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WHY

it Q019 METRICS isisisisisisizizizisiaiiic

Every 100 donors gained was offset by Every $100 dollars gained was offset
96 lost donors through attrition by $91 lost
46% Donor RETENTION

LI ] ] 54% Donor ATTRITION

DONOR RETENTION

O 2% net gain in donors retained from 2014 to 2015.
© 79% of the gains were from NEW donors.
O 21% of the gains were from REACTIVATED donors.

Source: Fundraising Effectiveness Project
2016 Fundraising Effectiveness Survey
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Communications is Strategy

Communications is not an add-on, it’s a core
business imperative

Everything you do (or don’t do) communicates

Leading is communicating; you can’t separate
communications from leadership



Communicating Character

BUILDING BELIEF:
A NEW MODEL

BELIEF

Engage the
decision-maker

‘} by fc:rgin? a

shared belief.

Corporate

ATBS‘.:;':LE Character ACTION
(1]

constituency —_— ;';EEEIT:_
with more 5
i = maker to
audiences, Define

through the » Activate act on that

netwarks of p
their advocates. > Align

f“.:

belief.

~ CONFIDENCE
", Increase their &
confidence that
their action matters.

Source: Arthur Page Society



“Human beings continue to be inexplicably attracted

to artful storytelling in every language, everywhere in

the world.”

- The Moth
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Articulate Every Program as a Stand-Alone Message

= Headline: Compelling,
concise point of view.

= Facts: Present data that
instil emotion and ignite
action.

= Anecdotes: Bring facts to
life. Make it relatable.

= Bottom Line: Call-to-action.
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Tactics Matter

NEWSLETTERS
PROGRESS REPORTS
ANNUAL REPORTS

REAL-TIME ENGAGEMENT
PLATFORM CLARITY SOCIAL MEDIA

PROACTIVE MEDIA OUTREACH
OPPORTUNISTIC MEDIA PLANNING

EXTERNAL
PLATFORMS

CONFERENCES AND EVENTS
SPEAKING OPPORTUNITIES

ARTICULATE VALUE PROPOSITION
DRIVE ACTION
MEASURE PROGRESS



7 Trends to Consider

Business pressure changing media
Perishable content

Dominance of visual content
Algorithms as the new editorial

The death of organic reach

The second screen in the board room

Digital comes of age in the enterprise
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The Role of Your Chief Communications Officer

Steward of reputation

Earn trust, carve out leadership
SpACE, SErVE as ' CONSCience
counselor”

Effective communicator

Develop and implement honest
and effective strategies

Integrator

Drive cross-functional
collaboration and integration
around strategic priorities
within the organization.

connector

"“No longer just explaining the
company to the world, but also
explaining the world to the
company.”



ORGANIZING PRINCIPLES
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PROCESS OF ENGAGEMENT

Value proposition

Define exactly how your efforts
are moving the needle

Context

Do not underestimate the need
to anchor progress on the .
current state of play Vision
Paint a picture of what's next

and how each step leads to the

next,

STORIES BEHIND THE
STORY

Introduce the characters
making progress happen.



MEASUREMENT MATTERS

For meaningful metrics, measure tactics against key goals and objectives .

STATE OF THE
SCIENCE

Have your programs changed the
state of the science around the
disease?

SCIENTIFIC COMMUNITY

PATIENT ENGAGEMENT

How well do you know the needs and
expectations of your patient
population and what have you done
to address these?

How have you engaged the best and brightest? Have you brought in new collaborators and allow

different disciplines to converge?



Continuous Process

et

Each output brings about changes in
outcomes — articulate it.







