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Supporters are demanding meaningtul
and authentic relationships with their
favorite causes.
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't is becoming increasingly difficult to
reach those supporters.
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Digital reach is declining.

f

Facebook reach declining

Email open rates declining

y Twitter impressions declining

l ﬂ l Banner ad effectiveness down
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Organic reach is disappearing.

6%

2%

Organic reach on Pages with more

Facebook has than 500k likes

dropped to 6% down to just 2%
.
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Engagement is flatlining.

- 40%

Digital engagement decreased
overall by 40% in 2014
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Marketing spends are inftlating.

+122%

Businesses are paying 122% more
per ad unit on Facebook than they
did just a year ago.
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You're not reaching your most
active supporters.
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Your Supporters

Advocates recommend
because of positive
experiences with a
company they love and a
desire to help others.

(Source: Branderati)

/2%

72%, or $258 Billion, of all
charitable giving in 2014
came from individuals.

(Source: )

2%

92% of consumers trust brand
recommendations from people they
know. Customers are demanding
meaningful and authentic
relationships with their favorite

brands.

(Source: Lithium Technologies)
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L everage Your Platform

Advocates recommend
because of positive
experiences with a
company they love and a
desire to help others.

(Source: Branderati)

$10M

13.5%

In 2013, Online giving grew by
13.5%, while overall charitable
giving grew by 4.9%

In 2013, 25 of the top 100

largest charities reported

receiving more than $10

million each from online
gifts.

(Source: ) (Source: )
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Your
Message —_—

Cause Advocate
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Your
Message
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Own Your Efforts

O
Online giving continues to 1 7 O

outpace overall giving. A
9% increase in 2015
compared to 2% overall.

(Source: )

Branded giving pages
have increased their

revenue by 17% from
2014 to 2015.

(Source: )

60% o1

60%

-online giving came

throug

(Source:

n a branded landing
page in 2015.
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Utilize Information

O
2% 639%

every dollar invested in
Word of Mouth marketing. ~ Word of Mouth

generates 2x the sales
of paid advertising.

63% is the percentage of
donors that want to know
how money is used.

(Source: Tomoson) (Source: McKinsey) (Source: )
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We built a nonprofit advocacy platform.

e |dentifies your supporters and gets them engaged
e Develops meaningtful and authentic relationships
e Expands your audience and reach

e Develop insights that help shape your entire
marketing strategy

e Ultimately increases support
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Becky Ladd
11,450 pts
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Jack Smith: Beating Leukemia +5 Hearts  Stem Cell Re ssecoRprntE Z20aM & 03X
j g \ Donation Center
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Donate Here! \
You Have:

All Campaigns

[N

-
42,605pts
Andrew signed up with 42 / 60 5 p t S Jack Smith: Beating Leukemia Stem Cell Research: Finding ;-Cule

your invitation /
10 Hearts

Andrew signed up with
the invitation you sent

Donations
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Americans are on their phones.

Americans now spenad
more time on their
smartphones than they
do watching TV.

(Source: Flurry)

2/3 227

2/3 of all Americans Smartphone users check
currently own a their phones an average of
smart phone. 221 times per day.
(Source: Pew Research Center) (Source: Tecmark)
A

New Edge Marketing



/— 10% in Browser

0% .°.

40 minutes average

time spenton a
mobile a day.

?20% of time on mobile
IS spent In apps.

A
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Understand your supporters.
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«— Profile
Mark Hutton
Houst X Total Points Total React
’ Name
M > — *  Mark Hutton
y : N\ 9 1 ]
. ¥ 9
- .
43 Email 1
3
Profile 75% y hello@avaliis.com
Demographics Social Networks 1
e Gender
W 330
30
Male ¢
bmill@gmail.com
2450 Holcombe Boulevard Activity
o Sie i e e Birth Date
Ix Ax "‘vA : i Style Vs, Style as a result ¢

us ‘ Oct 18, 1982

s result of a share by Brad Miller

graduate school

Education

College

Address

DDOC ANA~:.. Cas

17X 829 W)

00000 AT&T =

7 % 66% E)
X

Mark Hutton

2,000pts

Profile

G  100%

Messages >

Activity >
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Truly targeted
campaigns deliver the
content your supporters
want to see.
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Distribute engaging content.

U 4

Promotion Signup Media Gallery Drive Foot Traffic
0— 0
[ —
[ —
Data Capture Voting User Generated Content Quiz
U "
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Your supporters stay
motivated to interact
through emotional
engagement.
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Stay continuously engaged.
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Central Hospital
Our monthly blood drive is today! Stop in to
donate and enjoy snacks on the way out!
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Develop insights that
help shape your entire
marketing strategy.




In-depth reporting on everything,.

Stem Cell Research: Finding a Cure

L) Media Gallery
Total Views Shares
Campalgn Metrlcs Ellie G. & Ashley H.
o0 ey Views 39 Views 32
Targeted Advocates 3,908
A
/ \‘
Total Views 2,056 L]
/ '\ \\ N\
. . wie \ / | Lc / ‘.\ / I e, //”.\ .
Unique Views 1,965 .“ NV LIN L LY N LY INA
Total Shares 296 . Shares by Network
2,056 f 175 < 13 Views
Total Shares Rewarded 270 i v 166 = 38
Share Rate 13%
MacBook Air
New Signups 28
Points Awarded 110,000
+a| Action Clicks 1,02
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Data that you own.

Statistics
Total Share Views 115
Adam Thompson 2 000 Unique Campaign Views 133
Fullerton, CA Total Points
o Total Conversions 31
Statist
Total Share Views
. » Total Shares 27
nique Campaign Vi
Profile 88% Total Conversions
Demographics Total New Signups 11
Demographics Total New Signups
Gender Male Gender Male
Age 35 Social Netwt
Email adam87@gmail.com
Age 35 oo _
ddress 1209 Bell Dr. SOCIal Networks
/ Fullerton, CA A
Email adam87@gmail.com 92835 Activity
:ation Some College 33 5 f 1 22 2
Address 1209 Bell Dr. ’
e Answers
City Fullerton, CA MocBookAn
Zip 92835
Education Some College
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Nonprofit Platform

. .
Targeted ﬁ Managed &
Campaigns Strategic Services
Native Donor
Applications Profiles & Reporting

Donor Location-Based
}J:(Engagement @ Communication
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Objective: Event Traffic

Locations

4 O\\gé\ Central Hospital
1004 Medical Way
Milwaukee, WI 53211

& ¥ 7 Foot Traffic Campaign

Drive foot traffic to event
locations with real time updates
and event info.
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Objective: Event Promotion

o000 T ® 12% 0 )+

. 2 /‘
' ° 0 DIVE
% ¥ \a%

Wednesday, October 2

~ Central Hospital.
You are 2 miles away
from the Central Fun
Run! Stop in and cheer
us on!

Location-Based Messaging

Notity supporters of nearby
event locations based on their
| current location.

an Eagle (=
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Objective: Supporter Interaction

v % 55% W)

Show Your Support

Add a Photo to your donation to show your
support of Central Hospital and be entered
for a chance to win!

User-Generated Content

Encourage your supporters to
get involved by uploading their
own pictures or video.

Photo Caption *Optional
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Objective: Story Interaction

Fighting Leukemia

May 17th, 2016, Jack was diagnosed
with a rare form of leukemia at Central
Hospital. Then and there, the Smith
family decided that Jack would not be a
victim to this awful disease. With the
help of our surgeons, Jack was able to

AA

Media Gallery Campaign

Show supporters multiple
stories that howcase your

efforts in a gallery.
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Objective: Direct Feedback

Custom Profile Questions

Collect information from your
advocates and learn more
about what they want.
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Objective: Donor Engagement

AT&T = 12:57 PM

Why Do You Care?

We know you are passionate about our
cause, but what really gets you going?
Take a look at our video of Central Hospi-
tal's biggest supporters, lending a hand
any way that they can!

Learn More

1 % 78% W)

Why Do You Care?

oK

Video/Media Promotion

Promote your cau
and media to ao

se with videos
vocates and

engage them w

nen viewing.
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Objective: Donor Engagement

= Stories

Welcome to the Central Hospital
Donor Advocacy Network! Pick your
cause and canvas support from your
contacts. Share our stories and be part
of the solution!
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Stem Cell Research

Gain 1 Heart for every 10 friends you
sign up!

Cause Champions gain 15 Hearts for
every 100 friends signed up!

.|.

Donor Incentives

Collect information from your
supporters and learn more
about why they care.
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