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The definitive

ach edition of Trends Quarterly gives us an
Eopportunity to explore key issues facing
charitable organizations in Canada. From tal-
ent development to strategy to technology,
there are elements that resonate with chari-
ties across the spectrum of the sector.

We also hear from fundraising professionals
and senior volunteers that they would period-
ically appreciate a closer look at what is hap-
pening in their particular sector. What are the
emerging trends that should be considered as
charities plan for the months and years ahead?

We are happy to present the first of two edi-
tions focusing on trends in specific sectors.
This edition presents ‘the big picture’in terms

of the charitable sector overall, then delves
into key trends related to National Health
Charities, Hospital/Healthcare Foundations,
and the Social Services sector. Part two, avail-
able in December 2015, will focus on Inde-
pendent Schools, Colleges, Universities and
the Arts and Culture sector.

KCl first introduced the concept of Sector
Snapshots in 2012. While it has only been
three years, there have been significant devel-
opments in terms of how charities are con-
necting with donors, telling their story and ori-
enting their fundraising plans. Charities are
also responding to a continually changing
environment, including advances in technolo-
gy and shifts in demographics.

2015 Sector Snapshots

At the same time, many of the trends outlined
in the 2012’s Sector Snapshots are just as rele-
vant today. The charitable environment -
across all sectors - is becoming more complex
and requires dexterity and creativity in order
to respond to the increasing pressure to raise
more funds.

We hope these Sector Snapshots provide you
with valuable insights as you and your organi-
zation prepare for 2016.

Happy Fall...

Marnie Spears
President and CEO
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t re n d S Canada’s Charitable Sector

THE CHARITABLE SECTOR'

The charitable sectorcontinues to be a $1808B
major player in the Canadian economy. $160 B 200%
$1408B

In 2013, 82,261 charities filed a T3010.

These charities reported $236 billion in 31208
total revenue from all sources, an increase $1008
of 18% over the $200 billion reported in $80 B
2010. Government revenue makes up the $60 B
majority of revenue in the sector and grew
. 5408 : 60.9%
over the period by 20%. Earned revenue Ukt 18.2% ‘

: $20B 1
showed the greatest increase over the _. -
% | 1 |

period at almost 61%. Of the charities that

Fundraising Government Earned Revenue Other Revenue

filed a T3010, 10,554 (12.8%) reported no
1010 2013

fundraising revenue and 4,078 (5.0%)
reported no revenue at all. The sector also 1. All figures included in The Sector Snapshots are based on 2013 T3010 filings (un-
reported a total of 1,854,670 full-time, less otherwise specified). The T3010 is the charitable tax return that every registered
and 2,138,877 part-time employees. charity is required to file annually, even if they had no revenue to report.
FUNDRAISING REVENUE 2
Total fundraising revenues amounted to $16B Y
$25.5 billion in 2013, an increase of 13.4% 148 8.2%
over the $22.5 billion reported in 2010. Tax |
receipted gifts totaled $14.6 billion and 5128
continue to make up the majority of s108 | |
fundraising revenue at 57%. However, at . —

8.2%, tax receipted gifts ranked third in j

terms of percentage growth between 2010 $6 B 21501
and 2013. Revenue received from other s4B N

A
charities demonstrated the greatest 15.9% I 71% 1
increase over the period at 21.5%, follow- 52B L
ing by non-receipted gifts at 15.9%. $0

Tax Receipted Gifts Received from Non-Receipted Gifts3 Non—Receipted4
Other Charities Fundraising
2010 013

2. Unless otherwise specified, fundraising revenues includes the following: Tax Receipted Gifts, Gifts Received from Other Charities, Non-
receipted Gifts and Non-receipted Fundraising. 3. Gifts for which the charity did not issue tax receipts because it could not identify the
donor, such as anonymous gifts, collection boxes or loose collections. 4. Gross amount of non tax-receipted revenue from fundraising
activities, such as lotteries, 50/50 draws, etc.
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FUNDRAISING REVENUE BY SECTOR?

Religious organizations continued to receive
the largest share of fundraising revenues
at 26% followed by Education/Research
organizations at 19%. Arts and Culture
organizations and Environmental charities
have the smallest share of fundraising
revenues at 3% and 1% respectively.

5.Data in this chart excludes “Gifts Received from Other
Charities” to prevent double counting revenue received
by one part of the charity and transferred to another
(e.g. hospital foundation to hospital).

FUNDRAISING REVENUE BY SIZE OF PROGRAM
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Education & Research
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International Aid & Development
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Oor Fundaraisin evenues . .
40% - : — fundraising revenue and accounted for
31% e only 4% of all funds raised. There were
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30% Yo 12% of charities that reported raising
20% - ? 18% | $1 million or more, accounting for 76%
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AVERAGE FUNDRAISING REVENUE
The average fundraising revenues report- $1,200,000
ed by all charities in Canada in 2013 was $1,000,000
about $310,000 with significant variation 3800,000
. . $600,000 —

across the sectors. International Aid and $400,000
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FALL 2015



trends

The Numbers
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The Trends

1. The national health charity sector con-
tinues to grow with multiple organiza-
tions covering an array of health issues.In
such a crowded environment, it is critical
for organizations to differentiate them-
selves and to clearly articulate their
mandate and impact. This is not only
a concern for newer entrants to the
sector; it remains an issue for larger,
more established organizations that
must clearly convey their often multi-
faceted mission.

2. Governance and structure remain
an important issue for national health
charities. Many are examining how they
should function from a fundraising per-
spective at the local, provincial and

B Total Fundraising
Federal Government

2%

Provincial Government

I Municipal Government

Membership, Dues etc.

National Health Charities

Other/Unspecified Government
Revenue from outside of Canada
Interest & Investment Income

Sales of Goods & Services

Other

national levels. Whether centralized or
more community-based, it is important to
develop a structure that maximizes areas
of fundraising opportunity and responds
to the culture of the organization.

3. National health charities tend to be
ahead of the curve in terms of investing
in technology and developing social
media strategies. This is in large part
due to the emergence of peer-to-peer
fundraising as a core component of a
fundraising program. Peer-to-peer fund-
raising has enabled organizations to
build their donor base as well as provide
the direct connection to a cause many
donors seek.

4. Investing in technology has enabled
organizations in this sector to segment
donors in a more sophisticated manner,
particularly as it relates to third party and
peer to peer fundraising. One example is
that organizations can identify top
fundraisers and implement stewardship
plans to keep them engaged.

5. At the same time, a number of organi-
zations struggle with data integration
since they have various data streams
(e.g. separate databases for local and
national fundraising). Some have invested
in data management in order to stream-
line their system and ensure fundraising
staff have access to all the information
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National Health Charities (page 2)

/97 -Total charities in sector

1.0% - Percent of charities in Canada

$2.27 billion -Total revenue (all sources)
$703 million - Total fundraising revenue
2.8% - Share of fundraising revenue in Canada
$887,531 - Average fundraising revenue
$36,252 - Median fundraising revenue
18.6% - Average overhead ratio

they need to implement donor-centred
solicitations and stewardship.

6. Events comprise a sizeable portion of
many fundraising programs in the sector.
Considering this, concern with respect to
cost per dollar raised is particularly acute
for national health charities. Organi-
zations need to articulate why there is a
higher cost of fundraising and focus on
net gain that can be distributed to pro-
grams and services.

7. There is a growing trend toward cam-
paigns in the sector. With the plateau of
traditional fundraising methods, most
notably direct mail and door to door

fundraising, organizations are looking to
major gifts as a way to build revenue.
With many organizations new to major
gift fundraising, campaigns provide the
framework with which to seek larger
investments.

8. The case for major gift fundraising
must be clear, unique, and inspirational.
This is particularly true in the case of re-
search, since national health charities are
in competition with large health centres
and universities for a donor’s attention.

9.There is considerable turnover of both
fundraising staff and senior organization-
al leadership in the sector. This is due to

an inability of many organizations to pay
competitive salaries at the senior team
level, as well as an event-heavy fundrais-
ing program which can lead to burnout
among fundraising staff. Some organiza-
tions are implementing additional bene-
fits, such as professional development
opportunities and additional vacation
time, as a means to retain staff members.
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The Trends

1. With ever increasing needs, hospital/
health centre foundations face mounting
pressure in terms of raising funds. This
situation heightens the need for align-
ment between hospitals/health centres
and foundations. Alignment is best illus-
trated when both entities partake in
establishing fundraising priorities and
goals and there is open and frequent
communication between senior leader-
ship, both volunteer and staff.

2. Foundations that operate within the
framework of a health authority often
face the challenge of determining fund-
raising priorities. In the absence of large
projects, major gift programs in particu-
lar can languish. Some foundations are
working in partnership with the health

S

Other

authority in order to move priority set-
ting forward, for example by involving
the hospital CEO and foundation board
members in conversations with the
health authority.

3.There is an increasing focus on turning
foundation boards into active fundrais-
ing boards. Some foundations have cre-
ated individual engagement plans for
each foundation board member, with
metrics specific to their role in direct
fundraising. As well, some are revamping
their recruitment and orientation proces-
ses to include specific references to
active participation in fundraising.

4. There is a move toward data-driven
decision making in the sector. This in

B Total Fundraising

Hospital / Healthcare
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Federal Government
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Other/Unspecified Government
Revenue from outside of Canada
Interest & Investment Income
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Sales of Goods & Services

turn is leading to more sophisticated pro-
cesses to manage prospects and move
donors across giving streams (such as
converting a first-time peer-to-peer event
participant into an ongoing donor).

5.The need to secure unrestricted fund-
ing is an ever present concern. Some
foundations have seen success by pack-
aging their ongoing needs, for example
by establishing a fund for patient com-
fort. In this sense, donors feel there are
able to direct their funding, albeit notto a
specific fundraising priority. The market-
ing of such a program must be carefully
undertaken, since it cannot be construed
as a designated priority.

6. It is important for foundations to have
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Hospital / Healthcare

Foundations (page 2)

545 - Total charities in sector

0.7% - Percent of charities in Canada

$1.6 billion - Total revenue (all sources)

$1.2 billion - Total fundraising revenue

4.9% - Sector’s share of total fundraising revenue
52,116,610 - Average fundraising revenue
$295,522 - Median fundraising revenue
33.6% - Average overhead ratio

a strategic communications plan. In
most cases, the foundation ‘owns the
brand’ since it is the community liaison.
Foundation staff must work in close part-
nership with hospital/health centre coun-
terparts in order to deliver consistent,
compelling messages to the community.

7. For many foundations, giving is moti-
vated by personal experience. This
heightens the need to engage internal
stakeholders in fundraising (e.g. physi-
cians, nurses, rehabilitation professionals,
researchers). Many are developing formal
engagement plans that identify both
internal (e.g. sitting on the Foundation
Board) or external (e.g.acting as an expert
witness or identifying grateful patients)
opportunities.

8. There is a move away from hosting
numerous foundation-produced special
events.Some foundations are focusing on
one or two signature events and placing
more of an emphasis on third party
events and peer to peer fundraising.
Foundations are empowering individuals
to become ambassadors and fundraisers;
however, foundations must make an
investment in technology to support
fundraising activity and a resource to
manage both the program and the orga-
nization’s profile out in the community.

9. Larger health centres and hospitals
affiliated with research centres are in-
creasingly entering into partnerships
with universities and other institutions
to secure major investments.The partners

can create a case around a complex idea
and demonstrate how together they
can take a concept from research to the
bedside.

10. Hospital and health centre founda-
tions are reaching out to diverse con-
stituencies, which are reflective of the
communities they serve. Successful foun-
dations implement an authentic engage-
ment strategy that does not assume tra-
ditional philanthropic methods will work.
Rather, they take a design/build approach
with senior community leaders and
develop giving vehicles that will resonate
with the community, such as group giv-
ing opportunities or special events.
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The Trends

1.The social services sector is vast, cover-
ing a broad range of issues. In addition,
there are numerous organizations that
focus on similar issues.This heightens the
need for differentiation and to articulate
an organization’s unique mandate and
impact. This is a concern not only for
smaller organizations or new entrants to
the sector; national organizations must
also clearly convey their mission and
demonstrate the breadth of their pro-
grams and services.

2. Many social service charities focus on
issues that have considerable stigma in
the general public. It is important for
these organizations to have a strategic
communications plan that includes a
component on raising awareness and edu-

S

Social Services

B Total Fundraising Revenue
Government Revenue
Revenue fron Qutside of Canada

B Interest & Investment Income

Membership, Dues etc. Revenue

Revenue from Sales of Goods & Services

Other

cating potential donors about an issue.

3. Since charities in this sector often
focus on long-term social issues, the
demand for fiscal responsibility is
heightened. This is particularly the case
when an organization is planning to raise
funds for a facility or other capital proj-
ect.Donors want to see a solid, well-artic-
ulated business case that accounts for
the sustainability of the project in the
long-term.

4. Social services charities tend to be
ahead of other sectors in terms of collab-
orating with partner organizations. Many
partner with like-minded organizations
in order to tackle a particular issue or
project. This elevates the credibility of the

partners, demonstrates that the organi-
zations are forward thinking, and assures
donors there is no duplication of effort.

5. Reporting on outcomes is critical for
the social services sector. Funders,
whether government or private citizens,
want to know their gift will have an
impact on an intended community. This
can be a challenge for many organiza-
tions that address complex social issues.
One strategy is to focus on stories of indi-
vidual success as a means to demon-
strate positive outcomes.

6. Volunteers remain a critical part of
fundraising in this sector. With limited
resources, volunteers are utilized in a
number of ways, from entering informa-
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Social Services (page 2)

10,278 - Total charities in sector

12.5% - Percent of charities in Canada

$17.4 billion - Total revenue (all sources)
$2.1 billion - Total fundraising revenue

8.2% - Sector’s share of total fundraising revenue
$201,989 - Average fundraising revenue
$22,868 - Median fundraising revenue

14.8% - Average overhead ratio

tion into a database, to making thank
you calls to donors, to providing an
introduction to a potential major gift
donor. A comprehensive volunteer re-
cruitment and engagement strategy
is a critical underpinning for these organ-
izations.

7. From a major gifts perspective, senior
volunteers are critical to identifying and
reaching potential major donors. How-
ever, it can be a challenge for social serv-
ices charities to assemble a formal body
of senior volunteers. Many are recruiting
community leaders and working with
them on an individual basis, even within
the context of a capital campaign.

8. Charities in this sector tend to have

large numbers of donors at the lower
giving levels. Some organizations have
invested in data analytics as a means
of identifying loyal donors with the
capacity to increase their giving. These
donors were then solicited as part of a
mid-level program that focused on a par-
ticular fundraising priority.

9. For some charities, social enterprise is
an emerging tool to raise revenue.
Whether it is providing a good or a serv-
ice, some organizations have the neces-
sary assets to enter into a commercial
space. It is critical for these organizations
to understand that social enterprise
requires a different skill set from fundrais-
ing. It must be viewed through the lens of
starting a business, with all of the proto-

cols and policies associated with this
type of venture.
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