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ABOUT US

@ The Phoenix Philanthropy Group provides
THE customized services to:
fundraising capacity
PH[]Ele PH".AN“'H[]PY organizational strength
BR[]JP mission-driven results

\ We are proud members of The Giving Institute




What is Giving USA?

* The longest-running annual report on U.S. charitable giving

* Estimates for sources of giving and amounts received by type of organization
* Published by Giving USA Foundation™

* Since 1956

* Made possible by contributions from Giving Institute member firms,
foundations, and other donors

* Researched, written by Indiana University Lilly Family School of Philanthropy



In a Shapshot:
What Defines Giving in 20227

* Concern about economy, inflation, stock market volatility, personal
finances, wealth

* Fatigue from donors who stepped up in response to COVID, social unrest,
and political climate of 2020-2021

* Normalcy — desire to put COVID and its health, social, and economic
outcomes behind us, and move on

* Resilience — generosity in the US continues to be resilient, but inflation
took its toll



Trends in total giving, 1982-2022

(in billions of dollars)
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Total giving, 1982-2022

(in billions of dollars)
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2022 contributions: $499.33 billion
by source of contributions

(in billions for dollars — all figures are rounded)

6%
Corporations
$29.48

9%

Bequests X
$46.50 _\

21%

Foundations
$105.21

64%

Individuals

$319.04

Givin
USA F G

G

ﬁ:gt',’;ute Researched and written by ql IUPUI LILLY FAMILY SCHOOL OF PHILANTHROPY

s-mpeu

Individual Giving +
Bequests +

Family and Individual
Foundations +

DAFs = 85%

THE @

PHOENIX PHILANTHROPY
GROUP



Giving by individuals, 1982-2022

(in billions of dollars)
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Giving by foundations, 1982-2022

(in billions of dollars)

—— Inflation-adjusted dollars
- - Current dollars 105.20
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Giving by bequests, 1982-2022

(in billions of dollars)

—— Inflation-adjusted dollars
- - Current dollars
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Giving by corporations, 1982-2022

(in billions of dollars)

—— Inflation-adjusted dollars
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Changes in giving by source:
2020-2021 and 2021-2022,
2020-2022 cumulative

(in current dollars)

W 2020-2021 2020-2022 cumulative*
W 2021-2022

Total 2.7%
-3.4%
Individuals -1.2%
-6.4%

Foundations 14.4%

-5 6% -3.4%
Bequests

18.2%

Corporations 22.2%

Percentage change from previous year
*The two-year change is calculated separately and is not the sum of the changes in the two years. THE
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Giving by source: Percentage of the
total in five-year spans, 1983-2022*

(in inflation-adjusted dollars, 2022 = $100)
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2022 contributions: $499.33 billion
by type of recipient organization®

(in billions for dollars — all figures are rounded)

5% 3%
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2%

& humanities $16.10
$24.67 To individuals
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9% ————=
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benefit
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119% $71.98
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Giving to education, 1982-2022

(in billions of dollars)

—— Inflation-adjusted dollars
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Giving to arts, culture, and
humanities, 1982-2022

(in billions of dollars)

—— Inflation-adjusted dollars
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Giving to environment/animals,
1987-2022*

(in billions of dollars)

—— Inflation-adjusted dollars
- - Current dollars

*Giving to the environment/animals
subsector began to be tracked
separately in 1987.
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Changes in giving by type of recipient
organization: 2020-2021 and
2021-2022, 2020-2022 cumulative

(in current dollars)

W 2020-2021

W2021-2022 2020-2022 cumulative*
Religion 11.8%
__2_2._2_0/;)_____0__
Education 3.6% 17.8%

. 71.2%
Human Services 0.6% ° 6.5%
15.79

Foundations 10.1% 5.7%
o w l1.4.4°/l P
Health ’ 20.3%
Public-society 17.1% 7.2%

benefit -8.4%

Arts, culture, 245% 28.2%

&humanities

International affairs 29.0%
8.3%

Environment/animals

Percentage change from previous year
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Giving by type of recipient:
Percentage of the total in
five-year spans, 1983-2022*

(adjusted for inflation, 2022 = $100)
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Total giving as a percentage ot Gross

Domestic Product, 1982-2022
2.1%

(in current dollars)
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Total charitable giving graphed with
the Standard & Poor’s 500 Index,
1982-2022

(in billions of inflation-adjusted dollars, 2022 = $100)
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Individual giving as a share
ot disposable personal income,
1982-2022

(in current dollars)
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Corporate giving as a percentage of
corporate pre-tax profits, 1982-2022

(in current dollars)
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The number of 501(c)(3)
organizations, 2012-2022
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MEMBERSHIP
CONSULTANTS

Pulse of Membership Survey for
Gardens and Arboreta

2023 Mid-Year Survey Results and Membership Trends

January 2024




About Us

e 35+ years in the membership arena

* Membership Organizations ranging from startups to 50,000 members
or more

e Educational, professional, conservation, cultural, art and humanities
organizations

* Full suite of services from planning and projecting to implementing,
analysis and reporting

©Membership Consultants, 2024. All rights reserved. 28 ‘




Pulse of Membership Survey

* When?
e 2009, Economic downturn
e Who?
 Membership Managers
* All types of membership organizations

e Why?
* Get the ‘pulse’ of membership
e See trends in our industry

 What?
* Benchmarking for membership programs
* DATA!

©Membership Consultants, 2023. All rights reserved. 29 ‘




Pulse of Membership Survey

 Demographics of Survey Participants

* Trends
* Membership Totals
* Membership Revenues
* Acquisition
* Budgets
* Visitation
* Renewals
* Digital
e Dues, categories, benefits
 Staffing and salary

* Membership Outlook
* Going Forward
e Qand A

©Membership Consultants, 2023. All rights reserved. 30 ‘




Demographics

How many members does your organization have?
50% -

45% - 44%
40% -
35% -
30% 1 28%
25% -
20% -

15% -

12%

12%
10% -
4%

| . IS

Under 5,000 5,000 to 10,000 10,001 to 25,000 25,001 to 50,000 Over 50,000

5% -

0% -
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Demographics

What is your geographic location?

25% -
21% 21%
20% -
15% -
10%
8% 8%
5% - 4%
0% T T T T T 1
Northeastern East Coast US Southeastern Midwestern Mountain  Southwestern West Coast US National International
us us us States US us
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Demographics

How is Membership positioned in your organization?

80% -
0% 70%

-
60% -
50% -
40% -
30% -
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10% -

0% -

(Please select all that apply.)
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Trends

Mid-Year 2023 Pulse of Membership Survey Data

©Membership Consultants, 2024. All rights reserved. 34




Trends — Member Totals

Comparing mid-year membership totals for 2023 to mid-year
membership totals for 2022, your membership totals...

M Increased from the previous year
m Decreased from the previous year

m Stayed the same as the previous
year

©Membership Consultants, 2024. All rights reserved. 35




Historical Trends — Member Totals

Membership Totals Increased
100%

90%

80%

60% (

50% v
40%

30%
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—All Respondents =——Gardens & Arboreta
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Trends — Revenues

In comparing membership revenues at mid-year 2023 to membership
revenues at mid-year 2022, your membership revenues...

M Increased over previous year's
revenues

m Decreased from previous year's
revenues

1 Revenues are about the same as
the previous year

©Membership Consultants, 2024. All rights reserved. 37




Historical Trends — Revenues

Membership Revenues Increased
100%

90%
80%
70%
60% ~7 V
50% y ‘
40%
30%
20%
10%
0%
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—All Respondents =——Gardens & Arboreta
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Trends — Expense Budget

Comparing your membership expenditure budget for mid-year 2023 to
your membership expenditure budget from 2022, your membership
expenditure budget...

M Increased over the previous
year's budget

m Decreased from the previous
year's budget

m Stayed about the same as the
previous year's budget

©Membership Consultants, 2024. All rights reserved. 39




Historical Trends — Expense Budget

Membership Budget Increased
100%

90%
80%
70%
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40%
30%
20%
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Trends — Expense Budget

Your 2024 expenditure budget is...
45% -
40%
40% -
35% -

30% -

25% - 24%

20%
20% -

16%

15%

|

|

10%

5%

|

0% - 1

Increasing over your 2023 budget Decreasing from your 2023 Staying the same as your 2023 2023 budget is not yet approved
budget budget
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Trends — Visitation

Please describe your organization's visitation or usage patterns in
2023.

60% -

52%
50% -
40% -
30% -

26%

20% -

13%

10% - 9%

0%7 T 1

Visitation or usage has increased Visitation or usage has decreased Visitation or usage has stayed the | don't know about our visitation
over previous year. compared to previous year. same as previous year. or usage.
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Historical Trends — Visitation

Visitation Increased
100%

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Early YE YE YE YE YE YE YE YE YE YE YE YE YE YE Mid
200920092010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 20222023

—All Respondents =——Gardens & Arboreta
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Trends — Acquisition

Comparing new members acquired in 2023 year-to-date to new
members acquired in 2022 year-to-date, your membership acquisition
efforts have...

B Acquired more new members
than previous year

m Acquired fewer new members
than previous year

W Acquired about the same number
of new members as previous year

©Membership Consultants, 2024. All rights reserved. 44




Historical Trends — Acquisition

New Members Acquired Increased
100%

90%

80%

60% .
50%

40%
30%
20%
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Trends — Acquisition

Please select all of the means of acquiring new members that your
program utilizes. (Please select all that apply.)
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Trends — Renewals

Comparing membership renewal rates in 2023 compared to those in
2022, would you say that renewal rates...

B Improved from the previous year
m Declined from the previous year

 Renewal rates were about the
same as the previous year

©Membership Consultants, 2024. All rights reserved. 47




Historical Trends — Renewals

Renewal Rates Increased
100%

90%
80%
70%
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Trends — Renewals

What is your membership renewal rate?

Over 80% 8%
75% to 80% 8%
70% to 74% 8%

65% to 69% 24%

60% to 64% 12%
55% to 59% 12%
50% to 54% 12%

45%t049% | 0%

40% to 44% [N 4%

Below 40% | 0%

| don't know what the renewal rate is. — 12%

1 T T T T T 1

0% 5% 10% 15% 20% 25% 30%
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Historical Trends — Renewal Rates

Median Renewal Rates
100%
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Trends — Renewals

Please indicate the methods your program utilizes to drive membership
renewals. (Please select all that apply.)
120% -+

100%
100%

80%
60%
40%
0,
20% 12%
8%
L
0% T ™ T 1
Email Direct Mail On-site Auto-Renew Facebook or Direct Mail Phone Mobile Texting Other (please
Letter Renewals Other Social Postcards Solicitations specify)
Packages Media

©Membership Consultants, 2024. All rights reserved. 51




Trends — Renewals

If you offer an auto-renew option, what percentage of members have
selected this option?

Over 50! | 0%
41%to 50% | 0%
31%to40% | 0%
21% to 30% 18%

16% to 20% | 0%

11% to 15%

7% to 10% 27%
4% to 6%
1% to 3%
Less than 1%
| don't know what our auto-renew percentage is. 9%
0% 5% 10% 15% 20% 25% 0%
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Trends — Digital Media

Are you currently able to deliver digital membership cards to your
members?

M Yes, and we do offer this service to
members.

™ Yes, but we do not offer this service to
members.

= No, we are unable to offer this service
to members, but would like to offer it
to members.

No, we are unable to offer this service
to members, and do not wish to offer it
to members.

©Membership Consultants, 2024. All rights reserved. 53




Trends — Digital Media

Does Membership have a voice in your organization's social media
content management (e.g., membership messages, promotions,
contests)?

©Membership Consultants, 2024. All rights reserved. 54




Trends — Digital Media

Does membership have a dedicated line item in the budget for digital
marketing (e.g., online advertising, social media campaigns, email
marketing, etc.)?
60% -

50%
50% -

40% -

30% -

25%
21%

20% -

10% -
4%

0% -

Yes No Yes, but it is in another | don’t know
department's budget
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Trends — Digital Media

Has your organization participated in any of the following promotions
for membership?

90% 85%

80%
72%

70%
64%

60% 58%
50%

40%
32%

30%
23% 22%

20%

10% 11%

10% 5%
0% _.

Black Friday Cyber Monday #GivingTuesday A Local Giving Day

H Yes, once M Yes, afew times No
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Trends — Digital Media

Was the campaign(s) successful?
90%
80%
80%
70% 67%

60%

0,
>0% 44% 44%

40% 38% 38%

33%
30%

20%
20%
11%
10%

0% 0%

0%
Black Friday Cyber Monday #GivingTuesday A Local Giving Day

m Very Successful  ® Somewhat Successful Not Successful
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Trends — Dues, Categories, Benefits

When was the last time your organization changed your dues,
categories, or benefit offerings?
40% 1 38%

35%
30%
25%
20%
15%
10%

5%

0%

This year - 2023 Last year Two years ago Three yearsago  More than three years | don't know
ago

0%
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Trends — Dues, Categories, Benefits

When you made these changes, what aspects did you change?
(Please select all that apply.)

Dues 88%

Categories

Benefits

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Trends — Staffing & Salary

In 2023 year-to-date, staffing levels within the membership
department...

M Increased over the previous year
m Decreased over the previous year

m Stayed the same as the previous
year

©Membership Consultants, 2024. All rights reserved. 60




Trends — Staffing & Salary

How long have you served in a membership position?

40% -
38%

35% -

30% -

25%
25% -

21%
20% -
17%

15% -

10% -

5% -

0%

0% -

Less than 1 year 1to 2 years 2 to 4 years 5to 10 years Over 10 years
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Trends — Staffing & Salary

What is your annual salary range?
35% -

30% - 29%

25%

25% -
20% -
15% -

13%
10% - 8% 8%
59 4% 4% 4%
0% T T T T T

T T T T 1

Under $30,000to  $40,001to $50,001to $60,001to $70,001to $80,001to $90,001to $100,001 to Over
$30,000 $40,000 $50,000 $60,000 $70,000 $80,000 $90,000 $100,000 $125,000 $125,000
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Highlights — Gardens & Arboreta

Mid-Year 2023 Mid-Year 2022
Reported increase Reported increase
* 41% membership totals * 56% membership totals
* 58% revenues * 60% revenues
* 40% expenditure budgets * 40% expenditure budgets
* 38% new members * 33% new members
* 52% visitation * 47% visitation
* 33% renewals e 42% renewals

Median Renewal Rate = 67% Median Renewal Rate = 62%
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Membership Climate

In your professional opinion, comparing 2023 to 2022, the membership
climate is...

B Improving
M Deteriorating

M About the same
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Going Forward

 Utilize as many tools as possible

e Use Tried and True practices

* Continue to Adopt digital

* Reporting and Trends

* Collaborate with your internal and external partners
* Professional Development

e Share your victories!

©Membership Consultants, 2023. All rights reserved. ‘
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Coming Up

Membership Marketing: Strategic Pulse of Membership Year-End 2023
Planning for Success Virtual Seminar survey out soon! Join our email list
January 22-24 for participation invite!

https://bit.ly/MemSeminarJan24 https://bit.ly/SignUpforMC

wiviembership Consultants, 2024. All rights reserved. 66 ‘
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Top Take-Aways to Guide Your Fundraising Strategies

1. Rebalance — a bit — Your Portfolio of Funding Sources
and Donors

* Pursue all sources, remembering individuals and their
foundations still make up 85% of giving

* Go where the money is

PHOENIX PHILANTHROPY
GROUP




Top Take-Aways to Guide Your Fundraising Strategies

2. Partner with Individual Donors to Optimize Giving
Options and Potential

e Qutright cash, multi-year pledges, planned/legacy, stocks,
bitcoin, real property, trusts, and more

* Know all the options, help donors explore what’s best for
them

THt
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Top Take-Aways to Guide Your Fundraising Strategies

3. Partner with Corporations to Diversify and Optimize
their Support
* Beyond just philanthropy to corporate sponsorships, cause-
related marketing, CSR/ESG, advertising and promotion,

employee and client entertainment, employee giving and
matching, and volunteer leadership

e



Top Take-Aways to Guide Your Fundraising Strategies

4. Explore Multiple Funding Options in Partnership with
Other Organization Executives

* An organization’s revenue sources fluctuate
* Work with leadership to manage fluctuations

 When it comes to philanthropy, plan how to approach donors,
structure gifts

THE

PHOENIX PHILANTHROPY
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Top Take-Aways to Guide Your Fundraising Strategies

5. Diversify Revenue and...

Diversify Messaging and Positioning, Fundraising Priorities,
Prospect and Donor Base, Volunteer Leadership

* Show sustainability and strength

* Be transparent about financial position

* Prioritize initiatives with greatest impact

* Engage leadership to access new donors and champions

THE

PHOENIX PHILANTHROPY
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Top Take-Aways to Guide Your Fundraising Strategies

6. Build the Case for Short- and Long-term Funding
* |dentify resources needed
e Communicate to donors in a compelling way

THt
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Top Take-Aways to Guide Your Fundraising Strategies

7. Consider the Opportunity for Building Endowment

* Donors want organizations to be sustainable, able to
weather economic and societal storms

THt
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Top Take-Aways to Guide Your Fundraising Strategies

8. Be Patient and Persistent
* Build long-term relationships
e Stay in contact — in good times and bad
* Don’t apologize when asking

THt
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Top Take-Aways to Guide Your Fundraising Strategies

9. When in Doubt — Ask!

* History, research, instincts only get us so far
* |If you don’t know — go to the source

* Make donor part of the process

* Working together produces best results

For downloads and to purchase complete report http://givingusa.org/

e



http://givingusa.org/

Thank You!

Richard Tollefson Dana Hines
tollefson@phoenixphilanthropy.com  Dana@Membership-Consultants.com
www.phoenixphilanthropy.com www.membership-consultants.com
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