Convio 2009 Holiday Giving Survey Results
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Charity organizations estimate that more than 1/3 of  giving occurs in the last 4 weeks of the year – this makes  the year-end giving season critical to nonprofit organizations that hope to achieve their fundraising goals. With the worst economy in years what is the online giving landscape in 2009?  And how does this compare to 2008?

An omnibus national survey conducted by Forrester Research for Convio for the second year polled over 5,000 people, evenly split between men and women, representative of the US online population of 175M (age 18+).  Interestingly even in this recession, results and trends are positive for nonprofits.
Overall, based in these findings and Convio analysis, holiday giving (Dec 1- through Dec 31) in 2009 is expected to top $4 BILLION, up from $3.1 billion in 2008, based on 110+ million people giving online (60+% of the total US online population of 175+M (age 18+)).  This up from 89 million people giving online in 2008.  
Top important take aways are:

1. Overall, online giving is up, in a down market – estimated $4B+ to be given in 2009 (up from $3.1B in ’08)
2. Websites are critical!  They wield the most influence on giving.  
3. The trend of “micro-donating” continues, but online giving across all gift levels is also growing.
4. It’s not too late for nonprofits to optimize their website and email for online fundraising success in the last four weeks of the year.

More detail for each:
Online Giving up in a down market

· All bands of giving increased in 2009 over 2008!

· The largest change – 12% - being those moving from not giving at all to those now planning to give

· 63% of consumers plan to donate online this holiday season, up from 51% in 2008.

· That’s approximately 110+ million people (given 175 m online adults, ages 18+, and up from 89 million in 2008)
· 57% - well over half of the US population - of consumers plan to donate the same amount or more than last year (this is down from 67% in 2008 who said they planned to donate more in 2008 than 2007)

· Even though the economy has gotten worse, more than half of consumers still plan to put money aside to donate to nonprofit organizations this holiday season
· America’s online consumers remain generous – while 65% say they have cut spending on non-essential consumer products they still plan to give to charity.
Power of Websites

· Websites wield the most influence on giving – 44%.  This over the 40% that say word of mouth or peer/friend referrals, which tends to be the most powerful tool for most companies and brands. 
· Most consumers check the charity website before making a gift regardless of how they plan to donate (online or offline through the mail or phone)
· And this is up from 27% who said websites were most important in 2008 – websites are growing in importance at a very aggressive clip.
· Websites are not only the number one resource consumers use to determine which charity to support, the number one behavior/action that occurs after visiting a charity’s website is making a donation at 39%

· 56% said most charity websites make it easy to donate.  That’s great!  Transactions are secure and easy.
· However, not even 50% (46%) said nonprofit websites make it easy to get the info needed to decide whether or not to donate.   Nonprofits need to do a better job with the user experience, making sure all the right data is in the right places, easy to access, navigate. 
· Progress has been made but there is still work to be done, particularly regarding engagement, not just transaction
· NOTE: For the first time, email from a charity has the same level of influence as direct mail on the consumers decision to donate. Organizations need to make sure their online and offline campaigns are coordinated.
Micro-donating Going and Growing 
· 32% of consumers plan to donate $100 or less.  This is critical information.  One third of the US population likely falls into the “micro donating” category and hot trend. (This audience can only be cost effectively reached and engaged online.)
· But wow can a little from a lot move a mountain.  Of those planning to donate, that’s 30+ million people, and even at $25 per person average, that’s $750 million dollars.  A little from a lot of people can move mountains!
· nonprofits need to be prepared to profitably take these smaller donations

· And look at these first smaller interactions as the first-touch opportunity to start a long term relationship, engage meaningfully, and grow micro donors into long term heavy hitter contributors.

· Since micro donors are coming in nearly 100% online – websites, facebook, twitter – that relationship building and ongoing interaction MUST be online.

Other Survey Findings:

Who will be giving?

· 63% of online consumers surveyed plan to donate online this holiday season, this is up from 51% in 2008

· 20% - 1 in 5 people - of online consumers have not yet decided if they are going to give more, less, or the same amount. (Creative offers such as eCommerce programs can help get these fence-sitters in the donation game.)
· With that 1 in 5 reality, and since websites have the most influence on giving, nonprofits who are creative and with the most compelling calls to action on their sites, as well as full functionality, etc., are most likely to capture that 20%.
Top five categories consumers donate to:

Types of nonprofits and priorities/tiers of importance to consumers remain consistent.  However, with no surprise, in this year, the focus on International relief, disasters declined the most with disease and health service orgs receiving the majority of the shift in importance.  Particularly in uncertain economic times, causes close to home, to individual’s needs, human issues, resonate most, as evidenced by 2 years straight of human and social service orgs leading the priorities (even though down from 2008 to 2009). 
· 37% plan to give to human and social service organizations (this was the #1 category last year as well at 41%)

· Tie - 36% plan to give to disease and health service organizations (this was the #3 category last year at 33%)

· Tie - 36% plan to give to faith-based organizations (this was the #2 category last year at 34%)

· 26% plan to give to animal welfare organizations (this was the #4 category last year as well at 24%)

· 15% plan to give to disaster and international relief organizations (this was the #5 category last year as well at 22%)
How much do you plan to give?

· All bands of giving increased in 2009 over 2008, with the largest change – 12% - being those moving from not giving at all to those now planning to give!

· 57% of consumers plan to donate the same amount or more than last year, this is down from 67% in 2008

· 32% plan to donate $100 or less, this down from 42% who claimed the same in 2008, 
· Micro donating is alive and well, and growing, and needs to be tapped effectively, appropriately, to take full advantage, and do so profitably, but also use that first donation as a stepping stone to build an ongoing relationship. 
Top resources that are most useful in selecting a charity to support:

· 44% said a charity’s website was the most useful resource (dramatically up from 27% in 2008)
· 40% said Word-of-Mouth
· 28% said direct mail from the organization

· 27% said an electronic newsletter or an email from the organization

· 23% said an email from a friend or family member encouraging them to support involvement in fundraising
Beyond just the key findings of the power of the website, it is also important to note that, for the first time, email marketing is even with direct mail in terms of level of influence (27% to 28% respectively).  Even still, the resources of influence are widely split and the very best nonprofits are utilizing multiple channels to influence and engage.

Multichannel is key: While online giving is growing, not profits that view donors as signal channel relationships do so at their own risk (61% wrote a check,  38 percent gave at an event, 17 percent used the Internet to sponsor a friend or family member in a run, walk or ride, while 16 percent responded to a phone call in addition to their personal online giving. 

Four tips to help nonprofit succeed in the last four weeks of the year:
1) Optimize the charity website for giving – make it easy and make sure the information the consumer needs is easy to find - offer eCommerce options so consumers torn between buying a gift and giving a donation can give a gift that does both.
2) Make every email count – make sure content is compelling and provides easy to see links to giving options – make sure it is consistent and integrated with other channels.

3) Empower your most passionate supporters to help tell your story through tell-a-friend emails, eCards, content for their social media sites and/or offer the ability for them to build their own personal fundraising page.

4) In the last week of the year, promote tax benefits – the last day of the year is the most busy day for online giving.
For more information, full survey, press release, analysis, please contact:

Tad Druart, 512.652.7826, tdruart@convio.com
.  
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