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Leveraging Corporate Resources

Total giving reached $484.85B in 2021, a 4%
increase in current dollars year over year.

Giving by corporations increased 18.3% in
inflation-adjusted dollars between 2020and
2021.

Giving by corporations increased by11.1%
between 2019 and 2021.

$4.84.85 billion

In 2021, Americans gave $484.85 billion to charity, a 4.0% increase over 2020,
Adjusted for inflation, total giving remained relatively flat, with -0.7% growth

Where did the generosity come from?

67% $326.87 billion While giving by

s = . s individuals continues

Giving by Individuals to grow over time, it

has fallen below 70% of

all giving for the fourth
CONSCCULIvVe year.

increased 4.9% over 2020

19% $90.88 billion

Giving by Foundations

* increased 3.4% over 2020

0,
9 /0 $46.01 billion

Giving by Bequest

decreased 7.3% over 2020

4% $21.08 billion

Giving by Corporations

increased 23.8% over 2020

Giving USA Foundation Giving USA 2022



Leveraging Corporate Resources
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What resources
are available?

In-Kind Donations Social

Grant Making Employee Giving




Employee Campaign: One Dell One Community

ONE DELL &
ONE COMMUNITY

Q

Internal campaign to activate
employees globally




Employee Campaign: One Dell One Community

PARTNERS

PROGRAM EXECUTION

MONITOR, MEASURE AND
REPORT

™

VolunteerMatch.org

EMPLOYEES Where volunteering begins

» Learn: through global community involvement affairs
» Engage: give time and talent through volunteerism

« Commit: contribute through matching giftcampaign

» Over 6,000 employees participated inFairs
» 33% of global employees participated in GCIM

» Executive Ambassador Program governed campaign



Corporate and Consumer Campaign: Disney

Disney partners with parents
in their quest to raise
healthy, happy kids.




Corporate and Consumer Campaign: Disney

PARTNERS

PROGRAM EXECUTION

MONITOR, MEASURE AND
REPORT

%ﬁosﬂep Consumer Products > @“T?B%“‘P

< Parks and Resorts
Cgma

@
F{Blsﬁep | @
 Activated through multiple platforms

Television Group

» Coordinated media, publicity and socialmedia

» Leveraged partners and co-promotions

FIWRink



2021 Webstore & Retail StorePartners

! s
Tito's Stardust Tito's Cocltail Tita's Old Schaol
Tito's Copper Mug Sparkle Ornament Socks Cap
Learn about the
nonprofits youcan  ZIULEIINT
support when you
—

buy Tito's swag on
the web store.

st ¢ risase

ENVIRONMENT

To save the land that sustains us by protecting farmland, promoting sound farming
practices, and keeping farmers on the land.

ANIMAL WELFARE

Emancipet is a nonprofit on a mission to make sure that everyone has access to veterinary
care they can afford. With a growing network of low-cost clinics, we work every day to
help people care for the pets they love.

MILITARY § VETERANS

Team Rubicon is huilt to serve by mobilizing veterans to continue their service to help
communities prepare, respond and recover from disasters and humanitarian erises.
Amidst the COVID-19 outhreak, we have developed extensive protocels to allow our
volunteers to continue to deliver on our core mission of disaster response. We have alsa
adapted our capabilities to respond to the pandemic and launched the
NeighborsHelpingNeighbors initiative to meet the needs of our communities through
individual acts of service including supporting food banks and food delivery service to at-
risk populations. We are also helping partners through direct medical response such as
running mobile testing sites and providing on-site medical assistance during this crisis.

HUMAN SERVICES

Founded in 2010 by Chef José Andrés, World Central Kitchen (WCK) uses the power of
food to heal communities and strengthen economies in times of crisis and beyond. WCK
has created a new model for disaster response through its work helping devastated

ities recover and blish resilient food systems.

EMANCI

TEAM RUBICON
HIEMR

DISASTER RESPONSE

/50 % World
Central
Kitchen
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What assets do corporations utilize togive?

CAUSE RELATED MARKETING: A program that engages consumers and employees to raise funds through the sale of a product or service. These programs are
designed to support the corporate partner’s marketing efforts.

SPONSORSHIP: Corporate partners provide monetary or in-kind gifts in exchange for sponsorship recognition, most likely in support of an event or specific
program.

CORPORATE OR FOUNDATION DONATIONS: Donations categorized as philanthropic donations or corporate foundation gifts.
MATCHING GIFTS: Corporations “match” gifts of time, as well as cash donations.

EMPLOYEE GIVING: Generally, an employee payroll deduction program that is implemented and managed by the corporation, or in some cases a third-party
platform.

IN-KIND DONATIONS: Corporate support through the donation of in-kind product gifts.
SKILLS BASED VOLUNTEERISM: Volunteers who utilize specific talents for an organization, such as finance or legal services.
TRADITIONAL VOLUNTEERISM: Volunteering time or talent on behalf of an organization.

BOARD SERVICES: Executives who volunteer to serve on the organizations Board of Directors.



General Consumer Interests:

76%

of consumers believe it’s important for their
favorite brands to supportreputable
nonprofit organizations

Gender Perspective:

. Females

of goods andservices

Females strongly agree that brands should provide
holistic support to nonprofits by way of: monetary
donations, event sponsorships, employee

engagement, consumer activation, and donations

90% 42%

of consumers are likely to switch brands to of consumers would pay extra for products
one associated with a goodcause from companies committed topositive
social and environmental impact

Males

Males believe that the best ways for companies to
support nonprofits is by way of monetary donations

Males also appear to be more influenced by “cause
marketing” than females with all factors being similar
between the two products

From a sponsorship perspective, 73% of people in the U.S. agree that for brands to be successful, they must connect with customers in real life - This is hard to do in a pandemic - but you guys are

getting creative!
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UPCOMING EDUCATIONAL OFFERINGS & EVENTS
*

- April 11 (12:00-1:00 P.M.) — Webinar; Accelerating Systems Change
« Via Zoom and open to the public

- May 23 & 24 — Leadership in Public Service
 In-person and open to the public at the APCC
- Fall 2023 (September 20 — November 21) — Certificate Offerings;

Nonprofit Leadership, Social Justice Leadership, and Fundraising Leadership
« Online and open to the public
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