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Setting the scene - the local
COVID-19 fundraising
situation

* Insufficient sector wide data but strong o
clues and insights from recent campaign UM mer UIm XU

results etc. P o % L i G AU e

* Learning from 2020 Tax/EOFY/Winter S S S, P A ISP ittt
Appeals ie F&P survey & agency updates

* Tax campaign
* Response rate
* Average donations
* Netincome
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Setting the scene

* Donor acquisition
* Online fulfillment

* Emergency messaging



Setting the scene

Looking Ahead

* Spring campaigns

* Christmas/Festive campaigns
e Scenario planning
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Chicken Soup for
the fundraiser’s
soul #Z70

Roger Lawson and Richard Spencer

About Loyalty

2nd September, 2020

Why supporter loyalty has
never been so important
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Who are we?

Roger Lawson Richard Spencer
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What is loyalty?

A feeling of support or allegiance to a
cause or charity

Emotional loyalty

N

Behavioural loyalty
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About Loyalty: growing donor loyalty
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The impacts of COVID-19
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UK context

The spread of COVID-19

January 21st
January 25t
January 31st
February 22nd
February 28th

March 5th
March 11th
March 12th

Chicken Soup for the Fundraiser’s Soul #70

WHO confirms 18t human-to-human transmission March 16t
First cases in Europe

First case in UK

First death in Italy March 17t

First Briton to die (on the Diamond Princess cruise

ship in Japan) March 20th
First person to die in the UK
_ _ March 23rd
COVID-19 is declared a pandemic by the
_ _ _ March 26th
The Cheltenham Festival and Liver thletic
Madrid went ahead April 5t

March 19th  COVID-19 Sentiment Tracker

launched

L3b0UL (3 loyait

A complete transformation in a matter of weeks

Prime Minister told people to avoid non-essential
travel, work from home where possible and avoid
crowded places. Cancellation of sporting fixtures
followed

Chancellor announced package to support
businesses: furlough staff

Pubs and bars ordered to close and schools
closed

Prime Minister announced full lockdown
#ClapForCarers
HRH addressed the nation
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1: Donors are amazing

Have you donated to a charity in the last seven days?
20%

15%
10%
s

0%
23 30 6 13 2027 4 1 18 25 1 8 15 22 29 6 13 20 27 3 10 17
MarMar Apr Apr Apr Apr MayMayMayMay Jun Jun Jun Jun Jun Jul Jul Jul Jul AugAugAug

Source: Q24 About Loyalty COVID-19 Sentiment Tracker

walk around his garden every. = °
day ... and raises fortune for NHS*

mark the approach
Sithday by raising
£ NHS to repay the
Gudication of the doctars and
nurses who treats

Giving Is good for
= the donor too

very chal pre s Hannah Reg: pu pa: o
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2: We've seen massive change - and some change is here to stay

Consolidation

Problem
solving

Shock

A t :
cceptance Plastic or

Bargaining elastic?

Morale and energy

.
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Depression/
confusion
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3: The COVID-brain is in control - it needs hope

r N\ )
Fear of COVID-19 at 17th August, 2020 How do you feel about COVID-19 in relation to these aspects?

Your homelife ]

Your community _
I'm terrified - 15.4% Your children _ 100% fine
Your health and wellbeing -
Your work life -
I'm worried 24.4% Your finances -
Your parents .

The state of the NHS ]

'm worried about some things 48.9% Political unrest Completely terrified || G

The education of UK children/students _

The planet I
I'm not worried 6.8%

The job market ]

The world economy ]

—y The ecanomy of the UK e

-60% -50% -40% -30% -20% -10% 0% 10% 20% 30% 40%
) % net on a scale from 'terrified’ to 'fine’
Source: About Loyalty COVID-19 Sentiment Tracker Source: Q17 About Loyalty COVID-19 Sentiment Tracker
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4. People are looking for leadership
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Relative trust in different types of organisation
The NHS

m Supermarkets

GP
Charities

Net trust, %

Broadsheets

0%

\ N
UK gov
-20% M =N~~~ Social media

S - Tabloids
-40%

23 30 6 13 20 27 4 M 18 25 1 8 15 22 29 &6 13 20 27 3 10 17
Mar Mar Apr Apr Apr Apr MayMayMay May Jun Jun Jun Jun Jun Jul Jul Jul Jul AugAug Aug

\ Source: Q39 About Loyalty COVID-1¢ Sentiment Tracker
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9: Plastic change

4 ~
If you were prime minister, how much would you focus on each one?

R
S

Better healthcare

. . 80%
A vaccine for coronavirus

(Re)Build the UK economy 60%

40%
20%
0 =1 . .

-20%

Reduce unemployment

Reduce crime/violence

Reduce hunger/homelessness
Protect/encourage small businesses
Invest in social services/welfare
Better schools

Build affordable housing

Race equality

Reduce food waste -40%

Net importance = % 'more important' - % ‘less important'

Sustainability/climate change
Rebuild local communities -60%

Reduce national debt

1]
—
[
<

Sport

Animal

( Children
Elderly

Religious
Disability

Improve public transport

Reduce obesity

Overseas aid
Armed forces
Environment
Local causes
Homelessness
Health support
Health research

Gender equality

Source: About Loyalty COVID-19 Sentiment Tracker Q45 - Please indicate how important you think the role

0% 10% 20% 30% 40% 50% 60% 70% 80% of each of the following types of charity is at the moment - versus before the virus. Base: All respondents )

\.

Net % score on a scale from 'top priority' to 'wouldn't bother'
Source: Q19 About Loyalty COVID-19 Sentiment Tracker
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6: A recession will be hard - for your donors and for you

4 N

Plans for things to do in a recession: Stop any charitable donations

| plan to do this

Not in a million
years

Neutral

Source: Q56 About Loyalty COVID-19 Sentiment Tracker: Active regular givers only
\ v
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1. Let's focus on growing donor loyalty

“Our warm supporters will Commitment
pull us out of this.
If we get the experience
wrong for them now,
then we're dead” Satisfaction Trust

Director of Fundraising, UK Top 50 Charity

Chicken Soup for the Fundraiser’s Soul #70 m "
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Growing loyalty



What do we mean by Loyalty?

Emotional Loyalty Supporter

A feeling of support or allegiance to a

cause or charity b e h aVi our
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Not just a vanity measure

o a
100%
The likelihood of a supporter
continuing to make a financial gift
90%
80% T
70%
60%
50%
40%
30%
20% S
3.5 4.0 4.5 5.0 2.5 6.0 6.5 7.0
low Loyalty high
Source: About Loyalty, The Chase Index Loyalty Benchmarks, May 2020
Research base: 123,128 active charity financial supporiers
\ 7
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A commercial imperative

4 N
Cumulative improvement in income due to growing Loyalty

$1,200

$1,000
o
o
S $800
1)
£ 600
[ 8]
£
S $400
=
3
£ $200 .
=)
(&

$0 .
Year 1 Year 2 Year 3 Year 4 Year 5
Source: About Loyalty, The Chase Index Loyalty Benchmarks, May 2020
Research base: 123,128 active charity financial supporters
\ v

Note: using a baseline of 25k supporters each giving $50 a year
and assuming 5% improvement in retention.
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Cause and effect

Personal Perceived Shared

connection performance values
Passionate
abOUt y0UI' Would vou like to sit
next to vou at dinner?
cause
Sl dentity Trust you to
capital
do what you
promise
Happy with
the way you - |
. . ommuna
talk to me Satisfaction orientation Knowledge
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An objective benchmark

Commitment, satisfaction and trust creates loyalty

+
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5.20 z

5.00

4.80
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Loyalty ® Commitment @ Satisfaction — Trust
\L J
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Digging deeper

( \
Commitment

| J

( \

Personal connection

Risk

Satisfaction
p Satisfaction
Knowledge

Trust

Perceived performance

Values and ideals
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Key points and recommendations

What you can do now

* Put commitment, satisfaction and trust at the
heart of your communications.

- Evaluate every communication and every
touchpoint.

* Provide leadership. Give supporters a journey
that takes them beyond today.

* Don't sacrifice long-term loyalty for short-
term fundraising targets.

Chicken Soup for the Fundraiser’s Soul #70 Wém 22
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We're here for you...

Roger Lawson Richard Spencer
Roger@About-Loyalty.com Richard @About-Loyalty.com
+44 (0) 7929 208 848 + 44 (0) 7703 483 220
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