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Nurturing your
donor base s
important

With fewer individuals donating to charitable
organizations, the need to engage and nurture
your donor base is more important than ever.

The best place to raise additional funds 1s often
your existing donor base. Staying connected to your
donors and communicating your impact can help
ensure your organization rematns top of mind when
those individuals or organizations budget for thetr
charttable contributions.
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Household percentage of giving has
decreased in each age group
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H ow to b e c o m e Those donating are giving more, as average

donation size has increased since 20023

a data-driven
strategist -

Fewer donors remain, but their giving has increased.
Relationships Matter.

Overall

Arts & Culture 34% ($362)

Education

34% ($759)

Environment 26% ($266)
Over the same period that total individual donors
. . . . . Basic Needs 7% ($531)
declined, thelr average donation size increased. Another
trend 1n the U.S. has been wealth concentration, and “the Healthcare &
Research 14% ($359)

rate of decline in the number of low-dollar donors has an
extremely strong correlation with indicators of economic
inequality and insecurity.””

International

12% ($378)

Community o
Nonprofits must invest more time and effort into improvement 77%($352)
relationships with key donors. Charities should create Religion 2% (§2.353)
specific, measurable objectives around key donor ’
engagement to ensure they rematn 1n the top three Youth & Family

2% ($241)

Services

philanthropic priorities of their donors.?

1 Institute for Policy Studies, “Gilded Giving: Top-Heavy Philanthropy and Its Perils to the Independent Sector and
Democracy,” Chuck Collins, Josh Hoxie, Helen Flannery, 2018.

2 Campbell Group, “2020 Fundraising Trends: The Forecast from Our Executive Team,” January 27, 2020.
' M I 3 A Guide to Philanthropy in the U.S. 8th Edition, 2019 CCS Fundraising.
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Most donors
research
organizations
before giving

It takes more transparency and better
communication to earn a donor’s trust.

Thanks to the internet, prospective donors enjoy easy
access to research that helps them select gift recipients.
Donors care deeply about finding organizations that best
reflect thetr values and priorities. They want evidence of
solid financial stewardship and strong mission impact.

If they can’t eastly understand your organization’s story,
thelr donations may go somewhere else.

Sose

Prior to making contributions, donors
consider the following factors:

7% OF DONORS WHO
TOPIC RESEARCH BEFORE GIVING

Overall Efficiency

70%

Philanthropic Impact 59Y%

General Reputation

54%

Operating Costs 53%

43%

53%

Mission & Services

Executive Salaries

31%

Funding Sources

A Guide to Philanthropy in the U.S. 8th Edition, 2019 CCS Fundraising
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Account for
generational
differences

Two generations make roughly two-thirds of
donations.

BABY BOOMERS

Know the ages of your current and prospective donors so 33N
you can create successful fundraising strategies. While
the total amount of giving 1s highest in the Baby Boomer
generation, the percent of individuals who donate 1s
highest in the Silent Generation.

The Baby Boomers also have the largest number of donors
of any generation by far. The average giving per person
trends down from the oldest generation to the youngest.
Millennials divide thetlr giving among fewer nonprofit
organizations whtle the Stlent Generation gives to the

Nearly 2 in 3 charitable dollars came from

highest average number of charities. Baby Boomers and Generation X.

' M I A Guide to Philanthropy in the U.S. 8th Edition, 2019 CCS Fundraising
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Map
communications
to generational
differences

You won’t reach the Silent Generation through the
same channels as Millennials.

How they gave in 2017:

As you plan your communication strategy, keep this chart
itn mind and map your communication styles onto it. For
example, the Stlent Generation still apprectlates direct
matl communications while Mtllennials and Generation

Z will rarely respond to it. You can reach Millennials and
Generation Z more effectively through social media and
mobtle campaigns. Your website 1s your most important
fundraising communication tool because websites are
popular across every generation.

| M I A Guide to Philanthropy in the U.S. 8th Edition, 2019 CCS Fundraising
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What donors want
(and don’t want)
from nonprofits

Results from two recent donor surveys present a clear
vision of what donors want when it comes to fundraising
and stewardship—and what they don’t want.

Donors want nonprofit organizations to: Stop sending small gifts
« Thank donors by ematil (69%)* - Donors want nonprofits to stop sending
. e
Whether it’s SaVing a stamp by Sending thank you ematls or + Acceptredit Ca.]rd Payments (54%)4. . ;r;vr\:zr;[zcrl:rl\ll:):e:z)(/zri?re likely to give after
reducing overhead costs, donors expect excellent stewardship ' :':ekj (asg%?peulng case of extraordinary receiving a gift (80%)°
over the hard-earned dollars they donate. They also want to see . Reduce overhead costs (21%) . Donors view these trinket gifts as a waste of
a compelling case for each mission and proof that chartties money (68%)*

.y « Offer matching gifts (19%)°
can affect posttive outcomes. g gtits (19%)

« Not send an excessive number of appeals
(19%)°

4 Nonprofit Tech for Good, “Global Trends in Giving Report,” 2018.
5 A Guide to Philanthropy in the U.S. 8th Edition, 2019 CCS Fundraising
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Storytelling best practice #1

Help donors
connect
emotionally with
your mission

Home » Makeadonation ¥ Kosls Crisis

BUSHFIRE EMERGENCY

Share your vision

Australia is recovering from a nationwide bushfire emergency. Can you help us save wildlife, and restore what has been lost?

Cast the viston quickly with powerful images that grab attention,
connect with potential donors, and clearly highlight your misstion.
Images can resonate with donors on an immediate, emotional
level. When you see this Koala in the middle of a burnt forest, you
tmmediately feel its need and understand World Wildlife Fund’s
mission.

In this dynamic giving environment, it’s vital to build and
share your organization’s most powerful story.

World Wildlife Fund, photo by Julie Fletcher

SOSG CONSULTING NONPROFIT STORYTELLING—USING DATA AND PERFORMANCE METRICS TO MOTIVATE DONORS 9



Storytelling best practice #2
Make them

remember you and
your mission

Share your brand

Your brand helps donors remember your organtization and mission.
Thts translates to greater responsiveness to your campaigns

and your needs. Make messaging and branding a primary part

of your strategic plan and integrate your brand into all of your
communtications. The tagline and image on the St. Jude Chtldren’s
Research Hospital website immediately tells you what this
organization dedicates ttself to every day. Who would not want to
be a part of that brand?

Sage
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Your website and donor communications should reflect
your brand.

St. Jude’s Children’s Research Hospital
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Storytelling best practice #3
Bring donors into

your story

Communicate your story

Your brand, images, webstte, messaging—everything should work
together and draw your donors 1nto a deeper connection with
your mission. Finding the best way to communicate your mission,

priorities, and impact are critical elements to telling your story well.

chartty: water has butlt their story into every aspect of their webstte.

« Quick, thoughtful compelling tagline “Clean Water Changes
Everything”

- Powerful imagery

- Metrics that reflect the urgency of the mission

« |Invitation to join the mission

Sage
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1in 10 people lack access to clean water. We're
on a mission to change that. Here's how.

SAONGIEHE

Donors need to connect with your story and understand
your impact.

charity: water
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Storytelling best practice #4

Reach outto
expand your donor
base

Expand your reach

Be sure that your webstte and donation forms are mobile-friendly.
Make 1t easy for prospective donors to learn more and to give.
Leverage soctial media 1n all your campaigns by planning and
scheduling posts 1n advance. Include hashtags to increase reach
and visuals to drive more traffic to your webstite. Engage donors
with interactive content such as polls or asking for them to share

stories.

CONSULTING
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g e Donate Give Blood

Urgent Need for Blood Due
to Coronavirus Outbreak

Please schedule an appointment to
donate blood this week.

MAKE YOUR APPOINTMENT
+ Amaticas Red Cross 8

Over the past week, blood centers throughout the
country have expenenced a significant drop in

donations due to FLUVID1S, Let's talk about wiy this is
o significant, what it could mean for our nation’s blood
supply, and why healthy people should donate now

s 0

American Rid Cross i aarm Mis

k)

Your website, social media, and development campaigns
should make it easy to give.

American Red Cross
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Strengthening your story

Transparency
matters

Donors care deeply about your return on mission.

The top question on most donor’s minds: How much of my money
will go to programs? If you can’t do the most good with their money,
they’d prefer to give 1t to another chartty. Clearly communicate
your priorities and demonstrate your progress. Performance data
and metrics provide the support for your story by showing impact,
accountabtlity and a laser-focus on mission success.

On the charity: water website, donors learn that 100%

of donations go to programs (private funding covers
administrative expenses) and that over 11 million people have
benefitted from clean, safe water in 28 countries.

Sage
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charity: water

NONPROFIT STORYTELLING—USING DATA AND PERFORMANCE METRICS TO MOTIVATE DONORS

Ly Ao

Ohir Partriers

guer [fetime, using 1005 of all pubd

13



Strengthening your story

Data and metrics
elevate your story

Whatever your mission, define the metrics that best support
tmpact and stewardship and measure them. Butld them into your
story. Highlight them, strengthen them, and share them. Retinforce
performance measurement and transparency until metrics become
part of your organization’s culture.

Start by linking metrics to your mission

* Meals served: Cost per meal served

e Patients seen: Cost per patient seen per practice area

 Reading levels achieved: Cost per reading level achieved per child
 Animals adopted: Cost per animal per day

* Your mission: What’s the key metric for your mission?

Thtis powerful tracking and measurement will enable you to be more
transparent and provide the proof and accountability donors destre.

CONSULTING
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Demonstrating impact

Tell the story:
NATCO

Sage Intacct shares data and metrics in our own story.

Sage Intacct 1s a for-profit technology company, but we
prioritize understanding how our nonprofit customers
leverage our solution for mission impact. To share the North
American Transplant Coordinators Organization (NATCO)’s _
metrics and impact using Sage Intacct cloud accounting ~ . Avoided Saved more lives
software, we use elements like powerful images and metrics age Intacc $230,000 in IOUGR organ

. . . . : donation
tied to impact to bring readers into the story. ﬂﬂﬂuizssﬁfflng

e

- _—
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Demonstrating impact

Tell the story:
Room to Read

Helping nonprofits succeed is our mission—and our
brand.

This example shares the success of Room to Read, an
international nonprofit focused on literacy and gender
equaltty in education in developing countries. They used

Sage Intacct to scale eastily during growth and timproved N Tra{r_sfnrmed the

- 0 : - _ Improved ves of an
productivity by 25%—savings that enabled them to reach productivity by additional
an additional 100,000 children per year with thetr literacy 25% worldwide 100,000 children
programs.

SOSG CONSULTING NONPROFIT STORYTELLING—USING DATA AND PERFORMANCE METRICS TO MOTIVATE DONORS 16



Demonstrating impact

Real-tume visibility and transparency

SoSe

Sage Intacct helps nonprofits and fatth-
based organizations track all the data and
metrics that matter most, from financial
performance to outcomes and impact.

Role-based dashboards give stakeholders
across the organization access to key
performance indicators, outcome metrics,
and scorecards that are relevant to thetr
programs and responsibilities.

J I | | NONPROFIT STORYTELLING—USING DATA AND PERFORMANCE METRICS TO MOTIVATE DONORS 17
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Demonstrating impact

Metrics that matter—in real-time

w i (B 20 N

Role Based Dashboards . ==

Soge

Having real-time data and
metrics at your fingertips
makes 1t easler to present
a compelling story to your
donors.

This CFO Dashboard
displays important
performance metrics for
financial executives.

J | | | NONPROFIT STORYTELLING—USING DATA AND PERFORMANCE METRICS TO MOTIVATE DONORS
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Demonstrating impact

Data that transforms

Thanks to best practices from GuideStar (Candid),
the Sage Intacct Nonprofit Financial Board Book
provides best practice metrics to deliver real-time
itnsights into your mission’s impact.

Nonprofit Board Book - wy saiance sheet Grapre v

Financial board books like the one here provide
instant actionable 1nsight to key stakeholders.
By automating the tracking and management

of industry-wide best practice metrics, these
dashboards deliver real-time insights to help you
benchmark financial health and sustainabtlity.

19
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Conclusion

Shine alight on your
mission and impact

Donors want to know more about the nonprofit organizations they give to
so they can feel good about thetr contribution to your cause. It’s your job
to tell them your story tn a compelling and urgent way.

To encourage more giving, nonprofits need to elevate thetr ability to tell
thetr stories by learning to identify, track, and measure the performance
indicators that tie directly to mission impact. Donors want to know that
you’re getting more for their dollars than other organizations might.
And they want to be drawn into your story—to care about the people and
values you serve.

Constder investments in infrastructure that supports fundratsing,
tncluding donor databases and donor management solutions, as well
as cloud accounting and financial management solutions that help you
demonstrate financial performance, efficiency, and outcomes.

Sage

NONPROFIT STORYTELLING—USING DATA AND PERFORMANCE METRICS TO MOTIVATE DONORS

20



About
Sage Intacct

Sage Intacct is the AICPA’s preferred provider of cloud
financial applications.

Specializing in helping nonprofits of all types—including health and
human services, NGOs, charities, trade and membership associations,
cultural institutions, and fatth-based organizations—Sage Intacct
streamlines grant, fund, project, and donor accounting, while
delivering real-time visibility into the metrics that matter.

Our modern, true cloud solution, with open APls, gives nonprofits the
connectivity, visibility, and efficiency they need to do more with less.
At Sage Intacct, we help nonprofits strengthen stewardship, build
influence, grow funding, and achieve mission success.

In add1ition to intuttive software solutions, Sage Membership provides

members with access to actionable human advice from experts and
peers through exclusive content and tools to help you make even
better mission-critical decisions.

CONJSULTING
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Quick links
to educational
resources

Looking to move your nonprofit finance operations to a new
cloud accounting system? Here are some additional resources
to help you make the right decision.

Product Overview Video
Sage Intacct for Nonprofits

Customer Story Video
Room to Read

More Resources
Browse all nonprofit resources

Sose
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https://rc.sageintacct.com/nonprofits/sage-intacct-for-nonprofits
https://rc.sageintacct.com/nonprofits/room-to-read--sage-intacct-customer-video
https://rc.sageintacct.com/nfp-general-resources
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