmentand a greaterperceptionof efficiency whichaswe havealreadyseenis avirtue in afund-raisingorganisation

Engagevith youngerand more technicallysavvyaudienceghroughthe useof technologiesalreadyubiquitousfor GenerationY and below (Twitter. Facebookinstantmessagingtc.). In the long

Usedigital to engage jevitn v
term,U 2 R Im&rQgiversare likelyto becomell 2 Y 2 NM@addwars thereforeit isessentiato getthem on boardandengagedassoonaspossible

with new donors

Digital mediaoffers many opportunitiesto create benefitsand reward audiencesbeyondtraditional membershipschemesvia the creationof productswhich are relevantto different segments
and generationsof donors Arts organisationseedto provide new (free) contentto incentivisethese new donors Forexample,usingYouTubéor free performancesshowingnew art through
Facebooletc.

Providenew (free) content to
incentivise newdonors

Removeall unnecessanadditional marketingdata form fields and surplusnavigationoptions from the paymentfunnel to ensuremaximumtake-up. L (ia@@mmercialtransaction,sotreat it as

Streamiine giving Amazordoes Nothingshoulddistractat the momentof giving

Piggyback on

oy Piggybackn platformsthat makedonatingand personalisednformation-providingeasier(e.g. JustGivinget al). Asstatedelsewherefi K $ N&p@riin WNB A y $h&4/ 11 S.§t3Q
existing platforms
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Testa variety of availableformats - by experimentationand persistence Seewhat works and then iterate that. Testcombinationsof approachesThereA a g €h{lesilverbullet solutionto this

Test the water stuff, but rather a pragmaticsolutionthat worksfor a particularorganisatiorthat hasbeenhonedandrefined overtime.

Digital allows Arts organisationsto build closerand/or new relationshipswith audiences Philanthropyexpert Teresalloyd suggestshat WY | 1akedlR A T T SidddnyoiyG @otivation for
giving,but alsoan important elementin relationshipreinforcementonce an initial gift hasbeenmade Digital mediaprovidesa costefficient and timely way of demonstratingthe impact of a
campaignof gift to the donor to maintain an on-going conversationand engagementFor example,fund-raisingwebsite SeeThe Differenceorg allow charitiesto post video content and notify
supportersof the progressand succes®f the campaignshey contributedto, reinforcingtheir interestin the cause We O | yid¥éia relationshipif youneverwrite or call.

Buildcloserand
on-goingrelationships
more costeffectively

Explore what is out there and shareknowledgewith other organisations By pooling expertiseArts organisationscan broadentheir skillsand that will allow them to take full advantageof the

Sharebestpractice opportunitiesdigital technologypresents After all, A {ig@o#to share

Ensurethat all digital executions(emails,socialmedia, corporate site, mobile offers, campaignmicro-sitesetc.) sell the samestory in a consistenttone of voice Peoplewant to feel that the

Be consistent messagés not fragmented that they understandwhat the organisatiorwantsfrom them.

Be bold Beproactivewith donationbuttons. Aprominent,largeW 5 2 ybl-2(diiton shouldbe visiblefrom everysinglewebpage

Theaccessibilityof mobile phonesand technology for exampletext givingand mobile apps,providevisitorswith an easyway to donate Theyare more than digital versionsof donationboxesg
they havethe key addedadvantageof beingable to capturedata In fact, data collectionis seenas sucha crucialpart of fund-raisingthat one of the organisationsnterviewed is considering
removing cash donation boxesfrom their premisesas they cannot trace the donor. For Governmentthis might mean (for example)helpingto pump-prime innovative platforms for Arts
organisationgo leverage Thelnnovationin Givingfund is a greatexampleof that. Forexample,a nationalmobile-givingplatform that everyArts organisationin the country couldhaveaccesso,
wouldallow donorsto text the amountthey wishedto donateto an organisationspecificnumber. It mightbethat+ 2 R | T Zusfi@Givinig the correctplatform to piggybaclon for this.

¢ K S N@hmgworsethanfeelinglike anorganisatiorR 2 S deyheniberthe conversatiorto date (think bankcallcentres!) Usedigital to tie theseconversationgogether. Thismeanshavingthe
ability to knowwhensomeonehasalreadyhadaninteractionwith you (viayour call centre, booking agents front-of-housestaff, website, legacydepartmentetc.) and providingthat information
in an up-to-date andtimely fashionto whomeverthe nextpersoniswithin the organisatiorthat they needto interactwith. Peopleg 2 ygf¥dito organisationghat R 2 iigdein after all.

Usemobile to capture
donations anddata

Remember your users

Asdiscussedlsewhereabove,demonstratingachievemenis a goodway of engagingdonors Doingthis through digital mediais a no brainer,both in terms of providinga costefficient way of
helpingpotential donorsvisualisewhat it is youwant their donationfor, but alsoin helpingto bringthat thing to life oncethey (andothers)havedonated Forexample fund-raisingwebsite See
TheDifferenceorg allowscharitiesto postvideocontentand notify supportersof the progressand succes®f the campaignghey contributedto, reinforcingtheir interestin the cause

Demonstrate achievement
and the future use of funds

Encourage donors to
YaLINBI R

5 (;}gcitcallsto supportersand donorsto actasadvocatesand evangelistdor the organisatiorthrough socialmediacanbe very powerful. Thismight be viaa promotion that rewardssupporters
through social media an

onorsfor spreadinghe word or simplyby providingthem with somesocialapprobation

000000000
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Play to social proof and approbatio Go where the audiences already are

Provide reasons to share Social is as social does

Generate User Generated Content (UGG
LiQa yz2i I 6 2 dzi
Facebook and Twitter

52y Qi Lz
in one basket

52y 00 o0dAt R o

Provide a group benefit

@ Be strategic

Ask your supporters and donors

g2dzNJ S334

Bestpractice e
social media
Sy dzS a approaches @ Get your supporters and donors to

run your social media

e Gamification

on a thirdparty platform

Plan for platform change 6

22N] 6A0GK LIS?2

Y2RIf AGASa

Work with social motivations

Dissemination and destination
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AR 2 y ZotBldetwork playsa role in their decisionmakingprocessespeciallywhenthe gift is visibleto thosein their socialcircle Whenaskedfor a donation, peopleassessheir relationship

with the personaskingbefore makinga decisiort, andis mostlikelyto givewhen askedby someonewith whom they havea strongtie. Most donorswant to be appreciatedor recognisedor their
support,rangingfrom W private expressiorof appreciationto publicandpublicisedNB O 2 3 3 Dofioksday chooseto publicisetheir donationasanactof W 2 y seldéfhitionandNXB LJdzi | G A 2
andto showotherswhat their interestsandvaluesare®. Forexample,20%of thosewho makea donation on JustGivingthen sharethe fact on Facebookreferring othersin their network to the

site. Thesamecanbe appliedto givingvia socialmediaand other funding platforms Charitiessuchas ComicReliefand NSPC@®ave offered donorsthe opportunity to donate and downloada

virtual W o | RfZBupgbrtwhichthey candisplayon their socialnetworkingprofile, makinggivingvisibleandutilisingR 2 y shét@ofto spreadthe message

Playto socialproof
and approbation

Fundraisingorganisationsnust alwaysprovide reasonsto share Thisallowsindividualsto gainsocialproof, but also potentially exponentiallycirculatesand communicateshe 2 NB I y A & | {i A :

Provide reasons to share fund-raisingmessageand opensthe possibilityof further donations A greatexampleof thisisthe virtual gifting approachthat the pure-playcharitiesuse

Organisationsan empowersupportersto becomeadvocateshy encouraginghem to create content and engagethrough collaborativeWeb 2.0 tools, and givingthem somethinginterestingto

Generate UGC talk about ThisUserGeneratedContent(UGCJanthen form the basisof a conversatiorarounddonationsandgiving

L ; CHOSo0221 FyR ¢oAGGISNIINB (GKS Y2ai 20@0A2dza SEI YLX Sa Befe ard & [fiethord of othBrRdcibl platferindiout &F&whichvhava G L.
Laqa y 2 u I I@réed?@knmunltles (e.g. iTunes Ping, LinkedIn etc.) as well as many nlche ones that might be more relevant to your éeidieMgeSpera, Taltopia, Ibibo etc.) or philanthropy and glvmg (e.g. |
Facebook and Twitter Qube etc.). Social media innovations abound too, so you need to consider platform extensions (e.g. Google+; FacebooMiCoNec, 2 F i Qa ¢ dzf | t AL SGOd0 & 5S¢ ¢

to see if they might provide a better opportunity to raise funds or to facilitate giving.

52y Qi Lzl
in one basket

dzNstss Beapie have moved away from old-style internet chatrooms, future developmentsand emergentservicesnay meanthat (i 2 R Isd@ci@ilediasuccessstoriesmay not be so successful
tomorrow. RemembeMySpaceWith thisin mind, Artsorganisationshouldnot put all their faith and energyinto a singleplatform. It maynot be aroundfor aslongasyouimagine

52y Qii odzAfR
on a third-party platform

NIE-g5 e/sgpgeepason,it is evenmore important not to hitch your organisationonto a singlethird-party technicalplatform. No matter how big they are, theseofferingscanchangeataY 2 Y SyiQa
notice (almostliterally),meaningthat yourbusinesscritical servicedo generaterevenueare not worth the platform they are written on.

H’

Facebookregularlychangests API(or ApplicationProgrammindnterface ¢ basicallythe mechanismby which you hook into Facebook'sunctionality) It cando so with little transparencyor
notice. Other socialplatformsare similar. Thismeansthat when developingyour crowd-funding or other revenueraisingservicesyou needto be awarethat this is a possibility,perhapsdirecting
missioncriticaltransactiongo digitalreal estatethat is ownedby you or placinga regularlyreviewedtime-boxaroundyour serviceon theseplatforms

Plan for platform change

Social mediasitesare often blockedin workplacesso any crowd-funding serviceghat rely on them needto be awarethat peopleare more likely to usethem outside of work. Thereforecrowd
. K ingcampaignswill often needto appealto motivationsthat are relevantto leisuretime, rather than aworkingmind-set In general,organisationseedto work with the different modalities
Uy allhave Wedo not interactthe same waywith our families,our friendsor our work colleagues

Work with
LS2 L)X SQa

Aswe haveseen,peopleare motiva}ed by sogialapprobationand recognition Artsorganisationsieedto work with the grainof thesemotivationsand definitely not actagainstthem. Anyservices
or campaignsieedto alignwith LIS 2 Lifeésifordsocialconnectionsto aid them affiliating with othersandto connectandinteractwith otherssupporting Thisstartswith individualvalue,then
expandsout to groupvalueandwider organisationabrandvalue

Work with
social motivations

960
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Dissemination and
destination

Arts organisationsieedto reachout and disseminateheir fund-raisingmessageo a rangeof appropriatesocialnetworks,but at the sametime still havea corporatelyowned destinationdigital
presenceAndthe corporatehub andthe socialnetworksneedto talk to eachother in ahub andspokefashion(andin both directions)

Goto the placespeoplealreadyinhabiton the web - placesthat are familiarto them andwhere their friendsare. Theseare the placesoffering an unprecedenteddegreeof control, where people
are a clickawayfrom sharingtheir opinion or makinga donation Andthey will be doingsoin front of all their friendsand networks If you build it, they R 2 yh€céssarilcome Youhaveto goto
wherethe audienceis. Thetrick thenisto producecontentthat isrelevantto your audiencesn thesespaceghat mightaidthe givingprocess

Go where the audiences
already are

Thereare numerousapproacheso this (e.g. creatinga donations micro-site, enhancingyour website with socialfeaturesthat facilitate giving, establishinga presenceon readymade social
networkswith agivingW I dioduéingcontent - widgetsetc.) that canbe sharedamongstyour audiencesto promote giving Thereare strategicadvantagego adoptinga modularapproachto
this by usinga varietyof the above Aswe stresselsewheretestinganditeration are keyto understandingvhat worksbestfor your audiencegandhencefor you).

Social is as social does

2§ QalBware of Grouponandtheir dealsof the daythat provide a compellinggroup benefit. Providinga mechanicthat canbe sharedwith a similaraimis a greatway to get supportersand
donorsevenmore involved Thismight be via a money-off type schemelike Groupon whichis poweredby collectivebuyingpower or it might simplybe a mechanicthat providesan additional
benefitonce Xnumberof supportersand donorshave donated Thismight not be a financialbenefit, but couldbe somethingassimpleasan interactiveblog signature,accesgo additionalitems
from the Gift Shopor specialdonor-only digital content, beingenteredinto a competitionandsoon.

Provide a group benefit

Socialmediais here to stay,soyou needto take alongterm strategicview of what you are goingto do in the socialspace A disjointedapproachis not goingto cutit. Dippinga seriesof toesin
the water isfine, but the toesneedto all be pointingin the samedirection.

Be strategic

What better way to encouragetake-up than to ask(and be seento ask)your current and potential socialmedia supportershow they best like to utilise socialmediaand which socialmedia
platformsthey wantto inhabit Thisnot only showsyouto be anopenandinclusiveorganisationput alsoislikelyto helpto generategreateradvocacyamongstthosewho are alreadyengagedr
areon the cuspof engagement

Ask your supporters
and donors

Get your supporters and
donors to
run your social media

L la®ravestep, but organisationslike DulwichPictureGalleryare letting their supporterstake over and run their socialmediapresence Thisgivesthe supporteraswemAuch more autonomyto
help the organisationsrom the groundup, but alsogivesthem a much greaterfeeling of ownershipof, and engagementwith, the organisation TheW5 dzf @nk Q KSsér@icehasbeenreally
successfut drivingthe engagemenbf a new demographidor the gallery aswell asaccountingfor three quartersof the traffic to the 2 NH I Y A @ebditd 2 y Q &

W{ S NAN 2Yu®3& term usedto denote a gameor the gamificationof a processthat hasa seriousaim or outcome Gamificationis helpful to the givingprocessin anumberof ways it addsa fun
elementto giving,it canmakethe giving more publicand more visible it canadd a competitiveelementto givingwhichmight helpto increaseoveralldonations it helpsto affiliate your brand
with positivebrand associationsThedifficult part isfindingthe correctgamemechanidor your organisatiorthat complementghe givingprocessand doesnot seemgimmicky

Gamification



http://www.panlogic.co.uk/
http://blog.panlogic.co.uk/
http://twitter.com/DigitalPhilArts
http://twitter.com/panlogicltd

: pantooi

316Wedbdre all philanthropists nowbd il Enaineerng

Web | Mobile | Applications

yd aL YSOSNI LINPYAASR @2

OK,sothere are somethingsto be awareof. We understandthat everycrowd-fundingprojectis not goingto get
it right first time. We alsounderstandthat, particularlyin this fundingclimate,resourcesand capacityto setup
and managedigital philanthropymight be thin on the ground Howeverwe alsoknowthat if you getit right
(andyoudo needto investsometime to getit right) the rewardsin terms of revenuesandlower costsof
saleare potentiallyhuge Understandinghe risksup-front isa goodwayto helpto overcomethem.

Sowhat mightgowrong?

Té) 020 gf
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Twitter (#DPAl\l itter.c

Twitter (#Panlogi
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Issue Given the global financial crisis many organisationsare having to adapt
themselvesto a more competitive commercialenvironment For some organisations
this can be a problematictransition. They may not be mercantile by backgroundor

inclination Overcomingthese cultural barriers and getting into a more commercial
mind-setisadifficult process

ApproachesArts organisationgnay needto adopt more entrepreneurialapproaches
Thismight meanallowinginnovation,throughincentivisingwith a profit share It might
meanimplementingWt | & BBwSia deiodelwith third partiesallowedto share
riskwith the Artsorganisationput alsoanyreward.

Gaz2yl@ahg,Y2ySe:é

Issue The ability to raise large sums on social networks does not depend on
organisationsize,but a large community of supportersis a prerequisité. A USnon-
profit benchmarkreport? found that of the 27 non-profits which raised more than
$100,000 on social networks out of over 10,000 surveyed, 30% were small
organisationswith annualbudgetsof lessthan $5 million (£3 million). The average
Faceboolollowing of this group of non-profits is nearly 100,000 members,which is
morethan 15timesthe generalaverage

ApproachesA sensibleapproachtherefore is to focuson campaigngo increasethe
number of your socialmedia supportersfirst and then embarkingon crowd-funding
campaign®ncethis hasbeenachieved

A ¢ DNE @ughinyLIdzo f A O¢€

Issue There are mixed feelingstowards crowd-funding platforms A small museum
which participatedin TheBig Givethought that the experiencehelped galvanisetheir
digital marketing strategy However,others are concernedthat the nature of these
platforms meansthat the failure to reacha target within a set time period is public,
andcanbe harmfulto moraleandreputation.

Digital Engineering

Web | Mobile | Applications

ApproachesSetachievabletargets until your audiencehasbecomemore seasoned
to this type of giving providea single,consistentask provide easypaymentoptions
appropriateto your audiences(look at the commercialoffers for phone contracts
aimed at youngerpeople - they know how to extract revenuesout of their users!)

Pumpprime the campaignwith offline revenues 5 2 ytihé-box the campaignor

breakit into more achievablestages Providemultiple paymentlevelsto maximise
revenues

A al I 9oy dzii forys(raan.g
Issue Lack of resourcesand capacity are the biggest challengesfor fundraisers
consideringintegrating digital media into their strategies Fundraising professionals
interviewed felt that at the moment, large donationsand corporate sponsorshipsare
more effective andefficient methodsof generatinglundingwith limited resources

Approaches Do somethingW|j dzZin®R A Ntbi $ta®@ with (throw out the marketing
rulebook¢ not everythingneedsto be surroundedin fanfare) Utilisetext-basedor social
platforms, that R 2 yrexlire time-consuminggraphicsor long reams of copy (i.e.
Twitter; Google+FaceboolConnectetc.).

A & L stigkingwith & 2 dzé

Issue Digital media undoubtedlyincreaseshe transparencyand speedof information
flow between organisationand donors,a positive developmentwhich can enhancethe
motivations for giving Although daunting at first, organisationsneed to embrace a
culture of innovation and moderate risktaking, which will only be possible if
managementallow fundraisersto test new initiatives even when successis not
guaranteed For example,two of the organisationsinterviewed which are running
campaignson crowd-fundingplatformsreported that their currentreturn on investment
for thesecampaignsvaslower than other meansof fund-raising

ApproachesStickwith it! 5 2 ys@eiidtoo muchat first, but R 2 yg& disheartenedf it
R 2 S awrkirimediately Potentiallygrouptogetherwith other organisationgo spread
the riskandgainscaleon particularcampaigns
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