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Survey BackgroUmn -

Begun in 2003. This is the first since 2005.

Largest & most detailed survey for educational
Institutions.

562 responses, primarily research/doctoral and
private Institutions.

85% of responses from USA.

Almost two-thirds of respondents have been
doing online fundraising for five years of less.
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¥M/here do you offer onfine giving?

Online fundraising opportunities are most frequently
located on institutions’ main web pages.

Response
Percent

Our institution's main website | a) 71.9%
Individual school, college,

EEET - | ] 41.8%
department, or institute webpages

Alumni office webpages | | 58.3%
Independent alumni association

webpages 2

Foundation webpages | | 25.7%

Campaign webpages | | 37.2%
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®\Vhere do you offer onlin n“e“g‘nﬁ ng?

Online social community webpages
Links inside emails

Links inside e-newsletters

Separate team or club fundraising
websites

Mainstream online news media

Donation supersites/ listing sites/
consumer review sites
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here do you offer onlin€ giving?

Third-party "giving” websites (e.qg.
Metwork for Good, Just Give, etc.) L

Through self-organized grass roots
supporter groups working informally E
on behalf of the organization

VWe do not offer any of the above E
online donation opportunities
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P>~ What tools are you using?

Web pages and email are the main tools in use.

Response
Percent

Links inside plain text emails

Links inside HTKML emails
Links inside flash emails

Institution’s individual webpages
dedicated to fundraising

Institution’s individual webpages on
which online fundraising appeared
but was not the main focus of the
page
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P>~ What tools are you using?

Solicitations on blogs
Solicitations sent via twitter

Widgets or charity badges (e.g. on
Facebook or supporters’ websites)

Peer-to-peer online fundraising (i.e.
your supporters ask their friends to
give)

Text-to-give/mobile giving
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»“Renewing-ontt

v =

Online donors are being solicited on- and off-line.
Last survey, most respondents only renewed offline.

We attempt to renew OFFLINE
donors only through OFFLINE [ 15.7%
means

We attempt to renew ONLINE ]

donors only through ONLINE means 3.0%
We approach all donors through
ﬂn]ln,e nHD ﬂmII"IE EhﬁnnEIE wn&n ................................................................. E? 1“

we have the necessary contact
information
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Online social communities are being used for
connecting, not for fundraising.

Facebook (12.5%) and YouTube (4%) scored highest
for fundraising.

(a) used for connecting
with constituents
generally

(b) used for online (c) not used for either
fundraising conneacting or fundraising

Facebook 82.7% (383) 15.3% (1)
LinkedIn 55.3% (209) 44 4% (168)

YouTube 7.6% (120) 61.4% (196)

MySpace T7.7% (233)

Twitter 71.2% (220)
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{a) used for connecting
with constituents

generally

(b) used for online {c) not used for either
fundraising connecting or fundraising

Friendster 1.5% (4) 0.0% (0) 98.5% (262)

Second Life 4.8% (13) 0.4% (1) 94.8% (255)

Blogager/BlogSpot 10.0% (27) 0.7% (2) 89.6% (242)

Bebo 1.5% (4) 0.0% (0) 98.5% (259)

Orkut 0.8% (2) 0.4% (1) 99.2% (258)
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fhich groups are

Most individuals are giving online, but alumni come
In first.

Students | | 46.6%

Faculty/staff | = | 72.5%

Parents | = I 70.1%

Other individuals | | 67.6%

Foundations [ .49

Corporations [ 10.3%

Religious organizations [ 1.7%
Fundraising consortia and other 0 5 04

organizations
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pr-Age of your OF

30% think their online donors are younger than
average.

18% think they’re about the same age.
45% do not know.

Znline donors are ABOUT THE
SANE age, on average

Online donors are ALITTLE
YOUMNGER, on average

Online donors are MUCH
YOUMNGER, on average

Cnline routes are used by BOTH
younger than average AMND older
than average donRd
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How successful IS 1

Online fundraising seen as less successful than offline.

However, a small percentage feel that online fundraising Is
“much more” or “a little more” effective than “mailing
solicitation letters” (13%) and “events” (11%).

This is a significant change in attitude since 2005.
Most common answer: Don’t Know (17 — 61%).
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How successfu

Mailing solicitation letters

Mass call centers
calling by studentsfiolunteers

Giving circles

Wills and bequests

Letters from the president/ vice
chancellor/ CEQC hool head
vents (such as golf tournaments,

supporter-hosted in-home
gatherings. benefactors’ dinners /
galas

Online Online Online Online Online
fundraising fundraising S fundraising fundraising
is MUCH isa LITTLE is AEDLII‘-'I‘Q isaLITTLE is MUCH
MORE MORE THE SAME LESS LESS
successful successful L successful successful
th than: ' than:
7.1% (30} 11.4% (48)  22.6% (95) 17.4% (73)
2.4% (10) 4.5% (19) 8.1% (34) 14.6% (61) ;:;;?
2.2% (9) 3.7% (15) 5.4% (22) 8.6% (35) 60.8% (247)
2.7% (11) 3.4% (14) 3.9% (16) 7.6% (31) 46.1% (189)
3.2% (13) 4.2% (17) 8.8% (36) 16.1% (66) 3;:;;?
5.6% (23) 5.1% (21) 8.3% (34) 13.9% (57) 2{3;:?
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Most respondents see online fundraising as less
effective than other methods.

The best rating was for “reaching new donors”, but
only for 27% of respondents.

The worst rating was for “renewing lapsed donors,
with only 12%.

The most common answer was “don’t know” (28 —
46%).
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How effective IS |

How effective is online fundraising
for renewing prior donors?

Online

fundraising

is MUCH
MORE
more
effective
than other
routes

3.6% (15)

How effective is online fundraising
for reaching new donors?

4.6% (19)

How effective is online fundraising
for generating en-going (e.qg.
monthly) donations?

How effective is online fundraising
for renewing lapsed donors?

5.1% (21)

2.2% (9)

Online

fundraising

isaLITTLE
MORE
effective
than other
routes

11.1% (46)

22.5% (93)

12.4% (51)

9.7% (40)
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Online
fundraising
is ABOUT
THE SAME
as other
routes

22.1% (92)

16.9% (70)

13.4% (55)

15.8% (65)

Online
fundraising
isaLITTLE

LESS
effective
than other
routes

15.4% (64)

15.2% (63)

7.3% (30)

15.1% (62)

Online
fundraising
is MUCH
LESS
effective
than other
routes

15.6% (64)

19.2% (79)

Don't know

33.9% (141)

28.3% (117)

46.2% (190)




/ﬂe"" < .

~ Meeting expectations?"

Meeting expectations: 22%

Somewhat exceeding expectations: 14%
Greatly exceeding expectations: 6%
Below expectations: 38%

“Very much below” expectations: 17%
Don’t Know: 18%
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oV are online don

Percent raised through e 51 .47

email appeals

Fercent raised through

online social networks 0.06
Fercent raised through 0.04
vidgets or charity badges -
Percent raised through
g 0.02

text-to-give/maobile giving

Percant raised through
passive website (e.g. —— 47.12

‘Donate” button

Don't know / We dont

- 44 .30
keep track this way
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Total VALUE of online donations
through ALL channels and routes

3

Total NUMBER of online donations
through ALL channels and routes

=,

online donations coming
in through ea ERENT online

MUMBER of online donations
coming in through each DIFFERENT [ 13.3%
anline channel or route

Mumber of repeat online donors [ 11.8%

Mumber of new online donars who

did not already contribute through | | 18.4%
other giving routes

Number of I'E.EF_DIEI!'ITS caf_e_ma..lls ; ] 16.0%
containing a solicitation

Open rates on emaill solicitations | | 25.1%

CASE Online Fundraising Survey | Robert Weiner




Click-through rates on email

[ 1
solicitations ' - e
Donation rates on email .
e S I | 22
solicitations
Unsubscribe/opt-o0 nemail 1 15.1%
solicitations = - :
VALUE of online donations coming Y 19 5%
in through email solicitations . ' :
UMBER of online donations
coming in through email | | 21.1%

solicitations

Number of registered
users/membersifans of online [ 7.3%
social communities
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VALUE of donations coming in
through online social communities

NUMBER of donations coming in
through online social communities

Click-throughs to your website from
the online sacial communitie

We presently do not measure

perfermance for online fundraising
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184 responses
Average gift size: $241.

3x higher than average from the eNonprofit
Benchmarks study: $71.

Share of total philanthropic support raised online:
1.4%.

Slightly higher than the Chronicle of Philanthropy
survey: (less than 1%).
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$155.3 million raised online last FY by respondents.
Average amount raised online: $844,277.
Median amount raised online: $61,113.

Median amount was lower than 2008 Chronicle of
Philanthropy survey ($749,000), which included
many large national organizations.

Maximum raised online by 1 institution: $35 million.
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The Botfom T

Over 90% raised less than $1 million.

Average amount for them was $137,0086.

Seven reported more than $5 million raised online.
Only four raised more than $10 million.
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petvantages of ontirre Faising?

acce alumni

Conven]ence COSt cost-effective

creative  direct case

effective efficient ash
01 immediacy

instan

qutet respondegment

speed target timely vira website young

N
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mail_address
card collecting fortable contact

credit-cardsidelete-key uifficulty
fee ignoreimpersonal
ju llmlte maintaining me ages
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- donors
facebok fundra1smg

19 messaging

Tobile” online
«-mmm ‘text
cEwittenyiceo

CASE Online Fundraising Survey | Robert Weiner 26



PPV hat advice would®

Plan

Develop a strategy to collect email addresses.
Have It as part of a total plan.

DiIscuss Initiatives as a team.

_earn from peers.

More online communication Is not better.

Don't take their time for granted. Communicate
frequently, not just when YOU need something.
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Vhat advice would=reer

Test and Measure

Use a random sample & compare response
rates, average gift, and speed of responses.

Have Individuals outside your organization
review your giving forms before going live.

Test your messages on different groups.
Benchmark your results.
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Be Patient and Realistic

It’s an additional way to bring in donors, not a
replacement for direct mail or phonathon.

Don't give up because you aren't getting a ton
of gifts. Email appeals remind donors to give.

Not a replacement for proven fundraising
methods.

DO not expect it to boost gift totals. Increased
online giving may just be a shift in payment
method.
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PprWhat advice wouldsrotr

Make It Easy

Never make your constituents search for the
iInformation they are looking for.

Make (it) easy from the initial approach to the
payment.
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prVhat advice would®

(Don’t) Just Do It

Just do It.

Go Slow.

Make a big splash.
Keep your expectations reasonable.
DO It! It’s the future.

Don’t use Facebook or Twitter for fundraising
— they’re relationship building tools.

Skip email, go right to web 2.0.
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