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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

<Jconvio
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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:
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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

<Jconvio
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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%

&g CONVIO®
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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

&g CONVIO®
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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

<Jconvio
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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

convio:



Traditional donor
databases are dinosaurs

N COIVIDY
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Remove the silos within
your organization

Y ConYIO



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 ¢

convio:



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-

<Jconvio
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Content is King |
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Applying Generational & Channel Learnings

Audit online strategy and tactics to

determine how we’re meeting
generational needs.

~
Create connections between the
W online and offline worlds to support
" generation “migration” and giving
kit @ channel preference.
J

&g Convios
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How are we meeting Generational
Needs?

Matures Boomers
Attitudes/ | Guarded Time vs. Money Online Connection Time to Give Back
Values | Serutinize Premeditated Giving Random, Peer Motivated | What's In It For Me?
(%)
0
(@]
()
[
n
+
[}
QO
E
|_
&g Convios
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Assessment: How do we reach Matures?

Guarded

Annual Tax Receipts

Scrutinize

Guidestar/BBB/

Charity Navigator Insignia

Fundraising Expenditure

Disclosure

E-Newsletters

August 31, 2007

~AARP

The power to make it better”

Volume 11, Issue 35

Visit AARP.org Join AARP

Virtual Volunteering
Learn how you can help make the world a better place on your own
time, in your own home or office.

The Quiet Crisis: The Rising Costs of Health Care

If Ben Franklin was alive today, he might write that "nothing is
certain but death, taxes and rising health costs." Health care costs
are soaring, and more Americans than ever feel less certain they
can afford the care they need if something really went wrong.
Something needs to change, and soon.

Game On!
Up, down or side to side, our crossword puzzles provide hours of
fun. New puzzles every day!

AARP Radio: Alison Krauss

She’s picked lots of songs she’s enjoyed performing and added
some new ones. Alison Krauss talks about working with other
musicians and her new album: A Hundred Miles Or Mare.

Member Benefit: PeoplePC Online

Get unlimited Internet access from PeoplePC Online at the special
AARP member rate of $4.97 a month for the first 4 months, then
$9.95 a month. Surf up to 5x faster with our FREE Accelerator

trrhnnloo] Pihe agiown Eoail Vicee Deatacbinn Don e DlockocTH
i Management & General

With SPG, AARP
Members are always
Preferred!
ENROLL NOW!

ADVERTISEMENT

LENSCRAFTERS

AALARP

Member Discount

30% OFF

b Get Details

Free Shipping
on Note Cards!
phr?’ 30 free prints

I new cushomens

get started

snupflsﬁ; o =[dA

WA e wvd £ e n b i B o
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How are we
Needs?

Attitudes/
Values

Matures

Guarded
Scrutinize

meeting Generational

Boomers

Time vs Money
Premeditated Giving

Online Connection
Random, Peer Motivated

Time to Give Back
What's In It For Me?

Tactics + Strategies

Longer-form appeals

Annual Tax Receipts

Guidestar/BBB/Charity
Navigator logos

Fundraising Expenditure
Disclosure

E-Newsletter

&g Convios
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Assessment: How do we reach Boomers?

Celebrating
Nature

Pre-meditated Giving

This Earth Day, learn how

Tl me VS. Money our donors support nature!

Read Their Stories

 Renewal Appeals and Notices

Celebrating A Gift for You Planning for We Know
Nature and Nature the Future Real Estate

- Event Fundraising Donation i RealE :
(vs. Participation) Gift & Estate Planning my fa state

Discover Ways to Give & Save

Smart and creative gift planning with The Nature Conservancy lGltf:s - ReaItEstartqe _— I
1 1 can help you meet your financial objectives, as well as your n three easy steps, My nreal
e B a.S I C D O n a.tl O n FO rm S charitable goals. Explore the many ways you can help the M can show you !
Conservancy protect the lands and waters you love while how a gift of real estate to the I
maximizing your philanthropic giving. Discover your options Consevancy can meet your
today. needs...and create a legacy for

° Vol u nteer Opportu N Itles . the natural world. Get started.

Leaving a Conservation
Legacy

By making a bequest to The
Nature Conservancy, Bob THE LEGACY CLUB

¢ Data M I n I ng Plan ned G IVI ng Newson is able to protect nature ‘
stories of hope

for the future and leave a
conservation legacy. Read his

story.

= maohilize your community to take action.

Ceremonies d the voi d visibility of the LGBT i
TRty e o expand the voice and visi ||lyu the community,
and Address =+ help to change hearts and minds. and
Labels = Dbolster a nationwide effort to end hate and discrimination.
Take Action e =

</ CoNnvIo®
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How are we meeting Generational
Needs?

Boomers

Atitudes/ | Guarded Time vs. Money Online Connection Time to Give Back
Values | Scrutinize Premeditated Giving Random, Peer Motivated | What's In It For Me?
Longer-form appeals Renewal Appeals and
notices
Annual Tax Receipts Event Fundraising
Donation (vs. participating)
3 Guidestar/BBB/Charity | Basic Donation Forms
g Navigator logos
©
n Fundraising Expenditure | Volunteer Opportunities
. Disclosure
O
lc_% E-Newsletter Data Mining Planned

Giving

E-Newsletter

rq'cvrrrrw"
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Assessment: How do we reach Gen X?

i . AT&T = 11:14 AM $ 83% =8
Random, peer motivated CON . TR

: : core R g -
Online connection MAI e da

Earthquake Strikes Haiti

- CARE is deploying additional emergency team
o C re ate / D O n ate to a Trl b u te members and lifesaving aid to the devastated city of
Port-au-Prince in Haiti, where the worst earthquake in
F u n d 200 years destroyed houses, hospitals and critical
infrastructure. While the exact death toll from the 7.0-
magnitude quake is not yet known, it is expected to be
catastrophic. Up to one-third of the impoverished
' nation’s population has been affected by this tragedy.

« Make a Sustained/
Committed Gift

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
° S | g na P I ed g e Credit Card Number: CVV Number:

( ) | J

Expiration Date:
TP B2

Credit Cards Accepted:

visa B8 =z

« Event Attendance

* Mobile Site Optimization

=== Your Information
s Title: First Name:  tachunge

- )} -
Q [Last Name: | -

Address 1: e

(

</ CONVIO®
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How are we meeting Generational
Needs?

Matures Boomers
attitudes/ | Guarded Time vs. Money Online Connection Time to Give Back
Values | Serutinize Premeditated Giving Random, Peer Motivated | What's In It For Me?
Longer-form appeals Egt?fevgal APl e Creation of/Donation to a
Tribute Fund
Annual Tax Receipts E\(;?]r:tigzr}?/;alsg]r?ici ating) Make a
P Paling) | sustained/Committed gift
" . .
-% Guidestar/BBB/Charity Basic Donation Forms Sign a pledge
% Navigator logos
(f Fundraising Expenditure WEIER T IR Event attendance
) Disclosure
O
= -
S E-Newsletter D‘fit.a AT HEGTIED Mobile Site Optimization
Giving
E-Newsletter

& CONVIO®
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Assessment: How do we reach Gen Y?

Time to give back

What’s in it for me?

Premiums/Contests

(vs Donation)
« Social Media

Mobile Outreach

Event Fundraising Participat BRALRAK

JOIN THE MARCH

; o Mass Effect 2 Welcome to the BioWare Bazaar. This is your chance to
earn token by rewgistering your games, following us on Twitter,
asnv Erlr‘lg SUr‘\.E':Fl'S E‘tr‘ :uﬂi" +l"‘i|:|ﬁ 1N SAA rannm LMF +ﬁ|r'EnS Ir‘l an DnllnE

ﬁ stom painted

auction to win hoodies //
PCs. You can learn mo/
http://social.bioware.c

BIOYWARE

26 minutes ago - Comm
£ 56 people like this.

L) View all 5 comments

Malaria onAprll 24th. conVIo:

WORLD MALARIA DAY - APRIL 25, 2010 MOVE PEOPLE™




How are we meeting Generational
Needs?

Matures Boomers
attitudes/ | Guarded Time vs Money Online Connection Time to Give Back
Values | Serutinize Premeditated Giving Random, Peer Motivated | What's In It For Me?
Longer-form appeals Rer)ewal Appeals and Cr_eatlon of/Donation to a B
notices Tribute Fund
Annual Tax Receipts Event Fundraising Make a Event Participation (vs.
Donation (vs. participating) | Sustained/Committed gift Donation)
U) . - - - -
2 Gu@estar/BBB/Charlty Basic Donation Forms Sign a pledge Social Media
% Navigator logos
‘f Fundraising Expenditure | Volunteer Opportunities Event attendance Mobile Outreach
%) Disclosure
.0
Q
i E-Newsletter Data Mining Planned Mobile Site Optimization
(?.i\ling
E-Newsletter
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Create Online + Offline Connection

» Research tells us that a multi-channel approach is the only option
for reaching across generational constituencies and for planning for
the next generation.

« Key tactics will ease the migration to incorporate digital channels as
Boomers come on line and younger generations make more
significant financial impact.

* Online feeder acquisition
* Multi-channel campaign methodology
« Segmentation methodology

« Donor management database

<Jconvio
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Online Feeder Acquisition

* In the multi-channel world the goals of any online fundraising manager
should extend beyond revenue raised online, but the ability to influence the
overall relationship through online campaign.

* Online must serve as a list acquisition channel for offline campaigning,
similar to capturing an email address in offline channels.

eClub Signup

St. Joseph’s Indian School

: N . 3 =" 2 | Sign up
Chamberlam, SD 57326 ~ R ,-“ A to receive
(605) 234-3300 « www.stjo.org i & monthly -
£ wir email &t
- 35 updates
Our Chidren  Our Prograns he Lakota Culture ow You Can Hep 1S90 Go and you'll s
= get a free %

stationery
. kit, too!
SCih S untp Make a difference for Lakota children o core o
Sign up to receive monthly email Home > Make a difference for Lakota children 0 onan s PAST £ Pt THS

m?;fto::?d you'll get free address = Zip code Sign Up

emad address . Limited time!
- - >

2ip code Sign Up P

eClub Signup

lour, n} B .; AL
Donate Today amou &x, 2 b o N
ek Lakota g b N G |
Tax-deductible gifts provide U Z\" st
Native American chidren in B i\ s e d L N\ A

need with a stable home and
an education.

e ==russ )

Donate Now Our Vision & Mission Sign up to receive free monthly
email updates on St. Joseph's
children!
Since 1927, St. Joseph's Indian School has provided care and education for { e
Member LOO II'I Native Amencan boys and girls. St. Joseph's Indian School's stated mission is ,5 - email address a
to provide for the basic welfare of children (food, dothing and medical care) ) R [ ] Co nv IO
Registening on our site allows you with special emphasis on the spintual, emotional and educational s ¢ P
access to special content, updates development of each child, while respecting their culture and hertage. ail = " Zip code MOWVE PEOPLE™




Multi Channel Campaign Methodology

- Take a multi channel campaign approach by following an integrated
fundraising calendar.

« Allow constituents to respond in the channel of choice, regardless
of solicitation channel — and expect response to cross channels.

* Respect previous giving behaviors and promote offers with
consistency.

« Don’t overlook a customized homepage experience (in addition to
email and direct mail) for delivering your integrated appeal.

« EXpect to measure response on an aggregate basis. Ease tracking
by using shortcut URLSs in direct mail.

<Jconvio
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How should we respond to new technologies?
Gowalfa Welcome Spots Trips Friends

The easiest way to share places you go with friends. | SIGN UP!

O
®
T

Already a member? Login

Find places, people, tags

Foursquare on your phone gives you & your friends ney v

your city. Earn points & unlock badges for discovering new things: [RLITR ]S a.‘__,f_
Sy =



How should we respond to new technologies?

* Determine gaps in existing strategy that new technology
might fill. Is our strategy balanced for each generation?

 Set realistic goals for the type of response and
constituents that technology will drive as part of

Investment strategy.

 Is donor conversion a realistic goal for Twitter?

« Should Facebook be used to drive awareness and outreach through peer-
to-peer sharing and gift giving

* Would we drive visitation to a museum through Gowalla “check ins”?

* Ensure that constituents, particularly Gen X and Y, have
the ability to respond In a channel of preference. ¢ conyio:

MOVE PEOPLE™



Segmentation Methodology

* |s it time to begin capturing birth year data and segment based on
generational characteristics and assumptions?

* No! Instead, cast a wide net with your calls to action, and let the
constituent respond to what appeals to them

- Does the offer and primary action change based on what we know
about constituents?

Veteran’s Organization

Memorial Day Campaign

Generation Mature Boomer Gen X GenY
Call to Action Give to all Giveto a Giveto a Create a Tribute
Veterans Veteran Tribute Veteran Tribute for a Veteran
Fund Fund

&g Convios
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Exercise: Apply tactics to campaign

e Situation:
The gulf oil spill has created a situation where
your organization needs to react and respond.

« Assignment:
Create tactics (Online OR offline) that are
specifically designed to appeal or motivate your
assighed demographic cohort.

</ convior
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Example Tactics Worksheet: Matures

Generation

Matures

Attitudes/
Values

Family

Financial/Professional

Giving Orientation and
Attitudes

Family out of the house,
likely to have
grandchildren.

Most likely to give large
amounts. Focused on
protecting existing
investments.

Risk-averse. Focused on
known brands and orgs.
Places high value on
accountability and
credibility

Representing your cohort, identify online
or offline development office tactics that
most appeal to your audience.

TACTIC

RATIONAL WHY

Embed Charity Navigator and/org BBB
logo in collateral and donation forms.

Data told us that Matures value
institutional credibility over anyone else.

34
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Findings Review: Generational Focus

» Marketing programs should be optimized beyond seniors alone.
Donor acquisition rates have been declining for several years for
good reason.

* In the near term, Boomers are your next prime audience, but we
can’'tignore Gen X and .

« The economic value of Gen X and Y goes beyond current giving
capacity. They have a lifetime of giving ahead of them, plus
demonstrate the willingness to promote their favorite causes online.

* No generation is as loyal as Matures — retaining Boomers, X and Ys
will require constant re-inspiration.

<Jconvio
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Findings Review: Channels

« No channel will dominate for the foreseeable future; all generations
are showing multi-channel tendencies.

« The Internet in general has caught up with — or surpassed — direct
mail as a core fundraising channel for the youngest segments.

- Word of mouth/peer to peer remains critically important — sometime
it's important to be mindful of all the communications channels but
let your supporters pick which to use.

« Social media is an important supporting channel for Boomers, X
and Y — but not perhaps as important as some say.

« Mobile giving is where online giving was in 1999.

<Jconvio
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Appendix: Generational tactics worksheets

&g Convios
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Tactics Audit: How are we currently serving
each generation?

Matures Boomers Gen X GenY
Attitudes/ Guarded Time vs. Money Online Connection Time to Give Back
Vs Scrutinize Premeditated Giving Random, Peer Motivated What’s In It For Me?
n
(]
k=)
o
=
)
+
0
.Q
g
I—
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Tactics Worksheet: Matures

Generation

Matures

Attitudes/
Values

Family

Financial/Professional

Giving Orientation and
Attitudes

Family out of the house,
likely to have
grandchildren.

Most likely to give large
amounts. Focused on
protecting existing
investments.

Risk-averse. Focused on
known brands and orgs.
Places high value on
accountability and
credibility

Representing your cohort, identify online
or offline development office tactics that
most appeal to your audience.

TACTIC

RATIONALE WHY

Embed Charity Navigator and/org BBB
logo in collateral and donation forms.

Data told us that Matures value
institutional credibility over anyone else.
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Tactics Worksheet: Boomers

Generation Boomers
. . . . Giving Orientation and
Famil F 1/Prof | .
amily inancial/Professiona e
Attitudes/ Starting to f | Givi likely to b
Values Has more time to spend on .a.r ing o‘ orm regu a‘r iving mpre ikely to be
, giving habits and favorite pre-meditated.
personal hobbies and L . e ”
. orgs. Beginning to plan Considers “time vs. money
pursuits. .
retirement. tradeoff
TACTIC RATIONALE WHY
Create and promote a sustained giving This group is attracted to the price point
program. and automated convenience of sustained
giving programs.
Representing your cohort, identify online
or offline development office tactics that
most appeal to your audience.
e nvio°
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Tactics Worksheet: Gen X

Generation

Gen X

Attitudes/
Values

Family

Financial/Professional

Giving Orientation and
Attitudes

Starting a family, possibly
with small children at
home. Everythingis busy,
busy, busy all the time.

Highly focused on career
development, also
developing a more
significant giving capacity.

Focuses on convenience.
Giving more likely to be
random or the result of
peer-to-peer asks.

Representing your cohort, identify online
or offline development office tactics that
most appeal to your audience.

TACTIC

RATIONALE WHY

Develop automated membership renewal
efforts that maximize retention rates.

This group in intentional about their giving
and renewal efforts, and respond well to
online ways to make that easier.
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Tactics Worksheet: Gen Y

Generation

GenY

Attitudes/
Values

Giving Orientation and

Famil Financial/Professional .
y / Attitudes
Just starting career, and Understands things as a
. . usually little financial giving | value proposition —
Most likely single, and ) . L
¥ SINgle, capacity, but high “What’s in it for me”

socially active.

enthusiasm for other ways | Looking for ways to “give

to participate.

back”

Representing your cohort, identify online
or offline development office tactics that
most appeal to your audience.

TACTIC

RATIONALE WHY

Promote event fundraising participation
opportunities (instead of direct

donations).

This group is most likely to participate in
an event where gifts are solicited from
peers.
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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.CcoNnvio.com/nextgeneration

Continue the discussion

o Twitter hashtag: #nextgen

« Convio Blog: www.connectioncafe.com
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