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Giving USA  The Numbers

2020 contributions: $471.44 billion
by source of contributions

(in hillions of dollars - all figures are rounded)

. 4%
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Bequests $16.88
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19% 69%
Foundations — — Individuals
$88.55 $324.10

= Giving by individuals comprised 69 percent of total giving in 2020.!

»  Giving by foundations—which includes grants made by independent, community,
and operating foundations—amounted to 19 percent of all gifts made in 2020.%

w  Giving by bequest accounted for 9 percent of all gifts made in 2020.

» Giving by corporations comprised 4 percent of total giving in 2020.
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Giving USA  The Numbers

2020 contributions: $471.44 billion
by type of recipient organization*

(in billions of dollars - all figures are rounded)
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28%
$131.08

10%

Public-society benefit
$48.00

12%
Gifts to
grantmaking
foundations**
§58.17

= Total includes unallocated giving, which totaled -§22 13 billion in 2020
** Estimates developed by the Incliana Unwersity Lilly Farnily School of Philanthropy
using data provided by Candid.
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Giving USA  The Numbers

Changes in giving by source: 2018-2019
and 2019-2020, 2018-2020 cumulative

(in current dollars)

W 2019-2020 2018-2020 cumulative™
W 2018-2019

Total 10.0%
Individuals 9.1%
17.0%
Foundations 19.9%
Bequests 4.9%
-50%
-6.1%
Corporations -3.2%

Percentage change from previous year
*The two-year change is calculated separately and is not the surm of the changes in the two years

w In current dollars, total charitable giving increased 4.7 percent between 2018 and
2019, and increased 5.1 percent between 2019 and 2020.* The cumulative change in
current-dollar total giving between 2018 and 2020 is 10.0 percent.

w  Giving by individuals increased 6.7 percent in current dollars between 2018 and
2019. Between 2019 and 2020, current-dollar individual giving increased 2.2
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Giving USA  The Numbers

Changes in giving by type of recipient

organization: 2018-2019 and 2019-2020,

2018-2020 CUITIU_latiVG (in current dollars)

| 2019-2020

H 2018-2019 2018-2020 cumulative*
Religion 4.6%
Education 21.2%
Human Services 13.8%

i 0

Foundations — 17.6%
Public-society benefit L 24.9%
Health 3.0% 3.1%
International affairs . 9.1 % 8.0%
Arts, culture, -7.5% 3.0%
& humanities 113%
Environment/animals 11.6% 22.3%

96%

Percentage change from previous year

*The two-year change is calculated separately and is not the sum of the changes in the two years

u In current dollars, giving to religion increased 3.6 percent between 2018 and 2019,
and increased 1.0 percent between 2019 and 2020, Cumulatively, current-dollar

giving to religion increased 4.6 percent between 2018 and 2020.°

m  Giving to education increased 11.1 percent in current dollars between 2018 and
2019. Between 2019 and 2020, current-dollar giving to education increased 9.0
percent. The cumulative change in giving to education between 2018 and 2020 is

21.2 percent in current dollars.
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Giving USA  The Numbers

Total giving, 1980-2020

(in hillions of dollars)
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Total giving reached $471.44 billion in 2020, a 5.1 percent increase in current
dollars and a 3.8 percent increase in inflation-adjusted dollars."

Total charitable giving has increased or stayed flat in current dollars every year
since 1980, with the exception of three years that saw declines: 1987, 2008, and
2009. ' 'The annualized average rate of change in total giving in current dollars
since 1980 is 5.8 percent, making the rate of change between 2019 and 2020 slightly
lower than the 40-year annualized average.

Adjusted for inflation, total charitable giving has declined nine times since 1980.
The average annualized rate of change in total giving in inflation-adjusted dollars
since 1980 is 2.9 percent, making the inflation-adjusted rate of change between
2019 and 2020 higher than average.

The Great Recession ended in 2009. For the most recent decade from 2011 to 2020,
the total growth in inflation-adjusted giving is 37 percent.

In 2020, three of four giving sources were at an all- high in inflation-adjusted terms.
On the recipient side of giving, all but four charitable subsectors exceeded their
previous highs in inflation-adjusted terms.
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\ The Numbers

Giving by individuals, 1980-2020

{in billions of dollars)

Inflation-adjusted dollars
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Estimated charitable giving by individuals (and households) was $324.10 billion
in 2020, an increase of 2.2 percent from 2019 (in current dollars). Adjusted for
inflation, giving by individuals increased 1.0 percent in 2020.1

The total amount estimated for giving by individuals in 2020 includes itemized
and non-itemized charitable contributions. Contributions include gifts of cash,
securities, and property.

¢ Very large “mega-gifts,” or gifts by individuals that require an adjustment to the
econometric estimate, plus adjustments to the individual giving estimate from
COVID-19 and racial justice giving, totaled $10.1 billion in 2020. ¥
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Number of Americans
worth more than S50
million

Number of Americans
worth more than $S1

million

+75% from

140,000 2019

+25% from
2019
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The Basic Giving Pyramid




Planned
Gift Donor
Personal &
Professional

contacts

/ Capital Donor \
Personal peer contacts

Special & Major Gift Donor
Personal contacts &
personalized solicitation
by letter & phone

/ Annual Upgraded Donor \
Personal contact—IL etter/Telephone
Annual Renewed Donor
Letter/Telephone Solicitation:Some Personalized

Annual First Time Donor \
Direct mail — Telephone Solcitation —Benefit Event

F Base of Prospects \

Donor Pyramid with Fund-Raising Strategies




The Relationship Pyramid

. Upgrade Programs
Major,
Committed

Donor

Loyal, Frequent Donor

Established Donor

Inform Repeat Donor \_  Rencwal
Programs

Invite First Time Donor
Tdentify Prospect
interests, needs and desires grow incrementally. In direct proportion, fund rais

informing and involving d in the organiz 3 on and program
commitment grows, so does the organizatic ntion to the relationship,




Donors Come from?

Where might

Acquisition
Renewal
Upgrade
Lapsed




#1 Increase the Number of Donors

e Ask More

— Expand your solicitation pool
(Ask More People)

— Increase the number of times you ask
(Ask More Often)

e Ask Smarter
— |ncrease response rates

(A Higher Percentage of your prospects become donors)



#2 Increase the Average Gift

e Ask More

— Increase your Expectations
(Ask people to give more)

* Ask Smarter
— Determine most capable and willing donors
(Ask the right people)
— Method
(Ask the right way)



Expand your
Pyramid

H



Start with Basics: Good Data

Researching donors requires good data. The better the data in your
database, the easier it is to focus on the best prospects.

Basic Internal

Attendance

Name Giving Email

Clicks
Contact Info Social

Employment e




#1 Increase the Number of Donors
ASK MORE PEOPLE

. Improve Database Accuracy
1. Run file through NCOA

- Contact your local post office
- Very low cost

2. Add Return Address Requested on every mailing
- Same conversation w/Post Office for rules

3. Enter updates/bad addresses timely




#1 Increase the Number of Donors
ASK MORE PEOPLE

. Improve Database Accuracy
4. Telephone Number Research
- Computer matching very low cost (Allant)

5. Advanced Research

- Has come down in cost dramatically ($.30 per or less)
- Based on Last Known Address and/or SSN

6. First Class Mail

- For most important prospects
- Provides information



Soliciting people with bad
addresses or phone
numbers wastes precious

resources. \
ngﬂ



1 Increase the Number of Donors
ASK MORE PEOPLE

Il. Increase Prospect Pool

1.

Patients and Parents of Patients

- Tremendous prospect pool right at your finger tips
- More effective than many donor populations
(unique to healthcare)

Special Event Donors/Attendees
Volunteers/Auxiliary

Staff

Affiliated Staff



1 Increase the Number of Donors
ASK MORE OFTEN

Ill. Increase Solicitations/Touches
1. Increase the number of times you Ask

- Solicit as long as each successive effort is cost effective

- Expect each successive direct mail effort to produce half of
the previous effort

Suggested Opportunities per year:

Leadership: 3-5 Long-Lapsed/Non-Donors: 1-2
Potential Leadership: 5-8 Second Gift Appeal: 1-2
Renewals: 5-8

Lapsed Donors: 3-5



1 Increase the Number of Donors
ASK MORE OFTEN

I1l. Increase Solicitations

2. Add additional Solicitations to Marketing/Other
Materials

- Newsletters (add clip out coupon or box minimally,
envelope ideally)

- Annual Report

- Displays in key areas in hospital and your other facilities
(lobby, waiting areas, info desk, cafeteria)

- Donor wall (add permanent display)
- Event Program/Tables



1 Increase the Number of Donors
ASK MORE OFTEN

I1l. Increase Solicitations

3. Giving on your Website

- Must be a “tab” on home page

- “Giving” versus “Foundation”
- Make sure it is easy to give and easy to find you

- Web site should be given as an option on your response
device; drive donors to the web site



1 Increase the Number of Donors
ASK SMARTER

. Case for Support
1. Talk about the Future

- The “What if” is a lot more important than the
“What was” for nearly everyone that you solicit

2. Tell a story

- Giving originates from the heart; the head is the
regulator

3. Peer-to-Peer is best

- Major gift rule that applies to all giving



1 Increase the Number of Donors
ASK SMARTER

Il. Segmentation
1. Relationship to Institution

- Group prospects/donors by their relationship to you
- Hierarchy

2. Unique and Meaningful Case for Support

- Segment should require a unique message (i.e.
Parents of Pediatric Patients versus Adult Patients)

3. Unique Objective

- Each segment should merit a specific objective
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Donor’s Expectations

To be thanked in a timely, appropriate way

To be recognized and treated as an “investor” in
the organization’s mission

To achieve a meaningful impact/outcome on a
social project or cause

To be assured that the gift was used properly

To be able to realize their own aspirations
through giving
e Aspen’s
Fundraising
Series




Stages of Donor
Stewardship

Gift Acceptance

Acknowledgment

Recognition

Cultivation - Engagement
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Building the Annual Fund Plan

Lunch and

Audit

WHW
Solicit
ations

Mid Month
mailing

Renewal Pledge

o Soll
Identify
"

Educational

Identify
Prospects

Workshop for Donors

Cultivation - KH, DP, CWH

Tell Donors

How Funds
Used

WofH Traveling Display/Community
Presentations
Attendee/Sponsor
Follow Up

Events

12/15 New year
Letter

10/2 Fiscal end

Letter

)
1/10 Letter

Lunch and Lunch and Lunch a Lunch and
Learn Learn Learn Learn

Committee Work

Lunch and Luncha Lunch and Lunch and
Learn Learn Learn Lea

Final Transfers to

5 . Monitor Hospital " Monitor Hospital BICCE
Adopt Audit Accounting RFP  projects/ Transfers Audit RFP 990 Projects/ Transfers  Prepare Budget Approve 2015
Budget
Research Research
Solicit Annual Corporate Sponsorships & Tournament Support

Solicit Corporate Sponsorships for WHW

Solicit Vendors for Gala

Committee Work

Mail Event

40 Under 40
Invitations

Late month
mailing AS|

Monthly Monthly Monthly Monthly Monthly Monthly Monthly
mailing (600 mailing (60! mailing (600] mailing (60 mailing (600! mailing (60! mailing (600

Mail Appeal; CEO/VP . Donor T .
ivati ' Donor Mail Appeal; e op Generations
Donor Cultivation/Asks Plan Donor Cultivation/Asks Aske Cultlvaktswn/As

Luncheon

Presentation

Luncheon

orm New Solici Solicit Identify Solicit
Identify Identify e Identify i
Committees FramrEas o se Prospects Planned Prospects Planned Gifts

Gifts

Special Reception
for Legacy Circle
Members

Legacy 9/25 Letter

Invitation

ot

Case for
Support

Prospects . Annual
1 Yy ponsor Mailin,

entieafion. 3 (EIHL R perer vl rommencat > JB Tell Donors How
Donors Solicited g . Champions GG Funds Used

Women of Hope Travel

Co-Chairs'

Generations, Legacy Meeting

Committee
Planning; Secure
Date & Space

S

1st of year 4/10 Letter

Letter
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