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INsights, strategies, solutions

Our Mission:  Strengthening the
nonprofits that strengthen
our communities

Our Vision: Stronger Nonprofits.
Stronger Communities.

Our Work:
« Fundraising
* Planning
« Operations
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Agenda

. National & Local Philanthropic Trends
[I. Keynote Address

Nathan Chappell,

MBA, MNA, CFRE
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Since COVID, how many years have you
attended the Philanthropic Landscape?

100

All three years Just last year This is my first time



National and Local
Philanthropic Trends
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Giving USA

2024

The Annual Report on Philanthropy for the Year 2023

LILLY FAMILY SCHOOL OF PHILANTHROPY
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for the Year 2023

C Giving
I | USA”

n-m—m.,

(y LILLY FAMILY SCHOOL OF PHILANTHROPY

PORARS by iy T

A Mentimeter




A Mentimeter

In 2023, Americans gave $557.16 billion to charity.

/% Corporations
9% Bequests $36.55 Billion
$42.68 Billion

19% Foundations
$103.53 Billion

67% Individuals
$374.4 Billion

Source: Giving USA 2024: The Annual
Report on Philanthropy for the Year 2023
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Total Giving 2014-2023 (shown in current dollars)

Total Giving ($B)

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
m Total Giving ($B)
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TOTAL GIVING

GIVING BY
INDIVIDUALS

GIVING BY
FOUNDATIONS

GIVING BY
BEQUESTS

CORPORATIONS

YL

1.9%

1.6%

1.7%

4.8%

3%

Changes In

giving by
source

202 7-2025

(IN current
dollars)




-2.1%

TOTAL GIVING
Changes In
GIVING BY . L
INDIVIDUALS L% glving by
source 2022-
GIVING BY
FOUNDATIONS -2.5% 2023

(IN INnflation-
@ f) adjusted
dollars)

CORPORATIONS

3
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Changes In recipient type
(% change reflects current dollar totals)

Sub Sector Dollars in % share of % change

billions total from 2022
Religion $145.81 24 9.1
Human Services $88.84 14 5.8
Education $87.69 14 11.1
Foundations $80.03 13 15.4
Public-society benefit $62.81 10 11.6
Health $56.58 9 8.7
International Affairs $29.84 5 2.5
Arts, culture & humanities $25.26 4 11.0
Environment/animals $21.20 3 8.2

Source: ¢ ;"-.,.f;';",r(:;,r USA 2024: The Annual Report on Philanth ropy for the Year 2023 02
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Making Sense of the Numbers

» Largest source of giving continues to be individuals

» Develop strategies for different donor segments

12
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Qualified Charitable
Distributions from IRAs

What the fastest growing area of philanthropy
means for your organization

20

21

REPORT

FREEWILLS
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Nonprofits that
marketed QCDs at |least
three times in 2021 were
3.2 X more likely to
receive 10 or more gifts.
And If they did any
marketing outreach at
all, they are 50% more
likely to receive even

one gift.

(10
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Among participants that increased donations

25%
43% 47%

44%
41% 42% 41%
36%
36% - -
2% 30%
26% 26%
17% 1%
10%10% 10% 12%
] 7% 5%
1%
| -] | 'J|

Gen Z Millennials Gen X Boomers Matures

B | want to be part of something bigger than myself B Everyone should contribute what they can

B My faith or religion calls for it B | have been asked by the charity

~ It builds my reputation

20 Give.org Donor Trust Report 2023 | Donor Participation | Give.org/DonorTrust

A Mentimeter
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Give.Org Donor Trust Report 2023

« Among Boomers who stopped * Younger participants say they
contributing, 76.9% sald they don't feel like they have been
could not afford to, as compared asked or don't feel connected
to only 27.3% of Gen Zers. to the soliciting charity.

©
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Making Sense of the Numbers

» Largest source of giving continues to be individuals
» Develop strategies for different donor segments

By age

* By length and strength of relationship

e Urgency driven by the Great Wealth Transfer

(2
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Local Philanthropy

The Rome Group 2024 Philanthropic Landscape Nonprofit Survey
May 3- June 13, 2024
206 responses
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| 59 7% of loc alﬂ'lonproflts reached
their 2 23 fundralsmg goal.

Source: The Rome Group 2024 Philanthropic Landscape Survey, May 3 - June 13 2024, n=206




Did your organization reach its fundraising goal?

2019 2020 2021 2022 2025
BYes B NO

©
Source: The Rome Group 2024 Philanthropic Landscape Survey, May 3-June 13, 2024. n=206 G THE ROME GROLU it



Local nonprofits reporting changes, by source Vet

Decreased Increased
Individual 55%
Gifts 24% 20% stayed the same
Foundation 32%
Giving 300/, 35% stayed the same
Gov't 27%
Grants 10% 24% stayed the same
Corporate 26%
Giving 6% 25% stayed the same

| _ ) il
Source: The Rome Group 2024 Philanthropic Landscape Survey, May 3-June 13, 2024. n=206 E‘ TEHEME SRON



Strategies Used in Fundraising Efforts

Grant Writing 88

Special Events
Online Appeals

Direct Mail Source: The Rome

Group 2024
Philanthropic
Landscape Survey,
May 3-June 13, 2024.
n=206

Major gift solicitations
Technology platforms

Planned Gift Solicitations

3 THE ROME GROWL'D



Most Effective Fundraising Strategies

Grant Writing

Major Gift Solicitations

Special Events

Direct Mail

14
Source: The Rome Group 2024 Philanthropic Landscape Survey, May 3-June 13, 2024. n=206 G THE ROME GROLU 1t



Today’s Headlines

Giving Increases but falls to keep pace with inflation
Marketing QCDs shown to boost fundraising

. Younger donors want to pbe part of sometning bigger than
themselves

. Almost 60% of local nonprofits reported reaching their 2023
fundralsing goals

©
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The Rome Group Nonprofit Career Board

Over 720 jobs posted this year (through mid-August)

Currently:
S — Prog rgm/ Executive
Noles Operations Leadership

Roles Roles

(10
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Presentation HERE:
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\What are your overall feelings about utilizing

Al in the workplace?

447 responses

=
per

greater effici

strategic

s critical
L
L
=
ixed emotions .
xXed emotons @
= 5
T &
¥ = - 1
s 3
o o
o cl
4]

not trustw orthy

fident

=
il

time saver

Aterment

i
E3C

=]
=
]
-
=1

-
L

Thral

T
L

i
e

(¥

pmte_ntiul

[7]
=
¥

ready

progmaotic
helps revamp writing
preparing athically challenging

AT T
NOT Qoing away

optimistic
] costs more money

not always genuine

1 e,
1 Vi | B
kA ] S

R —
L
L .

itants 2

%
!

okay

P
e
=

N
-l
.

=

amazing

(@) ]
1als
C  editor . P ] &

Ct}nfus
E% nity
hes

P
L

r ™

L
N

—_—

oppor

necessdary

=
—

M i

PR

love it

mummmim

5+ uncerta

=
e

-~
wWall and see

=

exmtéd
CU I’IOUS

 MOW

the future

not really talked about
geto

LT
M D0ard

intimidating

= S R
Creepy

B aF
l.l"-'

L L

r

ek d
skeptical

Cauﬂou§

=i
e

efficient :
Scmred

great

FTE
E00Er

here for it

O tme o researct

misunderstood
lots of potential

BT
2Nerprise

confuse

it |

]
i

=
=]

time smuiﬂg
Ing -
0
O
)
-

LINOTIC

equalizer

interest

user must foct chec

ST L
T W

N '!-l 1
JL e 1}
WA B

(]

trepidation
intrigued

-
0
=
=8

Iy

concern

JOomt understond

ey
B (= LS S |

cautioushy optimistic

TUaNCEd
LI B S

terrified

=

P ]
o,

o

A rruiireT
Womying

notinterested

-1
L

limesaver i ued

SIart
— -
- &
- & o
‘5 0§ S
Q) o on
= 4 = =
— b
U | ooy E -
= Q B 2
o | i n ]
o
B
mnew op JC’EJ'lt

uriosity
e

er
—

A Mentimeter



A Mentimeter

How do you use Al in the workplace?

® 2 Segmenting donor audiences

® 88 Donorengagement
® 80 Grant writing
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LEVERAGING TECHNOLOGY
FOR RADICAL CONNECTION

Nathan Chappell, MBA, MNA, CFRE

SVP, DonorSearch Al
Founder, Fundraising.Al
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\

The need for transformation in philanthropy

has never been greater. \

P




\

Donors and prospects have more options to
give, trust less, are highly distracted and

have a 25% shorter attention span. \
— How much has our approach shifted?

)




The Case for RADICAL CONNECTION
to Solve Humanity's Greatest Challenges

Percentage of Households that Give to Nonprofit Orgs
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In 2010, the average number of algorithmic
Interactions per person, per day worldwide
was 298.




\

In 2010, the average number of algorithmic
Interactions per person, per day worldwide
was 298.

Next year, that number will be 4,9009.
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97% of individuals are within three feet of
their mobile devices 24 hours a day

The average person:

* Receives 120 emails per day

« Looks at their phone 262 times a day

« Spends 5.4 hours on their phone per day
« Scrolls 300 feet per day

T~ «+ Sees 5,000 to 7,000 ad images per day

P

 Has 80 apps and 12 subscriptions
« Makes purchases based on values

N,




What is Netflix’s biggest competition?

\




Nonprofits are no longer competing for dollars;

they are competing for connection. \

P
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Al can drive tremendous precision, creativity
and personalization to the fundraising process.

Thanks to Al, we know more about the \
— motivations of giving than any time in history.

y




Al (Artificial Intelligence) \
Al stands for artificial intelligence, which is
the simulation of human intelligence
processes by machines or computer
systems. Al can mimic human capabilities

——— such as communication, learning, and T~
decision-making.

N
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YOUR Al TRANSFORMATION
BEGAN NOVEMBER 30, 2022
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Al moved your cheese.
It’s not coming back.




How, (not if) Al will
change your ?




Take a deep breath. \

«  70% of Al transformation has nothing to do
with data or models.

- Al transformation is a journey, not a
destination

- Al transformation is not about replacing. It’s
about augmenting.

N




THE FIVE ROI'S OF Al

o Precision
o Personalization
o Efficiency (faster)

o Increased Quality (better)

o Improved Satisfaction (happier)




ML, Machine _ AR, Augmented

VR, Virtual

DL, Deep
Learning
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In fundraising, Predictive Al can help
identify donor patterns,

while Generative Al can provide \
personalization, creativity and analysis

significantly improving donor experience. -
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PRECISION

i
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Building
Connection
In Multiple

Modes ..

N.".




HOW NONPROFITS ARE USING Al

Predicting Donor Behavior
Content Creation & Editing
- Grant writing + Review
DXO + Donor Relations
Prospect Research + Bios
Role Playing + Coaching

. mmunications + Persona Development
- Data Analysis + Sentiment Analysis
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Ethical Al is a minimum expectation.

The nonprofit sector must lead In
RESPONSIBLE AND BENEFICIAL Al




\

While Al for nonprofits is a given.
Effective implementation is not.

Irresponsible Al practices will further
exacerbate and accelerate the decline In

T charitable giving.

AN

P




NONPROFIT Al ESSENTIALS

\

1. Start small: ldentify the problem, then apply the right tool
2. Verify then trust: understand your privacy settings
3. Be transparent: Have an Al governance policy & disclose

4. Be authentic: Keep humans in the loop
5. Be curious: Assume Al can be helpful
6. Assume today will be the worst Al you will

ever use

9




Responsible Al is Everyone’s
Responsibility. \

e Build Al governance/use policies that protect and
prioritizes humanity over utility. 5

e Use Incentives that measure short-term gains but
also evaluate long-term implications. ~__

e
e Leverage principles of Responsible + Beneficial Al

to support a more generous future for all.

N\

P




@ FundraisingAl is an independent\
collaborative that exists to understand and

promote the development, and use of
Responsible & Beneficial Al for the global

fundraising community. e

www.fundraising.al

P
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WORLDS
LARGEST
GATHERING ON
RESPONSIBLE
AND BENEFICIAL
Al FOR THE
FUNDRAISING

~ SECTOR




Check out'the
LET'S CONNECT! Fundraising Al

podcast

@ www.donors-e.arch.-net a e >

www.fundraising.ai

@ DonorSearch.net
Fundraising.Al

=t

nathan.chappell@donorsearch.net

nathan@fundraising.ai
N



Any questions from the audience?

30 questions
128 upvotes
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THANK YOU ALL FOR
JOINING US TODAY!

Special thanks to our

(5 THE ROME GROUP

i partners:

o COCA
e Butler's Pantry
e Girl Loule
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Post-Event Surve

Please take a minute to fill out our Post-Event Survey at this link. Your feedback will help us improve future
Landscape events.



