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Chapter 1—Executive Summary

The Arts Management & Technology Laboratory (AMT Lab) is a research center that is a part
of the Master of Arts Management program at Carnegie Mellon University. Its online platform
audience consists of professionals in the arts management and technology fields. The
organization requested a research team as a Systems Synthesis project to assess the status
of the arts nonprofit sector in its use of emerging digital fundraising technologies to raise
funds for their organizations.® While many arts organizations are still utilizing traditional
methods of fundraising, institutional support priorities are shifting as are the demographics
and psychographics of prospective donors. As digital technologies are becoming a staple in
everyday life, like their peers in the nonprofit sector, arts organizations should investigate
testing and implementing digital strategies in order to remain relevant is today’s fundraising
world. If arts institutions want to gain more individual donors, they will need to adapt
digitally. There are many emerging fundraising tools like Short Message Service (SMS),
Facebook Nonprofit Tools (Facebook NP), Peer-to-Peer (P2P), and Mobile Bidding that arts
organizations can test and implement in order to acquire more individual support for their
institutions.

To understand the arts nonprofit sector’s digital fundraising strategies, the team used a
research methodology of five components:

e A review of literature including overall fundraising in the nonprofit sector, funding
patterns in the art sector, and CRM system processes,

e A national online survey of arts organizations’ uses of four emerging digital
fundraising pathways,

e Case studies of non-arts nonprofit institutions who have utilized the digital
fundraising pathways,

e Case studies of digital fundraising vendors identified by the survey participants, and

e Interviews with users of key constituent relationship management (CRM) systems.

The research revealed interesting findings. SMS tends to be the most under-utilized digital
fundraising tool by both arts and non-arts organizations. Facebook NP is the most utilized,

! The major goal of the Systems Synthesis project course is to provide Master of Science in
Public Policy & Management (MSPPM), Master of Arts Management (MAM), and Master of
Science in Health Care Policy & Management (MSHCPM) students with the skills necessary
for structuring, managing, and carrying out projects in an organization.! Systems Synthesis
projects must also contribute significantly to solving or ameliorating important problems of
the public sector, non-profit sector, or arts organizations. Some of the key educational goals
of System Synthesis projects for students to learn are problem structuring and solving skills
as well as project management, teamwork, and communication skills. It is also an opportunity
for students to apply and incorporate the acquired knowledge and skills during their course
at Heinz College.

@ Arts quqgemen‘t & Carnegie Mellon University 3
Technology Laboratory HelnzCc je



although non-arts organizations tend to use more of its features. The tool with the most
potential for the arts is P2P, with similarly positioned non-arts organizations using it to great
effect. Another key finding from the research is that most arts organizations want to use
digital fundraising tools, but there are real and perceived obstacles. The major
implementation barrier is lack of expertise. Furthermore, 58% of survey respondents are not
integrating their digital fundraising data into their CRM systems. This could be due to the
CRM system the organization utilizes, which may not have integration capabilities with
emerging digital fundraising tools, or the organization’s lack of knowledge on how to
integrate external data. The arts field needs to learn more about digital fundraising
technology and their CRM systems’ capabilities.

Project Overview

Nonprofit arts organizations' contributed income has shown an increased reliance on
individual giving to support the livelihood of their organizations over time due to shifts in
institutional funding options. While tactics such as in-person asks, direct mail, and email
campaigns are the most common, digital fundraising has become a growth engine for
nonprofit giving overall. The arts can take advantage of digital tools for acquiring more donors
and advocates for their organizations, as well as for engaging current supporters in a
refreshed and efficient way. According to the 2017 Charitable Giving Report, online giving
grew 12.1% in 2017 compared to the year before.? Also, about 7.6% of total contributed
revenue in the nonprofit sector, excluding grants, was raised online.?

There are several types of digital fundraising technologies such as Short Message Service,
Facebook, Peer-to-Peer, and Mobile Bidding that are used in the nonprofit sector that most
arts organizations have yet to tap. There is a need for more research on how arts nonprofit
organizations can best utilize these emerging digital fundraising pathways to maximize
fundraising revenues while staying relevant to their supporters. Arts organizations have an
opportunity to grow their digital fundraising technology use, if they seek to engage the next
generation of donors, who have shown to be more present in digital spheres than previous
generations. According to a Washington Post article, “If cultural organizations want to attract
the next generation of supporters, they must go digital.”*

By assessing the current situation about digital fundraising technologies in the arts as defined,
the team formulated an overarching research question and methodology to find the most
meaningful conclusions and make recommendations to the field. Based on preliminary
literature review, the team investigated four key areas that impact arts organizations’
decision-making in new digital strategy implementation: practice, purpose, results, and
resources. In collaboration with AMT Lab, the team decided to narrow the research on four
emerging digital pathways: Short Message Service (SMS), Facebook Nonprofit (Facebook NP),
Peer-to-Peer (P2P), and Mobile Bidding. The scope was also narrowed down to philanthropy
in the United States, because other countries study the United States model as a standard.

2 Steve Maclaughlin et al., “Charitable Giving Report: How Fundraising Performed in 2017” (Blackbaud Institute for Philanthropic Impact,
February 2018), 5.

3 1bid, 5.

4 Peggy McGlone, “Saving America’s Treasures (One Online Campaign at a Time),” Washington Post, July 6, 2017,
https://www.washingtonpost.com/graphics/lifestyle/smithsonian-kickstarter/.
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Also, most online fundraising strategies and social media originated in North America,
particularly the United States.”

Research Question

In the USA, how do arts nonprofit organizations compare to other nonprofits in digital
fundraising practice, purpose, results, and resources using SMS, Facebook, Peer to Peer, and
Mobile Bidding?

Methodology
To answer the research question, the research team’s methodology is divided into five
components:

e A review of literature on fundraising of the overall nonprofit sector and the arts,
digital fundraising pathways, and CRM system integrations,

e A national survey of arts organizations’ uses of the four identified digital fundraising
pathways,

e (Case studies of non-arts nonprofit institutions who have utilized digital fundraising
tools successfully,

e Case studies of digital fundraising vendors identified by participants from the national
survey, and

e Interviews with constituent relationship management (CRM) system users, to explore
opportunities and limitations for integration with these digital fundraising tools.

Review of Literature

The team researched the current state and trends of the overall fundraising sphere in the
United States, how much has been given to nonprofit organizations digitally, and how much
each artistic discipline depends on contributed income. A review of literature of the four
emerging digital pathways was also conducted to learn how each work. The team also
investigated the three of the dominant CRM systems in the nonprofit field: Blackbaud,
Salesforce, and Tessitura to learn about current features, functionalities, and potential new
developments to integrate with digital fundraising tools.

Survey

The survey was designed to understand how nonprofit arts organizations in the United States
use emerging digital fundraising tools: SMS, Facebook NP, Peer-to-Peer, and Mobile
Bidding in their fundraising plans. The objectives of the survey were

e To understand arts nonprofits’ intended goals in using a specific digital fundraising
tool

52017 Global Trends in GIVING Report.” Nonprofit Tech for Good. 2017, Accessed April 29, 2018. https://givingreport.ngo/, 14.
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e To find what resources arts nonprofits use to implement a specific digital fundraising
tool

e To learn the barriers of implementing emerging digital fundraising technologies at
nonprofit arts organizations.

Nonprofit Organization Case Studies

The team examined how emerging digital fundraising technologies are being used by
examining successful fundraising campaign examples in the non-arts nonprofit sector, which
were then used to compare the national survey data of arts organizations. The objectives of
the non-art nonprofit case studies were

e Tolearn more about how the digital fundraising pathways shape the overall nonprofit
fundraising world

e To understand the differences and similarities between the arts and non-arts
organization regarding using emerging digital fundraising pathways.

The team’s goal was to get diverse nonprofit case study examples from across the United
States. The criteria for the case studies was threefold:
1. identify two to five nonprofit organizations who have had successful digital
fundraising campaigns using each of the digital fundraising pathways.
2. Create geographic variety by selecting non-art nonprofit organization case studies
from the US regions used by the National Assembly of State Arts Agencies (NASAA).®
3. Achieve relevancy for arts organizations by focusing on nonprofit organization
categories that closely resemble with the missions of most arts organizations. Using a
similar categorization to the 2017 GivingUSA Report, the team looked into nonprofit
organizations that support animals, education, human services, and the
environment.” This excludes organizations that operate internationally, as well as
those that support religion, human health, and public policy.®

Vendor Case Studies

The team researched four digital fundraising vendors from different pathways, excluding
Facebook, based on the national survey’s results of most utilized digital fundraising vendors
by the arts. These case studies helped the team understand what vendors features and
functions offer for nonprofit organizations and what opportunities are available for arts
organizations to take advantage of in the future. To better support the research, a set of
guestions were formulated on recommended technological features and functionalities
based on Idealware’s 2017 Field Guide to Software for Nonprofits. The objectives were:

e To learn which emerging digital fundraising vendors are most commonly utilized by
arts organizations

6 “SAA Directory.” NASAA. Accessed March 24, 2018. https://nasaa-arts.org/state-arts-agencies/saa-directory/.

7 Giving USA. “See the Numbers — Giving USA 2017 Infographic | Giving USA.” Accessed May 2, 2018. https://givingusa.org/see-the
numbers-giving-usa-2017-infographic/.

8 1bid.

A® Arts Mana gemen t & Carnegie A\lc"(‘n»l Vl-l‘]iw\'(‘l‘sil.\' 6
Technology Laboratory HeinzCollege



https://nasaa-arts.org/state-arts-agencies/saa-directory/
https://givingusa.org/see-the%20numbers-giving-usa-2017-infographic/
https://givingusa.org/see-the%20numbers-giving-usa-2017-infographic/

e To understand why selected emerging digital fundraising vendors are most utilized
by arts nonprofit organizations

e To learn the implications of how arts organizations can use emerging digital
fundraising vendors.

CRM System User Interviews

The last methodology was conducting Constituent Relationship Management (CRM) system
interviews with users of three platforms: Blackbaud, Salesforce, and Tessitura. The objectives
for the CRM System Interviews were:

e To learn how external data integrates into CRM systems

e To learn the CRM system vendors' strengths, limitations, and opportunities in
integrating with emerging digital fundraising tools

e To learn what CRM system vendors are currently developing to improve integration
with emerging digital fundraising tools.
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Chapter 2 Review of Literature Findings
Fundraising Trends—All Nonprofit Organizations

According to the GivingUSA 2017 report, about $390.05 Billion was contributed in the United
States by all nonprofit organizations in 2016.° With that mind, the majority of total giving
came from individuals at 72% and which grew 3.9% from the year prior.® While individual
giving increased from 2015 to 2016 along with institutional support, institutional giving
remained a smaller proportion of total giving.!! 15% of total giving in the United States in
2016 came from foundations and increased by 3.5% from the year prior.}? Corporate giving
was the smallest percentage of total giving in 2016 at 5%, but it increased 3.5% from the year
before.!® The remaining 8% of total giving came from bequests.'* Also, the top three areas of
giving in 2016 were to religious organizations at 32%, educational institutions at 15%, and
human service organizations at 12%.%> Giving to arts, culture, and humanities fell to eighth
place at 5% ($18.21 billion), yet grew by 6.4% from the year prior.%®

What is important to note from this evidence is that individual giving is the driving force to
philanthropic support. A similarity between the arts and other nonprofit organizations is that
their attention and contributed income efforts should be focused on individual support in
order to stay financially viable. By looking that this evidence, nonprofit organizations,
particularly the arts, should be looking into additional channels like digital fundraising
pathways to increase support coming from individual giving.

Individual support is important no matter the size of the organization. Small-budgeted
nonprofit organizations raised 36% of their annual income from individual giving alone in
2015.Y7 In addition, annual gifts from individuals averaged at $435, while the average
individual gift from online giving sources averaged at $210.8 Though the latter online giving
figure may appear small, many donations in a similar amount accumulate and are critical to
support for an organization. Digital fundraising pathways supplement an organization’s
fundraising practices and bring in an additional revenue stream. M+R Benchmarks of 2017
mentions that "Online (giving) revenue increased by 14% in 2016."%* GivingUSA 2017
supports this trend as well, "Online giving has grown across the sector but remains
underutilized in some sub-sectors[sic]."?° The arts also have the potential of going digital in

9 “Giving USA 2017: Total Charitable Donations Rise to New High of $390.05 Billion | Giving USA,” Giving USA, accessed March 23, 2018,
https://givingusa.org/giving-usa-2017-total-charitable-donations-rise-to-new-high-of-390-05-billion/.

10 1bid.

1 1bid.

12 1bid.

3 1bid.

1 |bid.

15 “Giving USA 2017 Infographic,” GivingUSA, 2017, https://givingusa.org/wp-content/uploads/2017/06/Giving-USA-2017-Infographic.jpg.
16 1bid.

17 Heather Yandow, “To Boost Individual Donor Giving, Nonprofits Need a Plan (SSIR),” Stanford Social Innovation Review, December 15,
2015, https://ssir.org/articles/entry/to_boost individual donor giving nonprofits need a plan.

18 1bid.

9 (M+R Benchmarks, 2017), 7.

20 Louis Oh, “Giving USA 2017: 10 Takeaways & Lessons for Nonprofits,” NeonCRM (blog), July 24, 2017, https://www.neoncrm.com/10-
takeaways-giving-usa/.
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order to supplement their individual giving streams. The following evidence is a snapshot of
fundraising trends specific to the USA’s four major artistic disciplines.

Fundraising Trends—Visual and Performing Arts

As noted in the GivingUSA report, giving to arts and culture organizations is rather minuscule
when compared to the other sectors, but there is opportunity for more growth, particularly
in individual giving. Contributed income for visual and performing arts organizations on
aggregated range from 43 to 50 percent of total income. Arts organizations, dependent on
discipline and year reported, depended on approximately 50 to 70 percent of their
contributed income from individuals. The following figures highlight contributing income
trends in the following artistic disciplines: Dance, Music (orchestra), Opera, Theatre, and
Museums, from reports by Dance/USA, League of American Orchestras, OPERA America,
Theatre Communications Group, and the Association of Art Museum Directors.

Dance

According to Dance/USA’s Snapshot of the Field 2016, total revenue and support for dance
organizations was approximately 44.8% as shown in Figure 2.2! There was no specific data
available of the dance industry’s contributed income proportions in individual, foundation,
government, and corporate giving.

Figure 1 Total Revenue and Support in the Dance Industry in 2016.

55.20%

Other Income

Contributed

44.80%

0.00% 20.00% 40.00% 60.00%

m Contributed m OtherlIncome

Orchestra

According to the League of American Orchestras’ Orchestra Facts 2006-2014 report, the
contributed income of symphony orchestras was at 43%, and 70% of contributed income
came from individuals (Figures 3 and 4).22

21 “Snapshot of the Field” (Dance/USA, February 2016), 3.
22 Zannie Giraud Voss et al., “Orchestra Facts: 2006-2014- A Study of Orchestra Finances and Operations, Commissioned by the League of
American Orchestras” (League of American Orchestras, November 2016), 10-12.
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Figure 2: Total Revenue and Support in the Orchestra Industry

Earned Income 40%

Contributed 43%
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Figure 3: Percentages of Contributed Income in the Orchestra Industry
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Corporate m

0% 10% 20% 30% 40% 50% 60% 70%  80%

W Individual m Corporate mFoundations m Government

Opera

OPERA America’s Annual Field report broke down its financial overviews by budget size.
Figure 5 represents the contributed income proportions for opera organizations with a
budget between $3 to $15 million. About 50% of total revenue came from contributed
income, and about 50% of contributed income came from individuals (Figures 5 and 6).%

23 “OPERA America Annual Field Report” (OPERA America, 2017), https://www.operaamerica.org/files/oadocs/financials/FY16 AFR.pdf,
62.
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Theatre

Figure 4: Total Revenue and Support in the Opera Industry
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Theatre Communications Group’s Theatre Facts 2016 reported that about 48% of total
income came was contributed (Figure 7).2* About 63% of all contributed income came from

24 Zannie Giraud Voss, et al. “Theatre Facts 2016,” Theatre Communications Group, 2016,
http://www.tcg.org/pdfs/tools/TCG TheatreFacts 2016.pdf, 6.

D

Arts Mana gemen t & Carnegie Mellon University
Technology Laboratory  HeinzCollege

11


http://www.tcg.org/pdfs/tools/TCG_TheatreFacts_2016.pdf

individuals (Figure 8).%° Theatre organizations have been generating more earned revenue,
yet not too significant in amount compared to contributed income.

Figure 6: Total Revenue and Support in the Theatre Industry
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Figure 7: Percentages of Contributed Income in the Theatre Industry
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Art Museums

According to the Association of Art Museum Directors’ Art Museums by the Numbers 2016
report, about 43% of total revenue came was contributed (Figure 9).26 About 65% of all
contributed income came from individuals (Figure 10).%’

2 |bid, 13.

26 “Art Museums by the Numbers 2016”, Association of Art Museum Directors, 2017,
https://aamd.org/sites/default/files/document/Art%20Museums%20By%20the%20Numbers%202016.pdf, 4.
27 |bid, 5.
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Figure 8: Total Revenue and Support in the Art Museum Industry
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Figure 9: Percentages of Contributed Income in the Art Museum Industry
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Contributed and earned income levels for arts organizations are similar with slight differences
dependent on artistic discipline. Dance and Theatre organizations generate slightly more
earned income, while Orchestra, Opera, and Art Museums depend more on contributed
income. Regardless, for overall contributed income, individual giving is the largest portion of
support for the arts. An advantage that the arts have comparing to other nonprofit sectors is
that they have the opportunity of generating income from two channels: contributed and
earned income. Depending on an individual organization’s revenue breakdown, this evidence
suggests that the arts should be investing their resources for generating contributed income
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in a similar manner as they are for earned income. This is where digital fundraising technology
can help to better support this particular revenue stream.

Emerging Digital Fundraising Pathways

This section introduces the four emerging digital fundraising pathways: Short Message
Service (SMS), Facebook Nonprofit (Facebook NP), Peer-to- Peer (P2P), and Mobile Bidding.
Each pathway in this section includes its definition, how it works, and a few non-arts nonprofit
case studies. Two to five nonprofit organizations were selected for the case studies based on
the US regions listed by the National Assembly of State Arts Agencies (NASAA).2® Two case
studies are highlighted in each digital fundraising pathway section. There were limitations in
finding case studies for each pathway from each of the 6 US regions, particularly for SMS and
uses of Facebook NP tools. Additional case studies can be found in Appendix D.

SMS

Definition

Short Message Service (SMS) is commonly known as text messaging. While it is mainly used
as a form of quick communication between people in everyday life, it has been utilized by
nonprofit organizations as a pathway to enhance donor relationships and fundraising. For
this report, SMS is defined as the use of short message services on mobile phones, channeled
either person-to-person or application to person, to facilitate donations to an organization
by either an addition to their phone bill, called Text to Give, or a third-party merchant
services, called Text to Donate.?® Vendors in this pathway include companies such as mGive,
OneCause, MobileCause, Txt2Give, and @Pay.

Trends

According to the 2018 Global NGO Technology Report, over "15% of non-governmental
organizations (NGOs) worldwide regularly send text messages to donors and supporters."3°
In addition, "43% of those NGOs use a Text To Give service for SMS fundraising."3! These
trends continue in the United States, with the mGive Foundation's 2015 Text Donation Study
finding "that for 46% of donors, giving via text is a preferred method."3? The most popular
SMS campaigns tend to favor urgent crises, with over 65% of donors giving via text supporting
disaster relief organizations, followed by health institutions and human services
organizations.3® This particular study also referenced a "Giving Gap" where people who
responded that they strongly favored using text as a method of donation rarely followed
through with that wish. This led mGive to conclude that "it is likely that many donors are not
being given ample opportunity to make text donations."34

28 “SAA Directory.” NASAA. Accessed March 24, 2018. https://nasaa-arts.org/state-arts-agencies/saa-directory/.

2 Jeremy Koenig, “Text to Donate: Learn the Easiest Way to Increase Giving,” MobileCause, February 25, 2015.
https://www.mobilecause.com/text-to-donate/.

3042018 Global NGO Technology Report,” Nonprofit Tech for Good, 2018. Accessed February 4, 2018. http://techreport.ngo/wp-
content/uploads/2018-Tech-Report-English.pdf, 15.

31 bid, 16.

3242015 Text Donation Study" mGive Foundation. 2015. Accessed March 18, 2018.

332015 Text Donation Study" mGive Foundation. 2015. Accessed March 18, 2018.

34 1bid.
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Given this evidence, there is a want from donors for text-based giving that is not being
fulfilled, even in the non-arts nonprofit world. However, when looking at research contained
in this report on both non-arts NPOs and arts NPOS, it seems as if neither sector is meeting
this supposed demand for SMS.

How it Works

There are two main methods of garnering donations through text: Text to Give and Text to
Donate. Text to Give is most often used in disaster relief campaigns. The organization finds a
host vendor for its campaign and creates a short-code of letters and numbers (i.e. HAITI1)
that a donor can text to a 1-800 number to initiate the process. After a donor has texted that
code, they receive an automated reply that allows them to select pre-set donation amounts.
The selected donation amount will later be added to the donor's next phone bill. That
donation, once paid and all processing fees get deducted, are then sent along to the
nonprofit.3°

The second option, Text to Donate, offers both the host organization and donors more
flexibility in what information is communicated. Like Text to Give, a host vendor is still chosen,
but the generated short-code resembles a word or a phrase (i.e. "Donate"). The phone
number is also shorter than in Text to Give and resembles phone numbers received from
automated messages (i.e. 95-111). Once the short-code is texted, the donor gets the
opportunity to enter his or her donation amount, which is not preset. The organization can
also provide donors other options, such as make a recurring gift, or to update their contact
information. In the end, once host vendor fees and credit card processing fees are charged,
the donation is transferred to the nonprofit organization, usually in the form of a monthly
lump-sum check. Donor information is also available through the host vendor's website.3®

Nonprofit Organization Case Studies

Western US Case- Youth on Record

Youth on Record (YoR) is a nonprofit educational organization founded in 2008 and located
in Denver, Colorado. Their mission is to "empower Colorado’s under-served youth to achieve
their academic, artistic, and personal best by employing local, professional artists as their
educators."3” YoR offers various programs for Denver youth to learn artistic skills that help
them transition into life after high school and provide a creative outlet for expression. YoR
also provides counseling services with partner organizations that focus on the emotional and
psychiatric well-being of young adults dealing with the effects of poverty, abuse, or addiction.
The organization is also dedicated to making sure that their youth graduate from high schoal,
so they offer arts classes that count towards graduation credit. These classes focus on
creating deliverables of either "a student performance, music recital, book of poetry,
recorded class song, compilation of student beats, collaborative community event, etc."3®

35 Jeremy Koenig, “Text to Donate: Learn the Easiest Way to Increase Giving,” MobileCause, February 25, 2015.
https://www.mobilecause.com/text-to-donate/.

36 |bid.

37 “Our Mission” Youth on Record, accessed April 5, 2018. https://www.youthonrecord.org/about-us/our-mission.

38 “For-Credit Classes” Youth on Record, accessed April 5, 2018. https://www.youthonrecord.org/programs/credit-classes.
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While the organization receives earned revenue through a partnership with the Denver Public
School District and merchandise sales, the majority of YoR's expenses are covered by grants
and contributions.3® Over the past three years, the organization has been steadily receiving
more government grants, however, their reliance on individual support and donations cannot
be understated. In 2016, the organization held the first annual block party, in which they
debuted their compilation CD of students' work. While the event was free admission, it
featured numerous opportunities to donate from food vendor partnerships to a mobile giving
campaign. While SMS fundraising was not the highlight of the event, it was a way for
individuals to donate directly to YoR without having to purchase food or merchandise.

In addition to fundraising, YoR uses SMS in other aspects to keep its supporters engaged
throughout the year, "Youth on Record relies on their mobile subscriber list in order to keep
their volunteers notified about upcoming events and opportunities to donate. They also use
polling keywords to learn about their supporter base, and carrier-billing-style donation
keywords to provide an easy method for their supporters to donate to the cause."*°

While the financial outcome from the fundraising event was not publicly available, this case
study suggests that the organization sees potential in SMS given that it was utilized again in
2017. While it was not the primary method of giving, the staff advertised it as an option, as
showcased by the mGive blog piece covering the second annual event: "Located at the front
of the room, well-lit, and clearly visible, was a massive TV displaying a prominent mobile call
to action."*! YoR's actions surrounding their SMS platform show that they see potential, not
only as a volunteer engagement tool, but as a donor acquisition and cultivation tool as well.

Southern US Case- Davidson College

Davidson College is a small, private liberal arts college located in Davidson, North Carolina
with a mission, "to assist students in developing humane instincts and disciplined and
creative minds for lives of leadership and service."*? The school was founded in 1837 with
Presbyterian roots and now has over 1,800 students enrolled and offers 26 majors.*3

In spring of 2017, Davidson College tested a new way to reach its alumni for annual gifts. The
college signed up for Relay, a company that creates texting software for donor engagement.
Relay's texting software is designed for person-to-person conversations, so donors do not
receive automated responses.** While this may be a concern for nonprofit organizations with
smaller development teams, Davidson used student volunteers to assist in the effort.

During the school's annual day of giving, student volunteers sent over 2,300 text messages
to alumni. Using alumni contact information uploaded into Relay's software, students sent
texts with predetermined language, sometimes personalizing it if relevant information was
available. If an alum responded to the text message, the student volunteer would then send

39 “Youth On Record - GuideStar Profile,” GuideStar, accessed April 5, 2018. https://www.guidestar.org/profile/42-1724770.

0 Ethan Kotel, “The Youth on Record Block Party,” mGive, accessed April 5, 2018. http://mblog.mgive.com/youth-on-record-block-party.
4 bid.

42 “Statement of Purpose” Davidson College, accessed April 1, 2018. https://www.davidson.edu/about/statement-of-purpose

43 “Fast Facts” Davidson College, accessed April 1, 2018. https://www.davidson.edu/about/fast-facts.

4 “Relay — Harness the Power of P2P Texting.” Relay, accessed April 1, 2018. http://www.relaytxt.com/.

45 "15 New Fundraising Ideas that Worked,” Chronicle of Philanthropy 29, no. 10 (August 1, 2017): 9.
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out one of four template replies which would either provide them with donation page link or
a polite response to a decline.*®

While the campaign only brought in 50 lapsed donors, the college found that its alumni were
more receptive to responding to the text messages than anticipated. 1/3 of the individuals
reached out to by text message responded and updated their contact information. While
donor engagement was not the primary goal of this campaign, it seemed to be an
unintentional outcome. When asked by a Chronicle of Philanthropy writer if they would use
this type of campaign again, a school representative replied that, while they did not want to
"use it for everything" they did want to keep strategically experimenting with it.%’

Facebook Nonprofit

Definition

Facebook Nonprofit (Facebook NP) is when a nonprofit organization registers to use
Facebook’s fundraising functions which include donation buttons and fundraising campaigns.
In order to use the functions provided only for Facebook Nonprofit organizations, an
organization has to register with Facebook and be certificated as a Facebook Nonprofit
Organization. In consultation with AMT Lab the research on Facebook as an emerging
fundraising tool in this report is narrowed to focus on donation buttons and fundraisers.

Trends

According to the 2018 Global NGO Technology Report, social media networks are on track to
become one of the most powerful and effective fundraising tools.*® The report indicates that
97% of nonprofit organizations in North America have a Facebook page and that 71% of
nonprofit organizations around the world agree that social media is effective for online
fundraising.*® 25% of donors in the report also say that social media is the communication
tool that most inspires them to give and 62% of those same donors say that Facebook as their
reason to give.”® “Today, social networking is an integral part of an NGO’s communications
and fundraising strategy.”>!

Most nonprofit organizations use Facebook to raise awareness, engage with donors, and
attract people to events. However, not all nonprofit organizations on Facebook are registered
as Facebook Nonprofit Organizations, and even those that are do not utilize all its functions.
Because of this, there are potential opportunities they can use in future.

How it Works

Facebook offers a suite of tools that allows donors to donate directly through Facebook and
to fundraise on behalf of eligible nonprofit organizations. To use these tools, nonprofit
organizations must be a US-based 501(c)(3) organization and register on Facebook as a
nonprofit organization. To directly receive donations through Facebook, nonprofit

4% |bid, 9.

47 |bid.

482018 Global NGO Technology Report,” Nonprofit Tech for Good, 2018, accessed February 4, 2018. http://techreport.ngo/wp-
content/uploads/2018-Tech-Report-English.pdf, 10.

49 |bid, 10.

50 |bid, 11.

51 |bid, 10.
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organizations must apply and be approved by Facebook Payments.>? If this step is not taken,
the nonprofit organization will receive donations through a Network for Good donor-advised
Fund or through its own website.>3

One of the features that Facebook NP provides is a Fundraiser (named Fundraisers by
Facebook). Fundraisers allow people to create a personal campaign on behalf of a nonprofit
organization that they select on their personal page. This then allows them to create posts
advertising this fundraiser to friends and family on Facebook offering them an easily
accessible donation button on each post. Users can also add a donation button to a live video
post which allows viewers to donate during the live video or from the published recording on
the fundraiser’s profile.

A way to help arts nonprofit organizations’ donors understand Fundraiser on Facebook is to
create a customized nonprofit landing page about the Facebook Fundraiser. The customized
nonprofit landing page is a page solely made for making online fundraising aside of the arts
organization’s profile page. “A customized nonprofit landing page is a place where people
can create a fundraiser for your nonprofit. Every landing page has a unique URL that can be
used anywhere: in email marketing, Facebook posts, your website or other channels.”>
Figure 11 shows an example of a Facebook Fundraiser landing page. Another function that
being registered as a Facebook NP provides is the ability to add a donation button to any post
or live video the organization creates to drive donor engagement. The nonprofit organization
can also add donation buttons to their page header.>

Figure 10: Feeding America's Facebook Fundraiser Landing Page®®

AMERICA

Create a Fundraiser for Feeding America

Fundraisers for Feeding America

B v <! Kylee's Birthday Fundraiser for Feedin...
': #=21 Fundraiser for Feeding America @ by Kylee Koala

= «-! Jahny's Birthday Fundraiser for Feedin...
%.“ > Fundraiser for Feeding America @ by Jahny Bradiey

52 “Enable People to Fundraise,” Nonprofits on Facebook, November 9, 2016, https://nonprofits.fb.com/topic/enable-people-to-
fundraise/.

53 |bid.

54 1bid.

55 |bid.

%6 “Feeding America,” Facebook, May 10, 2018, https://www.facebook.com/fundraisers/FeedingAmerica/.
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Nonprofit Organization Case Studies

Southern US Case- Safe Harbor

Safe Harbor is an organization in South Carolina that provides safe havens and counseling
services to domestic violence victims.>” Its mission is to provide services for victims of
domestic violence and their children and to eliminate cultural acceptance of domestic
violence through a coordinated community response, prevention and education.>® In 2008,
Safe Harbor launched a 5Dollarsin5Days.org campaign, to raise 10,000.>° The campaign ran
for a limited time from 12:01 a.m. on December 15t through midnight on December 19t".

Safe Harbor utilized Facebook as a primary channel for the campaign, prior to using the
S5Dollarsin5Days.org campaign website. Some of the functions used by Safe Harbor were a
customized landing page, a donate button, and Facebook nonprofit advertisements. They
used it to target 376 group members on December 1%t and encourage them to donate as little
as 5 dollars through Facebook.®® The organization also used digital storytelling by sharing a
YouTube video on its Facebook Page and also recorded over two dozen videos of individuals
sharing what five dollars meant to them. In addition to these strategies, Safe Harbor created
an urgency by limiting the donation window to 5 days.®! They also purchased the Facebook
advertisement in a limited geographic area, primarily South Carolina, Georgia, and
Tennessee.%? Safe Harbor received 1,430 new followers and an overall of $10,100 in 5 days
with an average donation of $14.60.

Western US Case- Lifeline Puppy Rescue

Lifeline Puppy Rescue is a Colorado-based organization that rescues puppies from shelters
that are not prepared to care for and find homes for them. The organization has adopted
over 36,000 dogs to families across the Rocky Mountain Region, Kansas, Texas, and New
Mexico areas since 1993.%* Lifeline offers low-costs adoption fees and a recommended
veterinarian list for puppy adopters to receive continuous care advice.

In 2016, Lifeline launched a donation campaign on Facebook to help pay for the rescue and
care of Charley the puppy. Charley had hip fractures and the purpose of the campaign was to
help cover Charley’s of $1,200 medical expenses and find him a new home.®% The Facebook
functions that Lifeline used included a donate button on their posts and a customized landing
page. Lifeline also created a Facebook campaign page with digital storytelling that connected

57 "What We Do," Safe Harbor, accessed May 02, 2018, http://safeharborsc.org/what-we-do/.

58 "About Us," Safe Harbor, accessed April 11, 2018, http://safeharborsc.org/about-us/.

%9 "Mediasation Supports Local Women's Shelter: Give $5 in 5 Days to Make a Difference," Pregonline, accessed April 11, 2018,
http://ww.pregonline.com/article/64/Mediasation-Supports-Local-Women's-Shelter:-Give-$5-in-5-Days-to-Make-a-Difference-.html.
%0 |bid.

61 Jami Mullikin, "Www.5dollarsin5days.org Case Study," Linkedin SlideShare, February 24, 2009, accessed April 11, 2018,
https://www.slideshare.net/jamimullikin/HMMcasestudy.

62 "Mediasation Supports Local Women's Shelter: Give $5 in 5 Days to Make a Difference," Pregonline, accessed April 11, 2018,
http://ww.pregonline.com/article/64/Mediasation-Supports-Local-Women's-Shelter:-Give-$5-in-5-Days-to-Make-a-Difference-.html.
63 Mediasation Supports Local Women's Shelter: Give $5 in 5 Days to Make a Difference," Pregonline, accessed April 11, 2018,
http://ww.pregonline.com/article/64/Mediasation-Supports-Local-Women's-Shelter:-Give-$5-in-5-Days-to-Make-a-Difference-.html.
84 “About Us,” Lifeline Puppy Rescue, accessed April 11, 2018, http://lifelinepuppy.org/default.asp?id=about_us.

65 |bid.

66 " ocal Nonprofit Finds Success in Facebook Fundraising," ActionSprout, December 14, 2016, accessed April 11, 2018,
https://actionsprout.com/inside-actionsprout/facebook-donations/.
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Facebook users to the cause. They featured pictures and videos of Charley and showcased
their $1,200 goal.®” Lifeline included a clear call to action at the end of the campaign
description “Will you help Charley?” and asked for small gifts of $10.%8 Lifeline worked with
ActionSprout, a platform that helps with designing and operating Facebook donation
campaigns.® Lifeline reached its goal within 24 hours.”? Lifeline received $300 in donations
and reached about 7,745 people who shared 169 of the campaign’s posts. 24 donations
raised about $1,145 through Action Sprout, and Lifeline also received $250 from its website.”*

Figure 11: “Will You Help Charley?” Image on Lifeline's Facebook Landing Page”?

WILL YOU
HELP
CHARLEY?

67 "Please Donate and Give Charley a Fighting Chance!" ActionSprout, October 17, 2016, accessed April 11, 2018,
https://actionsprout.io/C5CD15.

68 | ifeline Puppy Rescue," Facebook, accessed April 11, 2018, https://www.facebook.com/lifelinepuppy/.

69 " ocal Nonprofit Finds Success in Facebook Fundraising," ActionSprout, December 14, 2016, accessed April 11, 2018,
https://actionsprout.com/inside-actionsprout/facebook-donations/.

70 "please Donate and Give Charley a Fighting Chance!" ActionSprout, October 17, 2016, accessed April 11, 2018,
https://actionsprout.io/C5CD15.

71 "Local Nonprofit Finds Success in Facebook Fundraising," ActionSprout, December 14, 2016, accessed April 11, 2018,
https://actionsprout.com/inside-actionsprout/facebook-donations/.

72 "Local Nonprofit Finds Success in Facebook Fundraising," ActionSprout, December 14, 2016, accessed April 11, 2018,
https://actionsprout.com/inside-actionsprout/facebook-donations/.
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Figure 12: Fundraising Thermometer of 51,200 goal on Facebook Donation Page’3
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Figure 13: Lifeline Puppy Rescue Facebook Homepage”*
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73 "Please Donate and Give Charley a Fighting Chance!," ActionSprout, October 17, 2016, accessed April 11, 2018,
https://actionsprout.io/C5CD15.
74 "pPlease Donate and Give Charley a Fighting Chance!," ActionSprout, October 17, 2016, accessed April 11, 2018,
https://actionsprout.io/C5CD15.
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Peer-to-Peer

Definition

Peer-to-Peer fundraising is the use of a digital platform by an external party to raise funds for
an organization by asking friends, family, and peers to donate. Vendors such as
CauseVox, Razoo, and Salsa are popular peer-to-peer platforms among nonprofit
organizations.

Trends

According to the 2017 Global Trends in Giving Report, 33% of all online donations are made
through a peer-to-peer platform.”> Additionally, individual donors across generations are
receptive to using peer-to-peer.’® 87% of Millennials and Generation Xers are willing to use
peer-to-peer for their giving.”” Relatively high numbers of Baby Boomers (77%) and the Silent
Generation (63%) also prefer to use a peer-to-peer platform as opposed to other digital
fundraising methods.”® Hence, peer-to-peer fundraising has become more popular in online
giving, and there is opportunity for arts organizations to use it to increase their contributed
income from individuals.

How it Works

There are three steps to implementing a Peer-to-Peer campaign. First, organizations select
an appropriate peer-to-peer platform that offers the services that they need. Second, they
register their organization on a host website and create a main page for the overall campaign,
which provides all the required information for peer-to-peer fundraiser hosts to use to launch
their own campaigns, which is then marketed to the organization’s current supporters. As the
hosts post their individualized campaigns on their social media, individuals can either donate
or create their own fundraising campaign and can share it with their peers.

Nonprofit Organization Case Studies

Mid-Atlantic US Case-Homeward Trails Animal Rescue Incorporated

Founded in 2001 in Arlington, Virginia, Homeward Trails Animal Rescue Incorporated "seeks
to find permanent adoptive homes in the Mid-Atlantic Region for dogs and cats from under-
resourced shelters or whose owners can no longer care for them."”® With the goal of lowering
the euthanasia rate of animals in shelters across the state, Homeward Trails (HT) provides
shelter, medical treatment, and behavioral training for dogs and cats that come into their
care. In the past few years, they began to use peer-to-peer fundraising to raise money for
initial care for animals they take in, as well as for animals who require special attention before
they can be placed with a permanent new family.®

Under its donate button, HT's website provides an option for donors to "Sponsor an Animal".
This page is full of animals that need attention, from an MRI to identify a tumor for further

7512017 Global Trends in GIVING REPORT." Nonprofit Tech for Good, 2017. Accessed January 20, 2018. https://givingreport.ngo/, 7.
76 Terri Harel, “INFOGRAPHIC: The Value of Peer-to-Peer Fundraising,” Classy (blog), accessed February 24, 2018,
https://www.classy.org/blog/infographic-the-value-of-peer-to-peer-fundraising/.

7 1bid.

78 |bid.

7 “About,” Homeward Trails Animal Rescue, Inc., January 17, 2013. https://www.homewardtrails.org/about/.

80 “Sponsor These Shelter Animals In Time to Bring Them to Safety,” Homeward Trails Animal Rescue, Inc., February 9, 2014.
https://www.homewardtrails.org/help-out/sponsor-shelter-animals/.
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treatment to initial veterinary care for a pet who was brought in as a stray.®! Clicking on a
particular animal's picture takes the potential donor to a peer-to-peer fundraising platform,
Razoo (now known as Mightycause). If an animal isn't already sponsored by someone, the
individual can create a new campaign for them with the information provided on HT's
website. If they are already special, then there is the option to donate to that animal's
cause.

On HT's main Razoo landing page, it indicates that the organization has had 3,297 donors and
raised over 250,000 through their platform.®? Looking at the organization's Form 990's from
various years, HT's contributed income has been steadily increasing, going from over
$260,000 total in 2012 to over 430,000 in 2016.83 This data suggests that the addition of peer-
to-peer fundraising opportunities has helped raise the organization’s overall contributed
income.

New England US Case- The Education Cooperative

The Education Cooperative (TEC) is an organization in located in Walpole, Massachusetts that
specializes in creating opportunities for "students 3-22 years of age with moderate to severe
special needs."8 Established in 1968, the organization works with 16 separate school districts
within the state to provide "an engaging and supportive learning environment that offers
students opportunities to grow as individuals and become productive members of society."8>
TEC's campus has a highly trained staff that is attuned to the needs of each student to provide
them with a sense of confidence and independence while building "functional and age-
appropriate academic skills."8®

For its 50th anniversary, TEC created a fundraising campaign to build a fully accessible
playground for its main campus in Walpole. TEC wanted to target the community it had built
throughout the school districts it served. To help accomplish this, TEC engaged in a peer-to-
peer campaign through QGiv.8” TEC branded this campaign by dubbing its supporters
"Playmakers" in their "Navy". Different "sponsorSHIP" giving levels were delineated with
Navy inspired names.®® Through TEC's QGiv platform, it gave its crew of ambassadors,
consisting of staff and community members, the information, and data they required to
inspire their networks to give, which mainly consisted of "a simple, inspiring story".%°

Over 500 individuals and local community organizations are listed on the TEC website as a
part of the Playmakers campaign. The campaign overall raised over $200,000, which went
directly into building the playground, which finished construction in September 2016.°° The

81 “Support Homeward Animal Rescue Incorporated on Razoo,” Razoo, accessed April 4, 2018.
https://www.razoo.com/organization/Homewardtrails.

82 “pet Fundraising Pages - Fast, Free and Easy,” Razoo, accessed April 4, 2018. https://www.razoo.com/guide/animal-fundraising.

83 “Homeward Trails Animal Rescue Incorporated - GuideStar Profile,” GuideStar, accessed April 4, 2018.
https://www.guidestar.org/profile/32-0086330.

84 “The Education Cooperative,” The Education Cooperative, accessed April 2, 2018. http://www.tec-coop.org/education-cooperative.
85 |bid.

86 “The Education Cooperative,” The Education Cooperative, accessed April 2, 2018. http://www.tec-coop.org/education-cooperative.
87 “The Education Cooperative | Superheroes,” QGiv, Inc., accessed April 2, 2018. https://www.qggiv.com/superheroes/tec.

88 “Playmakers | The Education Cooperative,” The Education Cooperative, accessed April 2, 2018. http://www.tec-coop.org/playmakers.
89 “The Education Cooperative | Superheroes.” QGiv, Inc., accessed April 2, 2018. https://www.qggiv.com/superheroes/tec.

% “The Education Cooperative - TEC — Home,” The Education Cooperative, accessed April 2, 2018.
https://www.facebook.com/EducationCoop/?hc_ref=ARTv_FGDu1s4ViVKttKi8kz9igGEcPZU-
ile3nMinYoCp8WgEHx287jrBzalOwZHjbw&fref=nf.
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organization has continued to reach out to this community of supporters, and as of 2018, TEC
also added a therapeutic pool to its main campus.**

Mobile Bidding

Definition

Mobile bidding is the use of mobile technology that allows guests to bid and raise funds for
an organization at both silent and live auctions.®? Vendors in this space include Bidpal, 501
Auctions, BiddingForGood, and Gesture.

Trends

Nonprofit organizations that activate mobile bidding at their live events generation between
10 to 50 percent more revenue from using mobile bidding.”® The use of mobile bidding
software is a way of transforming the auction into a 24/7 online fundraiser that allows users
to raise money before, during, and after a live event.®*

How It Works

An organization selects a mobile bidding vendor.. Fundraising staff and auction managers
procure and enter the selected auction items into the mobile bidding platform and sell tickets
to the event online. When guests arrive, event staff or volunteers register them by logging
them into mobile devices and entering their payment information. Guests have the option of
using their own mobile devices or to borrow one provided by the organization or vendor.
During the event, guests receive notifications about their items and when they are outbid.
Live auction integration is also available for organizations who utilize both types of auctions
at an event. At the end of the auction, guests not only pay for items that they won on the
app, but also receive email receipts recording their donation. The organization can view an
ad hoc report during the event that the platform automatically generates to review the
event’s analytics.

Mobile bidding technology not only makes auction events easier for the organization’s staff,
but also for participating donors. In traditional auctions, guests would need spend most of
their event experience at the silent auction tables to maintain an active bid. With the use of
this technology, guests can continue to roam through the event, enjoying food, socializing
and other activities, while still bidding in the auction. This allows for auction revenue to rise,
as guests have more opportunities to outbid the competition for desired items.

Nonprofit Organization Case Studies

Western US Case- Make-A-Wish Colorado

Make-A-Wish Colorado is one of the country’s oldest chapters of the Make-A-Wish
Foundation. The mission of the organization “grants the wishes of children with life-
threatening medical conditions to enrich the human experience with hope, strength, and

9 |bid.

92 “Mobile Bidding | Silent & Live Auction Software for Nonprofit Fundraising,” OneCause, March 2, 2018, www.onecause.com/mobile-
bidding-auction-software/.

9 “Mobile Bidding for School and Nonprofit Fundraising Auctions,” BiddingForGood, accessed March 2, 2018,
https://www.biddingforgood.com/online-auction-services/products/mobile-bidding.html.

% |bid.
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joy.”?> Overall it has granted over 5,000 wishes to eligible children throughout the state.®® A
challenge Make-a-Wish Colorado faced during live auctions was during the checkout process.
It took too much time and resources to execute. There were also customer experience
concerns due to complaints of not enjoying the event.’” For example, some complaints
occurred during a sporting affair when athletes were present at the event, but guests were
too busy to both meet the athletes and bid auction items simultaneously.®®

Make-a-Wish Colorado worked with Gesture. By utilizing mobile bidding technology, guests
were more flexible during the live auctions at the Sporting Affair events because they
received outbid notifications from their mobile devices and did not have to miss meeting the
athletes. The organization also used electronic email receipts to avoid the resources required
for printing.®® Both the organization’s efficiency in operating auction events and the guests’
experience were improved over the last two years. Furthermore, Make-a-Wish Colorado saw
a 45% increase in auction revenue when they first implemented mobile bidding at the
Sporting Affair event. From 2014 to 2017, the organization raised over $770,700 from over
eight campaigns.1®

Southern US Case- The Pine School

The Pine School is a private college preparatory school that serves students from
kindergarten to 12t grade and provides a strong traditional core curriculum while instilling
high achievement and a lifelong love for learning in its students.®! Besides academic
excellence, the school aims to “develop each student’s intellectual, physical, and creative
talents in a supportive and moral environment.”2%2 The challenge was that sponsorships for
the school’s Annual Evening at Auction were decreasing year to year.'% With a lack of growth
in sponsorships, the Pine School needed to collect more donations from individuals and
targeted growth from auction revenues. 104

The Pine School chose to utilize OneCause’s mobile bidding technology, Bidpal, to support its
gala. Bidpal supports auction events in various capacities from designing a personalized event
page on mobile devices to sending email receipts. This technology is able to integrate with
online auction platforms and provide a digitally improved engagement for participants.1% See
Appendix C to learn more about Bidpal’s features and functionalities.

While sponsorships continued to decline, revenues from the silent auctions increased with
Bidpal. The Pine School raised $77,000 in total contributions in 2012, more than double
compared to the year before. The Pine school also used Bidpal to sell 24 tickets to a special

9 "Make-A-Wish Colorado- GuideStar Profile,” GuideStar, accessed May 02, 2018, https://www.guidestar.org/profile/74-2273004.
% |bid.

%7 “Make-A-Wish Colorado,” Case Study (Westmont, IL: Gesture, n.d.), 2.

% "The Sporting Affair," Make-A-Wish® Colorado, accessed April 09, 2018, http://colorado.wish.org/news-and-events/calendar-of-
events/events-time-folder/the-sporting-affair-2017.

% “Make-A-Wish Colorado,” Case Study (Westmont, IL: Gesture, n.d.), 2.

100 |hid.

101 “Academics,” The Pine School, accessed May 10, 2018. http://www.thepineschool.org/academics/.

102 Qur Mission and Philosophy,” The Pine School, accessed April 09, 2018, http://www.thepineschool.org/about-us/.

103 "The Pine School: Betting on Higher Revenue," OneCause, March 06, 2015, accessed April 09, 2018, https://www.onecause.com/the-
pine-school-betting-on-higher-revenue/.

104 |bid.

105 “Mobile Bidding | Silent & Live Auction Software for Nonprofit Fundraising," OneCause, April 18, 2018, accessed April 21, 2018,
https://www.onecause.com/mobile-bidding-auction-software/.
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luncheon where it sold out in less than five minutes, earning the school an additional
$3,600.1% According to the auction coordinator’s comment, the technology simplifies
payment collection steps and the process became more efficient in time. 7

Conclusions

SMS is still taking root as a fundraising pathway inside the non-arts nonprofit sector in the
United States. However, when utilized well, these campaigns can be successful as a stand-
alone event or as an additional feature to an established event. While SMS use still tends to
be utilized as a fundraising remedy or for large-scale emergency situations, the potential of
this platform cannot be understated, certainly in terms of donor engagement. While the
Davidson College example did not present a large success in terms of raising funds, it did re-
engage a significant number of lapsed donors who showed interest in continuing their
relationship with the institution. A pathway to successful communication with donors can be
key to increased fundraising and support, but it needs to be utilized in a way that those
communities will respond in a manner that nonprofit organizations desire.

In Facebook NP cases, the most utilized function for fundraising is the donate button. This
evidence resembles the Facebook NP findings in the national survey of arts organizations
where the donate button that links to a donation page on an organizations’ website is also
the most utilized function. The Facebook NP case studies also used the platform to support
an event or host a fundraising campaign. This is similar to the national survey’s, where the
second most popular Facebook NP function used is the peer-to-peer-esque fundraiser
feature.

An observation made from this research is that Facebook NP is used commonly when
organizations need to fundraise in a short period, or they have a clear and not-large goal.
Lifeline Puppy Rescue set up a campaign goal of $1,200 and Safe Harbor planned to complete
the campaign within 5 days. Both campaigns outperformed expectations. For example,
Lifeline reached its goal in only 24 hours.%® However, some of the case studies suggest that
non-arts nonprofits utilize more functions than arts organizations. Two other commonly used
functions are Facebook Nonprofits ads, some along with donate buttons in the ads, and a
customized nonprofit landing page. From the survey and CRM system user interviews, only
about 12% of survey participants selected ‘Other or exclusive’ reasons other than a donate
button and Peer-to-Peer fundraiser.

P2P campaigns are used often among the non-arts nonprofit community in the United States.
The examples came from various organization types. These campaigns vary either as an
annual use or a one-time event. Marathons or walkathons seem to be the event types that
are commonly connected to P2P campaigns. Getting donors engaged and motivated by

106 "The Pine School: Betting on Higher Revenue," OneCause, March 06, 2015, accessed April 09, 2018, https://www.onecause.com/the-
pine-school-betting-on-higher-revenue/.

107 "Evening of Celebration - A Knight In The Movies,” Facebook, accessed April 09, 2018,
https://www.facebook.com/events/933355483489740/.

108 " ocal Nonprofit Finds Success in Facebook Fundraising," ActionSprout, December 14, 2016, accessed April 11, 2018,
https://actionsprout.com/inside-actionsprout/facebook-donations/.
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having them reach a personal achievement while having their peers support them by
donating seems to be a format that works well for non-arts P2P campaigns. Not only does
this fundraising event type seem lucrative in raising money, but it also seems to build a strong
community of supporters. In contrast, the arts nonprofit community does not utilize P2P as
much as their non-arts counterparts. Given the successes and techniques discussed in the
non-arts nonprofit case studies in this report, P2P campaigns could be a big help to arts
organizations worrying about overcoming the challenge of an aging donor base. Also, P2P
allows for building solid relationships with an organization’s existing communities that then
expands to new donors. This approach not only increases individual contributed income, but
also the awareness of the organization. It is a multi-tier approach in which arts organizations
can ask their donors not only to donate, but also to create fundraising pages and share with
their own networks. There is also great opportunity for this tool in the arts as only 18% of
survey participants identified as having used P2P fundraising at their organizations. P2P
provides more opportunities of making impactful contributions as supporters will be more
actively engaged with the organization via their P2P hosts.

The primary purpose of mobile bidding from the examples was to better facilitate live or
silent auction events by using technology everyone has, mobile devices. As a result, the team
found two key findings. First, mobile bidding generated the largest average gift when the
nonprofit used it for the first time. Second, attendees appreciated the independence. Finally,
organizations experienced more streamlined check-out and live-reporting processes.
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Chapter 3 Survey, Interviews, and Findings

The largest part of the study was the design, distribution, and analysis of the national survey.
The survey results were then cross-referenced to the non-arts nonprofit case studies detailed
in the previous section. The survey results helped shaped the framework of what features
and functionalities to look for in a Constituent Relationship Management (CRM) system. To
better understand survey results interviews of users of 3 large CRM systems (Tessitura,
Raisers Edge and Salesforce) were conducted. Lastly, the results also determined the most
common digital fundraising vendors used by arts organizations that participated in the
national survey. This study evaluated the top vendors to determine what might make them
leading choices.

Survey

To understand the trends of emerging digital fundraising technologies in nonprofit arts
sectors in the United States, the team conducted a national survey. Survey participants were
arts and culture fundraising professionals who oversee fundraising planning in their
organizations and have information regarding digital fundraising tools. This study addressed
fundraising tools use patterns and implementation barriers to these technologies in arts
organizations.

As stated earlier, the survey’s objectives were:

e To understand arts nonprofits’ intended goals in using a specific digital fundraising
tool

e To find what resources arts nonprofits use to implement a particular digital
fundraising tool

e To learn the barriers of implementing emerging digital fundraising technologies at
nonprofit arts organizations.

Design

The survey needed to be taken by arts professionals who are responsible for planning
fundraising strategy in their organizations. In order to target the appropriate participants, t
the survey using a screening question and skip logic to sort the survey with relevant questions
to the participants’ digital fundraising experiences. The qualified individuals then selected
any emerging digital fundraising tools that their organization used within the last two fiscal
years. If they have not used any of the tools before, they were asked about implementation
barriers at their organizations. Figure 15 illustrates the overall structure of the survey.

Based on the overarching research question, the survey questions are divided into four
categories: practice, purpose, results, and resources. Organization discipline, budget size,
staff size and location information was collected to allow for trend analysis. See Appendix A
for the official survey questionnaire.
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Figure 14: Survey Logic Structure

Are you responsible for Please forward to a What are the barriers of
planning fundraising in your person responsible for implementing digital
organization? organizational fundraising campaigns at
fundraising your organization

Which of the following emerging digital fundraising tool(s) has your organization used in last 2 years?

Distribution Plan

The survey was distributed to arts organizations in the United States through four main
channels. It was launched on March 22, 2018 and closed on April 9, 2018 at midnight. All
survey participants went through the survey landing page on AMT Lab’s website in order to
participate in the study. The original distribution plan consisted of asking five major arts
associations in the United States to distribute the information to their membership: American
Alliance of Museums (AAM), Dance/USA, League of American Orchestras (The League),
OPERA America, and Theatre Communications Group (TCG). Only Dance/USA assisted with
the survey distribution, and an announcement was posted on AAM’s Museumlunction
discussion forum. The study’s advisory board members helped expand reach to two other
associations, American Museums Membership Conference and Art Museum Development
Association. These associations forwarded the survey to fundraising professionals within
their membership organizations. Additionally, premium advertisement was placed on the
homepage of ArtsJournal website for two weeks. Finally, AMT Lab shared the survey through
their website, email lists, Facebook, LinkedIn, and Twitter including social advertising on both
Twitter and LinkedIn. Google Analytics identified 324 people visited the survey landing page
and 173 arts fundraising professionals participated in the survey. The following section
summarizes the survey participation.

Participants
As of April 11, 2018, there were 173 responses. 93 complete responses and 80 partial
responses.

Geography

The responses were from different regions in the United States including 23 states and
territories and 47 cities. The states and territories include California, Colorado, Connecticut,
Washington D.C., Florida, Georgia, lllinois, Indiana, Massachusetts, Maryland, Maine,
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Minnesota, Missouri, New Jersey, New York, North Dakota, Pennsylvania, Rhode Island,
South Carolina, Tennessee, Texas, Virginia, Washington, and Wisconsin.

Discipline

Out of the 121 responses, there were 19 responses from dance organizations; 1 from Media
Arts organizations; 17 from Multi-Disciplinary organizations; 16 from museums or galleries; 6
from Music organizations; 4 from Opera organizations; 17 from theatres; and 6 from other
disciplines.

. Number of
Budget Size
Figure 15: Number of Responses Respondents by
Artistic Discipline Under $250’000 5
$250,000 - $499,999 7
$500,000 - $999,999 9
$1 million - $4.99 million 20
$5 million - $9.99 million 20
$10 million — $19.99 million 11
$20 million - $24.99 million 4
Above $25 million 10
N/A 35
Total 121

Budget
Out of the total responses, 21 were from small arts organizations with annual budgets below
$1 million, 40 were from mid-sized arts organizations with annual budgets between $1 million
to $10 million, and 25 were from large arts organizations with annual budgets of above $10
million.

Respondents by Annual

Figure 16: Number of

Budget Size e Number of
Artistic Discipline

Responses

Dance 19

Media Arts 1

Multi-Disciplinary 17

Museum or Gallery 16

Music

Opera 4

Theatre 17

Other 6

NA 35

Total 121
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Key Findings

1. Arts organizations located in eastern states have more experience in emerging digital
fundraising tools than arts organizations in middle and western states.

2. Ingeneral, the biggest barrier of using emerging digital tools is lack of experience.

3. Small and mid-sized arts organizations have more issues with staffing and budget
when trying to use emerging digital fundraising tools. Large arts organizations have
issues with lack of experience and/or didn’t know the tools existed.

4. 58.1% of survey respondents said that they were not integrating their digital
fundraising data into the CRM system. The reason behind that will be answered
through the CRM system interviews and vendor case studies later in this report.

5. Organizations with larger budget sizes tend to use more pathways overall for their
fundraising.

6. Organizations that were founded after 1960 have a higher adoption rate of emerging
digital fundraising tools.

7. Organizations, regardless of artistic discipline, share similar goals when using digital
fundraising tools.

8. The primary goal with using digital fundraising tools among all organizations,
regardless of founding year is to acquire new donors.

9. Arts organizations were using SMS, Facebook NP, and P2P mainly to test these tools,
increase total contributed income and reach new donors, arts organizations were
using Mobile Bidding to support special events and to engage current donors.

10. More than half of the survey respondents that have an annual budget size of over $10
million pay a flat vendor fee when they use digital fundraising tools.

11. Out of the four emerging digital pathways, Facebook NP is the most used digital
fundraising tool and SMS is the least used digital fundraising tool.

Geography

According to the density maps in Figures 18 to 22, arts organizations located in the eastern
United States have more experience with emerging digital fundraising tools. The top three
US states/districts in which arts organizations use digital fundraising tools most are New York,
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Pennsylvania, and the District of Columbia. Surprisingly, arts organizations in western states
have less experience in emerging digital fundraising tools. There were no responses from
western arts organizations about peer-to-peer fundraising, and most of them selected that
they did not use any of the four digital fundraising pathways.

The top three states that use Facebook NP most were Pennsylvania, New York, and California.

Figure 17: Density Map of Survey Participants who use Facebook NP
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Pennsylvania had the highest response number on using mobile bidding for fundraising. On
the other hand, states like New York were not active in using mobile bidding. California had

even zero response on using mobile bidding.

Figure 18: Density Map of Survey Participants who use Mobile Bidding
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Overall, arts organizations in the US rarely use P2P as their fundraising tool. The majority of
arts organizations that use P2P are located on the east and west coasts. This marks a
significant difference between the arts and other nonprofits which frequently and
successfully use P2P.

Figure 19: Density Map of Survey Participants who use Peer-to-Peer
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SMS was the least used fundraising pathway regardless of location.
Figure 20: Density Map of Survey Participants who use SMS
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California had the highest response number for not using the four emerging digital
fundraising pathways. Although Pennsylvania received a large number in responses, with only
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2 responses on the None of Above option which suggested that arts organizations in
Pennsylvania were relatively more active on emerging fundraising technologies than other
states. Interestingly, Pennsylvania was also the state that launched the Community Data
Project (now Data Arts) indicating that Pennsylvania seems digitally inclined overall as a state.

Figure 21: Density Map of Survey Participants Who Are Not Using Any Digital Fundraising Pathways
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Budgets

As shown in Figure 23, arts organizations with annual budgets above $500,000 tend to use
more types of emerging digital fundraising pathways. Although the highest responses came
from arts organizations with annual budgets between S$1 million to $10 million, the
percentage chart in Figure 23 shows that these arts organizations are less inclined to using
these digital pathways. Arts organizations with smaller annual budgets had more free and
donated vendor services while arts organizations with larger annual budgets had more
services with a flat vendor fee. In addition, about one third of the arts organizations no matter
budget size chose to pay a percentage of each donation throughout their campaigns.
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Figure 22: Total Responses for Different Pathways Based on Budget Size
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Figure 23: How Organizations Pay for Digital Fundraising Tools by Budget Size
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As shown in Figure 25, more than half of the organizations that have an annual budget size
over $10 million pay a flat vendor fee when they use digital fundraising tools. Organizations
with a larger budget size tend to use a greater variety of digital fundraising pathways, while
smaller organizations utilized less digital fundraising pathways (Figure 26). Small
organizations with annual budget sizes of under $500,000 mainly use Facebook Nonprofit for
their fundraising.
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Figure 24: Organizations that Pay a Flat Vendor Fee by Budget Size
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Figure 25: Use of Different Digital Fundraising Pathways Based on Budget Size
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Experience

Organizations with a smaller annual budget size have more limitations in implementing digital
fundraising technology due to budget and staffing. On the other hand, larger organizations
did not use emerging digital fundraising pathways mostly due to a lack of experience or
knowledge. (Figure 27).
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Figure 26: Barriers Based on Budget Size
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The biggest barrier to implement emerging digital fundraising technologies for all survey
respondents is lack of experience. The least common barrier is that they didn’t know the
tools existed.

Figure 28: Most Common Barriers to Implementing Digital Fundraising Technology
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The findings in Figure 29 suggest that organizations founded between 1960 to 1999 utilize
more digital fundraising tools and those founded before 1959 use less. A common barrier by
provided by respondents in these older institutions was difficulty in convincing board
members to test new technologies.
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Figure 29: Usage of Digital Fundraising Tools Based on Founding Year
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Figure 30 suggests that all other organizations, except those founded between 1920-1939,
tended to have higher emerging digital fundraising tool adoption rates. Also, the 100%
adoption rate for organizations founded between 1920 to 1939 skews biased based on the
limited responses received in this year range. Out of all the responses, only 3 respondents
were from organizations founded between 1920 to 1939, while other year ranges received
significant amount of responses from organizations.

Figure 30: Digital Fundraising Tool Adoption Rate by Founding Year
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Staff

Organizations with an annual budget size under $250,000 usually do not have any fundraising
staff. Overall most arts organizations regardless of budget size, run on a fundraising staff of
1 to 5 members in their fundraising department. However, 21% of the survey respondents
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suggested that the biggest barrier for them to implementing emerging digital tools was
staffing.

Figure 31: Number of Fundraising Staff by Budget Size
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Organizations with a budget size between $250,000 and S5 million usually have 1 to 5 staff
members in their fundraising department. Organizations with a budget size between S5
million and $25 million also have 1 to 5 staff members in their fundraising departments.
Organizations with a budget size above $25 million usually have at least over 11 staff in their
fundraising department.

Pathways Goals

Organizations that were founded in different years and regardless of artistic discipline share
similar goals when using digital fundraising tools. To acquire new donors is the primary goal
among all organizations from different founding years. However, there are varied goal
differences dependent on selected digital fundraising pathways. The top three goals for using
SMS are to test the tool, support an annual campaign, and to reach new donors. The top
three goals for using Facebook NP are to test the tool, increase total contributed income, and
reach new donors. The top three goals for using P2P are to reach new donors, increase total
contributed income, and to test the tool. The top three goals for using Mobile Bidding are to
support a special event, engage with current donors, and increase total contributed income.
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Figure 32: Goals of Using Digital Fundraising Tools

Goals Percentage (%)
To reach new donors 18.5%

To test certain tools 15.8%

To increase total contributed income 15.4%

To support a special event 13.5%

To engage with current donors 13.1%

To reach out to a new donor age group 11.9%

To support an annual campaign 10.8%

To support a capital campaign 1.2%

Pathways Comparison
Out of the four emerging digital pathways, Facebook NP is the most used digital fundraising

tool. SMS is the least used digital fundraising tool.

Figure 33: Most Used Digital Fundraising Pathways by Survey Respondents
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CRM System Interviews

To better understand digital fundraising technology integration, the team conducted a review
of literature and interviewed three database administrators that use dominant CRM systems
in the nonprofit sector: Blackbaud, Salesforce, and Tessitura. Interview and review of
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literature questions were formulated to understand how CRM systems are used with
integrating with digital fundraising technologies. This study is limited to the knowledge of the
interviewees and the data available online.

While Blackbaud, Salesforce, and Tessitura can integrate with SMS, Facebook NP, P2P, and
Mobile Bidding, Salesforce has the highest compatibility with many emerging digital
fundraising tools. Each CRM system vendor has a different recommended process for
integration. For example, both Blackbaud and Tessitura have more digital fundraising
products and services that are developed internally rather than collaborating with third-party
vendors. Although Blackbaud and Tessitura have flexibility in design and control over the
products. However, they have not solved some external data integration obstacles. According
to the Tessitura user, their biggest obstacle with the system is that it creates duplicate
accounts after data integration. This leads to more work with data maintenance. The
Blackbaud users stated that the SMS integration is a high expense to the organization.
Salesforce has built several partnerships with third-party vendors with digital fundraising
platforms. There is also a free Salesforce AppExchange application, OneCause Connect, to
boost data exchange with Salesforce and improve data security.'® In order to prevent data
duplication and security problems, Salesforce developed four distinct layers: Identity, Data,
Process, and Presentation layers.10

According to the national survey, 58% of respondents from arts organizations are not
integrating digital fundraising data into their CRM system. Cross-referencing with the survey
response “lack of experience” suggests that arts organizations may not fully understand the
technical functions of data exchange between digital platforms. Other data integration
concerns may be issues like acquiring duplicate constituent accounts and data security. SMS,
Facebook NP, P2P, and Mobile Bidding are growth engines that foster growth of individual
contributed income as evident in the non-arts nonprofit case studies. CRM system vendors
may have to either improve their capabilities or better educate their clientele for them to use
their CRM systems to the fullest capacity and implement digital fundraising campaigns easily.

Vendor Case Studies

The selected digital fundraising vendors in these case studies were identified from the
national survey's results as the most utilized by arts organizations. The most utilized emerging
digital fundraising vendors are Mightycause for P2P, Bidpal and 501 Auctions for Mobile
Bidding, and MobileCause for SMS. Bidpal and 501 Auctions tied with the most utilized mobile
bidding platforms by arts organizations. Facebook was excluded from this analysis because it
is a social media platform and it is widely utilized by nonprofit organizations. The team
formulated a questionnaire to help guide the research based on Idealware's 2017 Field Guide
to Software for Nonprofits. The complete criteria questions can be found in Appendix C.

Significant findings from the case studies includes the fact that most of these platforms can
integrate with Salesforce, a common CRM platform most utilized by the nonprofit sector

109 “OneCause Connect with Salesforce,” OneCause, accessed April 22, 2018. https://www.onecause.com/blog-bidpalconnect-salesforce-

appexchange/.

110 “Connect Data from Anywhere for a Unified View of the Customer,” Salesforce, accessed April 13, 2018.
https://cl.sfdcstatic.com/content/dam/web/en us/www/assets/pdf/platform/whitepapwh-platform-integration.pdf.
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overall. If a digital fundraising platform is not compatible to an organization’s CRM system,
the data from the campaign can be exported into an Excel spreadsheet and uploaded into
the system. A perhaps targeted feature of emerging tools is the access to various types of
donor data such as email addresses, phone number, and possibly a mailing address. This
leaves room for a fundraising team to retarget those donors for future campaigns. The digital
fundraising vendor platforms also generate ad hoc reports so that organizations can keep up
the campaign’s progress. Another finding in some featured examples on the vendors’
websites is that arts organizations were able to engage their current donors and also reach
new ones while using these tools. For example, the Carolina Ballet in the Bidpal example in
Appendix C, not only helped engage and reach donors with the platform, but it also facilitated
its finance department’s data entry by exporting the data and uploading it into their finance
database. See Appendices C and D for more information on the selected CRM systems and
digital fundraising vendors.
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Chapter 4 Conclusions

Throughout the emerging digital fundraising studies, the team found similarities and
differences in purpose, practice, and resources between arts organizations and the greater
nonprofit sector. The findings regarding the results component of the survey were limited to
a lack of response to questions about satisfaction, as shown in Appendix A. Overall, there is
opportunity for arts organizations to grow contributed income using digital fundraising
technology. Digital technologies for nonprofit organizations are being developed very rapidly.
To be relevant with donor’s current interests and way of life, arts organizations should take
advantage of the opportunity to grow their donors and contributed income in current
emerging digital fundraising tools like SMS, P2P, Facebook NP, and Mobile Bidding, before
testing even newer technologies like blockchain.

SMS

While both non-arts and arts NPOs that have tried using SMS seem willing to continue its use,
it appears to be the least utilized emerging digital pathway. Both sectors reported mixed
results, or results that did not align with the original goal. This may explain the logic behind
continuing to use the tool, even if it is not having its intended effect. However, there are
some differences in practice with using SMS. Survey participants using the technology cited
reaching new donors as their main intended goal with SMS, while the non-arts nonprofit
organizations studied were using it to engage donors already attending events, as well as to
reach existing donors who have lapsed in giving. Arts organizations seem to use it as a
pathway for year-round donations, whereas non-arts nonprofit organizations use them to
enhance a special event or a strategic campaign.

P2P

Overall, P2P has a significant role in expanding support and awareness of a nonprofit
organization. Because of the high level of participation in fundraising and volunteering
events, this means that donors value their in-person connections with their favorite nonprofit
organization.'** While this tool encourages widespread engagement, arts organizations and
their non-arts counterparts have different purposes in using P2P. Survey participants stated
that their primary goal of using P2P is to reach new donors, whereas non-arts organizations
appeared use it to engage with existing donors according to the nonprofit case studies.
Additionally, most arts organizations implemented P2P campaigns to raise overall total
contributed income, while non-arts organizations tended to use it to support specific
campaigns such as marathons and walkathons. For instance, in the Homeward Trails case
study, the organization created a P2P platform with Razoo and raised over $250,000 to cover
service costs for abandoned animals.

P2P is a digital fundraising platform that strengthens the relationship between donors and
arts organizations. It is an interactive platform where donors can be more actively engaged

11112017 Global Trends in GIVING REPORT," Nonprofit Tech for Good, Accessed January 20, 2018. https://givingreport.ngo/.
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with their organizations and share their personal stories with their peers. If arts organizations
want to build deeper relationships with donors, they should try to include P2P in their
fundraising plan.

Facebook NP

The national survey participants and the non-arts nonprofit case studies show similarities in
primary objectives for using Facebook NP. The primary purpose for this pathway like the
others, is to reach new donors. An example is the Lifeline Puppy Rescue case study where it
launched a Facebook NP campaign page to collect $1,200 throughout the United States
during a 24-hour period.'*?

There are differences between the two sectors in how each utilizes Facebook NP. Survey
respondents tend to only utilize the Facebook donation. Only 7.8% of survey respondents use
functions other than donation button and fundraisers. This contrasts with non-arts nonprofit
organizations, like the Safe Harbor case who tended to utilize more of Facebook NP’s
features, including customized landing pages. Another difference between the sectors is their
use Facebook buttons. For example, arts organizations tend to use the button for multiple
purposes beyond soliciting donations. This could be due to arts organizations having two
streams of revenue: contributed and earned. This is evidenced in the arts discipline income
data where earned revenue is estimated between 30% to 55% and contributed income is
estimated from 43% to 50% dependent on discipline.

Mobile Bidding

There are more similarities than differences between arts organizations and their social
nonprofit peers in utilizing mobile bidding. Both sectors support special events and enhance
engagement with their donors to improve their overall experiences. For example, the Make-
A-Wish Colorado case study used mobile bidding for its Sporting Affair to improve its clients’
experience during the auction by speeding up the check-out process. Also, according to
survey results, over 85% of arts organizations shared this same goal.

There are organizations in the arts that are either not aware of some emerging digital
fundraising technologies like mobile bidding, or do not have funds or staff to support it.
According to a CRM system interview, some organizations still use traditional paper-based
auctions. This account seems on par for the survey findings where 26% of arts organizations
reported using mobile bidding, the second most popular emerging digital fundraising tool by
survey respondents However, there are arts organization success stories like the Carolina
Ballet in Appendix C, in how they used mobile fundraising software to raise almost $S1 million
in four years'!3. The results resemble the example of Make-A-Wish Colorado where it used
mobile bidding for over eight campaigns.

12“ ocal Nonprofit Finds Success in Facebook Fundraising,” ActionSprout, December 14, 2016, accessed April 11, 2018,
https://actionsprout.com/inside-actionsprout/facebook-donations/.

113 “Carolina Ballet: Easy Reporting Saves Time & Drives Improvement,” OneCause, June 29, 2016, https://www.onecause.com/success-

story-carolina-ballet/.
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Recommendations

Based on the conclusions of this study, the research team recommendations the arts
nonprofit field look into the following areas in order to better implement digital strategies
like fundraising technologies: increase knowledge in emerging technology, choose the right
platforms, and work with vendors more closely.

Increase Knowledge in Emerging Technologies

The survey findings suggest that lack of experience, lack of knowledge, and small-numbered
fundraising staff are limitations to testing and implementing emerging digital fundraising
tools in their organizations. The following recommendations provide pathways for the arts
field to increase knowledge in utilizing these emerging technologies.

Most arts organizations are not integrating their external data from technologies like digital
fundraising tools into their CRM systems, even if their systems have the capability. The team
recommends that arts organizations consult with their CRM system vendors to learn better
ways to integrate external data into these platforms efficiently. This way, arts organizations
are not missing out on taking advantage of a valuable function when using their CRM system.

Other survey results show that most arts organizations with annual budget sizes smaller than
$250,000 have no dedicated fundraising staff members, while mid-sized organizations have
only 1 to 5 fundraising staff members and that those staff members are not well versed in
digital technologies used in fundraising. Also evident in this study, arts organizations may
have staffing and budget barriers that inhibit them from testing and implementing emerging
digital fundraising tools. Larger arts organizations also demonstrated implementation issues.
About one third of arts organizations with an annual budget size between $5 million to $25
million stated that they too have only 1 to 5 staff in their fundraising departments. Hence,
for larger institutions, lack of experience may be compounded by an under-staffed
department overall.

The team recommends that organizations take time to research and test digital fundraising
technology and offer training and knowledge opportunities for their staff members to learn
and gain confidence in digital strategies. Referencing Elizabeth Kane's AMT Lab post on
professional development, “Professional development, much like human resources, is an
often-overlooked area in the arts. It is assumed that these are luxuries of bigger firms and
for-profit entities. Yet, technology has evened the playing field by allowing organizations of
any size to find a simple, low-budget solution to professional development. By improving
employees’ growth opportunities, arts organizations can also improve their business
capabilities.”1** There are websites like Lynda.com, Udemy.com and CodeAcademy.com that
also cover across many digital topics. This would help small and mid-sized arts organizations
raise money more effectively with digital fundraising tools while running on a smaller staff
size. There are many free online resources about emerging digital fundraising tools as well as

114 Elizabeth Kane, “How Do You Solve a Problem Like Millennials? Try Professional Development,” AMT Lab @ CMU, February 15, 2018,

http://amt-lab.org/blog/2018/2/online-learning-is-the-new-professional-development.
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literature and guidelines for other digital strategies like NTEN, Idealware, and Nonprofit Tech
for Good.

Lastly, arts organizations are eager to test digital fundraising tools to raise additional
contributed income. For those in the field that have already tested and implemented these
technologies, the team recommends that they share their results with other organizations so
that their peer arts organizations have references within in the sector for how to use them.
They can ask for help from the Arts Management and Technology Lab or other entities for
writing up case studies, if staffing is a barrier.

Also, most of the non-arts nonprofit organizations case studies in the study reveal that
successful digital fundraising campaigns occurred when utilized for specific events or had a
direct goal in mind. A recommendation would be for arts organizations to test these
technologies around events, rather than using them as supplements to existing strategies.
There is also an interest in reaching new donors and increasing contributed income when
using digital fundraising tools. Since online contributions have been growing faster than
contributed income overall, it is worthwhile for arts organizations to try some or one of these
pathways that work best for their organization’s goals to attract new and engaging current
donors.

Choose the Right Platforms

More than half of arts organizations in the survey answered that they are not integrating their
external data from digital fundraising tools directly into their CRM systems. This can be due
to concerns found in the CRM system interviews of data security, creation of duplicate
constituent records, or even budgetary issues. Arts fundraising professionals should work
collaboratively with their CRM data administrators and vendors in order to implement digital
fundraising tools or other digital strategies that require integration. This can lead to using
current technological resources to their fullest capacity.

With that in mind, arts managers should also communicate with their CRM system vendors
to learn more about opportunities in integrating digital fundraising tools. Some CRM system
platforms offer webinars and resources on how to integrate with digital fundraising
technologies. If they do not, it can be a dialogue that arts organizations can initiate with their
CRM system vendors in order to pave a way for future developments. Also, among three
dominant CRM vendors in nonprofit arts organizations, Salesforce has the highest capability
of integrating with external technologies. There are numerous CRM platforms available, and
if an organization is looking for a new system, arts organizations should review its needs in
order to choose the best platform that will accomplish their needs and goals now and in the
future. Arts managers can use resources like ldealware's Field Guide to Software for
Nonprofits or AMT Lab’s Ticketing Survey for recommended digital platform features and
functionalities.

Conduct Further Research

Research seems critical to future success. One recommendation for the arts sector to conduct
further research into hiring practices of arts organizations. A second research opportunity is
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to interview non-arts nonprofit organizations that have implemented the four digital
fundraising pathways.

The first recommendation is derived from the survey results of arts organizations not being
able to implement digital fundraising technology due to lack of experience and knowledge.
These meaningful answers can be found by conducting another national survey or through a
series of interviews with HR staff members at arts organizations. Some key questions to look
into would be: Do arts organizations look for individuals who are skilled in the role they apply
to? Or are individuals being hired from within and do not have skills in specific areas like
fundraising, marketing, or have skills with digital tools. Also, this recommendation can lead
to into learning about an organization’s culture of whether they are interested in pursuing
digital solutions in order to stay relevant in today’s world where technology is becoming a
staple to success.

The non-arts nonprofit organization interviews would get better implementation results that
the team was limited on obtaining during the course of the project. The information from
these interviews can inform arts organizations the resources that non-arts organizations are
using to get impactful results and use them as comparisons or examples for a proposal to
implement digital fundraising strategies in their organizations.

Final Thoughts

If arts organizations follow the above recommendations, the sector would be better prepared
and more informed about current digital practices that will help them improve their
fundraising efforts as well as donor engagement. Having knowledge about these strategies
can help arts fundraisers start utilizing digital fundraising tools with more confidence, which
can lead to more interest in prototyping newer technologies as they become available. There
are many emerging technologies available, and by following these recommendations, arts
organizations can expect to run more efficiently as well as staying relevant to today’s digital
world.
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Appendices
Appendix A—Digital Fundraising Survey

Questionnaire

Inform Consent

1) Are you at least 18 years old?
() Yes

() No

2) Have you read and understood the information above?
() VYes

() No

3) Would you like to participate in this study and continue with this survey?
() VYes

() No

Basic Information

4) Are you involved with the fundraising in your organization?
() Yes

() No

5) Which of the following emerging digital fundraising tool(s) has your organization used in
the last 2 years?
[ ] Peer-to Peer (e.g. Razoo, etc.)

[ 1 Mobile Bidding (e.g. Bidpal, etc.)
[ 1 Short Message Service (SMS) - Text Messaging
[ ] Facebook Nonprofit AND its features (e.g. Donate Button, Fundraising Campaigns)

[ ] None of above

6) Select all the barriers to implementing digital fundraising campaigns at your organization.
[ ] Staffing

[ ] Budget
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[ ] Lack of experience
[ 1 Did not know these tools existed

[ ] Other:

Peer to Peer

7) Which of the following vendors does your organization use for Peer to Peer?
() CauseVox

() CrowdRise
() Razoo
() Salsa

() Other:

8) Select your organization's intended goals in using Peer to Peer. (Select all that apply)
[] To reach new donors

[ ] To reach out to a new donor age group

[ 1 To engage with current donors

[ ] To test Peer to Peer within our organization’s fundraising strategy
[ ] To increase total contributed income

[ ] To support an annual campaign

[ ] To support a capital campaign

[] To support a special event

[ ] None of the above

[ ] Other:

9) For each specific goal in last question, please mark whether your organization met the
intended goal.

Yes No N/A
To reach new donors () () ()
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To reach out to a new donor age | () () ()
group

To engage with current donors () () ()
To test emerging digital fundraising | () () ()
tools

To increase the total amount of | () () ()

contributed income

To support an annual campaign () () ()
To support a capital campaign () () ()
To support a special event () () ()
Other () () ()

10) Do you plan to continue to use Peer to Peer in the future?
() Yes

() No

() Unsure

11) On average, how many work hours per week did your organization invest in Peer to Peer
during your last digital fundraising campaign?
() 0-5 hour(s)

() 5-10 hours
() 10-15 hours
() 15-20 hours
() 20+ hours
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12) How is your organization paying for Peer to Peer platform? (Select all that apply)
[ ] A percentage of each donation throughout the campaign

[ ] A percentage of total campaign donations
[ 1A flat vendor fee
[ ] Free/Donated services

[ ] Other:

13) Are you integrating data that you receive through Peer to Peer campaigns into your
organization’s CRM (Customer Relationship Management) system?
()Yes

() No

() I was not aware of this functionality

Mobile Bidding

14) Which of the following vendors does your organization use for Mobile Bidding?
() AuctionMaestro

() BiddingForGood
() Bidpal

() ClickBid

() Other:

15) Select your organization's intended goals in using Mobile Bidding. (Select all that apply)
[] To reach new donors

[ ] To reach out to a new donor age group

[ ] To engage with current donors

[ ] To test Mobile Bidding within our organization’s fundraising strategy
[ ] To increase total contributed income

[ 1 To support an annual campaign

[]1To support a capital campaign

[ ] To support a special event

[ ] None of the above
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[ ] Other:

16) For each specific goal in last question, please mark whether your organization met the
intended goal.

Yes No N/A
To reach new donors () () ()
To reach out to a new donor | () () ()
age group
To engage with current donors | () () ()
To test emerging digital | () () ()
fundraising tools
To increase the total amount of | () () ()
contributed income
To support an annual campaign | () () ()
To support a capital campaign () () ()
To support a special event () () ()
Other () () ()

17) Do you plan to continue to use Mobile Bidding in the future?
() Yes

() No

() Unsure

52
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18) On average, how many work hours per week did your organization invest in Mobile
Bidding during your last digital fundraising campaign?
() 0-5 hour(s)

() 5-10 hours
() 10-15 hours
() 15-20 hours

() 20+ hours

19) How is your organization paying for Mobile Bidding platform? (Select all that apply)
[ ] A percentage of each donation throughout the campaign

[ ] A percentage of total campaign donations
[ 1A flat vendor fee
[ ] Free/Donated services

[ ] Other:

20) Are you integrating data that you receive through Mobile Bidding campaigns into your
organization’s CRM (Customer Relationship Management) system?
() VYes

() No

() ' was not aware of this functionality

SMS

21) Which of the following vendors does your organization use for SMS?

() @Pay
() mGive

() MobileCause

() QGiv

() Other:
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22) Select your organization's intended goals in using SMS. (Select all that apply)

[] To reach new donors

[ ] To reach out to a new donor age group

[ ] To engage with current donors

[ ] To test SMS within our organization’s fundraising strategy

[] To increase total contributed income

[ ] To support an annual campaign
[ ] To support a capital campaign
[] To support a special event

[ ] None of the above

[ ] Other:

23) For each specific goal in last question, please mark whether your organization met the

intended goal.

Yes

No

N/A

To reach new donors

()

()

()

To reach out to a new donor
age group

()

()

()

To engage with current donors

()

()

()

To test emerging digital
fundraising tools

()

()

()

To increase the total amount of
contributed income

()

()

()

To support an annual campaign

()

()

()
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To support a capital campaign | () () ()

To support a special event () () ()

Other () () ()

24) Do you plan to continue to use SMS in the future?
()Yes

() No

() Unsure

25) On average, how many work hours per week did your organization invest in SMS during
your last digital fundraising campaign?
() 0-5 hour(s)

() 5-10 hours
() 10-15 hours
() 15-20 hours

() 20+ hours

26) How is your organization paying for SMS platform? (Select all that apply)

[ ] A percentage of each donation throughout the campaign
[ ] A percentage of total campaign donations

[ 1 Aflat vendor fee

[ ] Free/Donated services

[ ] Other:
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27) Are you integrating data that you receive through SMS campaigns into your organization’s
CRM (Customer Relationship Management) system?
() Yes

() No

() I was not aware of this functionality

Facebook Nonprofit

28) Select the function(s) that your organization uses through identifying as a Facebook
Nonprofit.
[ ] Donation button that links to the donation page on your website

[ ] Donation button that collects money directly on Facebook
[ ] Peer to peer fundraisers (e.g. birthday and special events)

[ ] Other:

[ ] Exclusive / None of the above

29) Select your organization's intended goals in using Facebook Nonprofit. (Select all that

apply)
[] To reach new donors

[ ] To reach out to a new donor age group

[ ] To engage with current donors

[ ] To test Facebook Nonprofit within our organization’s fundraising strategy
[ ] To increase total contributed income

[ ] To support an annual campaign

[ ] To support a capital campaign

[ ] To support a special event

[ ] None of the above

[ ] Other:
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30) For each specific goal in last question, please mark whether your organization met the
intended goal.

Yes No N/A
To reach new donors () () ()
To reach out to a new donor () () ()
age group
To engage with current donors | () () ()
To test emerging digital () () ()
fundraising tools
To increase the total amount of | () () ()
contributed income
To support an annual campaign | () () ()
To support a capital campaign () () ()
To support a special event () () ()
Other () () ()

31) Do you plan to continue to use Facebook Nonprofit in the future?
() VYes

()No

() Unsure

32) On average, how many work hours per week did your organization invest in Facebook
Nonprofit during your last digital fundraising campaign?
() 0-5 hour(s)

() 5-10 hours
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() 210-15 hours
() 15-20 hours

() 20+ hours

33) How is your organization paying for Facebook Nonprofit platform? (Select all that apply)

[ ] A percentage of each donation throughout the campaign
[ ] A percentage of total campaign donations

[ 1A flat vendor fee

[ ] Free/Donated services

[ ] Other:

34) Are you integrating data that you receive through Facebook Nonprofit campaigns into
your organization’s CRM (Customer Relationship Management) system?
() Yes

() No

() I'was not aware of this functionality

Demographics
Please provide us the information about your organization below
35) Which CRM (Customer Relationship Management) system does your organization use to

track donor data?
() Tessitura

() Blackbaud (Raiser's Edge, eTapestry, llluminate, etc.)
() Salesforce

() Spektrix

() PatronManager

() Other:

36) What is your organization’s annual budget size?
() Under $250,000
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() $250,000-$499,999

() $500,000-$999,999

() $1,000,000-$4,999,999
() $5,000,000-$9,999,999
() $10,000,000-$19,999,999
() $20,000,000-$24,999,999
() $25,000,000 and above

37) In the last fiscal year, approximately how much of your organization’s total contributed

income was raised through digital fundraising tools?
()<1%

()1-5%
() 6-10%
()11-15%
()16-20%
()21%+

38) Which artistic discipline best describes the work displayed at your organization? (Listed

below in alphabetical order)
() Dance (e.g. Traditional, Contemporary, Ballet, etc.)

() Media Arts (e.g. Film, Graphic Design)

() Multi-Disciplinary

() Museum or Gallery

() Music (e.g. Traditional, Multidisciplinary, Symphonic, etc.)
() New Media Arts (e.g. Virtual Reality, Augmented Reality)
() Opera

() Theatre

() Other:

39) During which year range was your organization founded?
() Before 1899

() 1900-1919
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() 1920-1939
() 1940-1959
() 1960-1979
() 1980-1999
() 2000-2018

40) How many full-time equivalent paid employees are in your organization's fundraising
department?

()o

() 1-5 people
() 6-10 people
() 11-15 people
() 16-20 people

() Over 20 people

41) What is your organization's zip code?

42) If you would like to receive our final report, please provide your email address below.
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Actual Survey Results

Responses Statistics:

Count Percent
Complete 93 53.8
Partial 80 46.2
Disqualified 0 0
Totals 173

Q1. Are you at least 18 years old?

Yes
99%
Value Percent Count
Yes 99.4% 167
No 0.6% 1
Totals 168
A® Arts Mana geme nt & Carnegie Mellon University
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Q2. Have you read and understood the information above?

No
1%

Yes
99%
Value Percent Count
Yes 99.4% 167
No 0.6% 1
Totals 168
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Q3. Would you like to participate in this study and continue with this survey?

100%
Value Percent Count
Yes 100.0% 168
Totals 168
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Q4. Are you involved with the fundraising in your organization?
No
2%

98%
Value Percent Count
Yes 97.7% 128
No 2.3% 3
Totals 131
A® Arts Mana gement & Carnegie Mellon University
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Q5. Which of the following emerging digital fundraising tool(s) has your organization used
in the last 2 years?

60 -
54.3%
50 -
40 -+
30 -+ 26% 26%
0,
20 - 18.1%
12.6%
10 -
0 T T
Peer-to Peer (e.g. Mobile Bidding Short Message Facebook None of above
Razoo, etc.) (e.g. Bidpal, etc.)  Service (SMS) -  Nonprofit AND its
Text Messaging features (e.g.
Donate Button,
Fundraising
Campaigns)
Value Percent Count
Peer-to Peer (e.g. Razoo, etc.) 18.1% 23
Mobile Bidding (e.g. Bidpal, etc.) 26.0% 33
Short Message Service (SMS) - Text  12.6% 16
Messaging
Facebook Nonprofit AND its 54.3% 69
features (e.g. Donate Button,
Fundraising Campaigns)
None of above 26.0% 33
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Q6. Select all the barriers to implementing digital fundraising campaigns at your

organization.

70 -
63.6
60 -
51.5
50 -
42.4

40 -
30
20

10 +

0 4

Staffing Budget Lack of experience Did not know these Other
tools existed

Value Percent Count

Staffing 51.5% 17

Budget 48.5% 16

Lack of experience 63.6% 21

Did not know these tools existed 18.2% 6

Other 42.4% 14
Other

CEO is old-fashioned, unlikely to approve

Executive Director of org is generally opposed to investing in technology tools (even our website and

social media)

Not effective for our base

Not interested

@ Arts Mana gemen t & Carnegie Mellon University
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Other Count

Organizational leadership's unwillingness to integrate emerging technology. Reliance on decade old 1
practices that "have always worked"

Organizational structure barriers 1

Our patrons are not tech savvy. And, if they were, our peers tell us the return is not worth the effort. 1

Porting data back into our CRM 1
Traditional annual fund, membership programs, and major gifts realize higher return on investment. 1
Wrong audience segment for these tools 1
We don't typically do fundraising events so we don't typically see a central need to utilize some of 1

these like mobile bidding. Leadership is typically against using tools like these that make our ask more
public.

We use different tools - email, Google AdWords 1
When you leverage a CRM like Tessitura or Salesforce, there are simply better ways. 1
university development office prevents individual departments from fundraising 1
Totals 14
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Technology Laboratory Henzc MB@Q@



Q7. Which of the following vendors does your organization use for Peer to Peer?
50 -

46.7

45

40

40 |

35 4

30 A

25

20 -

15

6.7

CrowdRise Razoo Salsa Other

Value Percent Count
CrowdRise 6.7% 1
Razoo 40.0% 6
Salsa 6.7% 1
Other 46.7% 7

Totals 15

Other Count

Classy 1
Crowd Rise 1
GiveMN 1
GoFundMe 1

Great feats 1
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| can't remember

| don’t know

Totals

n®
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Q.8 Select your organization's intended goals in using Peer to Peer. (Select all that apply)

80 1 73.3%
70 -
60 - 53.3%
50 -
40%
40 33.3%
30 -
20% 20%
20 - 13.3% 13.3%
0,
0 T T
© R N o & N N N X
&° & < 0 N % o & o&“@
S © P & ¥ & N N
N & & S e & & &
< o & & & 2 <@ K
& N & o P & Q >
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) & ef\ ' &\o @o «’“'b o"& QQQ
\'O,b (\@% . &\ \'o QQ \)QQ < 0‘9
> o Qee’ & S ,\o"
(\5\ < \.o .Qée &O
éb & N\
< & N
o R
&
X
,\0
Value Percent Count
To reach new donors 73.3% 11
To reach out to a new donor age group  20.0% 3
To engage with current donors 33.3% 5
To test Peer to Peer within our 40.0% 6
organization’s fundraising strategy
To increase total contributed income 53.3% 8
To support an annual campaign 20.0% 3
To support a capital campaign 6.7% 1
To support a special event 13.3% 2
Other 13.3% 2
Other Count
left over from when you couldn't donate directly to our website 1
to help purchase a work of art 1
Totals 2
Carnegie Mellon University 70

P
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Q9. For each specific goal in last question, please mark whether your organization met the
intended goal.

To reach
new donors

To reach
outtoa
new donor
age group

To engage
with
current
donors

To test
emerging
digital
fundraising
tools

To increase
the total
amount of
contributed
income

To support
an annual
campaign

To support
a capital
campaign

To support
a special
event

Other

Yes

Count

0

Row %

No

Count

A® Arts Management &
Technology Laboratory

N/A
Row % Count Row %
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0

Carnegie Mellon University

Hemzcollege

Responses

Count

0
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Q10. Do you plan to continue to use Peer to Peer in the future?
70

64.3
60 -
50 -
40 -
35.7
30
20 -
10
0 ,
Yes Unsure
Value Percent Count
Yes 64.3% 9
Unsure 35.7% 5
Totals 14
7 @ Arts M anageme nt & Carnegie Mellon University
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Q11. On average, how many work hours per week did your organization invest in Peer to
Peer during your last digital fundraising campaign?

60
50
50
40 -
30
21.4
20
14.3
10 -
0 .
0-5 hour(s) 5-10 hours 10-15 hours 20+ hours

Value Percent Count
0-5 hour(s) 50.0% 7
5-10 hours 21.4% 3
10-15 hours 14.3% 2
20+ hours 14.3% 2

Totals 14
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Q12. How is your organization paying for Peer to Peer platform? (Select all that apply)

70 ~

60 -

50 -

40

20 -

10 -

Value

64.3%

35.7%

14.3%

7.1%

A percentage of each A flat vendor fee Free/Donated services Other
donation throughout
the campaign

Percent Count

A percentage of each donation 64.3% 9
throughout the campaign

A flat

vendor fee 35.7% 5

Free/Donated services 14.3% 2

Other

Other

7.1% 1

Count

not sure 1

Totals

n®
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Q13. Are you integrating data that you receive through Peer to Peer campaigns into your
organization’s CRM (Customer Relationship Management) system?

80 -

71.4

70 -

50

40 -

30 -+

20 -

Yes No

Value Percent Count
Yes 71.4% 10
No 28.6% 4

Totals 14
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Q14. Which of the following vendors does your organization use for Mobile Bidding?
60 - 57.1

50 A

40

20
10
0 ,
BiddingForGood Bidpal ClickBid Other
Value Percent Count
BiddingForGood 10.7% 3
Bidpal 25.0% 7
ClickBid 7.1% 2
Other 57.1% 16
Totals 28
Other Count
501 Auctions 4
GiveSmart 3
Givergy 2
Greater Giving 2
501 auctions - used to use BidPal 1
501Auctions 1
Gesture 1
A® Arts Mana gemen t & Carnegie Mellon University
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Other

Mobile Cause

Paddle 8

Totals

n®

Arts Management &
Technology Laboratory

Count

16

Carnegie Mellon University
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Q15. Select your organization's intended goals in using Mobile Bidding. (Select all that
apply)

90 - 85.7
80
70 -
60 -
50 - 42.9
35.7 39.3
40 1 32.1 :
28.6
30 -+
20 -+
7.1
10 - 3.6
0 ]
(\oﬁc’ §0°Q (\0{7 0& 0@0 'b\oé\ \\Q,é' R &
P ) Y N < @Q @ O
3 & > & > ? ®
e > > ) & ¢ O
N & & ) \ > &
X N\ > &Q " (\O 'b‘—’
& S R =~ S & &
<0 & ) & N X K
G 50 P o
<0 & N -~ R <0
& 2 & & S
° <0 <@ & <9
(\;Q '\0 .Q(’
> N
& ,\O
,\O
Value Percent Count
To reach new donors 28.6% 8
To reach out to a new donor age 32.1% 9
group
To engage with current donors 42.9% 12
To test Mobile Bidding within our 35.7% 10

organization’s fundraising strategy

To increase total contributed 39.3% 11
income
To support an annual campaign 7.1% 2
To support a special event 85.7% 24
Other 3.6% 1
Other Count
remote participation for special event fundraising 1
Totals 1
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Q16. For each specific goal in last question, please mark whether your organization met the
intended goal.

To reach
new donors

To reach
outtoa
new donor
age group

To engage
with
current
donors

To test
emerging
digital
fundraising
tools

To increase
the total
amount of
contributed
income

To support
an annual
campaign

To support
a capital
campaign

To support
a special
event

Other

Yes

Count

0

Row %

No

Count

A® Arts Management &
Technology Laboratory

N/A
Row % Count Row %
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0

Carnegie Mellon University

Hemzcollege

Responses

Count

0

79



Q17. Do you plan to continue to use Mobile Bidding in the future?

80 ~

70 -

60 -

50 A

30 -+

20 -

10 -

Value
Yes
No

Unsure

n®

67.9

Yes

Percent
67.9%
10.7%
21.4%

Totals

Arts Management &
Technology Laboratory

No

21.4

Unsure

Count

19

28

Carnegie Mellon University
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Q18. On average, how many work hours per week did your organization invest in Mobile
Bidding during your last digital fundraising campaign?

50 -
45 - 42.9
40 -
35
30
25
20
15 -
10.7
10 -
5 3.6
0
0-5 hour(s) 5-10 hours 10-15 hours 15-20 hours 20+ hours

Value Percent Count
0-5 hour(s) 42.9% 12
5-10 hours 35.7% 10
10-15 hours 10.7% 3
15-20 hours 7.1% 2
20+ hours 3.6% 1

Totals 28
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Q19.

100

90

80

70

60

50

40

30

20

10

Value

How is your organization paying for Mobile Bidding platform? (Select all that apply)

89.3

7.1

Il

T

A percentage of each donation A flat vendor fee Free/Donated services
throughout the campaign

Percent Count

A percentage of each donation 21.4% 6
throughout the campaign

A flat vendor fee 89.3% 25

Free/Donated services 7.1% 2

n®
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Q20. Are you integrating data that you receive through Mobile Bidding campaigns into your
organization’s CRM (Customer Relationship Management) system?

70 +

64.3

60 -

50 -

30
20 -

7.1

___ I

Yes No | was not aware of this
functionality

Value Percent Count
Yes 64.3% 18
No 28.6% 8

| was not aware of this 7.1% 2
functionality

Totals 28
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Q21. Which of the following vendors does your organization use for SMS?

60 -
40
40 |
30
20 A

10 - 6.7

, N

mGive MobileCause

Value Percent
mGive 6.7%
MobileCause 40.0%
Other 53.3%

Totals

Other

Give Lively

Give by cell

I messed up: we don't use this, though we have thought about it.

Mobile Giving Foundation
ProTexting
bidpal

Totals

A® Arts Management &

53.3

Other

Count

15

Carnegie Mellon University

Technology Laboratory Heinzcollege
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Q22. Select your organization's intended goals in using SMS. (Select all that apply)

70 ~
60
60 -
53.3 53.3
50 46.7 46.7
40
30 26.7 26.7
20 -
10 - 6.7 6.7 6.7
O 4
S S 1o 2 Qo Q X @ <
I Y P R R N
P > P " <& K K \& ?
K R & ¥ > & & F ¥
o & & o"Q;b ~o‘{'@ & & < &
O () (&) < {\ N Q > (\e’
& $6 S 3 & Q'z? R 2 & RS
) & ®$ ‘ &\o @o (&'b o*& oQQ
&o’b o;b% S S ) OQQ «o%
3 N O 7] Q 5
N ¢ N > o o
o <0 S & <0 A
& & N
& o” o
> A< A
Value Percent Count
To reach new donors 53.3% 8
To reach out to a new donor age 46.7% 7
group
To engage with current donors 26.7% 4
To test SMS within our 60.0% 9
organization’s fundraising strategy
To increase total contributed 46.7% 7
income
To support an annual campaign 53.3% 8
To support a capital campaign 6.7% 1
To support a special event 26.7% 4
None of the above 6.7% 1
Other 6.7% 1
Other (no entered response) Count
Totals 0
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Q23. For each specific goal in last question, please mark whether your organization met the
intended goal.

To reach
new donors

To reach
outtoa
new donor
age group

To engage
with
current
donors

To test
emerging
digital
fundraising
tools

To increase
the total
amount of
contributed
income

To support
an annual
campaign

To support
a capital
campaign

To support
a special
event

Other

Yes

Count

0

Row %

No

Count

A® Arts Management &
Technology Laboratory

N/A
Row % Count Row %
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 1 1

Carnegie Mellon University

Hemzcollege

Responses

Count

0
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Q24. Do you plan to continue to use SMS in the future?

60 -

50 -

20

Value
Yes
No

Unsure

n®

53.3

Yes No Unsure
Percent Count
53.3% 8
26.7% 4
20.0% 3
Totals 15
Arts Mana geme nt & Carnegie Mellon University
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Q25. On average, how many work hours per week did your organization invest in SMS
during your last digital fundraising campaign?

70
61.5
60
50
40
30
20
10 7.7
0 L
0-5 hour(s) 5-10 hours 10-15 hours

Value Percent Count
0-5 hour(s) 61.5% 8
5-10 hours 30.8% 4
10-15 hours 7.7% 1

Totals 13
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Q26. How is your organization paying for SMS platform? (Select all that apply)
70

61.5
60 -
50 1 46.2
40 -
30
20 -
10 - 7.7
0 4
A percentage of each A percentage of total A flat vendor fee Other
donation throughout  campaign donations
the campaign

Value Percent Count
A percentage of each donation 46.2% 6

throughout the campaign

A percentage of total campaign 7.7% 1
donations
A flat vendor fee 61.5% 8
Other 7.7% 1
Other Count
N/A 1
Totals 1
A® Arts Mana gemen t & Carnegie Mellon University
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Q27. Are you integrating data that you receive through SMS campaigns into your
organization’s CRM (Customer Relationship Management) system?

60 57.1

7.1

.

Yes No | was not aware of this
functionality

Value Percent Count
Yes 57.1% 8
No 35.7% 5

| was not aware of this 7.1% 1
functionality

Totals 14
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Q28. Select the function(s) that your organization uses through identifying as a Facebook

Nonprofit.
80 - 74.5
70 -
60 -
50 - 45.1
40 - 333
30 -+
20 -~
10 | 7.8 3.9
0 | _n —
Donation Donation Peer to peer
button that button that fundraisers
links to the  collects money (e.g. birthday
donation page  directly on and special
on your Facebook events)
website
Value Percent

Donation button that links to the 74.5%
donation page on your website

Donation button that collects 45.1%
money directly on Facebook

Peer to peer fundraisers (e.g. 33.3%
birthday and special events)

Other 7.8%
Exclusive / None of the above 3.9%
Other

Boosted ads for special events and campaigns

Other Exclusive /
None of the
above

Count

38

23

17

Count

Posts dedicated to annual fund support and which link to our support page. Wedo 1
not use the donate button (unfortunately).

Promote Go Fund Me Campaigns

Special Events through a invitation

Totals

A® Arts Management &

Technology Laboratory

Carnegie Mellon University
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Q29. Select your organization's intended goals in using Facebook Nonprofit. (Select all that

apply)
100 +
90 | 863
80
68.6
70 -
58.8
60 - >4.9 52.9
49
50 -
40
30 - 25.5
20 -
10 - 2
O 4
© Q & - & oS oS N
Y &oo ® ) Qo‘) & % % &
¥® 0% & D O S S N
S <o & & & & & *
< o & Q& & 0& & c,Qz
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o? ¢;b°‘° S & Qo" QQO S
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[¢) ,\0 <<’b kQ:b «o
& & &
& o@ <9
,\O Al
Value Percent Count
To reach new donors 86.3% 44
To reach out to a new donor age 54.9% 28
group
To engage with current donors 52.9% 27
To test Facebook Nonprofit within = 68.6% 35
our organization’s fundraising
strategy
To increase total contributed 58.8% 30
income
To support an annual campaign 49.0% 25
To support a capital campaign 2.0% 1
To support a special event 25.5% 13

n®

Arts Management &
Technology Laboratory

Carnegie Mellon University

Hemnzcollege
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Q30. For each specific goal in last question, please mark whether your organization met the
intended goal.

To reach
new donors

To reach
outtoa
new donor
age group

To engage
with
current
donors

To test
emerging
digital
fundraising
tools

To increase
the total
amount of
contributed
income

To support
an annual
campaign

To support
a capital
campaign

To support
a special
event

Other

Yes

Count

0

Row %

No

Count

A® Arts Management &
Technology Laboratory

N/A
Row % Count Row %
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0
0 0 0

Carnegie Mellon University

Hemzcollege

Responses

Count

0
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Q31. Do you plan to continue to use Facebook Nonprofit in the future?

70 ~

50 -

40 -

20

Value
Yes
No

Unsure

n®

64.7

2
I
Yes No Unsure

Percent Count

64.7% 33

2.0% 1

33.3% 17

Totals 51

Arts Management &
Technology Laboratory
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Q32. On average, how many work hours per week did your organization invest in Facebook
Nonprofit during your last digital fundraising campaign?

70 66
60 -
50 -
40 -
30
20 -
10 -
4
. .
0-5 hour(s) 5-10 hours 10-15 hours

Value Percent Count
0-5 hour(s) 66.0% 33
5-10 hours 30.0% 15
10-15 hours 4.0% 2

Totals 50
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Q33. How is your organization paying for Facebook Nonprofit platform? (Select all that
apply)

35 4
31.9
30
25
20
15
10
5
0
A percentage of A percentage of A flatvendorfee Free/Donated Other
each donation  total campaign services
throughout the donations
campaign
Value Percent Count
A percentage of each donation 31.9% 15

throughout the campaign

A percentage of total campaign 6.4% 3
donations
A flat vendor fee 27.7% 13
Free/Donated services 25.5% 12
Other 14.9% 7
Other Count
Unsure 2
| don't know - | don't think we pay for it? 1
Still testing 1
| don’t know 1
unsure 1
Totals 6
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Q34. Are you integrating data that you receive through Facebook Nonprofit campaigns into
your organization’s CRM (Customer Relationship Management) system?

50 +

44.7

45

40 -

35 4

30

25 -

20 A

15 -

Yes No | was not aware of this
functionality

Value Percent Count
Yes 44.7% 21
No 29.8% 14

| was not aware of this 25.5% 12
functionality

Totals 47
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Q35. Which CRM (Customer Relationship Management) system does your organization use

to track donor data?
35 -

30

27.3 27.3

25

20 A

15 -+

10

30.7

6.8

Tessitura Blackbaud Salesforce

(Raiser's Edge,
eTapestry,
llluminate, etc.)

Value Percent
Tessitura 27.3%

Blackbaud (Raiser's Edge, 27.3%
eTapestry, llluminate, etc.)

Salesforce 8.0%
PatronManager 6.8%
Other 30.7%

Totals

Other

Bloomerang
Donor Perfect
Advance

Arts People

Audience View

A® Arts Management &
Technology Laboratory

PatronManager Other

Count
24

24

27

88

Count

Carnegie Mellon University

Hemzcollege
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Other Count
AudienceView 1
Currently researching 1
Donor Pro 1
DonorPerfect 1
Excel & MailChimp 1
Excel spreadsheet 1
Filemaker Pro 1
Fundraising module as part of our association management system 1
Highrise 1
Insightly 1
Little Green Light 1
Mailchimp B.c we dont have the $ for the technologies above. 1
None 1
Ovation 1
Raisers Edge 1
SeatAdvisor 1
Vendini 1
netforum 1
Totals 25
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Q36. What is your organization’s annual budget size?
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Value Percent Count
Under $250,000 5.6% 5
$250,000-$499,999 7.9% 7
$500,000-$999,999 10.1% 9
$1,000,000-$4,999,999 24.7% 22
$5,000,000-$9,999,999 22.5% 20
$10,000,000-$19,999,999 12.4% 11
$20,000,000-$24,999,999 5.6% 5
$25,000,000 and above 11.2% 10
Totals 89
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Q37. In the last fiscal year, approximately how much of your organization’s total
contributed income was raised through digital fundraising tools?

45

40

35

30

25

20

15

10

Value
<1%
1-5%
6-10%
11-15%
16-20%

21%+

n®

41.9
30.2
14
4.7 4.7 4.7
1-5% 6-10% 11-15% 16-20% 21%+
Percent Count
30.2% 26
41.9% 36
14.0% 12
4.7% 4
4.7% 4
4.7% 4
Totals 86
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Q38. Which artistic discipline best describes the work displayed at your organization?
(Listed below in alphabetical order)

Dance (e.g. Traditional, Contemporary,

Ballet, etc.) 213
Media Arts (e.g. Film, Graphic Design) 1.1
Multi-Disciplinary 19.1
Museum or Gallery 18
Music (e.g. Traditional, Multidisciplinary,
. 6.7
Symphonic, etc.)
Opera 4.5
Theatre 19.1
Other 10.1
0 5 10 15 20 25

Value Percent Count
Dance (e.g. Traditional, 21.3% 19
Contemporary, Ballet, etc.)
Media Arts (e.g. Film, Graphic 1.1% 1
Design)
Multi-Disciplinary 19.1% 17
Museum or Gallery 18.0% 16
Music (e.g. Traditional, 6.7% 6
Multidisciplinary, Symphonic, etc.)
Opera 4.5% 4
Theatre 19.1% 17
Other 10.1% 9

Totals 89
Other Count
Arts Council 1
College of Visual and Performing arts: We do them all 1
Musical Theatre 1
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Other Count

University 1
Visual Arts (Fine Art and Hand Crafts) 1
service to elderly 1
Totals 6
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Q39. During which year range was your organization founded?

Before 1899 _ 7.9

1900-1919 [ 45
19201939 [ 3.4
1940-1950 [N -

2000-2018 11.2
\ \ \ \ \ \ \ \
0 5 10 15 20 25 30 35 40
Value Percent Count
Before 1899 7.9% 7
1900-1919 4.5% 4
1920-1939 3.4% 3
1940-1959 9.0% 8
1960-1979 27.0% 24
1980-1999 37.1% 33
2000-2018 11.2% 10
Totals 89
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Q40. How many full-time equivalent paid employees are in your organization's fundraising
department?

6-10 people _ 12.4
11-15 people - 6.7
16-20 people . 3.4

0 10 20 30 40 50 60
Value Percent Count
0 6.7% 6
1-5 people 53.9% 48
6-10 people 12.4% 11
11-15 people 6.7% 6
16-20 people 3.4% 3
Over 20 people 16.9% 15
Totals 89

Q41. What is your organization's zip code?
Total responses :72

Q42. If you would like to receive our final report, please provide your email address below.
Total responses: 74



Appendix B— CRM System Interviews

The goal for the CRM System interviews was to learn their users’ experiences in integrating
between their CRM system and emerging digital fundraising technology. From the interviewees
experiences with implementing these digital fundraising tools, they found both benefits and
limitations with integrating them into their CRM systems. This study focused on the three
common CRM systems used by arts organizations and other nonprofit organizations: Blackbaud,
Salesforce, and Tessitura. The team also conducted a review of literature on these vendors to
understand their strengths and weaknesses in terms of integrating with emerging digital
fundraising tools. The interviews were conducted in-person or over the phone.

Review of Literature

Blackbaud

Blackbaud has strived to serve “entire social good community, which includes nonprofits,
foundations, corporations, education institutions, healthcare institutions, and the individual
change agents who support them.” To accomplish this, they offer many platforms, each with
its own level of expertise required, services offered, and integrations with other Blackbaud
partners or acquisitions. Their four main products are Raiser’s Edge NXT, Blackbaud CRM,
Luminate Online, and eTapestry. While all these platforms can function as a Constituent
Relationship Manager (CRM), Raiser’s Edge NXT and Luminate Online are specialized in assisting
organizations with optimizing their fundraising potential. However, their ability to integrate with
all four emerging digital pathways studied in this report are piecemeal at best.

With the importance of social media as a tool to reach supporters, it’s not surprising that all
Blackbaud’s major platforms have integrations that allow organizations to easily track and
customize their Facebook pages. eTapestry has a Social Media Finder, which “will identify
constituents social media handles, provide actionable insight into the networks constituents are
most active on, and intuitively group constituents into easy to use queries so you can easily
communicate with your constituents and invite them to take action on the social networks your
organization has a presence on."!® Raiser’s Edge NXT has the ability to “share online donations
pages through popular social media outlets”'?” Luminate Online lets users "Add your donation
forms to Facebook pages, optimize for mobile phones, or create a mini giving form for use on
your site or others."'11®

P2P is also an up-and-coming fundraising demand from various nonprofit organizations that are
finding success from it. However, only two Blackbaud products seem to have solutions for it,
Raiser’s Edge NXT and Luminate Online. Raiser’s Edge NXT has a Blackbaud acquisition
incorporated into it called EverydayHero. This service “provides the tools for supporters to set

15 “About Us: Our Company Profile | Blackbaud,” Blackbaud, accessed May 12, 2018. https://www.blackbaud.com/company/.

116 “Fyndraising and Donor Management | ETapestry | Blackbaud,” Blackbaud, accessed May 12, 2018.
https://www.blackbaud.com/fundraising-crm/etapestry-donor-management.

17 “Fundraising Software | Raiser’s Edge | Blackbaud,” Blackbaud, accessed May 12, 2018. https://www.blackbaud.com/fundraising-and-
relationship-management/raisers-edge-nxt/features.

118 “Online Fundraising Software & Analytics | Blackbaud,” Blackbaud, accessed May 12, 2018. https://www.blackbaud.com/online-
marketing/luminate-online.
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up personal fundraising pages for your cause, and Online Express enables social sharing to make
it easy to share and ask friends and family to give."''® Luminate Online has another product
acquisition called TeamRaiser, which is a full-fledged P2P software all on its own.'?° Along with
this, Luminate Online also integrates with partner organizations such as QGiv, another P2P
platform.

The last two emerging digital fundraising pathways, SMS and mobile bidding, do not have their
own products or software acquisitions present in any of the Blackbaud products. What they do
have are integrations to organizations that provide those services. Snowball (formerly known as
@Pay) is a Text to Give SMS platform provider.??! Potential SMS users also have an integration
within Raiser’s Edge to uplandMobileMessaging.'?> For mobile bidding, our research
encountered just one partner integration with the company Maestrosoft, which only works with
eTapestry.'?

It seems like the main barrier to enabling more integrations and partnerships between Blackbaud
and these digital fundraising technologies is the way Blackbaud expands its offerings, which is
mainly through the acquisition of other software companies that offer those desired services.
However, the one Blackbaud platform that has not been mentioned in this review, Blackbaud
CRM, seems to be attempting to counter this. Blackbaud CRM has a feature called the Developer
Network, which gives users who want to develop their own integrations the ability to do so within
this CRM platform.!?* This is a huge departure from how Blackbaud has previously operated, and
hopefully a step in the right direction in terms of more flexibility and variety in the services that
Blackbaud provides its users.

Salesforce

Salesforce has strived to create an environment that encourages its users to use digital
fundraising tools. It has built several partnerships with various platforms. For example, it works
collaboratively with OneCause, a commonly used platform by both non-arts and arts
organizations as evident in the non-arts nonprofit case studies and national survey results.
OneCause offers a variety of digital fundraising tools like P2P, Text-to-Give, and Mobile Bidding.
An example of this is Bidpal, which is the mobile bidding component of OneCause, both of which
can be found in Appendix C. To boost data exchange with Salesforce, OneCause developed a
Salesforce AppExchange application called OneCause Connect.'?> Users can directly import and

19 “Fundraising Software | Raiser’s Edge | Blackbaud,” Blackbaud, accessed May 12, 2018. https://www.blackbaud.com/fundraising-and-
relationship-management/raisers-edge-nxt/features.

120 “Online Fundraising Software & Analytics | Blackbaud,” Blackbaud, accessed May 12, 2018. https://www.blackbaud.com/online-
marketing/luminate-online.

121 “Top 5 Blackbaud Software Integrations (You Don’t Know About!).” Snowball Fundraising (blog), July 18, 2017.
https://snowballfundraising.com/blackbaud-software-integrations/.

122 “partners” Mobile Messaging, accessed May 12, 2018. https://uplandsoftware.com/mobile-messaging/our-advantage/partners/.

123 “ETapestry Auction Integration,” MaestroSoft, accessed May 12, 2018. http://www.maestrosoft.com/etapestry/index.html.

124 “Blackbaud - Introduction to Customizations, SDK, and API,” Blackbaud, accessed May 12, 2018.
https://www.blackbaud.com/files/support/guides/infinitydevguide/infsdk-developer-
help.htm#infinityintroduction/cointroductiontocustomizations.htm.

125 “OneCause Connect for Salesforce®,” OneCause, accessed April 22, 2018. https://www.onecause.com/blog-bidpalconnect-salesforce-

appexchange/.
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export their constituents’ information between the two platforms. It is a free application and has
a robust security system which was tested by both teams thoroughly.'?® According to the
Salesforce user in the CRM system interviews, the organization did not have any concerns
regarding data security because Salesforce reviews all the publishing data meticulously.
Salesforce has four distinct layers in the process of the integration with external system; Identity,
Data, Process, and Presentation layers.’?” These layers prevent data duplication and security
problems.

This application also saves users time in data cleaning during the integration. When the users
import external data from OneCause into their CRM system, they can choose one of two options.
One is adding new contacts that will only add the data not previously recorded in the Salesforce
database. The other one is making changes to existing Salesforce data by updating the only
necessary information from OneCause.'?® According to a Tessitura user, a big concern with direct
integration from third-party platforms is the acquiring duplicate accounts during the process.

Salesforce has understood their users’ concerns about the integration with digital fundraising
platforms. Collaborations with distinguished digital fundraising vendors enable Salesforce to
provide the best services for implementing digital fundraising campaigns. Salesforce will continue
to invest in the Nonprofit AppExchange and to look for collaborations to help their users
strengthening their communities.

Tessitura

Tessitura originated from the Metropolitan Opera’s need to build a CRM system that catered to
the needs and functionalities of arts organizations.'?° It was founded in 2001 and is a nonprofit
organization that services over 600 arts and cultural institutions.*3° Ever since, Tessitura has been
developing in-house technology and working with partners in finding integration solutions.
Tessitura also hosts their own conference for professional and technological development,
provide webinars and workshops, and customizes its platform based upon an organizations’
needs.

Although Tessitura has many external partnerships with various nonprofit technology platforms
such as for ticketing and wealth screening, it does not have specific partnerships or integrations
with digital fundraising vendors.'3 They develop technology that facilitate the work of
fundraising staff members. For example, Tessitura has a mobile technology called Tessitura On
The Go, which allows fundraising professionals access the database and input data and updates

126 “OneCause Connect for Salesforce®,” OneCause, accessed April 22, 2018. https://www.onecause.com/blog-bidpalconnect-salesforce-
appexchange/.

127 “Connect Data from Anywhere for a Unified View of the Customer,” Salesforce, accessed April 13, 2018.
https://c1.sfdcstatic.com/content/dam/web/en us/www/assets/pdf/platform/whitepapwh-platform-integration.pdf.

128 “OneCause Connect for Salesforce®,” OneCause, accessed April 22, 2018. https://www.onecause.com/blog-bidpalconnect-salesforce-
appexchange/.

129“Qur Story,” Tessitura Network, accessed May 12, 2018, https://www.tessituranetwork.com/About/Story.

130 |hid.

131 “Third-Party Partnerships.” Tessitura Network,” accessed May 12, 2018, https://www.tessituranetwork.com/Services/Partnerships.
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immediately after meeting donors. 132 However, Tessitura does have technology available that
integrates patrons’ ticketing engagement data into an organization’s main database. TN Mobile
plus allows for patrons to digitally keep their membership card and tickets in their mobile
device.'33 As for the data security aspect, Tessitura users are the only parties that have access of
their organization’s constituent personal data.3*

Interviews

Blackbaud

The chosen interviewee for this platform has been using Blackbaud products such as Raiser’s
Edge and Luminate starting in 1992 and 2000 respectively. SMS is the only emerging digital
fundraising tool that the user has utilized in the last two years. Although the organization has a
Facebook page, it is not using the Facebook NP donation button function. ProTexting is a current
SMS platform that the organization utilizes, with “Text-to-Give” signs posted around its venue to
encourage donor participation. One of the interviewee’s biggest limitations with this SMS
platform is that it does not have an integration with Blackbaud. Although the organization’s
previous SMS platform, Mobile Commons provided this integration, it was a costly investment.
The organization decided to work manually to update their donors’ information within their
Blackbaud database. In the future, the organization would like to explore Peer-to-Peer.

Salesforce

The user chosen as interviewee for this platform is a newer client of Salesforce, and its
organization as whole is still in the process of learning it. In addition, the user has not had an
opportunity to explore any of the emerging digital fundraising tools yet but would be interested
in the future. Currently, the user has only tried P2P over the phone. They worked with Cloud for
Good to do some integrations with the CRM. Besides Salesforce, the user also utilized some
external technologies. For example, the user participated in a local program which worked with
an agent to analyze organizations’ donor behaviors to improve engagement. The user has only
used Salesforce to track constituent data since it did not fully integrate with Facebook or another
social media. However, the user possessed a positive attitude towards the future of such
integrations. From this report’s national survey, 71.4% of respondents have integrated data
through P2P campaigns into their organizations’ CRM system. This signifies that this user is very
likely to achieve its integration in the future. The most useful function of Salesforce that the user
indicated is its ability to minimize the need for manual data entry. They also indicated that they
appreciated the account management solutions for different types of campaigns. According to
the user, one area that Salesforce could improve is its calendar for event management. They
believe this could be improved if it users were able to schedule and manage class registrations.
Currently, the biggest concern for the user is how to fully optimize its use of Salesforce.

132 “Fyndraising & Portfolio Management.” Tessitura Network, accessed May 12, 2018,
https://www.tessituranetwork.com/Features/Fundraising.

133 “Online & Mobile Solutions.” Tessitura Network, accessed May 12, 2018, https://www.tessituranetwork.com/Features/Online-and-Mobile-
Solutions.

134 "Data Protection" Tessitura Network, accessed April 29, 2018, https://www.tessituranetwork.com/en/Features/Data-Protection.
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Tessitura

The user chosen for this interview has used Tessitura for over a decade, as well as the digital
pathways Facebook NP and SMS, in the last two years. They have used the Facebook NP donation
button during certain periods of the year, such as for a special event or end of year annual
campaigns. During other times of the year, the donation button is replaced with a “Learn More
Button” that links to an e-newsletter. The organization is currently using the SMS platform
provided by the Mobile Giving Foundation. This platform does not integrate directly with
Tessitura, but it provides a spreadsheet that summarizes donors’ information, which is able to be
uploaded into the CRM. Although Tessitura has the capability to integrate with Facebook, the
organization refrains from using this function because of the possibility of it creating duplicate
user accounts, since donors usually have multiple email addresses or phone numbers and the
integration does not allow for the CRM to add to existing accounts. Tessitura is currently unable
to identify duplicate accounts like other systems, so to work around this, users must enter the
information manually.

The interviewee would like to see a feature in Tessitura that can prevent duplicate account
creation with the integration with digital fundraising tools. This will save time and help them to
communicate with donors more efficiently. In the future, they would like to explore mobile
bidding and P2P campaigns to build stronger relationships with their donors.

General Interview Questions
1. Which emerging digital fundraising tools has your organization used in the last two years?

2. Which CRM system is your organization using? How long has your organization been using
this CRM system?

3. How does your organization use the external data from [digital fundraising tools] or any other
external technologies to operate the organization?

4. Why does your organization integrate from digital tools to CRM and from CRM to digital
tools? Can you give us an example?

5. Which is the most useful function of your CRM system in terms of integrating with [digital
fundraising technologies]?

6. What obstacles did you encounter as you were integrating CRM system and digital fundraising
platforms?

7. What were the limitations you encountered when integrating the data between CRM system
and [digital fundraising tools]?
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Which features or functions do you wish your CRM system had to accelerate the use of [digital
fundraising tools]?

Do you have any concerns about the integration between CRM system and [digital fundraising
platforms]?
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Appendix C— Vendor Case Studies

The following digital fundraising platforms were selected based on the national survey's results
of most utilized vendors by arts organizations. This section will encompass the following digital
fundraising vendors in Peer-to-Peer, Mobile Bidding, and SMS. Facebook is excluded from this
analysis since it is the most utilized digital fundraising tool as evident in the survey results. The
most utilized emerging digital fundraising platforms by arts organizations were Mightycause
(formerly Razoo) for Peer-to Peer, Bidpal and 501 Auctions for Mobile Bidding, and MobileCause
for SMS. Per the survey results, Bidpal and 501 Auctions tied with the most utilized mobile
bidding platforms by arts organizations. These case studies highlight each vendor's features and
functionalities in order to demonstrate why they may be preferred by arts organizations.

This section will also look into what CRM systems the digital fundraising vendors are compatible
with. Some of the findings discovered through this research connect back to the non-art
nonprofit organization case studies and CRM system interviews (Appendix B). The research team
formulated criteria of what features and functions to look for each vendor type based on
Idealware's 2017 Field Guide to Software for Nonprofits'3>.

Questions

1) What functions does the digital fundraising vendor offer?
a) P2pP
i) Ability to customize fundraising pages
ii) Easy sharing on social networks and/or personal emails
iii) Mobile-responsiveness
iv) Fundraising staff oversight and generates ad hoc reports
b) SMS
i) Text to Give vs Text to Donate services
ii) Branching text responses
iii) Set donation amounts
iv) Person to person or application to person functionality
c) Mobile Bidding
i) Mobile operating system (e.g. Apple iOS and Google Android)!3®
ii) Ability to connect without Wi-Fi'3’

2) How is payment of the digital fundraising vendor organized for nonprofit organizations? Is
there a nonprofit pricing offered?138

3) How does data integrate from the digital fundraising vendor into an organization's CRM
system?

135 The Idealware Field Guide to Software for Nonprofits (Idealware, 2017).
136 |bid.
137 |bid.
138 |bid.
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a) Are some of these tools compatible with specific CRM System?
b) How does the digital fundraising tool connect to and from the CRM System?

4) Which arts organizations does the digital fundraising vendor feature as a success story on its
website?

5) Does the vendor offer technical support? For free or for an extra fee?
6) Does the vendor offer internal dashboards?

7) Does the vendor offer additional or unique engagement tools?

8) Are donations via the vendor tax-deductible for donors?

9) How often does the vendor transfer donations to the designated nonprofit organization?

Mightycause (formerly Razoo)

Mightycause is a platform that is designed for small and mid-sized nonprofit organizations to
raise funds.?®® This platform offers a suite of various digital and online fundraising technologies,
but this report will focus on its Peer-to-Peer (P2P) component since it was the most utilized by
arts organizations according to the national survey. Mightycause calls its P2P product, Charity
Fundraising.14°

Mightycause provides customers features to customize their fundraising pages as they like,
including logo display and color. Also, all necessary information for interested donors can be
displayed on a fundraising page, such as the organization's Employer Identification Number (EIN),
website, address, and an “About Me” section.'*! It also shows individual and team fundraisers
that support the organization on this page. Anyone who is interested in supporting a specific
nonprofit organization has the option to do so as an individual or a team. The Homeward Trails
non-art nonprofit case study showcases how donors can support individually through this
platform. There are also options to share the Mightycause fundraising campaign via email and
various social media channels, including Facebook, Twitter, Instagram, Google Plus, and
Periscope, as well as an organization’s website.!*> The fundraising pages are also mobile
responsive, making it accessible for potential donors to donate directly from their mobile device.

To keep track of the campaign's progress, Mightycause allows for nonprofit organization users to
run ad hoc analytic reports, as well as look up individual donors and individual peer-to-peer

139 “Charity Fundraising Pioneer Razoo Announces Rebrand to Mightycause,” Mightycause (blog), April 10, 2018. Accessed April 21, 2018.
https://blog.mightycause.com/mightycause-rebrand-pr/.

140 “Charity Fundraising: Raise Money for a Cause,” Mightycause, accessed April 21, 2018, https://www.mightycause.com/charity-fundraising.
141 “Support Cornerstone’s Board: Celebrating Our Past & Future on Mightycause,” Mightycause, accessed April 25, 2018,
https://www.mightycause.com/story/Visionforthefuture.

142 “How to Make Your Charitable Fundraising Page Awesome,” Mightycause (blog), accessed April 22, 2018,
https://blog.mightycause.com/support/how-to-make-your-charitable-fundraising-page-awesome/.
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campaigns.’*® Organizations can also obtain donor data from the platform, such as email
addresses. Organizations can customize data fields specific to what a fundraising department
wants to acquire, like home addresses, phone numbers, and email addresses, for export files or
view it directly from Mightycause’s internal “donor management system”.'#* Like many digital
fundraising platforms, all fundraising data from Mightycause can be exported as a spreadsheet
and uploaded into any CRM system. The current CRM system integration that is listed on
Mightycause’s website is Salesforce.*> The platform also provides technical support, which is
included with the nonprofit subscription plans.4®

Mightycause is free for nonprofit organizations, but it is unclear if a platform fee is charged for
organizations that do not hold a subscription plan.}*” However, Mightycause charges a platform
fee and a credit card fee to donors on a peer-to-peer fundraising page. The platform also provides
technical support, which is included with the nonprofit subscription plans.}*®An interesting
feature that Mightycause offers to donors is that they can select to cover these fees at the time
of checkout.® Mightycause disburses donations electronically to the designated nonprofit
organization bi-monthly and all of the donations are tax-deductible for the donor.**° Since the
rebrand from Razoo in April, Mightycause fundraising organizers can now receive monetary tips
from donors, where an organizer can opt to keep all tips on their balance or donate a portion or
entire balance to the organization he or she is supporting.'>!

An arts organization that is featured on Mighycause as a case study is Cornerstone Theater
Company. The organization set up a peer-to-peer capital campaign to raise money for its 30t
anniversary campaign, "Vision for the Future", and raised a total of over $100,000 from seven
participating teams.'>?

Bidpal

Bidpal is the mobile bidding component of OneCause, a software that facilitates live and silent
auctions for fundraising events through its online and mobile app platforms. Bidpal provides a
wide range of tools that are specific to event planning, from organizing guest lists to assisting
with table seating arrangements. The platform also provides both technical support and onsite
event assistance to its customers.>3

As explained previously, a mobile bidding app can be downloaded onto a guest’s mobile device
so they can make instant bids. The Bidpal App can be downloaded to any Apple or Android

143 “Nonprofit Fundraising: Online Fundraising for Charities,” Mightycause, accessed April 22, 2018, https://www.mightycause.com/nonprofits.
144 |bid.

145 |bid.

146 |bid.

147 |bid.

148 |bid.

149 “Charity Fundraising: Raise Money for a Cause,” Mightycause, accessed April 22, 2018, https://www.mightycause.com/charity-fundraising.
150 |bid.

151 “Earn a Little Extra While Doing Good,” Mightyblog- Fundraising Content by Mightycause (blog), October 24, 2016, Accessed April 21, 2018.
https://blog.mightycause.com/earn-a-little-extra-while-doing-good/.

152 “Support Cornerstone Theater Company on Mightycause,” Mightycause, accessed April 22, 2018,
https://www.mightycause.com/team/Ctcturns30.

153 “OneCause Services | Support | Onsite Team.” OneCause (blog). Accessed April 24, 2018. https://www.onecause.com/support-services/.
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device.'™ If there is a concern about guests not having a mobile device, the platform also offers
mobile device rentals.!>> Guests are also able to bid online before and after the auction through
Bidpal’s online platform.>®

Part of the services that Bidpal provides to organizations is its quick donation dispersion, as well
as ways to monitor an auction’s progress. The platform transfers donations made from an event
in approximately two days.'®’ Like other digital fundraising vendors, OneCause can also run ad
hoc reports of an auction’s progress. As for CRM system integration, any organization that has
Salesforce or Raiser’s Edge can connect with Bidpal and OneCause.'®® The fundraising data from
the auction can also be exported using a .CSV file which can be uploaded into any CRM system.

The Carolina Ballet is shown as an arts ‘success story’ for its use of Bidpal’s mobile bidding
technology on the platform’s webpage. The organization’s concern was that its older patrons
would not adapt to a digital solution well, therefore leading to a lack of bidding competition
among with other attendees.’® They consulted with OneCause, which helped the organization
better segment its donors and event attendees.’®® The technology also saved the finance
department time from manually entering data from paper. Instead, they exported it from the
platform and directly into the accounting software.’®! The result of this partnership helped
Carolina Ballet raise nearly $1 million in four years.16?

501 Auctions

501 Auctions is a mobile bidding and online auction vendor headquartered in Brooklyn, New
York. Their mission is to “make it easy for guests to use their smartphones to bid on items, receive
outbid notifications, and make donations."®3 Unlike other vendors identified in this survey, 501
Auctions has a narrow focus: working online within the field of online and onsite auctions using
mobile technology.

Structured around a flat fee for services rendered, 501 Auctions prides itself on letting its
customers take home the entirety of their event earnings, stating on their website: “We believe
that you and your cause should be the benefactors of your development team's hard work... After
all, it's your fundraiser!"'* Along with this, the company aids in making sure that donations are
collected easily at customer’s events. They offer services that “charge credit cards, split
payments, record donations, and generate tax receipts.”%> All donations are then transferred to
the customer organization’s bank accounts within 48 hours.

154 “Fundraising Software Features” (OneCause, n.d.), accessed April 22, 2018.

155 “Frequently Asked Questions (FAQs),” OneCause (blog), accessed April 25, 2018, https://www.onecause.com/fags/.
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158 “Reporting, Analytics & CRM Integration” (OneCause, April 22, 2018).

159 “Carolina Ballet: Easy Reporting Saves Time & Drives Improvement,” OneCause (blog), June 29, 2016, https://www.onecause.com/success-
story-carolina-ballet/.
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163 "Fundraising. Evolved. | Mobile Bidding, Charity Auctions and Events," 501 Auctions, accessed April 22, 2018. http://501auctions.com.
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165 "Fundraising. Evolved. | Mobile Bidding, Charity Auctions and Events," 501 Auctions, accessed April 22, 2018. http://501auctions.com.
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Further research will be needed to discuss data integration or internal event goal tracking, as
these aspects are not touched on in the company’s website. However, 501 Auctions does offer
technical support that “are ready to provide training, best practices, and support for you and
your volunteers."'®® Their platform also allows clients to pre-sell tickets to an auction, pre-
register donors, and collect payment information ahead of events.'®” Some notable clients of 501
Auctions include the Make-A-Wish Foundation, the American Cancer Society, and the YMCA. 168

MobileCause

MobileCause is a company founded in 2008 whose mission is “to empower nonprofits to enhance
donor engagement and funds raised through our digital platform capabilities.”1®® The company
offers many different fundraising services of online donor engagement and giving.

MobileCause’s mobile and text related offerings are summed up in two different packages. The
firstis their “Digital Fundraising & Communications Package: With a multichannel strategy, digital
fundraising gives your supporters more choice on how and when to give."'’? This package gives
users access to many forms of digital communication, such as texting, email, and social media,
but also direct mail and phone-a-thons. The second package is called the “Messaging Package”
which gives users the option to “engage your supporters via mobile and online marketing
channels."'”* This package limits customers to solely mobile communications, such as text
messaging and email. To access either of these packages, one must subscribe to MobileCause’s
overall platform annually. If additional technical support is needed, each client also gets access
to a “resource portal, training webinars, how-to-videos, webmaster support, and 24/7/365 email
and phone support.”1”2

Donations processed through MobileCause’s services are met with an automatic receipt which
serves as a tax donation letter. The look and feel of this letter can be customized to fit the
customer organization’s branding, and include their logo, along with links to social media and
details for upcoming campaigns.’3 Donations received will also be deposited into the customer
organization’s bank account “within 48 hours of a completed transaction."'’# An extra perk that
MobileCause offers is the creation of a “full nonprofit merchant account” which allows “your
organization’s name will appear on donor credit card statements, helping reduce chargebacks.
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169 Steve Page, “MobileCause Story,” MobileCause, Inc., May 10, 2017, accessed April 22, 2018. https://www.mobilecause.com/our-story/.
170 Steve Page, “Fundraising Software Pricing,” MobileCause, Inc., January 8, 2018, accessed April 22, 2018.
https://www.mobilecause.com/fundraising-software-pricing/.
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172 Daniel Aggarwal, “Customer Success Team." MobileCause, Inc., February 13, 2018, accessed April 22, 2018.
https://www.mobilecause.com/customer-success-team/.

173 Jeremy Koenig, “Donor Reporting, Gift Management and Subscriptions.” MobileCause, Inc., February 27, 2017, accessed April 22, 2018
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You'll also receive a free credit card swiper to collect in-person donations at events, fundraisers,
and more."’®

Along with these features, MobileCause also offers customers to add widgets to their websites
to “let visitors know they can sign up to receive text message directly from your organization.”17®
This functionality gives potential donors of an organization to be added to a mobile subscription
list, which will then be available to the customer organization for download as a .csv file, which
“administrators from your organization can download data daily, monthly, or whenever is most
convenient.”!”” These files are basic spreadsheets, which can then be transferred to any database
or CRM the customer organization utilizes.

Some notable clients of MobileCause are the Salvation Army, the American Heart Association,
the University of Southern California, Habitat for Humanity, and the United Way.'"®

175 Jeremy Koenig, “Flat-Rate Donation Processing for Nonprofits,” MobileCause, Inc., September 1, 2016, accessed April 22, 2018.
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https://www.mobilecause.com/data-management/crm-import-export/.

178 “MobileCause Fundraising and Donor Engagement,” MobileCause, Inc., August 6, 2014, accessed April 22, 2018.
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Appendix D— NPO Case Studies

The non-arts nonprofit case studies in this section are additional to the cases featured in the
report.

Peer-to-Peer

Western US Case- My Friend's Place

My Friend's Place (MFP) is a homeless youth services center located in Hollywood, California. Its
mission of the organization is that it "assists and inspires homeless youth to build self-sufficient
lives".1”® The organization offers a safe place for homeless youth in the Hollywood area to get
food, take a shower, and receive clean clothing. Besides covering basic needs, MFP also offers
case management, counseling, legal services, art classes, and employment help through a
combination of onsite staff, volunteers, and community partnerships. Given the population they
serve, the organization relies on contributed income as it offers its free programmatic services.

In 2015, during a period of growth and increased visibility for the organization, MFP established
a relationship with a cast member of the TV show Grey's Anatomy, Giacomo Gianniotti, and the
organization Tough Mudder, Inc. Tough Mudder licenses and helps organize boot-camp style
obstacle course events where "teamwork isn’t just encouraged, it’s required."®¥® Tough
Mudder's partner organizations become obstacle courses for various parts of the year, which
allows the company's events to be spread worldwide. The events lend themselves to charity
fundraising, which Tough Mudder allows, as long as the organization or a representing donor

pays the fee and registers the event on their pre-selected peer-to-peer platform, Crowdrise.8!
182

With the assistance of Gianniotti, MFP has had a team running the Los Angeles Tough Mudder,
which takes place at East Walker Ranch in Placerita Canyon, California, for the past three years.'%3
The latest event, the Los Angeles Tough Mudder 2018, helped MFP raise over $300,000, which
was the goal for the event, through 273 donors.8

Southern US Case- SPCA Florida

Society for the Prevention of Cruelty to Animals (SPCA) Florida is an organization whose mission
is "to eliminate animal suffering and to engage the entire community in the welfare and well-
being of animals."'® Founded in 1979 with its headquarters located in Lakeland, Florida, the
organization cares for and finds homes for over 6,000 animals a year.18

179 “Who We Are: My Friend’s Place,” accessed April 4, 2018. http://myfriendsplace.org/who-we-are/.

180 “A|| Brands” Tough Mudder, accessed April 4, 2018. https://toughmudder.com/events/all-event-types.

181 “Gjacomo’s Tough Mudder 2018,” CrowdRise, accessed April 4, 2018. https://www.crowdrise.com/o/en/campaign/giacomo.
182 “Fyndraising Events - Start a Charity Fundraising Event & Raise Money Online,” CrowdRise, accessed April 4, 2018.
https://www.crowdrise.com/fundraising-events.

183 2018 Los Angeles Mud Run," Tough Mudder Inc., April 21, 2017. https://toughmudder.com/events/2018-los-angeles.

184 “Giacomo’s Tough Mudder 2018,” CrowdRise, accessed April 4, 2018. https://www.crowdrise.com/o/en/campaign/giacomo.
185 “About.” SPCA Florida, accessed April 1, 2018. https://www.spcaflorida.org/about/.
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The organization has long subscribed to an annual Walk-a-Thon, particularly called "Walk for
Animals" where a portion of SPCA Florida's overall contributed income is raised.'®” These event
types have been around for decades and involve individuals who donate money to sponsor
friends and family per mile that they walk to support an organization during the event. However,
for their 24th Annual Walk for Animals in 2016, SPCA Florida decided to go digital by signing up
for a QGiv account.

With a goal of raising $120,000, SPCA Florida set out to make its new online component to an
established event run as smoothly possible.'®® QGiv's platform allows the organization to create
a custom landing page for their event that allowed donors to easily sign-up for and share their
own versions of the campaign to friends and family online.8°

Throughout the campaign, 322 individuals registered to walk and their sponsors then raised
$121,157, which was approximately 10% higher than the campaign goal.*®® SPCA Florida has
continued to use QGiv for peer-to-peer services since 2016 and had their 28th Annual Walk for
Animals on April 21st, 2018, with a goal of another $120,000.°!

Midwest US Case- Urban Ecology Center

Founded in 1992 in Milwaukee, Wisconsin, the Urban Ecology Center (UEC) is an environmental
protection nonprofit organization whose mission is to "foster ecological understanding as
inspiration for change, neighborhood by neighborhood."*? Its programming focuses on providing
opportunities for residents to learn about and connect with their natural surroundings, as well
as raising awareness about and participating in local sustainability and preservation efforts.

During the last few years, the UEC began using peer-to-peer fundraising in various ways. Starting
in 2015, the UEC began hosting an event called HKE MKE, a name created from abbreviated
versions of the words "Hike" and "Milwaukee". Individuals were encouraged to take a hike
through the local Riverside Park and Milwaukee Rotary Centennial Arboretum while raising
money for their hiking team through personalized fundraisers benefitting UEC.1>® Another event,
called the Green Birding Challenge started in 2010, invited supporters to create a similar team-
building fundraiser based around a bird-watching competition. This event "inspires friendly
competition and encourages everyone to get outside to explore the wonders of residential and
migratory birds in Milwaukee."'®* A unique feature about these events was they were branded
as family-friendly. The Green Birding Challenge offered three different levels of engagement
depending on how experienced a birdwatcher was and how competitive the team wanted to be.
Both events also had prizes for the team that raises the most money.'%

187 “SPCA Florida - GuideStar Profile,” GuideStar, accessed April 1, 2018. https://www.guidestar.org/profile/59-1939655.

188 “The SPCA Walk for Animals” QGiv, Inc., accessed April 1, 2018. https://www.qggiv.com/customers/spca-walk-for-animals.
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192 “Mission,” Urban Ecology Center, accessed April 6, 2018. https://urbanecologycenter.org/about-us/mission.html

193 “Take a Hike, Milwaukee!,” Urban Ecology Center, accessed April 7, 2018. https://urbanecologycenter.org/blog/take-a-hike-milwaukee.html.
194 “Green Birding Challenge 2018,” Classy, accessed April 7, 2018. https://give.urbanecologycenter.org/event/green-birding-challenge-
2018/e164727.
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According to Classy, the P2P platform that UEC utilized for these events, the organization had a
"210% year-over-year growth in revenue" between 2016 and 2017.°° Furthermore, these results
are also evident in the organization's Form 990's for the past three years, which demonstrated a
steady growth in fundraising income in particular, going from over $175,000 to over $204,000
between 2014 to 2016.%°7

Mobile Bidding

Mid-Atlantic US Case- PTA of PS 59

The Parent Teacher Association (PTA) is an organization that supports and enhance their
children’s educational experience. The purposes of these programs are to provide support and
resources to schools, to develop a cooperative working relationship between parents and
teachers, like at schools like PS 59, and to encourage parents to become involved in school

governance. 1%

PTA of PS 59 operates silent auctions at their annual galas, where the PTA earns most of its
contributed revenue. The biggest challenge for the PTA of PS 59 was that traditional auction
processes were time consuming and lacked a fundraising tactic that was in budget.'®® The PTA
selected OneCause to support its fundraising campaigns and events. The product integrates with
other software such as the online ticketing system used by the organization. It also collects all
payments from the events and creates post-event reports based on the event performances. PTA
of PS 59 generated $101,000, a high record over the past few years, in total proceeds at its first
auction event with the support of the mobile bidding software and raised an average of $110,210
each subsequent year with mobile bidding events.?%°

New England US Case- WBUR

90.9 WBUR-FM is Boston’s National Public Radio news station. As a privately and publicly funded
nonprofit membership media organization, WBUR relies heavily on contributed support for its
overall revenue.?’! WBUR’s use of mobile bidding software not only provided better event
experience for donors, but also to solicit more donations from auction events.2%?

WBUR collaborated with Kimbia and 501 Auctions for events like their annual gala and auction.
Kimbia provided a personalized pre-event page, an embedded live video feed, and a banner
advertisement focusing before and after the events.?3 501 Auctions provided many services

19 “How Urban Ecology Center Grew on Classy,” Classy, accessed April 7, 2018. https://www.classy.org/classy-100/2016/urbanecology.

197 “Urban Ecology Center Inc - GuideStar Profile,” GuideStar, accessed April 7, 2018. https://www.guidestar.org/profile/39-1712663.

198 “About Us,” PTA of PS 59, accessed April 11, 2018, https://www.ps59pta.com/about-us.

199 "PTA Ps 59 the Harbor View School - GuideStar Profile,” GuideStar, accessed April 11, 2018, https://www.guidestar.org/profile/46-3853265.
200 Joshua Meyer, "PTA of PS 59: The Right Fundraising Software Makes All the Difference." OneCause, October 24, 2016. accessed April 29,
2018, https://www.onecause.com/success-story-pta-ps59/.

201 "Station Highlights & History," WBUR, accessed April 09, 2018, http://www.wbur.org/inside/highlights-history.

202 Kimbia, "WBUR," Kimbia, accessed April 09, 2018, https://kimbia.com/case-studies/wbur-2/.
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from assisting in advanced purchases and registration, equipment rentals, to technical
support.?% Over the last two years, WBUR reduced its total number of days for fundraising by
50% while it increased its annual donations by 25%.2% Particularly with mobile bidding, WBUR
increased mobile donations by 67%.29¢

Midwest US Case- LAF

LAF, formerly the Legal Assistance Foundation of Metropolitan Chicago, is an organization that
provides free legal services to the local population living in poverty. As advocates for education,
collaboration, and litigation, LAF empower individuals to protect fundamental rights, strengthen
communities, create opportunities, and achieve justice, while also ensuring equal justice for
everyone. 2% LAF’s main fundraising challenge was finding an accessible way to incorporate
technology into their events because their donor demographics are diverse in age and
psychographics. 2% In 2015, LAF decided to utilize OneCause for its spring event, Justice Is
Served.?%°

By using OneCause’s mobile bidding solution, LAF reached their campaign goal of $10,000. The
mobile bidding technology not only helped LAF to connect with other donors who are not onsite,
but also brings excitement to the donation appeal at the end of luncheon. Besides the financial
success, LAF also reached and engaged more donors. In the past, LAF used envelopes on the table
to solicit donations with only 10% to 15% return rate.?'° In 2015, LAF tripled the number of
donors to 76 from 27 in the year before, receive an average higher gift value of $148. 211

204 "How to Engage Tech Averse Guests," 501 Auctions, September 30, 2015, accessed April 09, 2018,
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206 Tyler Falk, "WBUR's New Twist on Shorter Pledge Drives Pays off." Current, April 22, 2016, accessed April 09, 2018,
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209 Joshua Meyer, "LAF Chicago: Cheers Bring Change | Success Story," OneCause, August 01, 2016, accessed April 11, 2018,
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