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Welcomel!

Robert C. Osbhorne,. Jr
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People Want
Choices

According to
Starbucks CEOQO,
"there are over
70,000 different
ways that our
customers can, and
do, order a
Starbucks coffee"
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Value of MultChannel Donors*

*Cumulative Revenue per Donor

$300 $282

$250

$198
$200

$148

$150

$100

$58

$50

$0

1 2 3 4+

O Number of Sources




@

- 2

o

-

EU e
ANIMALS “

""" | SHOPPING FOR CHAMGE | EUROPEAN LEGISLATION | EP INTERGROUF | MEWS | DOCUMEMTS | YOU CAW HELP | LINKS

@ Members Login | Contact 1| Home

» LATEST NEWS

12.07.2011 Towards the end of pig
castration: European partners hip funding

» WELCOME TO EUROGROUP FOR ANIMALS

» For a Europe that cares for animals

Eurogroup for Animals represents a united voice for
animal welfare organisations in Europe. For the last 30
years, we have been working to improve the way
animals are treated and kept throughout the European
Union. The long-standing relationship we have
established with the EU institutions allows us to be
recognised as a credible partner for all the policy issues
that affect animals. Our objective is a Europe that cares
for all animals.

Cn this site you will find information about our main
activities.

*Towards the end of pig castration:
European partnership funding voted

12 July 2011

Eurogroup welcomes the news that during the last
meeting of the Standing Committee on the Food Chain
and Animal Health (SCoFCAH), Member States

woted

01.07.2011 Polish presidency urged to
keep animal welfare central to its
priorities

29.06.2011 Dutch Parliament outlaws

the slaughtar of animals
without stunining

22.06.2011 Mew campaign te stamp out
food from cloned animals

20.06.2011 Serious animal suffaring
revealad in Dutch pig farms

16.06.2011 Eurogroup welcomes
Commission action against Sweden for
its failure to protect wolves

Get your MEP to sign
the Written Declaration 26
on dogs in the EU

CLICK HERE
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DonorsChooseorg —

An online charity connecting you fo classrooms in need.

1. You give to a classroom project. ST By

2. We deliver the materials to the class. THE WALL STREET JOURNAL. - TSRS
3. Kids learn and show it in photos and thank-you notes. C’\}\J m hlla

Post project requests

Teachers View Projects
Help a classroom in need!

This Week: 3,142 donors 479 projects completed 23,1 00 students reached

Active Topics
administratively placed
supporting donorschoose
autobiography
accelerated reader
curriculum areas

intarratasd int~



On and Offline Agenda

A The Role of Greaory A Pulling it all together
A Power of Engagement ~ andaction planning
A Must have Stewardship s

«
A Things to consider as ., ,‘v

you jump in and/or N
expand %
)

> @

—
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Start Planning Now!

DONE! -7
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Donors Are Our
Super Heroes!
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Story Telling

A Vision and big ideas

A During engagement
opportunities

A Promise of impact
A Alumni programs
A Solicitations

A Stewardship

(c) The Osborne Group, Inc.
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Powerful Offline Story

susan c.

Kormern
rECure.



SLUUTHLLCTHILT i i

Yom | girl effect Search Browse

The Girl Effect: The Clock is Ticking

girleffect 10 videos | Subscribe

ITUATIO

¢ Llike 5 4 Addto v | Share || = 828,366 -

Uploaded by girleffect on Sep 13, 2010

Leam more at www.girleffect.org and join the movement at 3,746 fkes, 274 disikes
www.facebook.com/girleffect. ® As Seen On:

(c) The Osborne Group, Inc.
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Repurposing




aSaal3a3sa GKI

*Madeto Stick by Chip Heath & Dan Heath

A Simple A Emotional

A Unexpected A Stories

A COncrete phu in to bright
. ideas Hsl(l

A Credible L

Click Here for FREE Book Resources

© The Osborne Group, Inc. 14
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The 10 Immutable Laws of Great
Storytelling*

a{iz2Ne ¢SffAy3d & .Said tNrOGAOSe o0& !yReé D2
How effective Is your
storytelling?

How will you find out

070 | w more?

* What will you do about

&f s &
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Polling Question #1

A How would you rate 1. We do well in all three
& 2dzNJ Ay aidA (O dzindeds fa@used on
storytelling on your compelling outcome
website, In your videos, stories

during personal visits? 2 \We do well in some of

the areas and/or
sometimes

3. This is something we
need to work on



Question®
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ThePowerof On and Off Line

(c) The Osborne Group, Inc.
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The Tarnside Curve of Involvement
* Developed by Patrick Boggen, Tarnside Consulting, UK

y N
High
Taking Personal
Responsibility
Ownership
Giving
Commitment
Engagement
Low gag
Awareness Interest

Low INVOLVEMENT High
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Think, Feel, Do!

(c) The Osborne Group, Inc. 20



One Engagement Str at

(c) The Osborne Group, Inc. 21



Suite of Engagement Opportunities

High TouchLong Term

Offline
Stewardship is included

High Touclshort Term Low Touch Short Term

Offline Offline
Online Online
Stewardship is included Stewardship is included

(c) The Osborne Group, Inc. 22



Polling Question #2
How Robust is Your Suite of Engagement
Opportunities?

1. Very robustc we offer a wide variety of on
FYR 2FFEAYS 2LIJ2 NI dzy
FSStX YR R2¢ 02YLRY

2. Somewhat robust we have some successful
opportunities but not as many as we would
like

3. Not very robust we have work to do



Offline

The Power of Strategic
Questioning and Listening

Online

(c) The Osborne Group, Inc.
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Survey by Buddymedia.com

Question Placement:
Ask Questions at the End

Posts that end with a question (rather than having it at the
beginning or middle) have a 15% higher engagement rate.
Given the desired outcome of a question Post is to invoke a
response, placing it at the end of the Post ensures that any
additional information in the Post does not distract the fan

from providing a response. When seeking engagement from IF.) @ S T
users, end the Post with a question.

Posts that end with a question have a 1 5% hlgher engagement rate.
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Strategic Questions and Listening

Online

A Where
A When

A Would
A Should

A Never ask why ‘
Al 263 6K23 | yRGE &

work as well ‘
A Keep it simple

(c) The Osborne Group, Inc. 26



Offline Questions

A Listening foINTENT A Attitude and values
A Impact
A Commitment

A Always ask why

A Probe for
understanding

(c) The Osborne Group, Inc. 27



Just the Facts

A There are over 750
million Facebookusers
worldwide

A Fastest growing groug
women over 55

A Remember Twitter is
one way

(c) The Osborne Group, Inc.
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Donor Satisfaction (or Alumni) Survey:
¢ On and Offline Engagement!

A Online
A On the phone
A In-person

A Benchmark every year
or other year

A Use for planning

A Use for donor
engagement

(c) The Osborne Group, Inc. 29
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Stewardship and Donor Care!
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What Do You Promise Your Donors?

1
!

4"
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Fosrwon Wy

STEPHEN R. COVEY

e 4 D T AV s O To g

| 'l11e0ne'l'hmg'l‘hal ot
Changes Everything

STEPHEN M. K.

COVEY

RITH SERECCA € MEXEIEL
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http://www.amazon.com/gp/reader/074329730X/ref=sib_dp_pt

Trusted versus
Trustworthy

(c) The Osborne Group, Inc.
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Stewardship = Delivering On Our
Promise

A That we need the money to do what we said
A To manage the money prudently

A To spend it as agreed

A To document accurately

A To thank and recognize in a timely manner (24 to
/2 hours)

A To deliver on the promise of change and impact
A Report back
A Connect donor to mission

(c) The Osborne Group, Inc. 35



Stewardship = Being Donor Centri

A Know our donors based
on VISIts, conversations,
listening

A Know the other
decision makers
A Seamlessness

A Respecting and
delivering on
preferences

A Providing JOY!

(c) The Osborne Group, Inc. 36



{0S6l NRAKALI T

(c) The Osborne Group, Inc. 37



amazonco




[\l http:/www

.donorschoose.org/ £ ~ 2 & X || \& DonorsChoose.org: An onli...

DonorsChooseorg —

An online charity connecting you fo classrooms in need.

1. You give to a classroom project. ST By

2. We deliver the materials to the class. THE WALL STREET JOURNAL. - TSRS
3. Kids learn and show it in photos and thank-you notes. C’\}\J m hlla

Post project requests

Teachers View Projects
Help a classroom in need!

This Week: 3,142 donors 479 projects completed 23,1 00 students reached
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supporting donorschoose
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WOW Components

Surprise %
Exceeding expectatior e’
Making it personal
Solving a problem

> w e

A2 S ALINBIR 0KS ¢2NR | 02
A We can ask our donors to spread the word on
Facebook, Twitter, at school events, eoie-one

(c) The Osborne Group, Inc. 40
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Polling Question #4

low robust is your on and offline stewardship
program?

We have a very strong on and offline

stewardship program that goes beyond thank

you
. We
. We
. Neit

and shares impact!
nave a strong offline but not online
nave a strong online but not offline

ner our offline or online programs are

strong



Question®
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What Would a Culture of Philanthropy and
Stewardship Look Like?

A Every constituencynderstands, embraces, believes in,
and acts ortheir collective and/or individual roles and
responsibilities in philanthropy and stewardship in a
collaborative and donor centric manner

(c) The Osborne Group, Inc. 43



Mission Staff Communications




Generous, Inspired, Joyous, Givin

(c) The Osborne Group, Inc. 45



Maximize Your
Efforts

1. Have a plan
2. Be strategic

(c) The Osborne Group, Inc.
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Be Strategic

SMART ODbjectives

@

Secific
M easurable
Achievable

Rsultsoriented

-I-ime-specific

Specific- Clearly identifies
WHAT you will do

Measurable Contains
elements which are
verifiable (quantity)

Achievable Realistic, but
challenging

Resultsoriented- Describes
the results or outcomes you
expect to achieve

Time-specific States
specifically when the
objective will be achieved




Measure, FollowJp,
Respond,
Adjust

(c) The Osborne Gro

up, Inc.
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