The Next Generation of American Giving

Chicago Nonprofit Leadership Roundtable | June 2010

Sea Change

St ategies EDGE @
‘@ RESEARCH g CONVIO



Forward-looking statements

This presentation contains forward-looking statements intended to convey expectations as to the future based on plans, estimates and
projections. All statements other than statements of historical fact could be deemed forward-looking, including, but not limited to, any
projections of financial information; any statements about historical results that may suggest trends for our business; any statements of
the plans, strategies, and objectives of management for future operations; any statements of expectation or belief regarding future
events, potential markets or market size, technology developments, or enforceability of our intellectual property rights; and any
statements of assumptions underlying any of the items mentioned. Although Convio believes that the expectations reflected in such
forward-looking statements are reasonable, future circumstances might differ from the assumptions on which such statements are
based. In addition, these statements can be affected by inaccurate assumptions and a variety of risks and uncertainties that could
cause actual results to differ materially from those described in this press release including, among others: unfavorable economic and
business conditions, in particular with respect to nonprofit market in which we operate; our ability to attract new customers; the loss of
significant customers or a substantial reduction in orders from the existing customers; the inability of customers to pay for our solutions
and services; our continued success in sales growth; our ability to develop new or enhanced solutions to meet the needs of our clients;
technological changes that make our products and services less competitive; risks associated with successful implementation of
multiple integrated software products; the ability to attract and retain key personnel; risks associated with management of growth;
lengthy sales and implementation cycles; intellectual property infringement claims and other litigation; reliance on certain third-parties,
including hosting facilities, software and application providers; the ability to access sufficient funding to finance desired growth and
operations; legislative actions which could reduce the effectiveness of our solutions and increase the costs of our business. These
factors and other risks and uncertainties are described in more detail, in the prospectus for our proposed initial public offering. S hould
one or more of these risks materialize, or should underlying assumptions prove incorrect, actual results may vary materially from those
expressed or implied in any forward-looking statements. The forward-looking statements are made as of the date hereof and Convio

does not undertake to update or revise any of these statements as a result of new information, future events or otherwise.
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Overview

The art and
science of

fundraising
IS changing
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Methodology

 Phase 1 — Focus Groups among Gen Y and X
donors, December 2009

* Phase 2 — Online Survey of 1500+ US Donors,
January 2010
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Fundraising Emphasis: Matures

GenY

Boomers
Matures
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Total annual giving

Generational Giving
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79% Give

30.8M donors
$1066 yr/avg
6.3 charities
67% Give $32.7 Blyr
52.2M donors
$901 yr/avg
5.2 charities
$47.1 Blyr
58% Give
35.9M donors
$796 yr/avg
4.2 charities
$35.9 Blyr
56% Give
28.5M donors
$341 yr/avg
3.6 charities
$9.7Blyr
30% 40% 50% o 60% 70% 80% 90%
% Giving
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Future Giving

Donations plans to top charity next year

61%

54%

46% 48%

4% 4%

mGenY

mGen X

® Boomers
Matures

Increase Same Decrease

DK



More on Gen Y
Social Media Habits

(% doing regularly)

Defining Values

Time to give back
e 70% REEZ L0
What's in it for me? -
Online connection 49%  Youl )
25% B IREGEES
Value
. 16%
e Size
e Lifetime value Mobile Habits
e Lower cost appeals 49% Mobile ONLY phone
» Active supporters/promoters . :
32% Mobile primary
BUT
« Require multichannel appeals 42% Facebook Mobile app
» Tracking difficult 53% Texters
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More on Gen X

Defining Values

Peer-motivated

Support random, emotional
Time vs. money

Online connection

Value

» Size of gifts to top charities
Lifetime value

Lower-cost appeals

More than dollars

Viral promoters

» Most Educated, Higher Income
BUT

e Harder to secure

Social Media Habits

(% doing regularly)

s60%

30%  YoulH
13% ERREEE
11%

11% Linked {3

Mobile Habits
28% Mobile ONLY phone

37% Mobile is primary

27% Facebook mobile app

40% Texters
&g CONVIO®
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More on Boomers

Tech/Media Profile
Defining Values 29% Facebook (reg)
Giving more planned (60% Total)

Efficiency/overhead concerns 17% Texters
2-in-10 retired

47% E-newsletters

Value 55% Bank online
* Largest cohort 33% Shop online
e Size and dollars

* Income

&/ convio:

10 MOVE PEOPLE™



More on Matures

Defining Values

Pre-meditated giving
Loyal

But guarded
Scrutiny

Value
e Largest annual contributions
o Greater # of groups

e Tracking/Direct mail responsive
BUT

e Smallest cohort and shrinking
 Less open to new appeals

11

Tech/Media Profile

17% Facebook (reg)
(50% Total)

5% Texters

48% E-newsletters
57% Bank online

34% Shop online
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Giving Channels

% donated this way in last 2 years (total) e —

Checkout Donation NN 52%  48%  57% 5204 48%
Check by Mail GGG 49% 26%  43% 54% 77%

Gift Shop NN 32% 2806  35% 3204 30%

Website NN 31% 29%  35% 31% 25%

Fundraising Event N 27% 22% 28% 28% 31%

Honor/Tribute Gift NG 26% 22% 22% 27% 35%

Third Party Vendor I 20% 25%  27% 17% 12%

Phone I 14% 8% 10% 16% 25%

Monthly Debit I 14% 11% 17% 14% 11%

Mobile/Text M 8% SRETING (Craos  13% | 4% 2%

Social Networking Site 1l 5% 9% 6% 4% 2%
&g CONVIO®
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Solicitation Channel Appropriateness

(From charities/nonprofits with established relationship)

% say appropriate solicitation channel
(rank ordered by very important —blue)

TOTAL GENY GENX BOOMER MATURE

Peerto Peer [NNNNNORVONIN | oo S0 89% 8% 76%
Mail [ 7%  TT%  79%  74%  77%

Email [NCEOGNN 65%  76% 69%  60%  51%
Social Media 220000 = 47%  69% 60%  38%  17%
Phone [ISOGN 42%  51%  42%  39%  34%

Text _ 23%  38% 25% @ 16% 13%
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Awareness of Haiti Text-to-Donate

Seen/heard anything recently about making a donation via
text for earthquake relief in Haiti?

77% total

Heard a lot
GenY: 60%
Gen X: 64%
Boomers: 52%
Matures: 50%

Yes No
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Awareness (top charity)

GenyY

Mainstream media 27%
" Word of mouth 22%

School 18%

Peer to peerevent 14%

52% first learned childhood
Average time support: 4 yrs

Gen X

Mainstream media
Word of mouth
Mail

Peer to peer event
Work/job

Product purchase

32% first learned childhood
Average time support: 7 yrs

24%
18%
16%
11%
11%
11%

Boomers

Mainstream media 28%
Mail 19%
Word of mouth 16%
Work/job 11%

55% first learned 30’s+
24% childhood, 21% y adult
Average time support: 13 yrs

Matures
Mail 35%

Mainstream media 24%
Word of mouth 18%

68% first learned 30’s+
Average time support: 15 yrs
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First Engagement

Direct donation 42% Attended event 19%
Visited website 27% Promoted to others 15%

Donated goods 23% Volunteered 15%
GenY

Direct donation 51% Attended event 18%
Donated good 28% Volunteered 16%

Gen X Visited website 19%

Q Direct donation 61%

Donated goods 25%

Attended an event 13%

Boomers ’

=
.- g Direct donation 71%

e b
_ *@; Donated goods 26%
ad] Matures Attended an event 13%
&Jconvio
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Engagement Today

GENY GEN X BOOMERS MATURES

Donate directly charity = I 658% 50% 66% 76% 81%

Donate goods (clothing, food) = 1 28% 26% 30% 30% 2304
Visit their website Il 23% 34%  23% 20% 13%

Volunteer | Il 13% 14%  17% 11% 7%

Support friend walk/run/etc [l 12% 16% 13% 11% 6%
Promote them online Il 12% 19%  14% 9%, 504
Fundraise [l 8% 13% 8% 7% 4%

Participate in walk/run/event |l 7% 13% 9% 5% 3%
Advocacy campaigns Tl 6% 8% 9% 5% 2%
&g CONVIO®
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“Making a Difference”

Where do you think you can make the most difference with (top charity)?

1.0/
L /U

|
|

Fundraise 7%

Spread word 16%

11%

18% 17%

Donate goods -
Volunteer
- .
GenyY Gen X Boomers Matures
&g CONVIO®
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What Does this all mean?

N CONVID
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Fundraising Is profoundly
multichannel

= (lIrect mail

MySpace ===

908 hnnk-=
; =

Twﬂler

hlugum

iy NEWSpapel

soclal media
—t
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Causation might be
Impossible to track
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Traditional donor
databases are dinosaurs
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Remove the silos within
your organization
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Direct mail and
telemarketing need
to evolve i
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Word of
mouth IS
critical

QNI



Social networks are
Important and still
evolving ¢
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Boomers and Gen X hold
significant value

QNI



e ATET = 11:14 AM % 83% =8

SR quake Strikes Haiti
e

Earthquake Strikes Haiti

CARE is deploying additional emergency leam
membars and lifesaving aid to the devastated city of
Port-au-Prince in Haiti, where the worst sarthquake in
200 years destroyed houses, hospitals and critical
infrastructure, While the exact death toll from the 7.0-
magnitude guake is not yet known, it is expected to be
catastrophic. Up to one-third of the impovenshed
nation's population has been affected by this ragedy.

CARE is rushing aid to Haiti right now. Donate
today to help in the relief effort. Your gift will help
save lives.

Gift Amount

[ $25.00 n

== | Mobile's time

Expiration Date:
Credit Cards Accepted:

B m IS coming

Your Information
Title: First Mame:

N - B _|

Last Nama:

| ]
Address 1:
I-
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Content is King |
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- EDGE o
Questions? & RESEARCH g CONVIO.

* Vinay Bhagat | vinay@convio.com

e Colleen McCulloch-Learch | McCulloch@edgeresearch.com

* Andrew Magnuson | amagnuson@convio.com

Download the full report

e WWW.CONVio.com/nextgen

Continue the discussion

o Twitter hashtag: #nextgen

« Convio Blog: www.connectioncafe.com
30
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