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Most common areas of enforcement

Percent of offices*
0% 10% 20% 30% 40% 50% 60% 70%

62%

Fundraising abuses
Governance

Trust enforcement
Other
Diversion/fraud
Registration

Conservation easements

*39 offices interviewed

= = « UR B AN - I NSTITUTE - 21



———
Fundraising methods regulated by offices

Percent of offices
60% 65% 70% 75% 80% 85%

Telephone R ;'
pirect mail I 0%
nperson I 0%
Special events I 0%
ntemet I 7o

Social media — 70%
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Approaches to enforcement

Correspondence with organization
Obtain settlement agreement

Obtain informal resolution

Impose fines/penalties

Seek legal injunction

Send delinquency notices
Revoke/terminate/cancel registration
Enter into letter agreements

Obtain court order to dissolve charity
Tracking of enforcement actions in-state
Conduct administrative proceedings

Tracking of enforcement actions elsewhere
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Inter-office cooperation

M Refers matters Joint actions
100%
81% 84%

80% 0 74% 0
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Local law enforcement Another state-level law Other states' Federal law IRS

enforcement office enforcement offices enforcement office
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Combatting Charity Fraud:
The Role of the Federal Trade
Commission

Tracy S. Thorleifson
Attorney, Northwest Region.

Federal Trade Commission

The views expressed are my own and do not
reflect the opinion of the Commission or any
individual Commissioner.



The FTC Act

Section 5 empowers the Commission to: “prevent persons,
partnerships, or corporations . .. from using . . . unfair or deceptive
acts or practices in or affecting commerce.” 15 U.S.C. § 45.

Section 4 defines “Corporation” “to include. . . any company, trust,
so-called Massachusetts trust, or association, incorporated or
unincorporated, without shares of capital or capital stock or
certificates of interest, except partnerships, which is organized to
carry on business for its own profit or that of its members. 15

US.C.§44



The Telemarketing Sales Rule

e Jurisdiction co-extensive with FTC Act

 Telemarketing = a plan, program, or campaign . ..
to induce the purchase of goods or services or a
charitable contribution” involving more than one
interstate telephone call

* Prohibits false and misleading charitable
solicitations



Telemarketing Sales Rule (cont.)

e For profit fundraisers must comply with the
entity-specific Do Not Call requirements, but are
exempt from the National Do Not Call Registry
provision. Other calling restrictions also apply.

e State attorneys general may bring actions to
enforce the TSR in federal court.



FTC, All 50 States and D.C. v. Cancer

Fund of America, et al.

e First collective action by the FTC, 50 states and D.C.
against a purported charity

e Sued 4 charities and related individuals that:

— raised more than $187 million from U.S. consumers over 5
years

— Lied about how donations would be used, promising:
e Pain medication for suffering children with cancer

* Hospice care for indigent cancer patients
* Medical equipment to needy cancer patients




Cancer Fund (cont.)

 Donations spent on family, friends, and fundraisers.
— Cruises and Disney World trips for board members

— Jet ski rentals, meals at Hooters, and purchases at
Victoria’s Secret on charity credit cards

— Employed all family members, regardless of qualifications,
paid tuition for and made loans to family and friends

— Collectively spent less than 3% of funds on programs
described to donors



Cancer Fund (cont.)

e Complaint alleged deceptive practices that violated FTC
Act and laws of all 50 states, plus violations of the
Telemarketing Sales Rule

e Settlements banned the responsible individuals from
charitable solicitations and from oversight of charitable
funds

e “Charities” are now in receivership, their assets have
been liguidated and their existence dissolved.



Other FTC Enforcement

e Enforcement & Education Sweeps:
— Operation False Alarm (March 1997) (with 50 states)

— Operation Missed Giving (November 1998) (with 40
states)

— Operation Phoney Philanthropy (May 2003)(with 34
states)

— Operation False Charity (May 2009)(with 49 states)



Other FTC Enforcement

e Actions against for-profit fundraisers violating Section 5
and/or the TSR, e.g.:
— U.S. v. Civic Development Group
— U.S. v. JAK Publications

e Actions against for profit companies claiming a
charitable benefit associated with the sale of goods or
services, e.g.:

— FTC v. American Handicapped and Disadvantaged Workers,
Inc.




On the horizon ....

 The FTC will combat charity fraud by:
— Continuing to collaborate with state partners

— Bringing enforcement actions against for profit
fundraisers and sham charities that lie to consumers
and misuse money intended to support charitable
causes, when possible and appropriate

— Educating consumers by providing them tools to avoid
charity fraud and achieve their charitable purposes
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Social Media Viral

Campaigns

Notable Successes:
ALS Ice Bucket Challenge ($115M in 8 weeks)
Movember ($710M since 2003)

Notable Scandals: none

Open Questions

Do (or should) charitable solicitation or consumer protection laws
apply to individuals who solicit contributions for charities through
social media?

Do (or should) such laws apply to social media sites used to
promote viral campaigns?



Crowdfunding

Equality Florida Institute, Inc.

Notable Success: Equality Florida in wake of Orlando
shooting ($9 million on GoFundMe)

Notable Scandals: Boston Marathon Bombing scammer
($9,350 on GoFundMe)

Open Questions

Do (or should) charitable solicitation or consumer protection laws
apply to individuals who crowdfund for charities or charitable
purposes?

Do (or should) such laws reach the operators of crowdfunding
sites used by such crowdfunders?
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Hybrid Entities —

Patagonia

Notable Success: Patagonia, Kickstarter
Notable Scandals: none

Open Questions

If a hybrid entity utilizes its social benefitting mission to
attract customers, do (or should) charitable solicitation or
consumer protection laws apply to that entity’s
representations?

Do (or should) such laws apply to “social enterprises” more
generally — that is, even if they are not organized as a hybrid
entity?
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Types of Activities

DELIVER SERVICES DEVELOP ARTS AND CULTURE
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CoNDUCT RESEARCH AND ENGAGE CITIZENS AND ADVOCATE
SHARE INFORMATION FOR CHANGE




Roles in society

Contributions to individual and
community well-being

Impact on civic engagement
Economic impacts

Relationships with government
usiness




Characteristics of U.S. Nonprofits

Mission

and
Activities
Clients & Governance
Members !
Size & Revenue
Age Sources
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U.S. Nonprofits by Organization Type

2014
Nonprofits / Public Charities H 67.7%

Others [N 15.4%

Private Foundations [ 6.8%
Social Welfare/Civic League [l 5.7%

Business Leagues [l 4.4%
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_ Nonprofits*

N

& 1.41 milhion Q\E

2013

Revenue $2.26 Expenses
trillion 57 $2.10 trillion
¥
Assets

$5.17 trillion
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Economic Impact

Percent Change in Wages
2004-2014
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Charities*

552 293,103 iﬁé

Revenue $1.73 2013 Expenses
trillion 57 $1.62 trillion
'
Assets

$3.32 trillion
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Charitable Nonprofits by Type

2013
International & Foregin Affairs h 2%

Environment & Animals I 5%
Religion-Related [N 6%
Arts, Culture & Humanities [N 0%
Public & Social Benefit I 2%
Health N (3%
Education [N 7%

Human Services _ 36%
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Charities’ Expenses by Size

$10M or more

$5 - $9.99M

$1 - $4.99M
$500 - $999,999K
$100 - $499,999K
Under $100K

2013
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SEkvs
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Charities’ Sources of Revenue

Fees Private % 48%

Fees Government [N 25%
Private Contributions [ 3%

Government Grants [ 8%

Investment Income [ 5%

Other Income F 2%

0% 10% 20% 30% 40% 50%
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Government Contracts and Grants with

Charitable Nonprofits

Nearly 350,000 contracts and grants

with Nonprofits (average 6 per organization) in
2012

over $137 billion worth of contracts and
grants in 2012




Charitable Foundations: 2013
87,142

Private, corporate, operating and community foundations in the U.S.

$798.2 bhillion

Total Assets

$55.3 billion

Giving Overall

$56.2 billion

Gifts Received
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Volunteering
2014
62.8 million people volunteered

25.3% of the population

They volunteered an estimated total of 8.7 billion
total hours

Valued at $179.2 billion




Private Giving in 2015

Corporations, 5%
Bequests, 9%

m Corporations

® Bequests
® Foundations
Individuals
. o = Total private contributions
Individuals, P N
o increased to $373.25 billion
71%

Source: GivingUSA = Congregations receive 32% of total




Estimated Distribution of Private Contributions
2015

Religion 32%
Education

Human Services

Gifts to Foundations

Health

Public-Society Benefit

Arts, Culture, and Humanities
International Affairs
Environment or Animals

Gifts to Individuals

. 0% 5% 10% 15% 20% 25% 30% 35%
Sourfe GivingUSA




Civil Society Trends

Transparency - Performance
. Accountability M
Big Data easurement

Financial &
Capacity
Challenges

Economic & Tax & Regulatory
Social Impact Policy

' _ Impact Investing &
Fee for Service & Online & New

Enterprises Giving Tools Social Impact
Bonds




Trends Affecting Civil Society

Globalization Political Environmental
of Economy Polarization Degradation
Chanin Federal & Growing
Demo rga ﬁics State Budget Income

&rap Deficits Inequality

Health Care Tax Reform Immigration
Reform Reform
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Sector Research

Achievements, What Works Relationships Donor and
Impacts, &Wh w/Governments Volunteer
Innovation Y & Businesses Motivations
Advocacy & Self- Civic & Social
Social Capital

Regulation

Change Building
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What the Forms 990 Reveal

*  The Nonprofit Sector is growing in numbers and resources but those resources are not uniformly
distributed

*  The Sector is diverse by size and type of organizations

*  We can assess financial indicators (revenues, expenses, assets and their components) by size, type,

geography and many other variables
e We can use the Form 990 as a sampling frame for surveys and analyses of discrete characteristics

*  We can identify outliers and look up their Forms 990 to see what they do, who they serve, their

finances, and their governance processes

e  We can combine Form 990 data with other administrative data sets, labor statistics, census of

services, etc. for a wide variety of studies

*  With the advent of digitized Form 990 data, we will be able to do these and other analyses quickly
and inexpensively
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Utility of Forms 990 for Regulators

* Digitized Forms 990 will permit more extensive analyses of financial
information then has been possible to date. For example, program expenses
as a percentage of all expenses might be used as a screening tool to
understand trends, to analyze differences among charities and to identify
outliers.

* Using Statistics of Income Sample data for 2012, we find that the percentage
of program expenses to total expenses increases with the size of the
organization:

» 78.49 percent for those with less than $100,000 in expenses
e 87.25 percent for those with $10 million or more.

* Economies of scale and greater capacity likely factors in the differences
between large and small organizations.
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Utility of Forms 990 for Regulators

* Looking just at Human Services Charities, average program services expenses
are 85.7 percent of total expenses.

* Drilling down to specific program areas, those averages vary from 80.2
percent for Science and Technology to 91.4 percent for the Food, Agriculture
and Nutrition and the Mutual Benefit Categories.

* Looking at sub-categories (where numbers in the sample are small and thus
only illustrative, not reliable), we see even greater divergence:

* 94.3 percent averages for philanthropy and voluntarism groups

° 62.1 percent average for veterans and military groups

e Such analyses can be the starting point for understanding different operating
patterns as well as investigation ‘of outliers.




———
Utility of Forms 990

* Inreviewing the outliers from the SOl sample, there were a number of
facilities, religious groups, and public foundations, suggesting that there are
some program elements, such as buildings or endowments, that might lead
specific types of groups to have different levels of program expenses.

* Size of the organization is a clear factor and perhaps age of the organization
might reveal start-up costs that are outside the average for that type of
organization.

* Other intervening variables might be:

* Retiring CEOs that draw down accrued or deferred retirement benefits.

* Avyear with a one time large gift or contract followed by a lean year—
one year is not enough to assess an organization’s status.

e Statistical analyses will reveal trends, but close analysis will be necessary to
understand those patterns.




Conclusions

e Civil Society is vibrant, diverse and growing, but our knowledge base is
still fairly primitive, especially at the state and local levels.

Scope and dimensions research is well underway
Management and financial research is growing
Economic impact estimates are becoming more robust

Performance research and data gathering is in demand, but capacity to
collect, analyze and use performance data is quite limited

Outcomes of specific programs on communities and populations are
increasingly evaluated, but synthesis and knowledge sharing is weak

Civic engagement research is in its infancy

Policy and budget analyses research is limited
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Today’s Presentation

« What are the key forces shaping philanthropy?
* How Is the philanthropic landscape changing?

« How will trends shape the future?
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DATA TRENDS REVEAL CHANGING
LANDSCAPE




Philanthropy Now and in the Future

wwhat's different
about giving with a
donor-adwvised

fund?
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social outcomes. View infographic to find
out how social impact bonds work.
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Giving USA
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The Annual Report on Philanthropy
for the Year 2015

GIVING USA
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Project and Content Scope

XY X2
.Sources’®
O ‘ ...‘ O

 U.S. households/individuals ¢ US. based IRS-
 U.S. businesses/corporations registered charities
« U.S. estates  U.S. religious

« U.S. foundations organizations
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Individuals Donate A Majority of Gifts
2015 Contributions: $373.25 Billion by Source

Corporations
$18.45
Bequests
$31.76 5%
9%
Foundations
$58.46
0,

16% Individual
71% $264.58

SOURCE: Giving USA Foundation | GIVING USA 2016
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Religion Receives A Majority of Contributions

Environment/ To individuals

animals

International $10.68
affairs 3%

$15.75 \ e

Arts, culture,
and humanities 4%
$17.07 5%

Public-society
benefit 7%
$26.95

Health 8%
$29.81

11%

Gifts to
foundations

$42.26 12%

Human services
$45.21
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Unallocated

$2.18
1%
Religion
$119.30
32%
15%

Education

$57.48

SOURCE: Giving USA Foundation | GIVING USA 2016




Trends in Charitable Giving by Source, 1975-2015

$400
350 (in billions of inflation-adiusted dollars) Total
$300
$250 Individuals
$200
$150
$100

$50 Foundations

. — " Bequests
$ - Corporations
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Religious Giving Has Been Declining As Share

of Total Donations Since the 1980s
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DATA REVEAL IMPACT OF
NATIONAL AND GLOBAL
ECONOMIC FORCES




Giving Is Influenced by Economic Conditions:
Total Giving, 1975—2015 (n siliions of Dollars)

400 mm Inflation-adjusted dollars 373225
—e— Current dollars

350 mm Inflation-adjusted dollars in recession _
300 N
250 |
200
150
100 |

< T

Ml

1975 1980 1985 1990 1995 2000 2005 2010 2015
SOURCE: Giving USA Foundation | GIVING USA 2016
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Total Giving As A Percentage of Gross Domestic Product,

1975—2015 (in Inflation-Adjusted Dollars, 2015 = $100)
22%  2.2% 2.1%

1.9%
1.7% 1.7% 1.6% 16% 16%

1975 1990 1995 2000 2005 2010 2015
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Individual Giving Remains Constant at
About 2% of Disposable Personal Income

Z-OOA:! 2.00/0 1.90/0 1'90/6 19(%3 200/,0

1.7%

1975 1980 1985 1990 1995 2000 2005 2010 2015
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Overall Giving Fluctuates with S&P 500

2,200
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Total charitable giving graphed with the Standard & Poor's 500 Index, 1975-2015 (in billions of inflation- adjusted doIIars 2015 $100)
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Largest Fundraising Charities an

Estimated Total Private Gifts
100% = $373 hillion

Received by

the 400 largest charities
Received by the rest
(includes ~1 million
charities and thousands
of religious organizations)
NOTE: Annual ranking of organizations that receive
the most each year in private donations

Lincludes affiliates
Source: The Chronicle of Philanthropy at:
https://philanthropy.com/interactives/phil400

IUPUI

d Their Share of Private Philanthropy in 2015

Charitable Contributions to The Top 25 Fundraising Charities

Total private support

Rank  Charity $ millions
1 Fidelity Charitable Gift Fund . 34,608
2 United Way Worldwide * e 93,708
3 Feeding America I $2,150
4  Schwab Charitable Fund ] $2,109
5 Catholic Charities USA * I 52,010
6 Salvation Army * B 51,904
7 The Task Force for Global Health *
8 Stanford University = :i'g;‘g
9 National Christian Foundation * '
10 Silicon Valley Community Foundation I $1,441
11 Vanguard Charitable Endowment Program [ $1,229
12 TheY* s $1,205
13 Food for the Poor [ $1,202
14 Harvard University I $1,156
15 American Lebanese Syrian Associated Charities/St. Jude = :]]:’833
Children's Research Hospital )
B $923
16 Boys & Girls Clubs of America * B 5903
17 National Philanthropic Trust
18 Goodwill Industries International * B 5902
19 Direct Relief * B 5889
20 Habitat for Humanity International * B $850
21 World Vision N $826
22 American Cancer Society * I $810
23 Patient Access Network Foundation B $801
24 Compassion International Bl $765
25 AmeriCares Foundation $739
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DATA REVEAL CHANGING DONOR
MOTIVATIONS, EXPECTATIONS




Longitudinal individual giving data

H i'gh Net Worth Philanth ropy

o

an) ) e

TRACKS THE SAME FAMILIES
ACROSS GENERATIONS

Bank of America Studies of
High Net Worth Philanthropy
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Philanthropy Panel Study (PPS)



Donor incidence over time, 2000—-2008

m Total m Secular mReligious

69%
67% 0 67% 65% 65%
58%

61% 59%

50%
|36%

57%

56%

56%

56%

52%

47%

47%

46%

43%

42%

38%

2000 2002 2004 2006 2008 2010
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Oldest generations more likely to give
and give more, on average

m Average total giving by donors 7904
@ Percentage who give

61%
55%
o

36%
[

$1,073

Millennials Gen X Boomer Great & Silent
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How High Net Worth Donors
Determine the Impact of Their Giving

The organization to which you 79.2%
donated '
Direct engagement 46.4%
with nonprofits
Own perception 41.1%

How do you determine
whether your giving is or is Nonprofit reports 34.6%
not having the impact you

_ Public reporting 31.9%
intended? Do you rely on Information from staff/advisor
. . 0,
information from...* 23.5%
The population or area that 18.8%
you donated to support
Peers 17.1%
The Media/Internet 14.7%

Other 3.4%
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Confidence In Societal Institutions
to Effect Change

Individuals - e es-a% T N 31.4%

Nonprofit

organizations [ ea.3% N 18.3%

: el
How much confidence do you nttione [ Az . 13.7%

have in the ability of the Small-to mid- sized -
- businesses | s7% . N 12.0%
following groups to solve " large
societal or global problems, corporations 8.9%
i Supreme Court/
now and in the future? Federal judiciary 1 s I 8.1%
President/ .
Federal executive branch 1 as.a% I 8.1%

Congress/

Federal legisiative eonch IS 4.9%
state or local government [ A 3.7%

aaaaaaaaaaaaaaaaaaaaaaaaa
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IMPACT OF TECHNOLOGY ON
PHILANTHROPY




Impact of technology on philanthropy

IUPUI
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Online Giving:
A Small But Growing Piece of the Pie

Online Giving As A Percentage of Total Giving in 2016
Online = All Other Forms

2%

SOURCE: Blackbaud | 2016 Charitable Giving Report

IUPUI
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Crowdfunding As A New Tool of Fundraising

Global Crowdfunding Industry (2015)

Donations
Total Funding Amount: [VALUE]
PERCENTAGE]

[

SOURCE: Massolution/Crowdsourcing.org | 2015CF Crowdfunding Industry Report

IUPUI
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Gender Differences in Crowdfunding Donors

% of male/female crowdfunding donors in U.S. who ...

HMen EWomen

17%
Q%

Have given to 6+
projects

Have donated $100
or more to a project

Have donated to a
project to help
someone in need

Have donated to a
project for a new
product or invention

Have donated to a
project for a
creative artist

Source: Survey conducted Mov. 24-Dec. 21, 2015.
“Shared, Collaborative and On Demand: The NMew Digital Economy™

SOURCE: Pew Research Center | Shared, Collaborative and On Demand: The New Digital Econom

IUPUI
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THE FUTURE OF PHILANTHROPY
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High Net Worth Households’
Future Giving Levels

Relative to my charitable giving in the past, in
the next three years, | plan to...

55.1%
28.2%
Continue Increase my
giving at the contribution
same contribution level
level

IUPUI

13.3%

Don't
know

3.4%
[

Decrease my
Contribution
level

Which factors may contribute to that change?

81.1%
A change in financial
capacity
35.7%
A change in life
circumstance
30.8%

Changes in the perception of
the needs of an organization or

23.8%

Community or global events,
including disasters

20.5%
As | become a more
experienced donor

19.2%
A change in the federal tax
policy
3.8%
Don't know

3.0%
Other

LILLY FAMILY SCHOOL OF PHILANTHROPY



Thank You!

Una Osili, Ph.D.
Professor of Economics
Director of Research
philanthropy.iupui.edu

IUPUI

LILLY FAMILY SCHOOL OF PHILANTHROPY
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Give ¢ Take
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why Give?
A Look at What Motivates Giving

 Hugh Jones, moderator
e Adrian Sargeant

Give - Take

s, Contributions, and Charity



SUSTAINABLE
PHILANTHROPY
WITH
PLYMOUTH
UNIVERSITY

Why Give: A Look at
What Motivates Giving

Adrian Sargeant

Director — Hartsook Centre for Sustainable Philanthropy
University of Plymouth

ROGARE

the fundraising think tank



A Generous Nation

Contributions by source

Corporations
(by percentage of the total)

Bequests 5%
9%

The single
largest contributor

to the increase in total
charitable giving in 2015 was an
increase of $9.77 billion in giving
by individuals—67 percent of
the total change between
2014 and 2015.

Foundations 16%

Individuals

SUSTAINABLE Source: Giving USA 2016
svl-ll_lrli_ll\NTHROPY

PLYMOUTH RQ G A R E

the fundraising think tank



But why?

e Emotional Utility

e Familial Utility
 Demonstrable Utility
* Personal Utility

o Spiritual Utility

PHILANTHROPY
wirtH Source: Sargeant and Jay 2014 RQG ARE
UNIVERSITY the fundraising think tank



And Contributory Factors

 Being asked !
 Reputation/ Brand
e History of giving

 Emotion
e Guilt / Need for Reciprocation
* |magery

 Premiums
e Perceived efficiency

SUSTAINABLE

GNPy ROGARE

BII-\IYIA\;ER%-II-PY the fundraising think tank



Emotion

SUSTAINABLE
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40 JAAR NIERSTICHTING. 40 JAAR VAN LEVENSBELANG.

€1

NIER‘TILHTINC

m, 31 oktober 2008

2 ten we daar blij m l'l]n" Ja, omdat de
sel heeft bereikt. Dialysebehandel zijn verteterd, nierpatienten krijge
un en we leversn een belangnjke: hnanr)ela bijdrage aan wetenschappelijk
tichting nog steeds hard nodig s

o

te bight zZwaar en ingrijpend. Dialyse

met een nierz
ing, maar is lang niet

nierransplantatie lijkt de beste oplos
tijden 100 tot 200 nievpat
dreigt door vergrijzing en een onge:

chit n het aantal nierpatie
rde levensstil de komende ,arzn “stork to stigen

De Ni ting wil nierpatiénten betere mgen bieden vo
k. Met iw cadeau w

Ploss
Bren een nierziekte krjgen. En dat kunnen we

ot @an donomisten. En met (w geld kunnen we de kwaliteit van leven va

voor het grote
hat financieren van hoopgevende nieuwe ontwikkelingen

nierpatiénten verbeteren doo

Met iw cadeau voor de 4
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A
5id ney)ResearchUK

—

The onily wary 1o save ves is 1o do the research

Andrew and me with our tes

b certanty Bt jusst after they were born

Jack and Sam lived for just a few minutes.
Could you spare a few minutes to help save other babies like them.
Here is my gift of:

£15 £25 £50 Other £

Wiy Resaanch UK

Kidney Resesrch UK, FREEPOST ANG 3465, Peterborough PET TBR

Donation Lin
0800 783 2973

Kidney Research UK
FREEPOST ANG 3465
ugt

b
Kidney)ReseorchUK

3

L
Kidney)ResearchUK
\

Why do some babies’kidneys
never form?

You can help Professor Woolf
begin to find out.

1

L
\Kidhey} ResearchUK




Mrs A Sample

1 Sample Street
Sampletown
Anyshire

AA1 2BB

R

Inside, you’ll find the
most extraordinary

letter you’ll ever read

/_\

A
Kidn b
" ey)Res

———

ECONOMY

Kidney Ressarch UK

pear Mrs. sample,

Little Kaﬂr_ﬂooks sohe althvy, it's harc

with her.

| hope the Jetter you've just read b

her condition - M

wWhen Katie was s
from her pladder

ulticystic Dyspla

1ill in her mothe
didn't join with

developed ahnormally and beca

years: old and he!
her blood

L}nc!prslandably
her little girl ma

rright widney is

| Katie's mum is
y need a major

Scientists funded by widney Re

children like Ka
nealthy kidney
that can cause

The good news is profes
these checks using

tie. She has 10"

is functioning prog

Mrs A Sample

1 Sample Street
Sampletown
Anyshire

AA1 2BB

HHOOH

f_)‘L)C_J(-)L- ]

[ i ¥
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P

Dear Katie,
I'm 4
so sorry I've let you down

I wanted t
o be a st
I could ¢ rong, health
lean your Blood of, roxiZsK::dr:z =
nc eap you.

safe. But in:
ste
T ad, here I am, covered in ugly
’ cysts

Katie o
L, youre S
uch a good little girl. I real
ally wanted

+
o be there for you so that

- .
A youd grow up healthy.

Just inches away fro
m me
):zl.:;::(her kidney is havm;:;
T dexfra hard. Litres
rram el .never stop gurglin
ough it. Once its ﬁH‘erE'.d9

out the blood
and clean. Rows,_lovely

erly, DULTTOE

v,
'our busy right kidney is

distress and discomfort.

sor Gordon has di

an MBL scanner so children can avoid the discomfort

scovered a new way of doing

continued..-

ey

I Kidn N
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Collapse of Compassion Model

Level of
Emotional
Arousal

1 2 3 4 5 Number of
Beneficiaries
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@ Save the Children

EMERGENCY

Ibrahim is 6 weeks old
and already severely
malnourished. Without
help he will die. But he’s

Mr S Pidgeon
The Hay Barm
Sandy Pluck Lane
Shurdington
CHELTENHAM
Gloucestershire
GL51 4UB B86142/T/00556/
40397675_9.00_

Dear Mr Pidgeon

’lease make a donation of £32 today.

ious.

PLEASE HELP SAVE CHILDREN IN EAST AFRICA

ain CroieSire the ke

CHILDREN are suffering now.

WE are already responding.
Will YOU help us?

July 2011

Ibrahim is 6 weeks old and already severely malnourished. Without help, he will die. But he's actually one of the lucky ones
— he's made it to a Save the Children supported hospital in Kenya and will get life-saving treatment.

«ross East Africa, thousands more children like Ibrahim face starvation. We can save their lives, but we need to act now.,
ease give what you can — we have to act before it’s too late.
Jeadly combination of failed rains and rising food prices has left over 7 million people facing a devastating food crisis.
vilies have lost their incomes and food supplies. Millions of children are hungry, thirsty and desperate. They are in

3er of becoming critically malnourished and, without help, many in the worst hit areas could die.

=ntly wrote to you about our work in Kenya. If my letter and your response have crossed in the post, and you have
dy kindly given us a donation, please accept our sincerest thanks. We are asking for extra help now as the situation is

2rahim was taken to one of our stabilisation centres by his young mother Fatuma. She told us “We lost all our

k in the drought. Ibrahim was sick so | brought him here to the hospital. He was vomiting and had diarrhoea. | have
-k because | am not eating enough. Where would | get food from? All the animals that we used to get meat and

1 are no longer there.” At just six weeks old, Ibrahim faced starvation.

disaster for families like Fatuma's.

family is just one of many who have been forced into the heartbreaking decision to leave their homes and flee to

refugee camps. Save the Children is already on the ground saving lives. We're rapidly providing food, water,

and crucial support to families who have lost their incomes. But with your help we can stop this crisis becoming
These children don't have to die — but to save them we need your help to act now.

neans we can deliver simple life-saving treatment that makes such a huge difference, and stop the drought

Mr S Pidgeon
The Hay Bam
Sandy Pluck Lane
Shurdington
CHELTENHAM
Gloucestershire
GL51 4UB
40397675_9.00_B11071021

Please help as many children as you can by giving
£32[[ ] £38[ ] £44 (] My choice £

lenclose: [ _|Cheque [ |Pastal Order [ IcaAF

Please make Cheques and Postal Orders payable to Save the Children.

[JMaster cara  [Clvisa [ car
Maestro

T

OR please charge my:

For office use only: [

Credit Card Number/Maestro Number

[T ITTTITTTT]

Maestro Issue No. [ start Dare | [ Expiry Date|

(Maestro onty)

| signature |D:(e ]

| Email address

B g st ‘el sckeus v ol o i b iy i oot B

way abeut our work and hew you can help.

Please return to: Save the Children, FREEPOST RSCJ-SLCC-GECC,

Valldata House, 2A Halifax Road, Melksham, SN12 6YY.

For security reasons, please do not send cash through the post.

@' iﬁ‘m‘d ¢ Thank you for agreeing to a Gift Aid Declaration on 13/4/2006.
2 This is to confirm that you want Save the Children to treat all

donations you have made for the last four years and all donations you make in future as
Gift Aid donations, until you nofify us otherwise.

Please note, you must pay at least the same tax as the amount we reclaim from your
donations every year, You are entitled to cancel your Gift Aid Declaration at any time up
10 30 days from receiving this letter without any tax being elaimed by us during this
period. Additional Gift Aid claimed will benefit the whole of Save the Children's work.

Regseuered Charity England and VWales (21 3490} and Scodand (3C019570)  B11071021




Pennies for the Poor

2 mm proasou v STLIG & S s
L_NES | €S | £10 | _ £15

Pennies for the Poor

CAF / Voucher

CITIPOST
DSA

0209C/14341236 : | Are you a UK
ase Please use these coins to 0209C/14341236 Taxpayer?
é ¥ Dr. 1 Fraser =g
help starving, thirsty, L e ;j;ﬁ/a‘dvt'
Barbican =

homeless children. EC2Y 8DQ “piease rick ehis box. 1
Fall dutads sveriest.

Flease make cheques payable to: African Children’s Fund and post in the enciosed FREEPOST Ploase Gurm over to make
Bﬁng health’ food and onvelops to: African Children's Fund, PO Bex 170 Ross-on-Wyo. HRS 98U your gift by crodit card »» >
Regasered

education to Africa’s poorest.

- Grow food for hungry children

- Dig wells and install water pumps that supply safe water

- Create kitchen gardens that grow fresh produce

- Build village kitchens that ensure hungry school kids are fed

Dear Dr. Fraser
In Africa it costs just a few pence to feed a child for a day.

Please return these two pennies with your gift of £3, £5, £8 or £10. You’'ll be helping to feed, educate and bring health to
Taking positive steps to overcome S OIls ok e ORI S Bt G TR

poverty in Africa... g
That's because just £3 can give a nutritious breakfast to a young child for a whole month.
&5 can help us to dig wells and install pumps so families can have safe fresh water.

And generous amounts such as £10, £186 or £20 can contribute to the cost of new village and kitchen
gardens so that communities can become self-sufficient in the food they need.

Education 1s the long term key to solving Africa’s problems, but as you'll understand I'm sure, children who haven’t
eaten for days simply can't learn

African Children’s Fund is committed to ridding Africa of its three most pressing signs of poverty and 1s asking as many
people as possible Lo join us in this renewed effort.

In the townships and slums around African cities our help 1s very urgently needed. As you may know, the slums are
“home’ - if one can call it that - to of of the very # people in Africa.

As you read this letter, mothers will be anxious that their children may not eat today. This may be the second day in
succession - or longer - without food

Fathers will be looking with despair at their children who are out on the education that is 80 crucial to their
future. How will they fulfil their responsibility to give their children the chance in life that they deserve?

Poverty also brings with it disease. Water-borne diseases, harboured by the open sewers in the slums, alone take the lives
of over five million children under the age of five each year in Africa. And weaken others, making them prone to other
illnesses.

Planting kitchen gardens This cycle of poverty leading to illness keeps a g them unable to break out of the
like this helps ensure a wretched conditions that blight their lives.
sustainable supply of food

Please turn over

{ %
PLEASE HELP US BRING HOPE TO AFRICA'S African Children's Fund, Silverbirch House, Cow Lane, Longworth, Abingdon, Oxon OX13 SEJ

Registered Charity No: 1114688

POOREST WITH A GENEROUS DONATION TODAY. 138101 MIOAII90




Premiums

SUSTAINABLE
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" Membership Levels & Gifts

“Rickman
Pottery”
Mugs

515 month

BERMUDA
Receive an Indie exclusive vinyl each month

for a year, hand-selected by Mellow Matt’s FEATURES

Records and More. °
2-SPEED TURNTABLE
JOIN THE WKUPBS BB srerso sous
rma-n:-m [ .:l B rortasce A
VINYL COLLECTOR'S e T e
arket waluse

CLUB! PLEDGE $1,000 -

e ROGARE
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UNIVERSITY
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Section 6.3

Fundraising organizations MUST be able to
demonstrate that the purpose of an enclosure
was to enhance the message and/or the
emotional engagement in the cause and not to
generate a donation primarily because of
financial guilt or to cause embarrassment.

SUSTAINABLE

GNPy ROGARE

UNIVERSITY Code of Fundraising Practice (2016) e fufiaraicing think tank



Imagery

SUSTAINABLE

b ROGARE

PLYMOUTH . :
UNIVERSITY the fundraising think tank



Be Humankind

* 4 8 K
Bq.ﬂumaﬂltjnd
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The Fundraising Promise

“We take care not to use any images or
words that will cause unjustifiable distress or
offence ...”

SUSTAINABLE

il ANTHROPY ROGARE

BI\YIA\;ER%-II-%:IY the fundraising think tank



Every penny goes to the cause

Please Donate!

Zero costs of fundraising

SUSTAINABLE
PHILANTHROPY

PLYMOUTH
UNIVERSITY



Code of Practice for

Transparency and Accountability

 ‘charities ought not to make statements
such as ‘all of your £1 goes direct to the
cause’ or ‘our fundraising does not cost us
anything’ or imply that fundraising does not
cost anything’

Institute of Fundraising 2006 p6

SUSTAINABLE

m_ll_li_ll\NTHROPY RQ G A R E

BII-\IYIA\;ER%-II-PY the fundraising think tank



What could we measure?

e Participants - number of donors responding
* Income received - gross contributions
 EXpense - costs

* Per cent participants — participants / total

« Average gift size - total income / participants
 Netincome - total income less costs

» Average cost of gift - expenses / participants
 Cost Ratio - expense / income x 100
 Return - net income / expenses x 100
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What really matters ...

e Satisfaction
e Commitment
e Trust

SUSTAINABLE
Wit ROGARE

UNIVERUS-II-'FIY the fundraising think tank



And anyway ....



Framing research —telling it like it is?

A: Our charity raises £3 for every £1 it spends on
fundraising

B: For every £1 we raise we spend 65p on those who
need our help

C. Weraise £1 for every 33p we spend on
fundraising

D: For every £3 our charity raises, £2 goes directly to
those who need it.



Matters because

It speaks to trust...




Trust and Behavior

* Trust in the recipient linked to share of
iIndividual charity ‘pot’.

e Trust In the sector distinguishes givers
from non-givers

e ROGARE

BII-\IYIA\;ER%-II-PY the fundraising think tank



Improving Trust In the Sector

e

 Education
 Education
 Education
 Education
 Education
 Education

SUSTAINABLE

GNPy ROGARE

PLYMOUTH
UNIVERSITY the fundraising think tank
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Improving Trust in the Organization

 Performance
 Role Competence
e Good Judgement

e Service Quality

« Complaint Handling

e ROGARE

BII-\IYIA\;ER%-II-PY the fundraising think tank
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And a final thought

Remembering where we started ...

ROGARE

the fundraising think tank



In the future

Philanthropic innovations will be designed to
maximize the wellbeing of both the
beneficiary AND the donor

e ROGARE

BII-\IYIA\;ER%-II-PY the fundraising think tank



Tomorrow’s Philanthropy

 Need for Competence

* Need for Autonomy

* Need for Connectedness
* Need for Growth

 Life Purpose

o Self Acceptance

SUSTAINABLE

L ANTHROPY ROGARE

BII-\IYIA\;ER%-II-PY the fundraising think tank



But

« The higher the level of perceived needs to be met, the more
ambiguous and more uncertain people feel about judging their
fulfilment

 The more uncertain, the more likely they are to rely on others
to help them form the judgement

 The more ambiguous people feel about what a fulfilled life
means the more they would look to others to help them define
what a fulfilled life means

SUSTAINABLE

\I:;V'-II'II'LI-II.\NTHROPY RQ G A R E
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Phew ...

Adrian.Sargeant@Plymouth.ac.uk

@Rogare FTT
and on Facebook “Critical Fundraising Forum”

ROGARE

the fundraising think tank
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Future of Fundraising — Emerging
Challenges for Donors & Regulators
e Cindy Lott
 Marcia Stepanek
e Rachel Hatch

Give . Take

Consumers, Contributions, and Charity



Media for GOQOD—

Transparency
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Marcia Stepanek

Media Instructor, COLUMBIA UNIVERSITY
Nonprofit Management Program

@causeglobal










YOU ARE JUST

A NUMBER

Can you make yourself healthier and happier by logging
every snore, step and mood swing? As a Californian
trend for obsessional data-tracking makes its way over
here, Tim Chester covers his body in gadgets to find out
if self-knowledge is power. Photograph by Paul Stuart

= 369 MINS

Sheop per night

with the p
mphode fire

QUANTIFIED
SELF

=24

Howrs of
nanstop video

)

& 11,726

steps waboed

3 089

Calories burnt
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O recent orders For you in Prime Video Try Amazon Fresh for FREE 2015
Amazon

View orders Explore View Details

Recommended for you, marcia
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2¥ GlobalGiving

We consulted our project-recommending robots, and they think you'll like
these six projects:

a3

Improving lives of 1000 Using the power of soccer
girls in Nairobi's slums to fight HIV/AIDS

a project by Vijana Amani Pamoja a project by Vijana Amani Pamoja
(VAP) (VAP)

Targeting girls aged 10 - 21 years old in Providing HIV information to youth
Nairobi's slums, Mrembo unwveils, living in Majengo slums through a
restores and builds the inner beauty of series of sports activies,drama plays
girls through sport. The program and videos...

addresses issues of sexuality, r...

DONATE NOW DONATE NOW













Co-presence




https://www.youtube.com/watch?v=woxb NPfx|l
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https://www.youtube.com/watch?v=woxb_NPfxjI
https://www.youtube.com/watch?v=woxb_NPfxjI

Qe View Park Prepatory Charter

Los Angeles, CA , USA




How Syrian Refugees Transformed a South
L.A. School—from 7,500 Miles Away

Allison Fi NG Program Coordinat

“I have an aunt in Syria. They have a lack of food. So my aunt’s family, they
started to plant groceries and vegetables. That’s why they are alive until now.”

—Fatima, Syrian student living in Amman, Jordan



*WVR connects humans to other humans in a profound
way that I've never seen before in any other form of
media. And it can change people’s perception of each
other. And that’s how I think virtual reality has the
potential to actually change the world. So, it's a
machine, but through this machine we become more
compassionate, we become more empathetic, and we
become more connected. And ultimately, we become
more human.”

—Chris Milk






https://www.youtube.com/watch?v=rWeBOEIG4Yw

Chicago 00 Project


https://www.youtube.com/watch?v=rWeBOEIG4Yw
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Created by Amnesty International in partnership with Syrian media activists,
Lamba Media Production

A 360° body of evidence showing the
devastation caused by barrel bomibs in Syria
and the human lives that remain.

Enter

- EXPLORE -
MORE CONTENT

Ilﬁtl

@ SHARE @ DONATE

Got a virtual reality headset?
For best expenence, use Mozilla


http://360syria.com/intro
http://360syria.com/intro
http://360syria.com/intro

“We’'ve had a really strong response. In a couple
of cases, people have been in tears and others
have expressed shock and outrage at what they’re
seeing in the viewers.”

—Reuben Steains, Innovations Manager at Amnesty International






Dale Garrett of Columbia, Mo., a 96-year-old World War |l veteran, experiences a trip to a war memorial through virtual reality.

Courtesy of Honor Everywhere






“Empathy Machine”

https://vimeo.com/104196891

“Hunger in Los Angeles”


https://vimeo.com/104196891
https://vimeo.com/104196891
https://vimeo.com/104196891

The New ‘Ask’










"We had a donor come into the office and we showed him
the film. And after taking [the headset] off, he gave a
substantial amount of money we weren't expecting.”
Melissa Burmester, Charity: Water



RAISE: $1.4 million




Crowdrise’s GIVING TOWER on #givingtuesday

>l ) 0:47/3:31

https://www.youtube.com/watch?v=KOXSWtgWyUw



https://www.youtube.com/watch?v=KOXSWtgWyUw
https://www.youtube.com/watch?v=KOXSWtgWyUw

5 challenges
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PRIVACY



owned by tech
companies, not
charities.The data these
large corporations have
on individuals can be

sold and repackaged.
Nlonbprofite <hotild know
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Machine Bias



MIT
Technology
Review

Connectivity

Neural Network Learns to Identify
Criminals by Their Faces

1]
.

The effort aimed at identifying criminals from their mugshots
raises serious ethical issues about how we should use artificial
intelligence.

by Emerging Technology fromthe arXiv November 22,2016

Soon after the invention of photography, a few criminologists began to
notice patterns in mugshots they took of criminals. Offenders, they said,
had particular facial features that allowed them to be identified as law

breakers.




) Liked 146 times

Wael Ghonim & ©:Ghonim - 17h
* We need to be speaking truth to "social media™ power: Optimizing primarily for

engagement is dangerous. #PDF16

MOBOCRATIC ALGORITHMS: OPTIMIZING FOR ENGAGEMENT

The Yalley of
Open-Mindedness

i

Echo Chambers Productive Piscuisions FLAME WARS

CONTENT DISTRIBUTION ON SOCIAL MEDIA

kznbatan (asthe M - Boson (alege

Lots of
Commaents
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The panoramic anger video vignettes viewed in an
Immersive VR environment (HMD) produced
significantly higher levels of presence than when
the same videos were viewed on a non-immersive flat
screen monitor. When the interaction between display
type and presence level was examined anger
arousal
reported within the HMD panoramic video group
was greater among participants who reported a
high level of presence compared to HMD viewers who
experienced a low level of presence.

—UCLA research on emotion metrics in VR



DECEPTION



ON AIR NOW
WNYC RADIO > NPR 24 Hour Program Stream

DIGITAL LIFE

This App Was Made For Walking —
But Is It Racist?

January 19, 2012 - 5:13 PM ET
Heard on AIll Things Considered

4+ Queue

Download

Embed ALLISON KEYES

Transcript

Microsoft is under fire this week over a patent it was

granted that's been dubbed the "avoid ghetto" feature for

GPS devices. The new feature is meant to help pedestrians i
avoid unsafe neighborhoods, bad weather and difficult 2 SN Z
terrain by taking information from maps, weather reports, ;

e

crime statistics and demographics, and creating directions iStockphoto.com

that, according to the patent, take "the user through



Content Limits







“The lllusion of
embodiment”


https://www.youtube.com/watch?v=6urJejluX44
https://www.youtube.com/watch?v=6urJejluX44

https://www.youtube.com/watch?v=6urJejluxX44



https://www.youtube.com/watch?v=6urJejluX44

Recommendations



Informed consent
Best practices for content and ratings for violence
Metrics standards with transparency

New protocols for fairness and accuracy in virtual
environments

Algorithmic transparency

COLLABORATION among civil society leaders for
creating new standards/best practices



FROM DONORS
TO BACKERS
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Ariel Wal

Become a Creator

dman is creating accessiblesSGIENCE

Overview Communit Become a patron

105 Ariel Waldman, SyFy Profile m
$481 REWARDS

+ Follow & Share PLPTO
GOALS

$481 of $1,000 Hello! I'm Ariel.

Everyone loves Pluto! Some



Home Explore Become a Creator

Creators; come get paid.

Start Your Page Today

Dravvnby Bell Adams,

Turn your fans into predictable income by offering exclusive content



Decline of “consumer” as search term
2005-2015

consumer

Search term

Interest over time News headlines Forecas

</>









OF CHANGE: TWITCH









FEF (P55 L)Y
s I ~7F y

My daily life, your media content

* “Everybody feels
they have some sort
of talent but nowhere
to express it. So it’s
good to be able to
use your
smartphone to show
your talent off and
have everybody
recognize you.”

200+ Chinese livestreaming platforms

©2016 Institute for the Future. All rights reserved. | SR-1865
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'I‘ SUBTRAIN
I love my new mouse :D some mm eh? #2?29
- LAST SUBSCRIBER
o/ T SUBSLKIE
= l .'/—*i I_,.:T\].F mrPablukka
. = TOP SUPPORTERS
OF THE DAY

ChrisMackle:
$234.00, cAre:
$224 .00,
Its_iSmoothy:
$125.00, Naireks:
$68.00, Alicius:
$50.00,
fattychewstick:
| $45.00, Watersmith:
1$25.00, bubblesisab:
1$21.00, Palmer:
$20.00, Nading21:
$20.00

Vv Wi Tums £ it 0
29 L drimme 5 S e g8
R THFpE -

RussianPanda donated $10.00!

Look in to smite streams there are lots of people wiho have the guailitys u talikk about

“Wild West” of commodification

185
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PhantomlL.Ord's HeadSet, $80,100:
Going Once... Going Twice...

e o



Atiitch
Creative

Lights, Camera, Action!



COMMENTS

MODS - Marketing your experience as a channel mod on Twitch in

your resume?
Submitted 1 year ago by Hargules




Knack.it

game achievements as the new resume

189



You're speaking our language. Up for a challenge?

I want to play No thanks Oon't show me this again

Mountine /home/guest...
Welcome to foobar wversion 34-beta (2814-18-38-16:17+8808)

Google has a code challenge ready for you.

Been here before?

This invitation will expire if you close this page.

foobar:-/ suests

Mounting /home/  |...
Logged in as [::::::].
foobar:~/ [ |5 1s

start_here.txt

foobar:-/ [:::::]5 cat start_here.txt

Type request to request a challenge. Type help for a list of commands.
fuubar:—f[::::::]S request
Requesting challenge. ..

New challenge "a pirate_walks_into_a bar” added to your home folder.
Time to solve: 48 hours.

foobar:~/ [:::::]S

© 2016 Institute for the Future. All rights reserved. | SR-1865



What is a Personal Economy?

 the value-generating potential of an individual’s
commodified life

* this includes how people discover, access,
manage and share assets & services

« example assets: your reputation, your identity,
your possessions, your skills, your influence



Commodified Life in 2026

* to support themselves, consumers of the next
decade will find ways to commodify their lives

 they will identify the latent assets they've created
from their own time, attention, physical assets and
more

 they will have the abllity to convert these assets
Into shareable (often monetizable!) digital
commodities



ENABLING TECHNOLOGIES

Internet of Things

Virtual Reality

Micropayments

Social Selling

Geo-location Data



commodified objects and styles

194



commodified knowledge

195
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commodified attention

196






Waze is the world's largest community-based traffic and
navigation app. Join other drivers in your area who share real-
time traffic and road info, saving everyone time and gas money
on their daily commute.

commodified location data




rise of crowdfunding

e e RALLY.org
AAA CrOWdCU be

Jcatarse gofundme  =OF M-Changa

N (7) SO
KICK IA ETX = %

OOy

=i s Al FUNDABLE B

— " i, T MARKETS
—| - '“1:] “_‘."'l
sean 13 070 1Y




global crowdfunding platforms in 2013

# of CFI1 # of CFI
BiStiSns AiSlierins

United States Brazil
France 53 Canada 34
Italy 15 Australia 12
United Kingdom 87 South Africa rA
Spain 27 India 10
Netherlands 34 Russian Federation rA
Germany 26 Belguim

Hong Kong SAR, China

China

United Arab Emirates

- e e e =

Estonia

©2016 Institute for the Future. All rights reserved. | SR-1865



2025 crowdfunding potential
by region

A Global Market Opportunity up to $26B

Low/High Regional Estimate for CFI

In USSB
50.06
13.76 13.76 - High
. 10.95 10.97 ‘9
552 557 /.00

209 246 .. 4L 66 4.88 -

E—— | e
Africa MENA East Asia Europe Latin Am South Asia China

& Pacific & Cent A5|a /Crbn

©2016 Institute for the Future. All rights reserved. | SR-1865



Implications

©2016 Institute for the Future. All rights reserved. | SR-1865
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1:00 — 2:00

Give ¢ Take
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Navigating Charitable Giving Today

 Bob Carlson

« Amy Sample Ward
* Bennett Weiner

« Danny Gordon
 David Hessekiel
 Tiffany Neill

Give . Take

Consumers, Contributions, and Charity



FUNDRAISING THROUGH
THE MAIL anD onTHE PHONE

STATE OF THE BUSINESS MARCH, 2017

G Ive I a ke 4 672 k°) FEDERAL TRADE COMMISSION S
v NAS

Consumers, Contributions, and Charity | 5=




L~ LAUTMAN
Give&Take: Consumers Contribution & Charity MASKA
NEILL
[ & COMPANY

TOTAL CHARITABLE GIVING IN 2015 WAS
$373.25 BILLION

400 Inflation-adjusted dollars 373.25
—e— Current dollars
350 Inflation-adjusted dollars in recession

300
250
200
150

100

50

0

1975 1980 1985 1990 1995 2000 2005 2010 2015

Source: Giving USA Foundation — Giving USA 2016




L~ LAUTMAN
Give&Take: Consumers Contribution & Charity MASKA
NEILL
[ & COMPANY

uncommean minds for uncommon missions

Corporations
$18.45

MOST OF THAT EEPPn
WAS FROM
INDIVIDUALS

Foundations
$58.46

16%

Individuals
71% $264.58

Source: Giving USA Foundation — Giving USA 2016




L~ LAUTMAN
Give&Take: Consumers Contribution & Charity MASKA
NEILL
[ & COMPANY
uncommeon minds for uncommon missions

WHAT PART OF THAT IS MAIL OR PHONE?

* Of the 2,000 nonprofits who participate in the Blackbaud cooperative

database:

* 76% of their donors give to direct mail (average gift $32)

e 25% of their donors give to telefundraising (average gift $33)




SO
WHY DOES FUNDRAISING BY MAILAND PHONE
STILLWORK!?

* Great way to communicate with people who have time — retired,
educated — and build relationships.

* And those people are GREAT donors.
* Predictable model of investment fundraising

* Donors acquired, cultivated and renewed through mail and phone

proven_to be strong prospects for major and planned gifts.




Give&Take: Consumers Contribution & Charity

RESPONSIBLE
INVESTMENT
FUNDRAISING

Acquire donors with long-
term objectives

Measure success over
years

Donor lists remain with
the nonprofit

$1,200,000

$1,000,000

$800,000

$600,000

$400,000

$200,000

S-

$(200,000)

$(400,000)

1
/|
1]
ALl

Test 2017
(2016) Total

2018
Total

2019
Total

2020
Total

2021
Total

) LAUTMAN
MASKA
[ NEILL
& COMPANY
uncommon minds for uncommon missions

30,000
25,000
20,000

15,000

I Gross Revenue
10,000 Net Revenue

== Donations
5,000

(5,000)

(10,000)




L~ LAUTMAN
Give&Take: Consumers Contribution & Charity MASKA
NEILL
[ & COMPANY

uncommean minds for uncommon missions

COMMUNICATION

WITH DONORS

TO BUILD

RELATIONSHIPS Planned Gifts

Major Donors

Share information Renewed Donors

New Donors

Transparency about
Prospects

achieving goals
General Public

Measure success




L~ LAUTMAN
Give&Take: Consumers Contribution & Charity MASKA
NEILL
[ & COMPANY

RESPONSIBLE MAIL AND PHONE
MIX OF SOLICITATIONS AND CULTIVATION

THEEEQUALITY S EQUATION

Human Rights Campaign
4 (Alexander and Christian)

e Communicate with donors in all

POST-WALK BREAKDOWN

THANKS TO YOU
2qst

channels (mail + phone + email)

* Consistent messages

e Consider ROI of selected

messages/channels /A”f/

n
]
s of
ase

an cure!
W E paTon 10, S NEBHBE) ==
R gromimel siEEnD




L~ LAUTMAN
Give&Take: Consumers Contribution & Charity MASKA
NEILL
[ & COMPANY

WHAT CAN HURT FUNDRAISING
& THE PUBLIC CONFIDENCE

* When the nonprofit does not keep control of their list of donors.

* When relationships with outside fundraisers are not transparent
and contracted.

* When the long-term view is lost.




L~ LAUTMAN
Give&Take: Consumers Contribution & Charity MASKA
NEILL
[ & COMPANY
uncommeor

n minds for uncommon missions

ETHICAL APPROACHES LONG ESTABLISHED

* Association of Fundraising Professionals
* DMA Nonprofit Federation

* Association of Direct Response Fundraising Counsel

* Disclosures on 990s




L~ LAUTMAN
Give&Take: Consumers Contribution & Charity MASKA
NEILL
[ & COMPANY
uncommeor S5

THE NEXT CHAPTER!?

* Demographics are in our favor.
* More robust data targeting can increase cost effectiveness.

* Donors have more ways to become educated about

organizations.

* Better ways to reach the right people!




D
BBEB.

FTC Conference
Give & Take:

Consumers, Contributions and Charity

Bennett Weiner, COO
BB Wise Giving Alliance

Start WithTist

B




BBB WGA Perspective

BBB Wise Giving Alliance (Give.org) is a
Standards-Based Charity Evaluator

Standard 15: Appeals Are Accurate, Truthful and Not
Misleading, Both in Whole and in Part

« PHOTOS, STORIES, FINANCES

« BBB SCAM TRACKER (bbb.org/scamtracker/us)
421 alleged charity scams since 2015
20%0 are police, fire and veterans appeals

T Start WithTrust



Nonprofit
I EN Technology
Network

Online Fundraising Overview

Amy Sample Ward




Online Fundraising Types
Type 1: Passive Asks




PASSIVE FUNDRAISIN Nonprofit

Technology
Network

NWF ADOPT SHOP KIDS

@ National Wildlife Federation

HELP
NATIOMAL P R OT ECT

WILDLIFE [ Wistire

£ %, PHOTIO CONTEST DONATE TODAY! €
o ENTER NOW



PASSIVE FUNDRAISIN Nonprofit

Technology
Network

NWF ADOPT SHOP KIDS

WHO WE ARE WHAT WE DO WHERE WE WORK HOW TO HELP NEWS & BLOGS WILDLIFE PHOTOS

HELP
PROTECT

WILDLIFE [ Wistire

PHOTO CONTEST DONATE TODAY! €
ENTER NOW -



Online Fundraising Types
Type 2: Active Asks on Website




Nonprofit
I EN Technology

Network

Signin * Espanol * Local RedCross(20052)~ +* '™ Shop the Red Cross Store

American

RedCross  DoOnate Give Blood Training & Certification Volunteer About Us Get Help Q




Online Fundraising Types
Type 2: Active Asks by Emall




AMNESTY

INTERNATIONAL

Help families torn apart by the travel
ban

You need to understand the impact President Trump's
travel ban is having. Donate Now

“These decisions made by President Trump have left us in
a stafe of constant fear. We feel like suspects even though
we've never done anything wrong in our lives.” — Fatima

My name is Rawya Rageh and | am a Crisis Response
Senior Adviser with Amnesty International. When the first
executive order came into force in January, my team and
other researchers were immediately sent out to find cases
of people affected by the ban, so we could gather evidence
and make a compelling case against the order.

To keep our vital work going, we really need your
support — so please donate now.

Yahia®, 19, and Maher*, 20, are stuck in Djibouti after
running for their lives from gunfire and conflict in Yemen.
They don't know anyone in Djibouti, but geing there was

TE

Nonprofit
Technology
Network



Online Fundraising Types
Type 2: Active Asks by Social Media




Nonprofit
I EN Technology
Network

AVID AVID 2+ Follow
AVID4College

Even our #dogs support #AVID teachers, and you
can too! #Donate today! avid.org/bfg.ashx
#BFGUSA #BFG17 #Education #GoodCause




m
I EN Technology

Network

Online Fundraising
Risks & Considerations




Nonprofit
I EN Technology
Network

Limited data

Relying on multiple channels to drive
donations

Offline actions or events matter

Website I1s a resource even If not channel of
donation

Reliance on third party donation processors



BBB WGA Perspective

ONLINE GIVING

Standard 17: WEBSITE DISCLOSURES — access to annual
report information and IRS Form 990

Standard 18: DONOR PRIVACY - Clear and easily accessible
privacy policy on charity websites (four elements - notice,
access, choice, security)

Other Issues:
« Disaster Appeals
« Third-party Online Giving Platforms

e Millennials - “Crackinﬁ the Invulnerabiliti '”“%%‘.—’Ewnm—m*



Intro to GoFundMe gofundme

gofundme P ¢ Dashboard |
e “Give People the Power to Change Their Crowdfunding for Everyone!
World”
e “See Something, Do Something” 2
e Over S3BN given by over 25M donors b
B e .
o . . . ; i|| jal - 514'142 SEPTEMBER 2016
° 200 employees Wlth US Offlces in San u :I.I -I:JI ol o m % Internet Rallies to Help 89-year-old 'Paleta
Diego and Redwood City, CA - et s st oo e e
$384,270 b _ .
e Social storytelling layered over e | (A0S G e e

payments

Elderly Wendy's Workers Get Some Relief




GoFundMe Campaigns

e Common campaign categories

Medical Education Volunteerism
Athletics Animal Care Memorials
Charities Emergencies Political

e Majority of campaigns are created by

individuals for their own benefit

e Grassroots: Most campaigns raise < $900
from donors in organizer’s 1st social circle,
but many campaigns are more successful

Y Fu q] dS d eem ed pe rsona I gifts’ N Ot tax_ Send Toewson Debate to Harvard ' ml il Lanier

deductible (exception for charities) SN . -




Trust & Safety Department gofundre

Create and enforce layers of trust between GoFundMe, its users, and stakeholders to
prevent Platform misuse and empower the GFM community

Trust Community Management
e Manage the GoFundMe Guarantee *  Enforce terms of service across the Platform
* Investigate reports of fraud and misuse * Moderate user-generated content
*  Ensure the correct flow of funds for high risk * Manage beneficiary risk and use case-specific funds
accounts flows (e.g., trusts, scholarships)
e Assist law enforcement with investigations *  Proactively reach out to law enforcement when a

campaign organizer threatens public safety

Payments Risk

e |dentify and oversee mass campaigns related to
* |dentify and prevent credit card fraud newsworthy events

* Manage AML, anti-terrorist financing policies



Trust Challenges

S0
gofundme

View Full Terms & Conditions Payment Safety Procedures

I'm a Campaign Organizer I'm.a Donos I'm a Beneficiary

Unique Challenges

Hard to build eBay-styled reputations (few repeat
organizers)

Laborious and intrusive to require manual
investigation for every campaign

Good samaritans may lack direct, personal
connection to a cause or other individuals (not
necessarily “fraud”)

Campaign velocity around news events

Money creates controversy (friends and family)



Trust Challenges, cont. gofundme

Unique Platform Characteristics

1. Connecting to social media profiles is virtually
required for sharing and receiving donations

2. High barriers for someone to defraud 1st degree
social circle (those who are most likely to donate)

et o Pt 3. Campaigns may have similar themes and content

T S t— 4. Rich data related to organizer and donor identities
] o ——— [r—s and behavior
5. Funds can be held, refunded, or distributed in a
variety of flows



Trust Challenges, cont. gofundre

/4

Solution = leverage platform characteristics to build “Trust Features’

1. Leverage rich social identities to surface organizer and n m ,

relationships to donors and GFM team
‘ Hi\tary St’ef\_fvart

2. Social proof derived from early donor activity and user social ¢ MOORESVILLE NC
behaviors, beneficiary invitations, and more ® ’

3. Machine learning models identify high-risk campaigns and
organizers, both from internal and offline data

4. GFM investigates and reviews campaigns from user reporting @ . | <

5. Build product and policy to guide organizers to safest choices By crmmecmme



BBB WGA Perspective

CROWDEFUNDING

 Charities can be checked.
 Deductibility of gifts to individuals.
« Be careful after a disaster or tragedy.

« Specialized crowdfunding sites.

« Read the fine print. :
e M Start With Trust



Navigating Charitable Giving Today:
Cause Marketing

Non-profit
For-profit organization |
business | Goa/ L
9 ‘--~ = g oS - ---9
a1 aubu TSNP 4 -

David Hessekiel

=ss ENGAGE
_="s FOR GOOD



IN ADDITION TO ALL THE LOGICAL REASONS
FOR USING THE
AMERICAN EXPRESS CARD,
THERE Is Now ONE
THAT IS UNABASHEDLY SENTIMENTAL.

ENGAGE
FOR GOOD




6 Types of Corporate Social Initiatives

Cause- @ \ Corporate

Related - Social
Promotion

. Marketing / \

\

\ Corporate Workforce Y, Responsible

Philanthropy kVolunteering/ Business
| | \ Practices
NS ":: EnGaGE
: ® » FORGOOD




Cause Marketing Forum
is now Engage for Good

I

sss ENGAGE
=" FOR GOOD

88 ENGAGE
=" FOR GOOD



Cause-
Related

\ Marketing /

\ ,.

=22 ENGAGE

= & FOR GOOD



CELEBRATE ICED COFFEE DAY
Wednesday, May 21* %‘g

ROSWELL 51 trom every iced \\
c AL BRPARK ci=svie 4N

WCLHISSTTINTL  parie Cancer Institute.

For more imformation about Roswed Park Cancer institute.
Mnﬂmm-lp-tor'

g Bras e ot b s e et nay e & M4 W P

OPE 57" 575 hillon

WITH vy

3« suBAruU share the love event -+

Founded in 2007 on the understanding that Subaru owners have always
given back to the community, the Share the Love event and the
holiday season coincide as the perfect time to share with those in need.

s ENGAGE

Subaru of America will donate $250 to charity for each new Subaru
sold between November 17, 2016 - January 3, 2017. FOR GOOD




Commercial Co-Venture

88 ENGAGE
_="& FOR GOOD



What can go wrong?

Business takes advantage of nonprofit
*Does not get nonprofit’s permission
*Does not make promised donation

Business deceives consumers
Misleading offer

eLack of transparency "33 ENGAGE _



What has gone wrong?

88 ENGAGE
_="& FOR GOOD



What would | like to see?

More cause-related marketing
*More transparent cause marketing

*More meaningful enforcement
— if there are bad actors out there

ENGAGE

_="% FOR GOOD



Today’s multi-state regulatory system
*Discourages CRM
*Does not enlighten or protect consumers

Does not reflect new modalities and
players

=28 ENGAGE
= & FOR GOOD



Lets move to

*Unified national system

Unified database consumers
can tap to learn more

"ss ENGAGE
_="& FOR GOOD



Thank you!

David Hessekiel, Engage for Good
www.engageforgood.com

88 ENGAGE
_="& FOR GOOD



BBB WGA Perspective

CAUSE-RELATED MARKETING

Standard 19:

a) Actual or anticipated portion of purchase price that
will benefit the specified charity.

b) Duration of campaign.

c) Any maximum or guaranteed minimum
contribution amount.

“5 cents contributed to ABC Charity for every XYZ Company
Product sold during the month of October up to a maximum
of $200,000”

| start With Trust’



Empowering Donors Through
Education

Janice L. Kopec, Attorney, Division of Marketing Practices, Federal Trade Commission
Nageeb S. Sumar, Dep. Dir., Philanthropic Partnerships, Bill & Melinda Gates Foundation
Jacob Harold, President & CEO, GuideStar

Michael Thatcher, President & CEO, Charity Navigator

Steve MacLaughlin, Vice President, Data & Analytics, Blackbaud Inc.

Elizabeth Grant, Sr. Asst. Attorney General, Oregon Dept. of Justice

Give . Take

Consumers, Contributions, and Charity



» CHARITABLE GIVING IN THE UNITED STATES

400 m Inflation-adjusted dollars 51525
—e— Current dollars

350 | Inflation-adjusted dollars in recession
300

250

200

150

100

e
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1975 1980 1985 1990 1995 2000 2005 2010 2015 source: Giving USA

blackbaud




» CHARITABLE GIVING IN THE UNITED STATES

Corporations
$18.45
Bequests __
$31.76 - 50

99

Foundations
$58.46

Individuals
$264.58

Source: Giving USA

blackbaud




» CHARITABLE GIVING IN THE UNITED STATES

Environment/  To individuals
animals $6.56 Unallocated

International ~ $1068 $2.18
affairs 3%

2%
I 1%
$15.75 \
Arts, culture,

and humanities ——
$17.07 5% .

Education
$57.48

Religion
$119.30
Public-society

benefit —___
$26.95

7%

Health 8%
$29.81

1%

Gifts to
foundations
$42.26

Human services
$45.21 Source: Giving USA

blackbaud




» 2016 CHARITABLE GIVING TRENDS

OVERALL GIVING TRENDS BY
ORGANIZATION SIZE

YOY % CHANGE

Smail e

< 51M
Medium
$1M-S10M
Large
=510M

Total

ONLINE GIVING TRENDS BY ORGANIZATION SIZE

YOY % CHANGE

Small
<S1M
Medium
$1M-$10M
Large
=510M
Total

Source: Blackbaud Institute

blackbaud




» 2016 CHARITABLE GIVING TRENDS

PERCENTAGE OF TOTAL FUNDRAISING PERECENTAGE OF TOTAL FUNDRAISING FROM
FROM ONLINE GIVING ONLINE GIVING BY ORGANIZATION SIZE
YEAR %o
2016 2%
2015 ]
< S1M
2014 Mecium
2013 S1M-$10M Large
2012 >510M

Total

Source: Blackbaud Institute

blackbaud




» 2016 CHARITABLE GIVING TRENDS

Y DONOR GIVING BN
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