=mc Glo bal Fun drai sing
Confiden ce Survey Report

About =mc

=mc is a global management consulting firm working exclusively with non-profits. We
have offices in UK, USA, Australia, Singapore, Brazil and Mexico.

We work in innovation, change, strategy and talent management to transform the
performance of non-profits worldwide. To find out more contact us at
www.managementcentre.co.uk +44 (0) 207 978 1516.

To find out more about how =mc can help you survive and thrive in the economic
crisis contact Bernard Ross at Bernard@managementcentre.co.uk.

=mc is running a series of seminars on Global Fundraising for
International in London 18" November and Geneva 20" November. To
find out more and book visit www.managementcentre.co.uk/seminars.
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Introduction

This report analyses the responses to a global online survey undertaken over 5 days
by The Management Centre (=mc) at the 2008 International Fundraising Congress in
Holland. Survey responses were analysed by =mc’s knowledge management expert
David Segal.

The survey explores the implications of the global financial crisis for
fundraisers. It acts as a guide to fundraisers now on how their preferred strategy
compares to global expert views. It will provide data for 12-24 months time on how
accurately fundraisers predicted the impact of the crisis - a practical piece of
futurology.

Specifically, the survey sought the views of 100 leading worldwide fundraising
thinkers on:

¥ How serious the financial crisis is and the broad strategy fundraisers should
adopt in response to this global phenomenon?

¥  Where in terms of ‘cause’ - children, environment, faith etc - these
international experts think the financial crisis will impact most?

¥ What action our experts thought fundraising directors should take to prepare
for the emerging changes?

A group of senior international fundraisers at the IFC conference put together a list of
the top 100 most influential and informed people in global fundraising. This grouping
included Directors of Fundraising for national and international NGOs (Non-
Governmental Organisations), as well as some donors and consultants.

The 100 included individuals from North America, Asia, Europe, Africa, Australasia
and the Middle East. A concerted effort was made to avoid an American/European
bias.

Participants were invited to complete the online survey and respond to a number of
specific questions. They were also asked to suggest ideas on specific responses.

To date, (21 October 2008), 94 of the 100 have responded to the survey. We have
analysed the perspectives as a whole and by regional grouping.

Headline results

¥ Almost 40% of respondents believe that the best response is to fight for
market share now - expansion to secure market share is the only option.

¥ Almost as many favoured another strong proactive action, although the
specific responses varied from downsizing to using reserves to weather the
storm

¥ European and North American fundraisers are more optimistic than their
African or Asian counterparts

¥ CGlobally, respondents believe that the three areas most likely to lose out are
arts and culture, international development and animal welfare.

¥ Respondents also agreed that children’s causes, emergency relief, medical
and faith-based causes would be least affected.

¥ North America disagrees most strongly on the effect of the funding crisis on
Disability, Education, the Environment, and Faith based causes.

¥ Europeans are more concerned than others about the impact on Disability,
Human Rights, and Elders.
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Respondent Profiles

Type of organisati on working fo r

Roughly half of those who responded worked for international NGOs, a quarter for
national NGOs or charities and the rest for funders/donor agencies, or
consultancies/suppliers.

Organisation type representing Response
Percent

a national NGO/charity 28.3%

an international NGO charity 48.9%

a funder/donor agency 6.5%

a consultancy/supplier 16.3%

Organisation Type

m a national NGO/charity
B an international NGO
charity

m a funder/donor agency

OJ a consutancy/supplier

49%
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Role in Fundraising (if any)

Role in Fundraising

an international director of fundraising 19.5%
an regional director of fundraising in a INGO 10.3%
a national director of fundraising 39.1%
not a fundraiser directly 31.0%

Role in Fundraising

E an international
director of fundraising

B a regional director of

10% fundraising in a INGO

B a national director of
fundraising

O not a fundraiser directly

39%

30% of respondents were international fundraising directors or regional directors in
an INGO. 39% were national directors of fundraising. The rest were not fundraisers.
Almost 33% were donors, mostly from foundations and corporations. A number were
consultants chosen for their broad international view.
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Respondent Locati on

Respondent location

Africa 9.9%
North America 19.8%
Asia 27.5%
Australasia/Oceania 3.3%
Europe/Eastern Europe 25.3%
Middle East/Gulf 6.6%
Latin America 7.7%
Location
8% 10%

m Africa

20% m North America
B Asia

25% 0 Australasia/Oceania
m Europe/Eastern Europe
m Middle East/Gulf

= Latin America

3% 27%

About a quarter were from each of Asia, Europe and North America. The rest were
from Africa, Australasia, Latin America and the Middle East.
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FundraisersCPerspectives

Respondents were asked for their perspective on the impact the crisis will
have on fundraising:

Impact on Fundraising Response
Percent
No matter what happens we need to fight for o
C . 37.6%
market share now - expansion is the only option
This a major problem - it will reduce donations if o
, . . 34.1%
we don'’t take effective action
This a major problem - but it will ‘blow over’ and o
: . . 30.6%
donations will start to grow in 2/3 years anyway
No matter what happens we need to take action
now to reduce costs - pragmatism is the only 17.6%
option
This a major problem - it will massively reduce o
: 11.8%
donations and we need to accept that
Problem Perspective
0% 10% 20% 30% 40%

No matter what happens we need to fight for market
share now- expansion is the only option

this a major problem- it will reduce donations if we
don®take eflective action ‘

this a major problem- but it will ®low overGand
donations will start to grow in 2/3 years anyway ‘

to reduce costs- pragmatism is the only option

this a major problem- it will massively reduce
donations and we need to accept that

No matter what happens we need to take action now ‘

Although none of the perspectives scored higher than 40%, the most popular
perspectives were those that involved a strong call to action to fight the problem.

However, just under a third were more passive, accepting that it would blow over in
2/3 years.

Only about 18% considered downsizing to be a realistic option.
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Only 12% were completely pragmatic in believing that they would just have to accept
massively reduced donations.

Problem Perspective by Region

No matter what happens we need to take
action now to reduce costs- pragmatismis
the only option

No matter what happens we need to fight for
market share now- expansion is the only
option

this a major problem- buit it will ®low overO
and donations will start to grow in 2/3 years

anyway

this a major problem- it will reduce donations
if we don®take effective action

this a major problem- it will massively reduce
donations and we need to accept that

f T

0% 10% 20% 30%  40% 50%

O N America W Africa, Asiaand Latin America O Europe, ANZ and M East

Just under 50% of the North America and Europe groups agree on the need for
pragmatism compared with under 30% of the Africa, Asia and Latin America group.

Only 3% of the Europe group considered that they would just have to accept
massively reduced donations, compared with nearly 20% of the Africa, Asia and Latin
America group.

None of the North America group opted for pragmatism in reducing costs.

Other Comments

Respondents were also invited to submit their own comments and views of the
problem. These responses are published, unedited, in appendix ii.
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Level of Impact

Respondents were asked about the level of negative impact they thought the
global financial crisis will have on fundgiving/donors for a range of causes

1 2 3 4 5
(relatively (extr emely
low) severe)

Arts heritage and culture 3 7 23 32
International development 4 9 15 26 14
Animal welfare and rights 5 11 21 11 11
rSetzzgtr:Cehand scientific 5 9 20 o4 9
The environment 4 12 7 13
Human rights 4 17 24 12 7
Elders/older people causes 5 19 18 14 4
Ei)ésh?:ility and disability 3 14 26 13 4
Education 8 24 19 8 4
Health 7 30 18 4 4
Faith based causes 24 21 14 4 3
Medical research 6 17 23 12 1
Irz’:ieerfnational emergency 16 17 14 12 1
Children's causes 20 29 10
All of the above 0 6 44 9 2

The charts below show:

I the way respondents scored the level of impact for each cause from “relatively
low” to “extremely severe”

I aweighted analysis of the level of impact (overleaf) where scores are multiplied by
a weighting factor so that, for example, “extremely severe” is given a weighting of
5 and “relatively low” is given a weighting of 1

I an average weighted analysis by regional grouping
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Level of Impact

0 10 20 30 40 50 60 70 80

Arts heritage and
culture

International
development

Animal welfare and
rights

Science and scientific
research

The environment

Human rights

Elders/older people
causes

Disabilty and disability
rights

Education

Health

Faith based causes

Medical research

International emergency
relief

Children's causes

All of the above

H 1 (relativelylow) m 2@ 3 04 ob (extremely severe)
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Level of Impact - Weighted response

0 50 100 150 200 250

300

Arts heritage and culture

International development \

Animal welfare and rights |

Science and scientific research |

The environment

Human rights \

Elders/older people causes |

Disability and disability rights \

Education \

Health \

Faith based causes |

Medical research \

International emergency relief \

Children's causes \

All of the above |

Higher numbers indicate the worst hit causes.

Respondents consider that causes most negatively affected by the crisis will be, Arts,
Heritage and Culture, International Development, Animal Welfare and Human rights.

Those least affected will be Children’s causes, International emergency relief,
Medical Research and Faith based causes.

Other Comments

Respondents were also invited to submit their own comments about causes that
would be particularly negatively impacted or those that would hold up well. These
responses are published, unedited, in appendix iii.
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Breakdown by Region

Level of Impact
Average Weighted Responses by Region

0 10 20 30 40 50

Arts heritage and culture F
International development WA
g

Science and scientific research

Human rights

All of the above

Animal welfare and rights
Elders/older people causes
Disability and disability rights
Education
Medical research

Health

The environment
International emergency relief

Faith based causes

Children's causes

O N America B Africa, Asia and Latin America B Europe, ANZ and M East

Higher numbers indicate the worst hit causes. The scores are normalised for each
group to enable them to be directly comparable

The Europe and Africa, Asia and Latin America groups agree in most cases
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North America disagrees most strongly on the effect of the funding crisis on Disability
(10 v 25), Education (15 v 25), the Environment (10 v 20) and Faith based causes (9
v 18)
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Respondents@Buggestions for What Fundraisers Should Do

The final survey question invited respondents to submit their own recommendations
for what fundraisers and fundraising organisations should do. These responses
provide a number of practical and strategic suggestions for dealing with the current
economic situation. Those suggestions and recommendations are published,
unedited, in appendix iv.

Conclusion

Although no-one truly knows how the current economic crisis might affect
fundraising organisations globally, this report delivers the opinions of leading
fundraising experts from across the world about its impact, as well as their
suggestions and advice for weathering the storm. The results reveal much about the
confidence levels and assumptions of those individuals, also demonstrating just how
widely individual perspectives on fundraising vary from region to region.

The survey results, as well as detailed discussions with delegates at the International
Fundaising Congress (at which 800 sector representatives were present), lead to the
following conclusions:

¥ Fundraisers worldwide are committed to taking action to deal with the crisis —
many are keen to see this as an opportunity to expand and at the very least
fight for market share. Hardly anyone was thinking about cutting back or
downsizing.

¥ There was agreement that the focus should be on existing supporters —
keeping those close to you closer and asking them to help more, even if they
were suffering.

¥ INGOs and NGOs with significant reserves are feeling much more confident
than those with low reserves - a number of charities are, like banks, running
out of operating capital as the value of legacies falls and investments reduce
in value.

¥ Organisations with capital intend to expand into new markets to extend their
portfolio. Many charities recognised opportunities, particularly in major donor
fundraising, in the Middle East.

Some results may reflect a lack of shared sector knowledge, or indeed that some
causes and fundraising are thought of and funded very differently from region to
region. For example, arts supporters are usually very committed in Europe. So it
would be a surprise if arts, heritage and culture did quite as badly as suggested —
certainly within a UK and US setting.

If you drill down into the data, there are some significant differences in opinion:
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¥ African NGOs are very concerned that mostly institutional donors will stop
supporting their work - this nervousness is reinforced by some of these
donors who responded

¥ We would be very surprised if animal causes did as badly as suggested - they
normally hold up well. Sadly, we agree that Human Rights and organizations
that support the elderly may feel the downturn above other causes

¥ Experts in Africa and Asia are very concerned about Healthcare and Regency
Relief. This may reflect the non-socialised nature of these activities in the
other counties.

FURTHER INFORMATION
Next steps

The ‘expert’ survey is now closed and a revised version is being opened up to a
wider audience to see if the views of ‘ordinary’ fundraisers worldwide match those of
the experts. You can access’ the survey at

http://www.surveymonkey.com/s.aspx?sm=pvA5TboJvp 2fumDAIl 2bgDvEw 3d 3d.

You can download further results of the survey and updates from
www.managementcentre.co.uk/crisis or from www.resource-aliance.org

=mc is also currently conducting three major reviews for UK charities and two for
INGOs exploring what the crisis means for them. In each case we are working on
scenarios to help explore what to do when the situation becomes less volatile. At the
moment it’s difficult to predict what will happen generally.

Other resources and experts to talk to

For more information on the survey, and to get further help on how to deal with the
current economic situation, please contact Bernard Ross, Director of =mc by email
Bernard@managementcentre.co.uk.

There is a useful rolling blog on the issues raised by the crisis run by Sean Triner
and Daryl Upsal. You can add to this and access it at:

http://recessionwatch.blogspot.com. You can also contact Sean and Daryl through
this blog.

This blog includes a powerful and useful presentation on how Argentinean
fundraisers and donors responded to the financial meltdown in their country in 2001.
This practical and useful report was prepared by leading fundraising experts Norma
Galafassi and Marcello Iniarra - contact through ngalafassi@in2action.net or
marcel@marceloiniarra.com

For North American expertise on handling the crisis the leading expert is Tony
Myers, Tony Myers Associates contact tmyers@telus.net
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Appendices

Appendix i: Survey Questions

Section 1: About You

Tell us a little bit about you so we can find out if there are differences in opinions between
different sectors and countries.

1. | work for:

N
= KKKK
3

K K K K

w

K K K K K K K

a national NGO/charity
an international NGO charity
a funder /donor agency
a consutancy /supplier

an international director of fundraising

a regional director of fundraising in a INGO
a national director of fundraising
not a fundraiser directly

m based in :

Africa

North America

Asia

Australasia /Oceania
Europe/Eastern Europe
Middle East/Gulf

Latin America

Which country do you live / work in? [Free text box for respondents’ responses]

Section 2: Your Opinions

1. When | think about the global financial crisis | believe that for fundraising:
(Please tick all that apply):

¥
¥
¥
¥

¥

this a major problem - it will massively reduce donations and we need to accept that
this a major problem - it will reduce donations if we don’t take effective action

this a major problem - but it will ‘blow over’ and donations will start to grow in 2/3
years anyway

No matter what happens we need to fight for market share now - expansion is the
only option

No matter what happens we need to take action now to reduce costs - pragmatism is
the only option

Other views? [Free text box for respondents’ responses]

2. Please select the level of negative impact you think the global financial crisis will have on
fundgiving/donors for each of the following causes, (where 1 = relatively low : 5 =
extremely severe):

KK K K K K K

© =mc 2008

The environment

Education

Science and scientific research
Health

Medical research

International development
International emergency relief
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Animal welfare and rights
Human rights

Children's causes

Elders /older people causes
Faith based causes
Disability and disability rights
Arts heritage and culture#
All of the above

KKK K K K K K

Other areas of impact not listed or anywhere you think will do well? (Please rate 1-5, as
above). [Free text box for respondents responses]

Section 3: Your Ideas on What Fundraisers Should Do

1. Please enter below what you think fundraisers should do about the economic situation or
what your organisation is doing. Be as practical, (ie move over to more low cost e-
communication with donors) or as strategic (ie. set up a group to develop various
scenarios on what the impact of different income drops would be) as you want. We
especially welcome examples of what you have done but are also happy to hear ideas on
what you think should be done. [Free text box for respondents responses]
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Appendix ii: Individual Perspectives of the Economic Crisis

In Section 2 of the survey, respondents were invited to submit their own comments
and views of the problem. These comments are listed below. (Please note that the
responses are published unedited and ungrouped).

1. We need to continue addressing the issue of poverty in the world

2. Don't jump to assumptions, monitor your programs and be ready to make the
case to your donors about why their support now more than ever. Need to keep
investing but need also to be flexible.

It is a minor problem, but a bigger problem is lack of strategy

This also depends on the organization. A mature and developed organization will
be at greater risk.

5. Keep long term view! focus the diversity of what you do, set priorities on core
areas where you are best and don’t cut down investments in future growth

6. 1t COULD be a problem, but we should not stand still or draw back from our main
goals - but we should review our options and be ready to adapt.

Those that invest during the crisis in growth will come out far stronger at the end
Develop "culture of giving" mainly in countries without philanthropy background
Don't overreact. Donors are more generous when they see others suffering.

10. It's in bad times that people begin to reflect on the futility of life and get drawn to
spiritualism or charity or religion. Have seen this happen in '97-'98 during the
Asian Financial crisis, in 2001 after 9-11, in '02-'03 due to SARS, '06 due to
tsunami and now this. Crisis is the only constant factor in the FR calendar!

11. We have a lot to do to proactively address this major problem

12. We have to be smarter and more creative when it comes to resource mobilisation
for the common good.

13. May not have big impact in individual giving

14. It's a tumultuous situation, but is "the sky" really falling (yet)?

15. Investment needed now more than ever in finding your best donors and spending
money on them and ignoring the less good donors

16. It is even a chance for growth for those who are flexible

17. While the spirit of philanthropy would still be there the wherewithal will not be
available, today most organisations will first think of their survival only and not
charity

18. We need to engage people with their time and skills if not money so that there is
more sensitization to the needs of the underprivileged.

19. In times of economic distress, one way to tide over this financial problem for both
individuals and institutions is to continue to give to charities and for a worthy
cause, history itself suggest that individuals and institutions that gave even during
the great depressions of the 1930's were better able to ride the wave of
depression and come out winners at the end of the financial crisis. | do think its
important that charities spread the message of giving in the times of financial
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hardships and one of the solutions to come out of the economic situation, for this
too shall pass

20. Serious donors will continue to give even though at a downscaled size of their
normal contribution.

21. It may not effect Individual Fundraising

22. This crisis will bring in some change in the fundraising methods - it may open
some more options for fundraising

23. Be proactive and diversify one's source of funding

24. We need to provide even better experiences and service to our donors
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Appendix iii: RespondentsOViews About the Impact by Cause

In Section 2 of the survey, respondents were also invited to submit their own
comments about causes that would be particularly negatively impacted or those that
would hold up well. These comments are listed below. (Please note that the
responses are published unedited and ungrouped).

1. Hunger relief 2 Probably less funds but more food to distribute due to less
internal consumption. Also, less exports in food producing countries.

2. Public services could be positively affected

legacies down

corporates down lots

major donors static
foundations down in 12 months
community flat

posh events down big time
individual giving flat but hold
recruitment down

cash giving static

emergency giving holds up
overseas money (non governmental) might get better

4. Causes that can capture donors' imaginations and show that they can deliver
a lot for very little. In tough times value for money will become more
important. donors will support causes that offer value. Causes which have
invested in systems to demonstrate accountability, transparency and
trustworthiness will now pay off.

5. Population Issues and malnutrition
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Appendix iv: Respondents@Suggestions for What Fundraisers Should
Do

The final survey question invited respondents to submit their own recommendations
for what fundraisers and fundraising organisations should do. These responses are
listed below. (Please note that the responses are published unedited and
ungrouped).

Respondent 1:
move the organization's resources to more secured banks;

- for international organizations, if resources are pooled centrally, delay sending
remittances to central location - keep the resources in national countries - this is to
mitigate resources getting burned at once

- reforecast/re-program activities: do the critical activities, eliminate nice to do (as a
rule, don't fire salesmen or fundraisers - just review timing of fundraisng activities);
- only essential travels

- do video conferencing rather than face to face meetings

- field programs need to be re-programmed as well; grant - funded projects to
continue

- no new contracts; no new hiring, hiring of replacements to be reviewed (impact of
postponing hiring replacements considered), no new projects

Respondent 2:

We are monitoring our programs (attrition, avg. gifts, response rates, sign-up rates)
and running scenarios using different currency exchange rates to determine impact
on investment and income budgets.

Despite the alarming news our programs are not seeing a major impact so we are
urging our offices to keep an open mind because we don't know what the impact will
be.

We are developing scripts/messaging around why we need our donors now more
than ever and offering downgrading or payment holidays for donors as an option
before cancelling their donation.

We are looking to strengthen our current partnerships to weather the storm rather
than looking for new ones.

Bottom line we are not jumping to conclusions and we will continue investing
because refugees need our support more than ever.

Respondent 3:
More research into motivations so as to focus our communications even better

Respondent 4:

maximise on any drop in media costs - focus on CPA. Invest even more in donor
care and relationships. Be well informed about how your donors might be affected
and have alternative giving scenarios prepared.
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Better real time data tracking so investment can be moved quickly. Get advance
Board sign off for speedy decision making. Discourage atmosphere of negativism.

Respondent 5:

Fundraisers should look around for ideas on how to make use of unused resources-
empty offices, unemployed market traders etc

Respondent 6:

Firstly | think this kind of opinion survey can be dangerous. A recent one by the UK
Charity Commission showed that 1 in 4 fundraisers thought income was down
because of the recession. Really, in most mail appeal cycles about 1 in 4 fundraisers
will be disappointed by results. They will blame it on anything except themselves.

So we have been monitoring the actual data from a large set of diverse charities and
have seen NO dip in income that could possibly be associated with the recession, in
the first 2 x quarters of 2008 from individuals. However, corporate fundraising
income is down, but since that only accounts for about 5% of income it is not
significant.

Secondly:
The most dangerous thing about this time could simply be the decisions we make.

Whatever happens, we fundraisers need to prevent our boards and management
making the possibly fatal mistake of cutting fundraising expenditure. | sat down to
write a collection of thoughts and information from researching our data sources and
what other ‘experts’ are saying about the recession. By the time | finished it was
almost 9,000 words which can be basically boiled down to one message: don’t
commit recession suicide.

It's pretty tough going at the moment. Your investment income might be down;
demand for services may well increase; people are looking at their expenditure and
having to make some tough choices; your finance team and your board may well be
feeling very nervous. However, if we are to continue, as charities, to address the
future needs of our community and our beneficiaries, we need to take a long term
view. This means protecting our future revenue, not just services today, by ensuring
we don’t commit recession suicide.

Whether donations (responses and/or average gifts) go up, down, or stay the same,
the tactical decisions taken by charities will have more influence on the fortunes of
the charity than a recession.

If things get worse, you need to spend more to make the same net income and net
income is the key to delivering services. If things get better because of a recession
(which is unlikely) it is a great time to spend more money and get great results. If
things stay the same, then keep things the same.

The findings from our Australian/New Zealand benchmarking collective, where 23
charities join together to share their data and donor transactions, show no impact of a
possible recession up to June this year. However, the next round of findings, due in
early 2009, which will also include a number of North American charities, will show us
what has happened from July to December this year. This will give us valuable

evidence of how these benchmarked charities are tracking against the current global
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economic downturn and how donors are actually donating to charities during this
time.

Decisions should made based on evidence, not what might happen.

Here is my ten point plan for coping with the recession, and protecting your charity
from similar events in the future.

The board and management need to understand the data and stop unrealistic
expectations

1. Stop using cost of fundraising (COF) or return on investment (ROI) as a key
measure and concentrate on net income.

2.  Work like a commercial organisation; accept reduced short-term growth in
service expenditure to gain increased long-term growth. Don’t commit recession
suicide.

3.  Stop putting off bequest (legacy) marketing every year — it won’t make any
difference to your income next year, but the charities that invested in bequest
marketing during or after the last recession are in a lot healthier situation than those
that didn’t.

4. Accept that donors are not cheap.
Apply the Pareto Principle internally and externally

5. Look at where your money really comes from now, and concentrate efforts on
high yield activities like regular giving, bequests and major donors.

6. Look at where growth is coming from for successful charities, and ensure you
are getting your slice.

Look after your donors

7. Implement proper, well thought-out and planned ‘supporter relationship
management’ — just think, if you had implemented Relationship Fundraising back
when the book was written, your donors would be much more likely to stay with you
now.

8. Ensure you are using the right tactics for fundraising — number of mailings,
rigorous targeting personalisation, length of letters, actually asking for money in your
appeals, telephoning to upgrade regular givers; any of these things not done well (or
at all) will cost you much, much more than any impact of a recession.

Get more donors
9. Regular givers are still the best bet in most countries right now; they can be
expensive and it may take you two years to recover costs but, guess what, that is life

in fundraising.

10. Understand the implied lifetime value of such donors — plan long term.
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Ultimately, the fundraising tactics a charity deploys will most likely have a greater
impact on income than the recession. You hold the key to making the right choices
for your organisation during such an unstable time.

Respondent 7:
Lower revenue expectations, particularly in the area of Foundations and Major Gifts.

Testing and careful evaluation has never been more important.

In the US we had projected this to be a quiet period anyway, because of the US
election, the real impact of the economic crisis will be felt in the November /
December.

Fortunately the stock market seems to be bouncing back.

Carefully review all DM acquisition and lists, we have not cut back on investment
here as yet.

Test an economic crisis reference in DM acquisition (although | don't believe this will
work positively).

Offer a donation holiday for monthly supporters phoning in to cancel gifts.

Focus extra effort on servicing key donors we currently have to ensure we remain in
their priorities.

Increase acquisition efforts and investment in online.

Respondent 8:

| work for an international NGO of autonomous organisations. We are seeking to
improve our fundraising collaboration to reduce costs and improve results.
Specifically we are developing a Digital Communications Strategy to improve our
collaboration on branding on websites, approaches to innovation, technology and
content including interactive spaces, usage of mobile phones in the south, technical
and content development partnerships. At the top level, at our Board meeting we will
be discussing our financial targets and assessing the impact for each fundraising
market in which we operate.

Respondent 9:
keep long term view - 3 to 5+ years

don’t cut down investments in long term growth
cut down on the nice to have and focus on what you are best at
cooperate within your organisation to cut down costs

become more open in accepting others ideas and products instead of costly
adaptations for your own

align with sister/partner organisations to cut costs
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Respondent 10:

Internally reassess your strategy and priorities

- make sure that you do the things you do well, REALLY well (get best bang for
bucks in your core activities and income streams)

- monitor investments and if you start to see significant shift in results, redirect
towards lower risk, higher guaranteed returns (either in income streams, techniques
or markets)

- continue to go for growth where you can achieve this cost-effectively (don't draw
back and shrink your programme in areas where you can expand)

- take the opportunity to assess which income streams are hardest hit and make sure
that you focus on building the sustainable income streams

- take it as an opportunity to educate your management team and your board -
especially on the need to have some flexibility in the programme to react to change
(both positive and negative).

Respondent 11:

reduce/control costs; keep in contact with donors; keep donors informed of steps
taken and impact made;

Respondent 12:

Invest time, intelligence and money in massively improving the donor experience with
the charity. Remind donor they are wanted, needed and appreciated

Make sure that those donors who do withdraw their support for economic reasons
are still communicated with and kept being shown appreciation. The will return IF
ASKED when times get better

Engage the public in other "non financial" ways with your organisation via advocacy,
signing up to enewsletters etc so that you have an enormous pool of warm prospects
after the crisis

Look after legacy pledgers better than ever

Diversify the fundraising portfolio

Do not stop investing in fundraising but even spend more in the areas where it
delivers the biggest ROI

Stay top of mind with the public for your great charitable work via smarter PR and not
dull press releases

Respondent 13:

(sorry my poor english)
The crisis is ALWAYS an opportunity and from a Christian perspective could to be a
blessed crisis. Why?

- Because you have the opportunity to strength the relationship with your committed
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donors, so you will need call them RIGHT NOW before to start to feel the crisis in
them pockets and say them why they are TOO MUCH important for your charity.

- Don't develop while EMOTIONAL campaign (the donors coming from that kind
appeal are more weak - LFTV in Latin America less than 12 months). We have real
problems in our countries, so we need to communicate to the people: WAKE UP, we
are inviting to the people to change the world

- To have cool and inspirative heads in the charities. Is the opportunity to develop a
next stage toward an innovative culture taking risks: "You don't get that you don't give
and risk"

- Move toward the hyper-personalization (good CRM, web presence and mobile-
active)

- Increase the usage of the technology. A lot of charities in LA are very ineffective
supporting donor and acquisition (take a lot of time since one prospect is converted
in donor and he/she give the first donations, most of the donations are not auto-
payment - inclusive in big charities in Europe and EEUU)

- Auto-regulation and accountability. | know, are controversial issues, but if you look
at the surveys, is one of the recurrent topic in the no-donors's market

- Give to the donors WORK ... they don't want anymore passive's pockets.
Encourage them to participate in your cause !!!!

Respondent 14:

To some extent low dollar donations are counter cyclical. While people re-focus their
donations more toward local and national efforts and more toward poverty and
immediate and urgent needs, the more the need is communicated by the media, the
less of a "sales" effort the charity need make to persuade people there is an urgent
need for their help.

High dollar and tax driven donations are another matter. These are often a function
of disposable wealth.

Thus | see major donor and corporate fundraising suffering more than direct

response marketing and low dollar strategies.
Just another reason Bernie's focus on wealthy individuals is wrong! ;-)

Respondent 15:

Now is the time to get the house in order/strengthened - planning , training , new
'product/ campaign development' so that when the crisis subsides u are ready to go
in with full readiness. Also a good time to recruit and strengthen your staffing
capability - | know Bankers / investment advisors who are reviewing their life goal
after such a big jolt and want to do ' something good with their lives' - they have the
network , the talent and now the vision / purpose to re-draw their life in a new way.

Respondent 16:

From a board member/fundraiser perspective:
1. Higher Education : we just had the most successful fundraising event ever. Historic
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record.(.....?) ( Funds for scholarships )

Proactive response from board and staff teaming up to analyse strategy in times of
crisis. 1st step : strengthen ties with past donors and time dedicated to prospect
research.

Understand the real impact on a country level basis. The impact will be not equal.

- Corporate giving will be the first to suffer the impact of the crisis.

- Put attention to rationalize use of available resources. It will take time to be back to
the current level of giving.

- Put attention to evaluation of funded activities or projects. Givers will be more
selective in their decision to give.

Put attention in how to communicate results in a more effective way to fidelize
givers.

Respondent 17:

Strategic - Review strategy, business plans, timelines (make sure they're in place
and up to date); set priorities

Involve Board, key supporters in considering options and planning

Stay very focused, don't get side-tracked by 'good ideas'

Look after existing donors extremely well - appreciate if they can't support at the
same level as in the past but know that they'll see you through tough times

Stay positive!

Practical - Review operational/budgets. Consider where you can be leaner & meaner
- where can costs be reduced to improve effectiveness without jeopardising the
program

Assure donors that every effort is being made to contain costs and maintain income
eg. defer any costly activities eg events unless costs in time and $$$ are met by
others

Encourage donors to convert to regular giving programs (cost- effective, committed
income even if small monthly amounts individually)

Respondent 18:
- Think about services you can provide/offer

- Be more creative while asking for money (every crisis hide an opportunity))

Respondent 19:
Do not rely on small cash donations. Go for volunteer time, in-kind donations, and
expertise. People have less money to give, but their solidarity may get stronger.

Spend more time with potential major donors who are now looking for new - maybe
unusual - social investment opportunities. They may become your social venture
partners for change.

Respondent 20:
planning for different impacts

plan for dif income stream aggregate and risk manage

Respondent 21:
1. Define your products clearly and make them as appealing as possible.
2, Focus on the big three — regular giving, legacies and major gifts. Invest in these,
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drop all other marginal or unprofitable activities.

3. Make sure you are brilliant at communication. Invest if you need to (particularly in
low-cost communication).

4. Demonstrate value for money — consistently and across all activities.

5. Be a pleasure to do business with (those that have been for some time will now
reap the benefits).

6. Become brilliant at accountability, transparency and demonstrating value for
money.

7. Stay confident, positive and focused on your cause.

8. Support, encourage and believe in your donors. And your cause.

In other words, it's a good time to get back to basics.
Respondent 22:

Your good donors will not stop supporting....but most fundraisers don't know who
they are and what motivates them. Invest money NOW to find out.

Downgrade your appeals for poor responders to appeals, move to prize draws, that
sort of thing

Respondent 23:

We are 6 months into our fiscal year and are following the plan that was approved in
April. We are not panicking. | anticipate that next year's planning will factor in the
current economic situation, but how? Who can really project the impact? | don't
think there's a 20th century precedent (is there?). On the flip side, shouldn't such
uncertainty be budgeted for in any event... or have we all become so complacent in
our planning, assuming that "all will be well" all the time?

Respondent 24:
You can't do anything about the economy. The economy does not have a one-to-one
effect on donations, either, so stay calm.

Do what you are good at better, retain your strengths, cut your losses, seize new
opportunities (lower media costs for example, or the interest of financial companies
to regain credibility).

While some are worrying about saving the stock market - let's continue trying to save
and change the world!

Respondent 25:

This economic crisis is a wake up call to fundraisers to develop new and effective
ways of fundraising. NGOs need to step up fundraising R&D and break through
especially on e-fundraising. Community Fundraising in particular needs to embrace
Internet 2.0 and create new fundraising communities.

Respondent 26:

Spread the base. A larger number of smaller value donations could help tide over the
crisis. The issue is the cost of reach. The cost of reach should be kept very low as
otherwise the very purpose of the exercise will be defeated. The cost of raising funds
should not exceed 20% of the revenues, if this idea is to be feasible.

Respondent 27:
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1.Payroll giving should be and will be a wonderful tool in this scenario where the
employees can be engaged with the community by giving small amounts of money
and time but remain focused on the cause that they believe in.

2.Engagement with donors through email. Cut use of paper and contribute to the
environment.

3.Reduce face-to-face meetings and save travel costs. Use conference calling

4. Reduce large-scale conferences and use the money for projects

5.Strategic partnerships among donors and charities to prevent duplication of effort
and have maximum impact.

Respondent 28:

Innovation would be the key and reducing cost at his point in time for all charities. |
think its imperative that charities make donors aware that the act of giving in difficult
times is the best way to come out of a difficult situation and the case in History being
the great depression of the 1930's, those who continued to reach out and give to a
worthy cause were better able to manage the financial crisis.

There are many case studies which show that in times of financial hard times beside
reducing expenditure the act of giving to a worthy cause should continue as this is
one mechanism by which the universal law or call it God blesses the people who
reach out and help others, scientifically too it has been proven that the act of giving to
a worthy cause helps both individuals and institutions who continue to sustain the
same level of giving even in hard times to better come out of a difficult economic
situation than those who cut back on their philanthropy donations

Respondent 29:
Focus on maintaining strong relationships with donors, and on transparency in
finance

Respondent 30:
Develop a strong cost effective strategy for organisations and projects.

Respondent 31:
Be Strategic. List most important things that will keep you going strong. Try new
routes only when convinced.

Respondent 32:

Low cost, clutter breaking visibility. Increase e-communication. Promote new media.
Adopt newer techniques like FTF, Tele-facing and mobile fundraising. Convert
indirect costs to direct

Unite, the charities should look at joint campaigns. The order could be set by leading
charities.

Respondent 33:
Pray.
Follow up with friends and partners regularly.

Respondent 34:
Our organization is at the moment is following the two prong methods of fundraising:
individuals and corporates.
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In both the instances we need to be practical as well strategic. At this stage there is
no change in our approach to individual donor as well as corporate donor. We
already have many scenarios/products to raise funds to cover wide range of income
groups. in the long run if need arises than we will further customized our offer to
donors.

Respondent 35:

We are right now are having a serious issue of running our School. We need about 5
million dollars to run the school but no big funder is coming forward due to the
present recession.

Some of the committed major donors are also withdrawing . Donation from
individuals is not having much impact but there will definitely be a drop in Project
Support.

| think we as professional fundraisers should monitor the economic situation on
weekly basis and analyse the trend. this trend analysis should be shared with
Corporates, Trusts and Foundations.

Repondent 36:

Diversify sources of funding, localize funding, stick to one's plans for growth and
expansion would be my mantra to overcome this crisis. As Director at Dream A
Dream, a non-profit working for children's causes in India, | believe it is important to
have funding sources from across the Board - Individuals, Corporates, Foundations,
Events, Government, Grants. At Dream A Dream, 80% of our funds are raised locally
within India. This is someway keeps us immune to global crisis which is particularly
affecting those NGOs that are totally and substantially funded by global foundations
and grant-making agencies.

Second, Continuing with our growth and expansion plans gives confidence to the
donor that we have the ability to tide over the financial crisis and they will continue to
support us. Effective and active communication to our donors about our work, impact
and milestones further builds confidence.

Respondent 37:

Ride out the crisis period:

Be strong,

Move Forward

Reduce Costs

Reduce non performing staff

Spread out revenue sources

Concentrate on core issues

Increase supporters

Fine tune and focus fund raising activities
Aggressively focus on selective industry

Source fewer but long term funding & partnerships
Set realistic achievable targets

Do cross border, need based support within organisations
Fight It Out

Respondent 38:
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Creating awareness and educating the public on the leprosy prevalence and its
causes and consequences is critical to us. Since at certain pockets it has been
falsely declared as "no leprosy" cases, aggravates more problems for fund raising.
So, we have started aggressive campaigns to set right the above and also started
combating the stigma attached to the disease in a massive scale.

Respondent 39:

set a group to plan different scenarios even if they do not happen. We must be ready
to "fight". Be smarter, sharper and go back to basics.

Strengthen your regular giving programme

communicate on the impact the financial crises has on your beneficiaries and ask for
support

Respondent 40:

We should have a contingency plan in place for when situations like this arise so that
we are prepared. E communication would be a low cost way to communicate but our
donors tend to be aged 50 plus and may not have access or even know how to use
email. | think its important to communicate with our donors and explain that their
donations are still important and needed during this financial crisis and that we would
rather they still gave even if its a lesser amount rather than cancelling their standing
order donations all together. | think we should telephone our donors to reassure
them that their support is still important and needed.

Respondent 41:

All organisations should work towards more efficient utilisation of resources maybe
avoid fund-raising events for example which are low on profitability and high on costs
- should restrict taking up new initiatives and only take up these initiatives if it
adversely hampers the organisational goals. Every organisation should have a core
committee looking into this aspect and therefore monitoring the developments in the
economic environment and observe the various income streams.

Respondent 42:

- Be more aggressive with low cost acquisitions.

- Scale up in countries with lower cost of fundraising like India, where the markets are
not saturated/as competitive like the west.

- Spread the income risk, and cut down upon HR costs.

- Outsource fundraising work like telecalling and analytic s to low cost markets.

Respondent 43:
| think the only area of concern will be with CSR funding. | don't see individual donor
campaigns struggling too much beyond the short term.

Respondent 44:

1. Re-look at organizational budgets - incomes as well as expenditures. Look at more
profitable ways of raising income, and equally importantly - ways of
controlling/closely monitoring all costs - essential and not so essential.

2. Within income, segment your sources of income and analyse how each segment
could be affected. For e.g. corporate sponsorships, donations, marketing
associations could fall. Within individual income - what types of individuals are more
affected and therefore donations from that specific source could reduce.

3. Develop focussed and personalized communication which speaks of the economic
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situation and its impact on the beneficiaries your organization is working for. And
therefore, why the contribution is now even more important.

4. Long term donors which should anyway be a focus area, become more important
now. These are people who have been supporting your organization for a long time
and have supported it through similar crises situations before and are therefore more
likely to stay with you in this situation as well.

Respondent 45:

Re-visit expense budgets and cut true fat out of spending areas plus re-organize any
future strategic initiatives that would have greatest impact short term as well as long
term.

outreach immediately to major donors instilling strong relationships that are donor
cantered and donor focused; monthly communications that are 2 way and not just
one way (via mail only)

Respondent 46:

Talk to donors

Improve level of service

Engage potential donors in non-financial ways to keep them warm
Follow market trends

Respondent 47:

Focus on existing donors: upgrades and loyalty programmes

Cut back on donor acquisition as ROI likely to suffer significantly

Put out stronger messages about the importance of giving in times like these
Persuade management and board NOT to cut back on fundraising expenditure
across the board

Respondent 48:

1. Ensure your mission, vision, values and priorities are clear, concise and known for
all inside your organization and by those impacting your organization on the outside
2. Communicate TODAY on what you are doing regarding the financial crisis. Have
a plan that is practical, and strategic.

3. STAY CALM

4. Build an internal / external team to monitor and to consider on how to take positive
advantage of the situation

5. Increase communications with donors.
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