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Letter from the Lead Researcher

This year marks the fourth anniversary of the #GivingTuesday movement that inspires so many to give.

Now that the movement has started to embed itself within the fundraising season and plans of so many
nonprofits, it's important that we start to understand how organizations are using the day to their advantage.
Given the viral potential of this campaign and its potential impact on online giving, it is reasonable for us

to spend time understanding how Millennials (born 1980-2000) react to an organization’s request to participate.

But this time we need to go further. Rather than just report results, we need to look at the impact of #GivingTuesday
on the organizations and the donors themselves. We need to understand how organizations are approaching
this day of giving to spark a movement with their donors - in particular, those of the Millennial generation.

We established this observation to look behind the scenes of nine organizations across the country to see
what works for them on #GivingTuesday, in the hopes that so many more can use this information for their
organization’s benefit next year and in the years to come — especially when targeting this particular demographic.

The findings from this report suggest two very important trends:
1. #GivingTuesday, by some, has become the default start of the giving season.

2. Organizations are using donor-centric messaging to emotionally elevate potential donors'’
abilities to affect change.

So did #GivingTuesday inspire Millennials to give? Based upon the reaction from our research partners,
yes - but at a much higher level when Millennials were involved with the cause offline in addition to online.
Strategies that included both digital/social and grassroots efforts proved to be the most successful for
engaging this generation on #GivingTuesday2015.

And with constituent engagement models that involve the individual in learning about the cause, acting before
#GivingTuesday and using the day as an opportunity after the individual has been further along the cause
engagement continuum, we could continue to see higher responses in years to come.

From our extensive research on Millennial giving through the Millennial Impact Project (themillennialimpact.com),
we've learned that Millennials deem monetary giving just as important as giving their time, skills and network
to a cause.

Thus, simply soliciting from this generation may not be enough to inspire them to give. Organizations
need to involve donors and individuals before the particular day, and they should focus on more than just
financial giving in order to truly capture the attention — and action — of this generation.

This report offers not just an analysis of how some organizations targeted Millennials and embraced
#GivingTuesday 2015, but it also gives organizations insights and important observations that can play a vital
role in their strategies and approaches for #GivingTuesday 2016 and beyond. As a movement, #GivingTuesday
has immense possibilities, and this evaluation can be your opportunity to harness this global day of giving.

Sincerely,

Derrick Feldmann
Lead Researcher, The Millennial Impact Project
President, Achieve

P.S. For more information on Millennial giving, download the 2015 Millennial Impact Report
at themillennialimpact.com.



= About the Research

#GivingTuesday 2015: Attracting Millennial Donors is presented and researched by Achieve, the researchers
behind the Millennial Impact Project, the most comprehensive and trusted study of the Millennial generation
(born 1980-2000) and their involvement with causes.

As a rather young movement, and though #GivingTuesday itself has been researched, no one that we know of
has extensively looked into the topic of how Millennials respond or get involved in this day of giving. Thus, the
purpose of this evaluation is to understand the charitable giving behaviors of Millennials on #GivingTuesday.

This analysis was completed in two phases: strategy and tactic analysis, and campaign performance and
analysis. The evaluation uses both quantitative (surveys) and qualitative (interviews and observations)
approaches in collecting and analyzing data.

Phase 1: Strategy & Tactic Analysis

=— Interviews with organizations’ marketing departments
=— Participation in organizations’ marketing strategy meetings
=— Marketing material review

=-— Surveys disseminated by organizations to their constituents on giving behaviors and attitudes

Phase 2: Campaign Performance & Analysis

= Follow-up interviews with organizations’ marketing contacts

= Review of quantitative giving and campaign data

The following report details the findings from both phases of this analysis.



Methodology

To uncover the trends of this generation’s attitudes, behaviors and perceptions related to giving
on #GivingTuesday, the research team designed a mixed-methodological evaluation and report.

For this report, the Achieve research team recruited nine research partners from various subsectors
and with wide-ranging #GivingTuesday objectives and strategies — all organizations that are attempting
to raising money from Millennial donors on this day of giving.

Prior to #GivingTuesday, the research team interviewed a contact at each organization to get a general
overview of their marketing strategy. The team then collected marketing materials and observed marketing
and strategy meetings to see what was actually being done and how.

After #GivingTuesday, the research team interviewed the organizations again to determine the success
of their campaigns. Organizations also provided giving and campaign data, including average
gift amounts, number of donors, email response rates and social media impressions.

It is important to note that this report is an evaluation of how partner organizations, representing diverse
subsectors, have created strategies to engage Millennials in #GivingTuesday. As such, the quality and quantity
of data analyzed were dependent on individual organizations’ modes of data collection and the methods

by which they were collected.

Though many organizations typically do not ask for the age or birth date of their donors, most of the research
partners have found ways to indentify the giving of Millennials through methods such as graduation date
or by choosing to ask for age after a gift has been made.

Every effort has been made to identify which donations represent giving from the Millennial generation,
and the findings presented have been verified by all available evidence.



INTRODUCTION

2015 marks the fourth year for #GivingTuesday,

a "global day of giving fueled by the power of
social media and collaboration.”" Following the
energy of post-Thanksgiving holidays (Black Friday,
Small Business Saturday and Cyber Monday),
#GivingTuesday is the observed on the Tuesday
after Thanksgiving and is recognized as the start

of the charitable season.

" www.givingtuesday.org/about



INTRODUCTION

As described by the #GivingTuesday brand:

Created by 92nd Street Y — a cultural center in New York City that, since 1874, has been
bringing people together around the values of service and giving back - #GivingTuesday
connects diverse groups of individuals, communities and organizations around the world for
one common purpose: to celebrate and encourage giving.

#GivingTuesday harnesses the potential of social media and the generosity of people around
the world to bring about real change in their communities; it provides a platform for them

to encourage the donation of time, resources and talents to address local challenges.

It also brings together the collective power of a unique blend of partners—nonprofits, civic
organizations, businesses and corporations, as well as families and individuals—to encourage
and amplify small acts of kindness.

As a global movement, #GivingTuesday unites countries around the world by sharing our
capacity to care for and empower one another.”

As this movement is only four years old, the Achieve research team wanted to garner a better understanding
of how Millennials view and act on #GivingTuesday and how this generation’s gifts have an effect on the
success of this day in order to aid organizations in attracting this generation in the future.

This report profiles the strategies and results from nine organizations across the country.
The findings help answer preliminary questions like:

e \What are effective strategies to increase Millennial response rates
with #GivingTuesday campaigns?

e What campaign pieces are useful to drive Millennial participation?
e What messages are effective in garnering Millennial support for these campaigns?

e How do Millennials respond to specific strategies used in these campaigns?

Due to the generation’s vast population in the United States — earlier this year, Millennials numbered more
than 80 million, overtaking Baby Boomers as the largest living generation in the country’— Millennials’
attitudes toward and participation in #GivingTuesday can have a major impact on the movement's popularity.
This generation is known to have an affinity for “doing good,” as is shown through Achieve'’s extensive
research on Millennial giving through the Millennial Impact Project (themillennialimpact.com).

However, what isn’t yet known is how this generation impacts single day giving campaigns like
#GivingTuesday. Thus, the findings from this analysis will help organizations understand the dynamics

behind this generation’s motivations as well as how they participate in this global day of philanthropy.

: www.givingtuesday.org/about

’ www.census.gov/newsroom/press-release/2015/cb15-113.html



RESEARCH PARTNERS

As part of this report, the Achieve research team
examined nine organizations representing various

sizes and subsectors. The research team interviewed
marketing contacts from each of these companies and
gathered strategies, tactics and data both prior to and
following #GivingTuesday 2015 to better understand how
organizations are currently targeting potential donors —
including Millennials — on this day of giving in order to
make recommendations for the future.

In total, the nine research partners had a combined goal
of raising $6,955,000.

Total combined goal research partners: $6,955,000
Amount raised: $4,383,310.49*

* This amount reflects data submitted from research partners within 24 hours of #GivingTuesday 2015, and, at the
time this report was written, with only data from one-third of Forefront (#ILGive) partners. it is anticipated that the
total goal of research partners will be surpassed when all data is received and tallied.




RESEARCH PARTNERS

WYOMING

COMMUNITY
FOUNDATION

Wyoming Community
Foundation (WYCF)

For 25 years the Wyoming Community
Foundation (WYCF) has connected people
who care with causes that matter to build a
better Wyoming. Endowment funds of over
$110 million allow them to make grants
over $4 million each year in Wyoming.

@

OTTERBEIN

UNIVERSITY

Otterbein University

Otterbein is an inclusive community
dedicated to educating the whole person
in the context of humane values. Their
mission is to prepare graduates to think
deeply and broadly, to engage locally and
globally, and to advance their professions
and communities. An Otterbein education
is distinguished by the intentional blending
of the liberal arts and professional studies,
combined with a unique approach to

integrating direct experience into all learning.

Organization Size:
17 staff

Annual Fund Dollars Raised in 2014:
$401,425

Funds Raised on #GivingTuesday 2014:
$30,284 (including $13,000 from matches)

Goal for #GivingTuesday 2015:

$20,000 from individual gifts;
$29,000 in board contributions/matching funds

Organization Size:

2 (Office of Annual Giving & Constituent Communications)

Funds Raised in 2014:
$985,092

Funds Raised on #GivingTuesday 2014:
$24,000

Goal for #GivingTuesday 2015:
$47,000 from 168 donors



RESEARCH PARTNERS

( COLLEGE
MENTORS

College Mentors for Kids

College Mentors for Kids connects college
students with the most to give to kids who
need it most. Their vision is for all school
kids to look forward sooner and be able to
give back later. The organization does this
through its mentoring program where
they pair kids in first through sixth grade
one-on-one with a college student mentor.
Kids are brought to their local college
campus for hands-on, enrichment activities
20 times throughout the school year.

In 2015-2016, College Mentors for Kids

is serving over 2,000 kids through 2,300
college student volunteers. All 32 chapters
of College Mentors for Kids are student-
led. Through mentoring and activities, kids
build their self-confidence and learn about
new opportunities for their future, putting
them on the path to success.

-
« KeESeIm
A child’s friend through and beyond a parent's cancer

Camp Kesem

Camp Kesem is the only nationwide
community for children touched by

a parent’s cancer — a unique population
estimated to be over 3 million. Founded

at Stanford University in 2000, the
organization is driven by passionate college
student leaders and supports children
through and beyond their parent’s cancer.

Organization Size:
32 chapters nationwide; 17 staff

Funds Raised in 2014:
$964,757

Funds Raised on #GivingTuesday 2014:
$10,422

Goal for #GivingTuesday 2015:
$18,000

Organization Size:

73 chapters on college campuses across
the country; 22 staff

Funds Raised in 2014:
$3.75 million

Funds Raised on #GivingTuesday 2014:
$33,000

Goal for #GivingTuesday 2015:
$40,000 from alumni; $100,000 overall



RESEARCH PARTNERS

Forefr(Un

Forefront
Previously known as Donors Forum

Forefront (the organizer of #ILGive and
previously known as Donors Forum) builds

a vibrant social impact sector for all the
people of lllinois. Founded in 1974, Forefront
is the nation’s only statewide membership
association for nonprofits, philanthropy,
public agencies, advisors and its allies. The
organization provides education, advocacy,
thought leadership and project management
to attract investment to the sector, develops
top talent, improves systems and policies
and builds organizational capacity. Its efforts
help educate children, shelter the homeless,
enrich the arts and address a host of other
critical issues to create healthier and more
vibrant communities throughout lllinois.

WBEZ91.5

WBEZ

WBEZ is the Chicago region’s premier public
media service (NPR-member station), serving
the public interest by creating and delivering
diverse, compelling content that informs,
inspires, enriches and entertains. Through

a broad range of media platforms, including
on-air broadcasts, its website and podcasts,
WBEZ connects diverse audiences in its areas
and beyond to one another, helping them

to make a difference in their communities,
their region and the world.

Organization Size:

Over 1,100 members in 26 issue areas across
the state of lllinois

Funds Raised in 2014:

N/A. Forefront does not conduct annual giving itself;
it is a partner for the #ILGive movement.

Funds Raised on #GivingTuesday 2014:
$3.9 million

Goal for #GivingTuesday 2015:

$6 million

#ILGive is a statewide, non-partisan movement to
support the charitable nonprofit communities in lllinois
by increasing individual civic, social and philanthropic
engagement. #ILGive is run by Forefront (previously
known as Donors Forum); #lLGive for #GivingTuesday
is lllinois” day of giving campaign.

Organization Size:
70,000 members; approx. 550,000 audience members

Funds Raised in 2014:
$9 million from individual gifts

Funds Raised on #GivingTuesday 2014:
$23,000

Goal for #GivingTuesday 2015:
$100,000 from 1,000 donors



RESEARCH PARTNERS

g COMMUNITY &=

HEALTH CHARITIES Hel

Community Health Charities

Community Health Charities improves the
lives of people affected by a disability or
chronic disease by uniting caring donors in
the workplace with the nation’s most trusted
health charities. Over the past five years,
Community Health Charities has raised more
than $330 million to support the missions of
the nearly 2,000 charities in their network.

RUTGERS

Rutgers University Foundation

The Rutgers University Foundation

is the fundraising arm of the university.
The foundation builds relationships with
alumni and friends, corporations and
foundations and seeks their support

of Rutgers programs throughout

New Jersey and the world.

Organization Size:
75 staff

Funds Raised in 2014:
$17,894,219

Funds Raised on #GivingTuesday 2014:
N/A

Goal for #GivingTuesday 2015:
N/A; no set goal

Organization Size:
200+

Funds Raised in 2014:
$187.9 million (2014-2015 academic year)

Funds Raised on #GivingTuesday 2014:
N/A; did not participate

Goal for #GivingTuesday 2015:
$500,000 from 1,500 gifts; 100,000 social media impressions

=10 -



RESEARCH PARTNERS

e\ THE UNIVERSITY
”'n of NORTH CAROLINA
u f = at CHAPEL HILL

University of North Carolina (UNC)

Systematic fundraising for University of North
Carolina (UNC) was begun by supporters

of athletics and later by supporters of the
business and medical schools.
University-wide fundraising for academics
began in 1952 with the creation of the Office
of University Development. Fundraising

is the responsibility of the Office of University
Development and the individual schools

and units on campus.

Organization Size:
8 staff, 4 interns (Department of Annual Giving)

Funds Raised in 2014:
$5,972,888.33 (for Carolina Annual Giving)

Funds Raised on #GivingTuesday 2014:

$75,305

Goal for #GivingTuesday 2015:
$150,000 from 600 donors/gifts

=11 -



The findings in this analysis are organized

by the goals, strategies and #GivingTuesday

marketing tactics of each organization as well as
performance metrics following #GivingTuesday
2015. Each research partner is unique, so there are
distinctive ways in which individual organizations
developed their strategies and structured their
messaging to increase engagement of Millennials.




FINDINGS

Goals

Though their motivations differed among the nine organizations, the research partners primarily cited one
of three reasons for their participation in #GivingTuesday 2015:

1. To be part of the movement,

2. To appeal to Millennials and have the opportunity to garner support and donations through
social media, and/or

3. Tojumpstart their end-of-year giving campaigns.

A few partners mentioned other motivating factors. #ILGive’s rallying cry, for example, is making lllinois the
“most generous state in the Midwest.” In a #GivingTuesday planning document, Rutgers stated:

The primary focus is to increase the number of donors to Rutgers and to raise additional
support for schools, units and programs. Because this will be a competitive, fun, rewarding
experience, we expect to attract new donors and reactivate lapsed donors who have not
responded as well to traditional methods of solicitation. We also expect loyal donors to give
again and to engage even more deeply. We also anticipate high engagement from younger
alumni and students.

Of the nine research partners, two have never participated in #GivingTuesday prior to 2015. Forefront (Donor’s
Forum) with #ILGive had the most established #GivingTuesday participation in years past, while others had, in
their words, “decent” or “surprising” success participating at the last minute in 2014.

For most of these research partners, 2015 marked the first time a #GivingTuesday strategy was truly developed.

.13.



FINDINGS

= Strategies & Planning

As mentioned, most of the research partners cited #GivingTuesday 2015 as the first year they have taken ample
time to plan and strategize. Organizations started planning at different times throughout 2015, and, with the
exception of WBEZ and Rutgers, it did appear that the size of the organization was relatable to the time the
organization began planning (e.g. the larger the organization, the earlier they started planning).

As 2015 marked their first time participating, Rutgers University Foundation identified that they would start
planning much earlier next year. The team admitted they needed more time to plan for an initiative put on
by a school as large as Rutgers is. WBEZ received additional resources (such as templates, timelines and

recommendations) as one of Forefront's #ILGive partners, giving them a planning advantage for their efforts.

WHEN DID THEY START PLANNING? - 2015 #GIVINGTUESDAY2015
Spring: Forefront July: University of North Carolina
March: Camp Kesem August: Community Health Cahrities, Rutgers University Foundation

April: College Mentors for Kids October: WBEZ, Wyoming Community Foundation

June: Otterbein University

During initial interviews with these research partners, it became evident that none of them had a clear strategy on
how to target Millennials. The majority of organizations felt that simply promoting their participation through social
media would engage a younger (Millennial) audience.

Some organizations are naturally more Millennial-focused than others. Camp Kesem and College Mentors for

Kids have an almost entirely Millennial audience of participants in their programs as both actively engage college
students. Additionally, Rutgers is making an appeal to its current students through extra activities (detailed below),
focused not only on making a gift, but also the importance of philanthropy at Rutgers.

As part of their strategy, six of the nine research partners incorporated a funds match into their
#GivingTuesday efforts.

Wyoming Community Foundation (WYCF) had a $29,000 challenge match split between four organizations:
$15,000 for WYCF itself; $3,000 for the Women’s Foundation; $6,000 for the Wildlife Foundation; and $5,000 for
the Afterschool Alliance.

A group of donors offered a $10,000 dollar-for-dollar match for Otterbein University, while Camp Kesem had a
$5,000 match plus incentives, which included monetary awards for individual chapters. College Mentors for Kids
had three matches: a $5,000 match for any gift made, a $5,000 challenge gift made by a board member

to match gifts made or raised by the board and a $2,000 challenge gift made by a board member to match gifts
made by his coworkers.

UNC'’s match of $30,000 was specific to gifts for two departments only. One match was the university’s #MJ10for10
Match campaign, where two foundation board members provided a match challenge: If the school could raise
$10,000 in 24 hours, the two members would match it, dollar for dollar, up to $10,000. With support from alumni,
students, parents and the #MJ10for10 challenge, the UNC School of Media and Journalism (referred to as
MJ-school) had a goal of raising $30,000+ on this day. This UNC campaign also targeted students and Millennials:
All MJ-school seniors were encouraged to give a senior legacy campaign gift of $20.16 to help the school reach

its $30,000 goal. This initiative was incentivized; the first 200 seniors that gave their legacy gift on the day received
a special edition #TarHeelTuesday (how UNC branded their #GivingTuesday efforts) sticker.

=14 -



FINDINGS

Rutgers University Foundation had $100,000 available in “challenges.” Within these challenges, $80,000 was
earmarked for leaderboards ($20,000 for each of its four university locations) and $20,000 in social media
contests and other special challenges. The challenge information was reported as follows:

Rutgers is made up of four universities (Rutgers University—New Brunswick, Rutgers
University—Newark, Rutgers University— Camden and Rutgers Biomedical and Health
Sciences); each university had a leaderboard competition on #GivingTuesday. Each
leaderboard includes about 15 schools, programs and areas, which could earn a percent of
$20,000 based on the number of gift is received.

Challenge funds are distributed based on the number of gifts dived by the total number of
gifts on the leaderboard. Ex. If School A at Rutgers University--New Brunswick brought in 10
percent of the gifts at Rutgers University -New Brunswick, they would receive 10 percent of
the $20,000 in challenge funds ($2,000).

To maintain excitement and social media activity all day long, Rutgers awarded challenge
funds for hourly social media contests and other challenges. Challenge funds were distributed
to Rutgers University programs or areas that were identified in the social media posts.

Ex. The “All Things Cute” challenge read, “Nothing is cuter than a baby in a Rutgers onesie!
Post a photo of your children or pets in Rutgers gear to help your favorite Rutgers school, unit
or program win $500.” The Robert Wood Johnson Medical School at Rutgers Biomedical and
Health Sciences was the recipient of this award when they were highlighted by a social media
user who participated in this contest.

The remaining partners did not have a funds match or challenge as part of their #GivingTuesday strategy.
While some of the individual organizations Forefront supports did offer matches for #GivingTuesday,
Forefront's #ILGive initiative did not have a match itself. Remaining partners did not have a match available.

Differing messaging strategies also arose in research partners’ planning, which is discussed and illustrated
in the Messaging section of this analysis.

KEY STRATEGIES GIVINGTUESDAY2015

Three overall trends emerged when analzing the strategies and planning of these nine research partners:

Starting strategy and planning sessions early in the year (or at least earlier than previous
years) was determined as advantageous to #GivingTuesday success by the research partners.

Strategy to target Millennial donors specifically wasn’t thoroughly planned - but most
identified they would do so via social media.

Match funds were deemed by the majority of research partners as a valuable aspect
of their overall strategy.

.15.



FINDINGS

= Tactics

Beyond their organizational goals and strategies for #GivingTuesday 2015 marketing efforts, the Achieve
research team sought the specific tactics these research partners took to execute those strategies.

Many partners utilized similar tactics — social media, email, etc. — while some approaches, like phone calls,
weren't as widely used among organizations.

All of these research partners promoted their #GivingTuesday participation on their website and/or blog.
All partners also utilized email to promote #GivingTuesday.

Otterbein University, Camp Kesem and Rutgers University Foundation promoted the day of giving via their
newsletters; WYCF, Camp Kesem and College Mentors for Kids utilized annual and/or mailed letters. In terms
of printed materials, Otterbein also developed post cards for promotional purposes, while another partner
created fliers and utilized business cards.

Otterbein, College Mentors for Kids and Rutgers called potential donors about #GivingTuesday, and WBEZ
promoted their participation in the day on-air.

In addition, all nine partners utilized social media. The majority of social media included Facebook, Twitter
and Instagram; other partners also promoted their #GivingTuesday participation via LinkedIn and Snapchat.

WHO USED SOCIAL MEDIA? - 2015 #GIVINGTUESDAY2015
0 (v ©

Camp Kesem o (v o

College Mentors for Kids o o

Community Health Charities o o

Forefront o o

Otterbein University o o o

Rutgers University Foundation o o o

University of North Carolina o (v o

WBEZ o o

Wyoming Community Foundation (V] (V]

Timing for messaging differed by research partner. Most launched their promotions in November - WYCF,
Otterbein, College Mentors for Kids, WBEZ, Community Health Charities, UNC and Rutgers. Though the bulk
of their promotions took place in November, Camp Kesem included #GivingTuesday in their September and
October newsletters as well as October emails.

In addition to marketing tactics, some partners utilized events and/or efforts such as community engagement,
philanthropy education, ambassador recruitment and peer-to-peer efforts. UNC, for example, recruited online
ambassadors, held events and passed out cookies to connect with students about #GivingTuesday.

.16.



FINDINGS

Rutgers wanted to meet its three main goals (raise $500,000 through 1,500 gifts and garner 100,000 social
media impressions) through incentive-driven social media advocates, email solicitations and community/
campus engagement events. Events were designed specifically to drive Millennial engagement, including:

1. An on-campus display of oversized gift boxes wrapped in chalkboard paper at various
university locations that encouraged students to write in chalk what philanthropy means to
them. These displays also included iPads and gift forms that promoted spur of the moment
giving, and signage that updated their audience on donation totals throughout the day.

2. 1,500 Random Acts of Kindness gift boxes, dispersed about campus at each university
location, that represented Rutgers’ goal to generate 1,500 gifts on their Giving Day. Boxes
contained unique messages (Ex. “You're cooler than a secret middle school hand shake.”), two
chocolates and a call to action that asked students to take one chocolate for themselves and
share the other, make a gift and post on social media using their hashtag, #RUGivingDay.

In addition, Rutgers leveraged an ambassador/peer-to-peer program called Scarlet Voice, a program launched
in late September that gave social media advocates the tools they needed to post positive messages about
Rutgers. This platform is a tool the university will continue to use to spread Rutgers news year-round, but it was
used heavily to share information about Rutgers Giving Day. By #GivingTuesday 2015, more than 350 users had
signed up for the platform.

Camp Kesem’s campaign included three primary areas:

1. Chapter-level fundraising: Each chapter had a goal of either raising a minimum of $1,000
or getting 100 donors.

2. Network-wide sharing: Camp Kesem sent out a general mailer to all members of their
database with a focus on sharing and not necessarily asking for money.

3. Alumni "#GivingTuesday Army": In the spirit of competition, Camp Kesem wanted
to engage their alumni in levels. "Generals” were tasked with finding 30 people to donate $30,
"Fundraisers” raised a minimum of $100, and others committed to sharing on social media.

College Mentors for Kids used peer-to-peer fundraising at the chapter level: Each college student
has their own fundraising page that they can use to solicit gifts from friends and families.

UNC utilized campus organizations and events in addition to online giving drives, including an on-campus
event hosted by its Heelraisers Student Giving Council, efforts by its Young Alumni Leadership Council
and its Carolina Online Ambassadors program, which launched publicly on November 5, 2015 as an effort
to build UNC's peer-to-peer reach online.

While other partners didn’t engage actively in peer-to-peer or community engagement, some did have
#GivingTuesday 2015 tactics/efforts that were unique to their organization. WYCF’s “| Give to Wyoming”
slogan promotes their statewide support, while College Mentors for Kids headed their marketing from its national
headquarters but fostered chapter organization. Otterbein’s promotions used the concept of twin students to
illustrate their match. WBEZ made live asks on-air all day, which was different from their efforts in 2014.

=17 -



FINDINGS

D

KEY TACTICS GIVINGTUESDAY2015

All of the research partners planned multi-channel tactics to promote their participation in #GivingTuesday.
The top three trends in tactics utilized by research partners were:

All organizations utilized their website, email and social media accounts to promote

their participation in #GivingTuesday.

such as annual letters, postcards and fliers; a few partners called potential donors.

Research partners whose main audience is made up of Millennials engaged in other activities
(peer-to-peer efforts, on-campus ambassadors, etc.) to promote #GivingTuesday through
grassroots methods.

9 Some organizations supplemented their digital and social efforts with printed materials

= Messaging

As mentioned in the Strategies & Planning section, messaging techniques differed among research partners.
Some research partners chose only to use the #GivingTuesday hashtag and brand for their marketing efforts,
while others brand their messages specific to their organization and more on the focus of giving than using the
global hashtag.

Otterbein included #Otterbein in their messages while also using the #GivingTuesday hashtag. College
Mentors for Kids used an additional hashtag in many of their #GivingTuesday messages, encouraging donors
to #GiveAMentor on #GivingTuesday. Similarly, Camp Kesem asked its constituents to #GiveKidsKesem on
#GivingTuesday. Forefront promoted the #ILGive movement along with the use of the #GivingTuesday hashtag.

Two organizations branded the day around giving but didn't reference the #GivingTuesday movement. Rutgers
called the day “Rutgers Giving Day,” promoting it as #RUGivingDay. UNC called the day #TarHeelTuesday.

.18.



FINDINGS

When identifying cross-channel tactics to employ, research partners crafted the following messaging:

Camp Kesem

Twitter

smg Camp Kesem @CampKesem - 21h B Camp Kesem Retwe

eyt .Y . . g Camp Kesem at KU @CampKesem_KU - 23h
WhY_"’GW‘aK'dSKesem thls ) %= Happy #GiingTuesday everybodyl Please consider @Campkesem If
#GivingTuesday? This video says it all you're thinking about donating today!
ow.ly/VkgmU - Donate now & change a S
life: ow.ly/VkgmV s :

1114 AM - 1 Dec 2015 - Details
] YouTube . ' b

o @CampKesem_KU @CampKesem

fiGiveKidsKesem & Change a Life

#GlveKldskesem & donate now at hitp2//www.campkesem.org! Camp Kesem Is
a natlonwide community, driven by passionate college student leaders. that

supports ch...

View on web

2 6 BAEER TR

1:01 PM - 1 Dec 2015 - Detalls

& +3 sns Hide media

Instagram

o
. campkesem | roLLew 1 campiesem FOLLOW

183 likes 220 fikes
campkesem #GivingTuesdny is in ONE
week and we'd love for you 1o jon us in our

camphkesem Tomarrew, temarmew!
miss| mi! Please share

GhvingTuesday is slmost upon us - please
hieln us spread the #GveKidsKesem
messnge and support the cwer 3 million
childran touchad by 8 pasant's cancer
#CampKesem fKesemlove

. i [§ A
a - ¥
7 D AYS , touched by a parent's cancer
A “Camp Kasem is one week out of the year,
Giving Tuesday bt Kesem never, v
5 Lidls take Camp Kesem wit
[ 1 throughout the rest of thek Fves. One week
does that, & changes tham. It % them. it
makes them better. i makes them hoppier
And reminds them that they are
understood, How beautiful i that™ -Camp
Kesem Counselor

vies you. These

Login to ke or comment T T p———
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Camp Kesem (continued)

GIVINGTUESDAY# we@(éds&(esem = < PN ot

DECEMBER 1 B

c‘faprﬁﬁ* Kesem Sim

Non-Profit Organization

camp Kesem.

Timeline About Photos Reviews More »

_wmi Camp Kesem

November 30 at6:56pm - &

"This program was a huge step in our family’s healing process. At home,
everyone is trying to be strong for each other so things go unsaid. Camp
Kesem offers children a place where they can open up about their
feelings, cry together, support each other, and most importantly they have
fun together. They learn that they are not alone. I'm so grateful | was told
about Camp Kesem." -Camp Kesem Parent

Tomorrow, tomorrow! GivingTuesday is aimost upon us! Please help us
spread the . See More

& Like @ Comment #» Share

KES [mu”'

have 10
pretend
1o be this
kid who is

okay. | can
J'us‘r be who
want to be’

Contact Us

| 1l Like | | B Message | s=s

_~%i Camp Kesem
12 hrs - Edited - @

What a day! A huge thank you to those who have contributed to sharing
our #GiveKidsKesem message far and wide today. We are beyond
grateful to you all. BUT we still have a few more hours of #GivingTuesday
left, so let's make it countl!

Our amazing Camp Kesem Alumni Association is striving hard to reach
their goal of starting a brand new Camp Kesem chapter -- and if they raise
$40.000 by the end of the day. they'll receive a matching $5.000 grant
tool Help us support even more of the over 3 million children touched by a
parent's cancer and donate now here: donate kesem org/alumniarmy.

GIVING TUESDAY

“These kids moke me want
fo be a befter person
Every fme | g0 fo wake
them up and every fime
| gef a hign-five from
a lifle seven-year-od,

| st wont fo be fre
person they think | am
| want fo be fnat postive lght -

n the rest of my Iife and
ot st at Camp Kesem

| want fo fake fre
Comp Kesem sprit
wih me wherever | go”

wyi i M
Sk - CAMP KESEM STUDENT LEADER -
- # :fjf'(-‘("Kf( (6 Kesem
B~
il Like W Comment A Share
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College Mentors for Kids

COLLEGE MENTORS FOR KIDS

Tweels Tweels & replies Photos & videos Who to foflow - Rekemn

" wd Google Cast &
camwr Ha & I wed bry

541 ratwaaets !n:l h-l'l likes. That's $143 65 for MFKFundue ‘& Follow ®¢ B

Mertons | Thank you o anyone who donated to my pagel
II Linked Local Indy (2o ink

‘2 Follow
Tim_bamert - B Getry Dick (e Dich
These amazing people  FAWIholm crested a greal expenence loday t“’.l oy Darmenr Mty an
for the young minds -& Follow

@ College Mentors [ Collegalentors - 181 College Mentars (CallegelMento

You are 1 person. You can make a Will you leeAMentor this Holiday

difference in the life of 1 kid by providing 1 season? Make a contribution to
mentor. #GiveAMentor #GivingTuesday @CollegeMentors! bit.IstKjenV
bit.ly/1sKjenV SZIN
s T mese Givejoy [ 1

15 DM -1 Uec 2015 - Details Give new €3 perlenﬁaj‘["

br #k "
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College Mentors for Kids (continued)

My 5

S

e,
#GiveAMentor on
College Mentors for Kids

Education

Timeline  About  Photos  Videos  More - | e Like | | W Massage | see

lege Mentors for Kids

College Mentors for Kids

Thanks to our incredible supporters, we are 41% of the way to our goall "linvest in College Mentors because everyone needs a mentor. [ know |
Thanks for helping us #GiveAlMentor. So far, you've helped us to give 1211 did." Join Will & #GiveAMentor today! http:/bit.ly/1sKjenV
#GivingTuesday

il Like W Comment # Share
il Like ® Comment A Share
9 people like this.
15 people like this. Chronological =
1 share

ﬂ Stephanie Kohis Wooo College Mentors!i!
A Like - Reply - &1 20 hrs

- 22 -
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Community Health Charities

Facebook

[o | community Health Charities
J 21hrs- @

Maore than 30,000 partners in about 68 countries will help Kickoff Giving
Tuesday today. Will you become one of them? Visit our blog today to
learn how you can donate to Community Health Charities’ and our
network of member charities helping to give a child a healthy futura:
httpz//bit.ly/1PscZX3

Deserves
A Healthy Future ...

Your Gift
Matters

COMMUNITY ¢

HEALTH CHARITIES it

¥GigingTuesday
#Give2Health

Every Kid Deserves This Giving Tuesday | Community
Health Charities

Every Kid Deserves This Giving Tuesday Posted on December 1, 2015 by
Community Health Charities in By Thomas G. Bognanno Today is Giving...

CORPHEALTHCHARITIES.ORG

il Like B Comment # Share

& people like this.

Twitter

Health Charities [@HealthCharitles - Dec 1
| Today is #GivingTuesday! Give to help @HealthCharities ensure all
< children have a healthy future: bit.ly/1RsDIJL #Give2Health

& | Health Chanties (2HealthCharities - 21h
Learn how to donate to our network of member charities helping to give
" achild a healthy future: bit.ly/1PscZX3 #GivingTuesday

THRALEN e N

B:55 AM - 1 Dec 2015 - Details 12:59 PM - 1 Dec 2015 - Detaile

- +3 ] sne * g v -
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Forefront

=]
(]
]

Plelll PRESS CENTER CONTACT US LO(C

ForefrOnt

Engagin

gaging for mmpact

OUR PROGRAMS OUR WORK QOUR COMMUNITY ABOUT US LIBRARY SEARCH
—4 :
(& | y
-y
N LY V\
=

#ILGive, powered by Forefront and mobilized by hundreds of lllinois . # I l G I v E

nonprofits, is now underway! Please be generous to the causes that |

are meanlngtul to you. I l . -
AN,
_&.:f/,
L .n...f eoo0 .J‘ ®

JOIN THE MOVEMENT

Get free access to prospect research No matter your level of experience, We invite you to join us as a Sponsor Whether you are a grantmaker,
and informational databases, as well no matter the size of your of our 42nd Annual Luncheon in nonprofit, advisor, or ally of the

=24 -
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Forefront (continued)

Twitter
4 Forefront {Mytorefront - 17h Forefront @MyForcfront - 11h
ROt GivingTuesday is today + we're leading IL's campaign. Visit FochiOnt o) can do it @searchinc 19681

buff.ly/TN2BHH.J to find an inspiring org to invest in #ILGive2Nite

*- 3 o ven View summary e Search, Inc. @searchinc1968
95% there! Just $975 to go in 2 hrs, 30 min! Can you get

Forefront @MyForefront - 13h "$19.025.00 us to $20K7ow lyVmhkj #Lgive #GivingTuesday
Every $1 invested in the environmental '
field creates $58 in socio-economic value.
lee .to an envir org: buff.ly/21tgXT9 i m
#ILGiveZ2Nite

k) T3 1 @ sus View summary

FoectiOne

11:00 PM - 1 Dec 2015 Details

4+ 3 L) s
Forefront @MyFurelront - 13h
$1.3mil raised for lllinois social good
organizations so far. Has your org reported RactOm
in yet? buff.ly/1lueneC
#givingtuesday #ilgive

* < BN v ey

ForchirOne
Forefront @MyForefront - Zh

Thank you! To all of the IL social impact
orgs that fundraised yesterday, to
everyone who GAVE! #ILGive

Forefront @MyForeliont - 13h

The power of your contribution to youth
development in lllinois: buff.ly/1QSBAEK
Find a cause: buff.ly/1QSBAV3
#ILGive2Nite

* < v i

ForchrOnt

Facebook

Foretront
¥esterday at 7.00am - &

el i Tuesday,
December 1
Forefront

November 30 at 11:48pm - @ # I LG I v E

Fundraising for #GivingTuesday? Join the 569 lllinois organizations R)mfrOnr.
raising money for social good tomorrowl #ILGIve Forefront

Foreb Ot

ol Like W Comment # Share

Forett .

Organlzation - Library

Timeline About Phofos Events Muore = | e Like | W Message  ass

#ILGIVE

Participating [LGive Nonprofits - ILGive

Give big to these llinois social impact organizations on December 1: #ILGive

WWWILGIVE COM - 25 -
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Otterbein University

#GivingTuesday Jump Starts
Otterbein Into #GivingDecember

Join the #GivingDecember movement and give a gift
1o Otterbein. Help us r

Rneal Madha Thraetary

Ollerbein Excellence

Virtual Tour

Mujors & Minors

The U.S. Evenfing Otterbein raises its refention I Leam more about the largest Arl Scene
Associafion has named rate to the best in 10 years makes Otterbein Linivers campaign in the Liniversity's
Ctterbain alumnie Hob Burk  trough financial aid and STAND out! Join us f history and how your support
a5 its new CCO student support. campus visit today! will protect and advance its Caleind
Tuture endurs
Full story Full story Leaint e
Where We STAND Matters

Campus Safety

.26.
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Otterbein University (continued)

(ﬁm Otterbein University
I Ye ay at8:15am - E

#GivingTuesday is happening right now until 11:591 IMake a student's wish
list a reality today! www.otterbein.edu/givingtuesday

OTTERBEIN

UNIVERSITY

il Like ® Comment % Share

2 people like this. Chronological =

AnnetteHarting Andrew Boose Done
Like - Reply - Ye 3-20am

(ﬁb Otterbein University
I 3 hrs - Edit ,

#GivingTuesday continues until 11:59 EST! Will you join Otterbein to help
make student wish lists come truel Make it COUNT by joining the global
movement that shows why we call this the giving seasonl!
www_otterbein_edu/givingtuesday

-
Like @ Comment 4 Share

Dianne Grote Adams likes this.

(,B Otterbein University
! Yesterday at 6:00am - &

It's #GivingTuesday! Help #Otterbein students achieve their dreams with
your donations! hitp-//www.otterbein edu/stand/give/fy16/givingdecember

Watch Cory Michael Smith '09, who plays the Riddler on the popular FOX
TV series 'Gotham' give his take on #GivingTuesday!

1.3k
e Like @ Comment ¥ Share

53 people like this. Chronological =

13 shares

View 2 more comments
M Sharon McElroy Pfeil Otterbein University | made my contribution today!
Like - Reply &2 - 19 hirs

Otterbein University @ Thank you very much, Sharon McElroy Pfeill
We appreciate it!

Like - Reply - 18
.« Cindy Loehr Glad to contribute to an amazing schooll
lale Like Repy 12nrs
G Otterbein University @ Cindy Loehr, thank you so much for your
support!
Like - Reply - 12 hrs

- 27 -
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Otterbein University (continued)

Twitter

Otterbein University © Otlerbein - Moy 27 Otterbein University = Otterbein - Dec 1
G De safe all you #BlackFriday shoppers & don't forget #GivingTuesday G #GivingTuesday is today! Make it count and join the global movement
is 12/1. vllerbein edwyivingluesday #O0llerbein along with £0tterbein! atterhein edu/givingtuesday

" #GIWING TUESDAY.
DEC

@ orrerBE yGrINGTUESDAY

82 #Otterbein Donors so far for ) _
#GivingTuesday...will you Make it COUNT B

and be one more? The goal is 168 today! 3 4
otterbein.edu/GivingTuesday

(fm Otterbeln University - Ouerbein  21h ;"""“"' & ‘

T 2 e

1011 PM - 1 Dec 2015 - [etails

3 9 von
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Rutgers University Foundation

Search this site L

Ruigers University | Foundation | Alumni | Careers

RUTGERS

UNIVERSITY FOUNDATION

EMPOWERING MOMENTUM WAYS TO GIVE GIVE DNLINE GIVING STORIES OUR SUPPORTERS CONTACT

RUTGERS Rutgers Giving
Day

(¥} 2
» G Iv l n Da December 1, 2015 will be the first- >
ever Rutgers Giving Day. Make

an impact by giving through

12.1.15

READ MORE
Make an impact. Give through Rutgers.
20000
Making History ofy - 5
Make a gift in celebration of "
I:ii\er'eifsi?: —g_?a:itcl:tizut)tsi:;itﬁ:: the Rutgers University Foundation
de\relopménts at every tumn. Each RUTG E RS Eeijlgriii:iiiu:.f 08901

of these milestones is, on its own, [ -] <]
cause for celebration. Together, RUFoundation@uwinants. rutgers. edu
they form a Rutgers of 848-932-777T
unprecedented size, excellence,

12.1.15

capacity, and reach.
Make an impact. Give through Rutgers. ‘
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Rutgers University Foundation (continued)

D PO
%iion

Timeline About Photos Scarlet Voice More » | iy Like | | W Message = =es |

Rutgers University Foundation . Rutgers University Foundation

IHANK YOU., Tor helping Hutgers meet this significant miiestonc!
Which #Rutgers professor changed your life? Give him or her a shout-out

and you'll be entered to win $500 for the Rutgers University cause you
love most. Use #RUGIvingDay and tag or mention your favorite Rutgers
school, unit or program by 11:00PM. hitp://bit ly/1MTvsFb

Wow.
£1,000,000

in gifts!
#RUGivingDay

I ike B Comment Share

Rutgers University Foundation

From coast to coast, Rutgers University #alumni have the Unlted States
coveredl #RUGIvingDay hilp ibit ly 1M TvsFb

Like s = Share REGIONAL CLUBS/ CHARTERED ALUMNI GROUPS

Sandy Sandy likes this, Top Comments =
RUTGERS

2 shares GiVing Day

‘ Debra A H O'Neal Remembering Dean Jeankins as he handed me my
degree. #RUGIvingDay #LivingstonCollege #Entry
Like - Reply &% 1 hrs
ﬂ Yvan Yenda Professor Jean Marc Coicaud. #RUGivingDay
#GraduateSchoolMNewark
Like - Reply 71

View 2 more comments Make an impact. Give through Rutgers.
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University of North Carolina

5 UNC-Chapel Hill 1
J It's time - § 15 herel Here's how you can get involved

Geoff Whaley @oeoii_whaley
Made my gifl for #FTarHeeTuesday in honor of an amazing professor al
@UNC. Whnat will you Support? giving.unc.cau/giving-tucsaay/
#GiveTolUNC #fb

e DASEGE®

Be=

1y is tomorrowl Details

F André Rowe, Jr. andrer Ir - Dec 1
L Take time today to give to our amazing university. Tell them AJ

sentyal %2 (giving.unc.edu/gift) fitarheeltuesday

The University of North Carolina at Chapel Hill
4 Yesterday at 8:32am- @

It's an exciting day to be a Tar Heel — for a lot of reasons! One of them is
#TarHeelTuesday. a time of both generosity and gratitude. As you make
your contributions to the #GivingTuesday causes that mean the most to
you. our friends at Carolina Development hope a gift to #UNC will be on
your list. See how you can get involved in helping them reach their goal of
600 gifts at the link below. And as always. thank you for your support of
Carolinal

Giving Tuesday - Invest in Carolina

We are back with our third annual #GivingTuesday event! #GivingTuesday is a
national movement that celebrates generosity and kicks off the season of giving.

GIVING UNC.EDU

E~
il Like W Comment #» Share
23 people like this. Top Comments =
3 shares

ﬂ‘ VWrite a comment

i Carolina Development Thank you, donors!

i Like - Reply - &5 1 - Yesterday at 8:46am
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WBEZ

Broadcasting & Media Production - Community Organization

Timeline About Photos Likes More «

23 hrs

Today is #GivingTuesday - a day to support charitable organizations like
WBEZ. Will you donate?

#GI¥INGTUESDAY

Make a Donation
Your contribution is 100% tax-deductible.

DOMNATE.CHICAGOPUBLICMEDIA ORG

i Like ® Comment % Share

4 people like this. Top Comments =

! i Like ! ! B Message | ses

WBEZ @WBEZ 24

Did you know today is #GivingTuesday?
Support WBEZ on this day dedicated to
supporting charitable causes.
bit.ly/1ToFNhG

Donate to WBEZ

5 6 BOSENMEC R

Hida summary

to @WBEL

Chicago Shakespeare [ chicagoshakes - 231
@WBEZ, sending love and supporl from your @NavyPier neighbors! Happy

#GivingTuesday. <3

(5!
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Wyoming Community Foundation

Newsletter

.

Today's Superhero: You

A simple act of kindness will make you a hero today #GivingTuesday is
the vehicle to help make it happen.

We invite you to kick off the season of giving with a donation to the \Wyoming
Community Foundation or one of its many funds. Your gift helps
us strengthen Wyoming's nonprofit community.

An added bonus: All gifts to WYCF, up to $15,000, will be matched today
through Dec. 31sil

#GI¥YINGTUESDAY

Not able to donate money? There are other ways to be a hero:
1. Share information about the organizations you love on social media.

2. Volunteer with the nonprofits you care about.

Love all of the Wyoming Community Foundation Family of Funds? You
can be a hero four times over by giving to eachl

WYOMING

WYOMING

AFTERSCHOOL

.33.
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Wyoming Community Foundation (continued)

Are you ready to make a
difference?

We invite you to be a part of giving on Dec. 1st!

Wyoming Community Foundation
Charity Organization - Community Organization

Timeline About Photos Reviews More -

i Wyoming Community Foundation sh
-

ﬂ Giving Tuesday

#GT Update: $9,459 of our $15,000 goal has been raised! A hearifelt
thank you to each of you who has given! Diane Harrop gave today and we
love her reason why.

Wyoming Community Foundation added 4 new photos fo the album: Giving
Juesday. il Like Page

Supporting our Giving Tuesay Goall

Like W Comment Share

3 people like this.

| iy Like | | W Message | =eo |

Wyoming Community Foundation

Check out this video of WYCF's Mandy Fabel as she shares her favorite
giving memory. We hope it inspires you to share why you give and it
inspires you to take part in #GivingTuesday tomorrow!

WYCF Giving Tuesday

The Wyoming Community Foundation is paricipating
in Giving Tuesday on December 1st. Join us by
making a donation to support our work around
Wyoming at www.w

Like B Comment = Share

28 people like this. Top Comments ~

3 shares

Liz Lightner Thanks for shoveling for us! Sorry we caught you in the act on
your second time through. l_u We made a confribution in Zoe's memory!
GCreat suggestion.

Like - Reply -&% 1 :
W Wyoming Community Foundation You guys are so, so wonderful.
Zoe iz also wonderful, and | miss her dearly.
Like - Reply - 14 hrs

“ Craig Showalter Awesome job Mandy.
Like - Reply - MNovember 30 at 9:14pr

 1Reply
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Data & Metrics

Research partners submitted data on their #GivingTuesday results, including total funds raised, average gift

size, number of donors and, when possible, specific statistics on Millennial donors. These figures represent

data that was submitted within 24 hours of #GivingTuesday 2015 and may not reflect final totals updated

after this report was written.

B WYOMING
COMMUNITY

|  FOUNDATION

Wyoming Community
Foundation (WYCF)

On #GivingTuesday 2014, Wyoming Community
Foundation's Facebook page grew by 500 likes; this year,
the page garnered 720 additional likes. A posted video
had 146 views. Overall, the team felt as though they used
social media more effectively, both in reach and strategy,
in 2015.

Though the organization reported social media
engagement decreasing in the evening, donations —

especially from Millennials — increased as the day went on.

Overall, the team at Wyoming Community Foundation
noticed more organizations in their area participating in
#GivingTuesday 2015.

#GivingTuesday 2015 goal: $40,000
Total #GivingTuesday $42,421
2015 funds raised:

Total number of donors: 64
Number of Millennial donors: 10*

Funds raised from Millennials:  $455
Average Millennial gift: $65.50

Percentage of donors 16%
who were Millennials:

*Donors were asked to provide age. Of those that answered, 10 were Millennials.
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@

OTTERBEIN

UNIVERSITY

Otterbein University

Metrics from Otterbein’s email marketing approach
included open rates of 13-16 percent across five emails.
Emails generated a 6 percent and 9 percent click-through
rate on #GivingTuesday; half of their email database is
Millennials. On social media, Otterbein reported a reach
of 4,836 via Facebook.

/<

( COLLEGE
MENTORS

College Mentors for Kids

College Mentors for Kids sent out two emails on
#GivingTuesday, segmented by audience. These emails
reported 12.7 percent and 22.8 percent open rates and
both with é percent click-through rates. From these
emails, the organization raised $1,375 one-time gifts from
19 donors, including one recurring monthly gift.

Compared to #GivingTuesday 2014, College Mentors

for Kids had a stronger performance on Twitter (17,800
impressions) but weaker on Facebook (2,225 reached).
The team reported engaging with their audience more

#GivingTuesday 2015 goal:

Total #GivingTuesday
2015 funds raised:

Total number of donors:

Number of Millennial donors:
Funds raised from Millennials:
Average Millennial gift:

Percentage of donors
who were Millennials:

#GivingTuesday 2015 goal:

Total #GivingTuesday
2015 funds raised:

Total number of donors:

Number of Millennial donors:
Funds raised from Millennials:
Average Millennial gift:

Percentage of donors
who were Millennials:

than usual on #GivingTuesday. This organization's social media accounts were steady and active all day,
though its strongest engagement occurred early in the morning of #GivingTuesday as well as over lunch.

Donations, however, picked up from 5pm - 9pm, with the organization raising $11,000 during that timeframe.

For social media, College Mentors for Kids' national office created materials and messages that chapters
then tailored to their own audiences. More chapters were involved this year than in 2014 (23 of 32).

$47,000

$47,389.01

285
59
$2,941.50

$49.86

21%

$18,000

$27,564.11

538

155
$5,792.76
$37.37

29%

.36.
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Z |
K‘i KeS e m #GivingTuesday 2015 goal: $100,000

A child’s friend through and beyond a parent's cancer:

Total #GivingTuesday $400,527.73
2015 funds raised:
Camp Kesem
Average gift: $54.32
Camp Kesem sent out two emails to their main alumni
database prior to #GivingTuesday that informed their Total number of donors: 7373
constituents of their participation in the day. Both of these
emails seemed to have performed well, with click-through Number of Millennial donors: Not reported
and open rates higher than industry averages. (Email
marketing company Mail Chimp cites nonprofit email Funds raised from Millennials: Not reported
open rates at nearly 25.5 percent and click-through rates
under 3 percent.) Percentage of donors 85%*
Camp Kesem's November alumni newsletter, sent who were Millennials:

Monday, November 23 to 3,625 recipients, had a 29
percent open rate with an 8 percent click-through rate.
The organization’s email to their “Alumni Army” #GivingTuesday campaign, sent on Monday, November 30 to 3,699
recipients, had a 25 percent open rate with a click-through rate of 18 percent.

*Estimated amount based on alumni campaign

On Facebook, Camp Kesem had a reach of 14,136 on #GivingTuesday, with 26,089 impressions.

Camp Kesem's alumni campaign (with a goal of $40,000) received 699 gifts via email, raising nearly $37,000 from
email and social media through average gifts of $52.78. One tactic that helped this initiative came from the
organization adding additional incentives to the $5,000 match once the $40,000 goal was reached. These incentives
came over the course of the day when the organization needed a boost and reported worked well to keep those
raising funds striving for more donations.

Camp Kesem's chapter campaigns (73 chapters with combined goal of $60,000) received 6,605 gifts via email, raising
more than $350,000 from email and social media through average gifts of $53.23.

The organization’s #GivingTuesday Army consisted of 23 generals and 47 fundraisers (with 10 additional fundraisers
added on #GivingTuesday), as well as 35 who volunteered for a social media “dream team.”

Overall, Camp Kesem reported Millennial engagement was “better than expected.” The organization reported:

Because Millennial alumni worked at different times throughout the day, there was a constant
stream of fundraising with their own personal incentives tied to their goals. It was a very
energizing and exciting campaign because everyone was pushing together and tracking the
progress of the goal closely. This continued even after #GivingTuesday. Overall, Millennials
proved to be incredibly engaged, motivated and dedicated to collectively hitting the goal
we set out to hit.

As the first fully planned campaign to further the Camp Kesem mission nationally, the organization focused on
encouraging alumni to donate to the national organization rather than their alma mater. It also re-engaged older
alumni that might have lapsed in donations.

.37.
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Forefr(Unt

Engaging for impact

Forefront (#ILGive)

Forefront and #ILGive grew an audience very quickly.
The #ILGive Facebook and Twitter accounts have only
been active since the beginning of October, and the
#ILGive Instagram just launched in November. In that short
time, the accounts have grown to 458 Twitter followers,
500 Facebook likes and 107 Instagram followers.

In 2015, the current number of participating Illinois
nonprofits in #ILGive is 612. At the time this analysis was
published, Forefront had received giving reports from
205 of these nonprofits, totaling $2.4 million raised.
#ILGive nonprofit participants use #GivingTuesday as a
way to create individual donor bases, especially in light
of cuts in lllinois grants.

#GivingTuesday 2015 goal:

Total #GivingTuesday
2015 funds raised:

Total number of donors:

Number of Millennial donors:
Funds raised from Millennials:
Average Millennial gift:

Percentage of donors
who were Millennials:

$6 million

(raised by partner
organizations)

$2.4 million

(raised by partners
reported so far)

205
(organizations
reported so far)

Not reported
Not reported
Not reported

Not reported

Among participating nonprofits, Forefront reported stories of success from individual organizations. A repeated
theme Forefront heard was that participants with an engaged associate board (generally comprised of numerous

Millennials) had more successful campaigns and overall Millennial engagement.

WBEZ91.5

WBEZ

WBEZ sent 130,968 emails and reported having an open
rate of 24.7 percent and click-through rate of 0.4 percent,
which is a typical if not slightly higher response rate

for the organization’s email practices. The organization
reported a slow start to responses on social media on
the morning of #GivingTuesday but that it increased
over the course of the day. Facebook metrics were fairly
normal compared to any other day for the organization.

Additionally, WBEZ reported that their website homepage
drove about 10 percent more donations than their typical
pledge drive, according to their site's analytics.

#GivingTuesday 2015 goal:

Total #GivingTuesday
2015 funds raised:

Total number of donors:
Number of Millennial donors:
Funds raised from Millennials:
Average Millennial gift:

Percentage of donors
who were Millennials:

$100,000

$100,707

1,151
36*
$1,461
$45.58

Not reported

*Online donors were asked to provide age. Of the 120 that did,

36 were Millennials.

.38.



FINDINGS

mJTG E RS #GivingTuesday 2015 goal: $500,000

THE STATE UNIVYERSITY

OF MEwERSEY Total #GivingTuesday $1,112,155
2015 funds raised:
Rutgers University Foundation Total number of donors: 5,858 gifts
Rutgers sent three emails on #GivingTuesday 2015 and Number of Millennial donors: N T———
had an 11.65 percent open rate on average.
Their social media accounts performed very well. The Funds raised from Millennials: Not reported
foundation had more than 2 million impressions of their
hashtag, #RUGivingDay, with a reach of around 700,000. Average Millennial gift: Not reported
Said the team:
Percentage of donors Not reported

On a regular day, a post on our Alumni Page reaches - .
about 1,000 people, and a post on the Rutgers who were Millennials:
University Foundation page reaches about 250 people.

Rutgers believes #RUGivingDay 2015 to be one of the top social media performances in the Foundation’s history.

Millennial students were the largest users of #RUGivingDay on social media. Student organizations heavily
participated in the social media challenges to win extra funds for their organizations; students also gave
at a higher rate. More than 500 gifts came in from students in honor of Rutgers Giving Day.
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FINDINGS

—_N THE UNIVERSITY
” | of NORTH CAROLINA
i

— at CHAPEL HILL
#GivingTuesday 2015 goal: $150,000
University of North Carolina fotalrGivinglucscay VSRR
2015 funds raised:
The majority of UNC's social media interactions were on Total b fd .
Twitter and Instagram with Millennials. The most popular otal hnumber of donors: 75
ts included GIFs and ial it designed by th . .
posts Incd e S and speciatitems designed by the Number of Millennial donors: 269
organization’s social media ambassadors.
UNC also used Snapchat to reach its Millennial audience. Funds raised from Millennials: $22,950.71
The university created a Geofilter (an original overlay for
Snaps that can only be accessed in specific locations®) Average Millennial giﬂ;: $72.40
for #TarHeelTuesday on Snapchat that allowed students
on campus to share the branded day in their own snaps; Percentage of donors 29%
students could also post to UNC's “Our Campus” who were Millennials:

Snapchat story, allowing for a new level of engagement
with Millennials.

UNC deemed its specific school matching gift event successful: Of Millennial donors, 42 made gifts totaling
$1,686.60 to the School of Journalism for their #MJ10for10 matching gift campaign.

Overall, UNC reported receiving positive feedback from its constituents. The collective efforts of the Carolina Online
Ambassadors, its peer-to-peer ambassador program, provided the most interaction on social media. In addition,
UNC's year-round efforts with student and young alumni giving programs provided volunteers who were readily
available to help educate their peers on #TarHeelTuesday.
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KEY TAKEAWAYS & RECOMMENDATIONS

From this analysis, organizations can use three key takeaways when looking toward their planning efforts
and involving Millennials on #GivingTuesday 2016:

Plan early and strategically.

Nearly all of the research partners started planning and strategizing for their #GivingTuesday 2015 efforts
earlier than in previous years, and some still reported the need to start even earlier in 2016. And a number

of research partners identified that creating a structure and preparing resources prior to #GivingTuesday played
a vital role in the success of campaigns.

The earlier your organization can determine your strategy, timeline, tactics and mediums, the more time you'll
have to engage your audience in your cause — with the ultimate goal of turning interested constituents into
active and involved donors. But don't just rely on typical methods of communication (i.e. direct mail, social
media or email) to attract Millennials, as this evaluation has shown that these methods have not shown higher
than average response rates with non-Millennial organizations. Get creative with events, incentives

and networking prior to #GivingTuesday to build up the excitement to this day.

Engage, don't just solicit.

Research partners that leveraged their networks of Millennials — Camp Kesem, College Mentors for Kids, UNC
and Rutgers University Foundation — all surpassed their fundraising goals and reported high social media
activity. Research partners that did not employ social media advocates or ambassadors on #GivingTuesday
reported having average activity on their social media sites.

Research from the Millennial Impact Project (themillennialimpact.com) shows that Millennials deem financial
giving just as important as giving of their time, resources, voice and network. To truly involve this generation,
it is vital that organizations engage with their Millennial audience members other than just asking for donations.

Simply posting from an organization’s social media accounts, however, isn’t enough to engage this generation.
As reports from research partners has shown, social media activity doesn't equal engaged Millennials —
and though people in general are giving on #GivingTuesday, Millennials aren’t the majority of them with

organizations whose audiences lie outside the generation (ex. organizations not made up of or led by students).

Establish online Millennial advocates or ambassadors prior to #GivingTuesday so these ambassadors can reach
their Millennial — and non-Millennial — networks and more people can become involved in your organization’s
cause, increasing your organization’s reach and fundraising potential.

Think beyond digital.

#GivingTuesday can be a successful day of giving, but to engage Millennial donors, organizations need to
expand their tactics and approaches to more than just digital (web/email) and social means of communication.
The research partners that were most effective in their Millennial engagement strategies are the ones that
strategically incorporated grassroots efforts — peer-to-peer or personal challenges, events, ambassadors,
incentives, etc. — alongside their online and social media efforts.

Millennials are wired to “do good,” but they are unlikely to see a tweet or Facebook post and just blindly give
without any other information or connection to the cause. They want to be involved beyond the online world.

To harness this generation’s passion for causes — as well as their spending power — organizations need to craft
messaging that is just as powerful in the offline world as it is online.
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Millennials give to causes they are passionate about, but in
organizations not made up of or led by Millennials, they do not
make up the majority of donors on a day dedicated to giving like
#GivingTuesday. In organizations with largely Millennial audiences,
campaigns that incorporated both grassroots and digital efforts
proved to be the most successful.

Did #GivingTuesday inspire Millennials to give? Based upon the
reaction from our research partners, yes — but much more so when

approached by organizations that involved them both online and off.

Through this evaluation, it's also clear that educating individuals
about a cause and inciting action prior to #GivingTuesday is more
impactful than only engaging them on that particular day.

By planning early and strategically, interacting with Millennial
audiences long before #GivingTuesday and thinking broader than
just digital tactics, organizations can learn to better understand and
harness the power of this booming generation. And as both this
generation and this giving movement continue to grow, organizations
can seize the possibilities of #GivingTuesday 2016 and beyond.
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Achieve is a research and creative agency for causes
and the leaders of The Millennial Impact Project.

We help organizations understand the behaviors

of today’s donors, activists and employees who

are redefining cause engagement. We work with
organizations committed to making the world a better
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companies who want to understand and reach new
donors, audiences, volunteers, activists or employees.
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