Cost of Living and Giving
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Feb 2023
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Economic Woes
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CASH RATE OVER THE LAST YEAR

Source: RBA
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Figure 4: Monthly mortgage repayments since May 2021
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Anticipated impact on Fundraising March 2020 5!
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Q1.5 - What do you think the impact of COVID-19 will be on your fundraising for the remainder of this
calendar year?

40%
35%
30% 29%
25% 25% 24%
20%
15%
15%
10%
5%
5%
1% 1% .
0% | [ |
Up a little Not much change Down by upto 10% Down by between Down by between Down by more than No idea at the
10% and 20% 20% and 30% 30% moment

m All Under S5m Over $10m



In reality

Gross Income Growth
14%

o"—o//

2017 2018 2019 2020 2021
—— =@=Market

-10%

Full Cost Growth

NA
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— ==@==Market

-10%

Net Growth  22%
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Gross income Change 2019 to 2021

|
]
|
| |
|
—— |
T
Direct . rusts Lotteries Other or
. Major and
Marketin Corporate . andart Bequests Sales General
Donors Foundatio . .
g unions Iltems
ns
8% 1% 31% 69% 0% 18% -6% -21%
21% 41% 67% 113% -25% 66% 9% 39%
9% 42% 38% 65% -33% 9% -7% -32%



Savings Rates e
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25 Household spending, current price, calendar adjusted (indexed to January
2019)
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Source: Australian Bureau of Statistics, Monthly Household Spending Indicator November 2022

In Australia, Households Savings correspond to the ratio of household income saved to household net
disposable income during a certain period of time. Tradingeconomics/ABS
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Consumer confidence index a!
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Consumer confidence is now lower than it was when the
pandemic first hit

ANZ-Roy Morgan Consumer Confidence
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Inflation

Spending

Savings

House Prices

Confidence

Interest rates

Unemployment

Momentary
Reprieve
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Top 5 Issues (ranked In top 5)

Comments

4.
5.

6.

Mental Health
Housing
Affordability
Climate change
Domestic Violence
Children’s health
and safety
Homelessness
Poverty in Aus

21. Refugee and
asylum seekers
22. International
disaster response
23. Overseas
development

Public 35-54

Housing
Affordability
Mental Health
Climate change
Homelessness
COVID 19
Domestic Violence
Poverty in Aus

. First Nations

justice

. Refugee and

asylum seekers

. Overseas

development

9
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Housing
Affordability
lliIness and disease
COVID 19

Climate change
Homelessness
Poverty in Aus
Domestic violence

. Overseas

development

. LGBTQI+ rights
. International

disaster response

strategic

Public Over 55




The Meaning of Money



Financial Upbringing

We struggled financially:We were financially
comfortable

C Public Older 55+ 41% 23%

B Public Mid 35 to 54 41% 24%
A Public Young U35 42% 30%

B We struggled financially: Neutral We were financially comfortable

Young people have grown up in greater comfort and are more dependent on their parents (still).

My parents support me financially as an adult:My
parents do not support me financially as an adult

C Public Older 55+ 15% 72%

B Public Mid 35 to 54 28% 55%

A Public Young U35 34% 40%

B My parents support me financially as an adult
Neutral

My parents do not support me financially as an adult

11
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Financial Situation B! 2
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Q5.1: To what extent do you agree or disagree with these statements about your personal finances?

80%
69%
70% 66%
’ 60%63%62% 59%
60% 51%
° 49% 418% A47%47%
50% 45% 047%
° 42% 39% X 43% 42%
0,
40% 33%32% .
30% 279
30% 25%24% 7%4%
20% 13%
10% .
0%
| am better off than| don't have to thinkl have a budget that Being wealthy has | am actively trying | expect to be | can spend S50 | am comfortable
| expected to be at too much about | try to stick to never been a to save money  better off than my without havingto  owing money /
this stage of my life how much | spend primary pursuit for parents give it too much being in debt
me thought

2 A Public Young U35  m B Public Mid 35to 54  m C Public Older 55+

Younger people are saving, optimistic, OK being in debt and nearly half of respondents can spend $50 without thinking too much about it.
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An experiment...... ag

&

Open Envelope A




The Purpose of Money ooBl
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The Next Generation
of Supporters

Money and Meaning

Q5.2: Which of these best describe your attitude toward having more money?

42% 42% P
32%
29%
21% / \ 22% 20%
159 14%
o)
I “ I I I X
- B nl_

It provides Itenablesme Itrelieves It brings It enables me| It enables me | Itearns me It makes me It brings a It creates It helps me
security and to provide for  stressand freedomto do to purchase| to help others respect happier sense of waste and save to a
stability my family worry what | want  the things | achievement consumerism  "rainy day"
want

A Public Young U35  m B Public Mid35to 54  ® C Public Older 55+

The purpose of money shifts from freedom, fun and achievement to protection, purchases and providing for others. 6% see its as consumerist waste.



The Purpose of Money Charity by Age B! .
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The Next Generation

. . . . of Supporters
Q5.2: Which of these best describe your attitude toward having more money? e oo g
80%
70% !
70% 66% /ﬁ {
o ;
64% 62% M 4
60% W &=
52% 53%
20% 45%
44% 43% 8
40%
40%
0,
33% 35%
30% 29% 29%28%
20% 18%
20% 0
15% 14%
10% 11%
10% 59 7% 6%
2% 2% 3% 1% 3%
0% 0% 0% 0% ° |
0% || -
It provides security It enablesmeto It relieves stress It brings freedom to It enables metg It enables me to [t earns me respect It makes me It brings a sense of It creates waste It helps me save to
and stability provide for my and worry do what | want  purchase the things help others happier achievement and consumerism a "rainy day"

family | want

A Charity Young U35 B Charity Mid 35to 54  m C Charity Older

Comments



Mid Value Prospect Identifier:

70%

60%

50%

40%

30%

20%

10%

0%

Comments

Q15.1: For each of the following pairs of statements,

which best describes you and your situation?
Statement A or statement B?

65%

53%
47% I

| give as much as | can
afford:

45%

I am financially
stretched:

50%

37%

17%

My financial situation
will probably improve
in the next few years:

A Public Young U35 m B Public Mid 35to 54 m C Public Older 55+

Next gen

Q15.2: Thinking about your support for charities,
which of these statements best describes you?

45%
40%
35%
30%
259% 23%

19%
20%
15%
10%

0%

| am financially
comfortable

23%

0,
17% 16%
8%

right cause

17
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The Next Generation
of Supporters

22%

17%

| could give more to the My financial situation

will probably get a bit
worse in the next few
years

A Public Young U35 m B Public Mid 35to 54 m C Public Older 55+



Donation Behaviour



Giving amount and portfolio a! .
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Number of charities supported Self reported annual Giving

45% 40%

30%
22%
8%

23%
21%
4% .
Bw
B m—

Single  Small 2or 3 Medium 4 Large 8to Very large S500r S51to S201to S501to S1001toS$S2501to Outlier
to 7 10 (more than less S200 S500 S1000 S$2500 S5000 (over

10) $5k)

Amongst the people who say they have given the majority are only giving to less than 3 organisations with a value of under
$200. Caveat of a public panel compared to known donors who would be quite different on both counts.




Giving proportion of income

ma!!2°
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Giving Proportion Band

36%

I 30%

8%

6%

-4% - .

5%

6%

A Lessthan 0.2% B Between 0.2 and C Between 0.5 and D Between 0.76 and E Between1and FBetween 1.5and F Between 2.5and G Outlier greater

0.5% 0.75% 1% 1.5% 2.5% 5%

Based on a combination of self reported income and self reported giving we can find a rough indicator of the level of giving (as
a % of income)

than 5%




Outlooks



Outlook

Q13 - Thinking of economic conditions in
Australia as a whole, how do you think
the economy will fare in the next 12
months?

41%

18% 20% 19%

3%
|
Get much Getalittle Willnot Willgeta Willgeta
better better change thatlittle worse lot worse
much

People think the overall economic outlook is much worse than their own personal financial situation. But more people think

their own situation will get worse than better.

20%
4%

22
m r
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Q14 - How do you think your financial
situation may change in the next 12
months?

36%
30%

-15

9%

Get much Getalittle Willnot Willgeta Willgeta
better better change thatlittle worse lot worse

much




Changes in outlook ooBl -
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50%

45% 43%
40%
40%
36%
35%
30%
30% 28%
25%
25%
20%
20%
17%
0,
15% 13% 14%
10% o

10% 9%

5% 4% 6% >

0 .
0%
Get a lot better Get a little better Will remain the same Will get a little worse Will get a lot worse

W Sep-20 Sep-21 Nov-22

There has been a significant shift this year with almost 40% of Australians feeling they will be worse off
in the coming 12 months.



Giving Expectations ooBl -
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Q16 - Thinking about your charitable Q17 - Thinking about your charitable
giving in the next year. Do you expect to giving in the next year. Do you expect to
give more or less money than the year give to more or less charities than the
before? year before?

61% 70%

16% 14%
29% 8% 11% 10% 7%
] - 6
Alot more Alittle  Aboutthe A littleless A lotless F— 1
money more same money money A lot more A few more About the Afewless A lotless
money charities  charities same charities  charities

Respondents largely expect their donations to remain the same and are even less likely to reduce the number of charities.
Despite the poor economic outlook and personal pessimism they don’t expect to cut back on giving. Marginally more people
expect to cut back than increase




Giving intention by value

Intention by current giving $

]Q%QOA

17%
10%
VmE

A lot more
money

A little more
money

M Under $50

66%
62%

60%

About the same

20%

14%
12%
10%

9%
7% 5%
I I 5 i

A little less
money

A lot less money

B $51to $200 m $200to $500 m Over $500

aa!!
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Intended Number by current giving

68%j

64%

]2%13/0
10%

7%
3% o%
1% 77 19 l I
e I

79%
75%

12%
10%
I 8% 8%

14%

7%

4%
2%

A lot less
charities

A lot more A few more About the same A few less
charities charities charities
B Under $50 m $51to $200 m $200to $500 m Over $500



Trust and Satisfaction



Trust levels @! 21
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30% Trust Favourite charity I 33% - +41
0

Q24 - Overall how much do you trust charities? O is
not at all and 10 is completely. Move the slider bar
left or right.

24% 539, 227
1%

Trust Charities overall 47%

13% 13% 12%
4%  S%

9%
5% 5% 5%
3%
zozo iRz B2 ANRRNRNRAE

- 1 2 8 9 10

W Detractors Passive M Promoters

M Trust Charities overall B Trust Favourite charity

There is a significant gap between the favourite and the sector score. We have a significant category issue




Trust changes 5! 2
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Q25 - Has your trust in charities changed over the past 3 years?

65%

15%
11%
5% 4%
Increased a lot Increased a little Has not changed Decreased a little Decreased a lot

Trust has remained stable for most but it has decreased for more people than it increased.




Trust over 3yrs L
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70%
65%

60%
56%

50% 48%
40%
30%
23%
20% 18%
14% 15%
13%
11% ’
0,
10% %% 8%
. . : . .
Increased a lot Increased a little Has not changed Decreased a little Decreased a lot

W Sep-20 Sep-21 Nov-22

Improvements in trust have stabilized with more people saying their trust in charity has not changed in
the last 3 years.




Audience Mapping (average scores) e
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Edelman Index
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U35
5.50

5.00
5.80 6.30 6.80 7.30 7.80

[ Donors have much higher scores across all 3 dimensions but the younger donors are lower than their older counterparts. \




Satisfaction Levels 5! ;
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Q26 - Overall how satisfied are you with the way
charities engage with you? O is not at all and 10 is

completely. Move the slider bar left or right.
Satisfaction with Favourite charity 35%

+32

29%

| Satisfaction with Charities overall 39%

0% 20% 40% 60% 80% 100%

22%

18% 20% 20% 19%
0
11% 3%
8% 9%
)

% an 64
%Ocy 1A’:I_V [o) 1% 1%
-— -0/ . -

- 1 2 3 4

-21

m Satisfaction with Charities overall

W Satisfaction with Favourite charity W Detractors © Passive M Promoters

Satisfaction with a favourite charity was high but with the sector low.




Recall and Loyalty ool -
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Q20 - When thinking about the charities Q21 - When thinking about your relationship with the
you donate to would you say? charities you support would you say you were?

50%

25%

17%
m | can remember every charity | give to

® | can remember some of the charities I've given to -

7%

® | can't remember any of the charities I've given to but Very loyal - I stick Quite loyal - 1stay Notveryloyal-1 Notatall loyal -1
know I've given with them with them unless change around if it switch whenever
whatever happens they do something suits me there is a more
wrong compelling request

Nearly half the people can’t remember all the charities they support. Remembering is associated with higher value and
smaller portfolios. 52% of people giving to more than 4 charities cannot remember them all.




Staying top

Q29 - Which sorts of or

of mind

ganisations do you most like

to support with donations? Please select up to 3 that
you most frequently support.

Health and medical research charities
Children's charities

Animal charities

Australian welfare charities

Mental Health organisations
Environmental and conservation
Aged Care services

Physical disability charities

Overseas development and emergency
Religious organisations

Education providers and schools
Other

Intellectual disability charities
Indigenous organisations

Arts and culture organisations

I, 6%
I, 1%

I o
N 2c:
I -
- [ 15
I 2
I 12
- | 0%
B o
B s
B s
B s
B 5
B 2

| do not know of them

I have only heard of them

I have considered supporting them

| have supported them once ie;...

| support them occasionally ie;...

| support them regularly (ie: donate...

They are one of my very favourite...

N=1031 B@ug

morestrategic

Brand Funnel

34%

19%

14%

4%

3%



Supporting



The looming threat e

-m‘ people in Need

BES o
amily
PE_ABE

v, %
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- l we W
Cerebral Palsy @ wmm

ALLIANCE Wilderness
Society

People who Care

\.l

gofundme




Helping people in Need oo8B
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Q12.3: Which of the following do you think is the most effective way of helping people in need? Please
select one answer

A Public Young U35 B Public Mid 35 to 54 C Public Older 55+

B Giving directly to the person (eg through a Go Fund Me Page or similar)



Engagement: Next 12mths wvares | oelill-
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Net change

Donating goods to a charity "op shop”

Volunteering my time

Donating food to organisations

Purchasing from a charity "op shop”

Signing petitions or being part of charity campaigns

Organising fundraising events

Sponsoring friends who are taking part in an event

Participating in fundraising events

Buying products where some of the money goes to a charity

Making a donation by text / SMS

Payroll giving through my work

Putting money into tins or buying charity merchandise

Making donations online

Making donations by mail (in response to a letter asking for support)
Making a regular monthly donation from my credit card or bank account
Contributing via a Go Fund Me type appeal

Buying raffle or lottery tickets

Making donations in response to a telephone request

-30% -25% -20% -15% -10% -5% 0% 5% 10% 15%

For those using each channel the greatest potential decreases is in Phone, lottery, crowdfunding.
People expect to do more of the cheap things




Known Donor expectations (Jan 2023) @!
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Projected Donor Changes

Day to day expenditure

Significant "one off" purchases

Expenditure on "treats" like holidays and meals out
Amount you are able to save

The amount you earn (wages)

Amount donated by sponsoring friends

The amount you donate to charities overall

The number of charities you support

Number of charities supported by monthly regular gift Ofai4% S A7a NN 0% S
Purchase of charity lottery tickets OpaiB%1 BRI 205 S

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

B Increase alot M Increase alittle M Same ™ Decrease a little M Decrease a lot

Survey conducted Jan 2023. Respondents only asked about specific channels if they donate that way (P2P, RG and Lottery)
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Expected Net Change CharityX Supporters 2023

Day to day expenditure

Significant "one off" purchases

The amount you donate to charities overall

The amount you earn (wages)

Number of charities supported by monthly regular gift
Expenditure on "treats" like holidays and meals out
The number of charities you support

Purchase of charity lottery tickets

Amount donated by sponsoring friends

Amount you are able to save

-60% -40% -20% 0% 20% 40% 60% 80%



Fundraising
| Institute
| Australia m r
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‘The Professional Body for Australian Fundraising

Aggregated Scoring



Westpac Consumer Confidence T le
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130 )
100.8239
120 i
96.6217 o5 7686

110 i

| : 90.4075
I A VI — 100 i

86.3530
90 83.7863 84.449 g3 7227 843 85
81.2436 80.2931

9 l 77.9867 . 80
. §
2000 2005 2010 2015 2020 Apr 2022 Jut 2z o o

Fast post COVID bounce back — the relief — inexorable decline — minor rally




Donor Confidence Index N=103 a!5°
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Economic Outlook (1-5) Donor Confidence Index (DCI%)

Personal financial Outlook 34%

(1-5)

27%

Giving Intention $(1-10)

21%

19%

Giving Intention No.

(1-10)

Trust Change (1-5)

Trust score (0-11)

Satisfaction score
(0_") Low under 50 Medium Low 50 to 59 Medium high 60 to High Over 70

69




DCI Scores

N=1031 a! 51
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Demographics and location

65%
63%
61% 61%
59%
59%
58% 58%
56% 56%

Male Female 18 to 24 25to 29 30to 34 35to 44 45 to 54 55 to 64 65to 74 75 and over  Australian
Capital
Territory

Male m Female 18to 24 25to 29
W 45to 54 W 55 to 64 HW65to 74 W 75 and over

M Northern Territory H Queensland W South Australia W Tasmania

62%
o,
59% 59%
58%
57%
55% I 55%

New South Northern  Queensland South Tasmania Victoria Western

Wales Territory Australia Australia

30to 34 m35to 44

B Australian Capital Territory B New South Wales

M Victoria B Western Australia



DCI| Scores N=103 6! :
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Donor Confidence

64%
62% 62% 62%
62% 61% 62% 62%
60% 61%
60%
60% 599 59%
59%
58%
58% 58% 58%
58%  57% 57% 58%
57%

56% 56% 56%
54%
52%

Low Lowish Just Just Above High A less B E F F G Outlier Total $500or $51to $201to $501to $1001to $2501to Outlier

Under $25k+to Below Above Average $150k+ than Between Between Between Between Between Between greater less $200 $500 $1000  $2500 $5000  (over

$25k $50k Average Average $100k+ 02% 02and 05and 0.76and 1land 15and 25and than5% $5k)

$50k+ to $75k+ to to $150k 0.5% 0.75% 1% 1.5% 25% 5%

$75k $100k



DCI| Scores N=103 ag 2
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DCI and Number of charities

67%

61%

60%

Single Small 2 or 3 Medium 4 to 7 Large 8 to 10 Very large (more
than 10)

59%




Donor Confidence Index

N=1031 a! 54
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Donor Confidence

64%

| can remember some of | cantremember any of  Very loyal - | stick with
the charities I've given to the charities I've given to  them whatever happens
but know I've given

59% 59%

| can remember every
charity I give to

53%

B Donor Confidence

59%

49%

Quite loyal - | stay with
them unless they do
something wrong

Not very loyal - | change
around if it suits me

Not at all loyal - | switch
whenever there is a more
compelling request



The Benefits of Giving






An experiment...... ag
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Moral
Outcome

What it
does for

Personal
ldentity

Reason
to Give




Job To Be Done Framework for Fundraising

Self Identity

Belonging
Guilt/gratitude
Remove discomfort
Purpose

Protection

Power / agency
Gratitude

Wisdom / knowledge
Recognition
Extrinsic identity
Faith

Financial diligence

ma!!

— strategic ——

It reinforces what is important to me, what | believe in and stand for

It strengthens a sense of connection to others, that | am part of a group, working
together

It reminds me how fortunate | am in to be in a position to help others

It overcomes feelings of sadness or distress when | see people in need

It provides purpose and meaning, a sense that what | do matters

It offers a better future for those | love and care about

It gives me a feeling of progress that | can influence change

It expresses my gratitude for the commitment and efforts of others to create change
It helps me to feel more informed and "in the know" about issues | care about

It makes me feel valued and appreciated by others

It helps me to share the values that matter to me with my children, family or friends
It affirms my faith and personal values

It redistributes money from taxes | would have paid to causes | care about



60%

50%

40%

30%

20%

10%

0%

Guilt/gratitude

Job To Be Done Framework: Selections

Q10.1 - People give money to charities for many different reasons. We would love to know what giving "does for you".

Protection

—

4 N/ I
Self Identity Power /agency  Gratitude Purpose Faith Remove Belonging Recognition
discomfort
g VAN J
PublicU35 m Public35to54 ™ Public over 55

Extrinsic
identity

Wisdom /
knowledge

aobl -

strategic

Financial
diligence

Younger people score more highly on protection, agency, belonging, knowledge and recognition where older respondents favour purpose self identity
and primarily their own good fortune



Moral outcomes

35%

I am helping
people get
back on their
feet

| am bringing
joy to people

—

Generally, what do you achieve through your donations?

21% 20% I 20%
| am creating | am helping |am partofa
opportunities break the cycle team or
and of poverty movement
empowering creating
people change
[ Public U35

Younger people are higher on rights, equity and joy

18%

I am making
the world

fairer

18%

| am stopping
suffering

18%

| am speaking
up for the
voiceless

O )

16%

I am upholding
essential rights

M Public35to 54 MW Public over 55

—

ma!!
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0,
1i| I I I
| am following | am helping
and expressing reduce
my faith loneliness and
distress



Expressed Identity

62
m r

Please select the three words that come to mind when you describe yourself as a supporter of charities or not for profits:

60%
50%
40%
30%
20%

10%

Humble

Loyal

0%

Helpful Caring Hopeful Generous  Encouraging

2 Public U35

Passionate  Connected Committed

M Public35to 54 ™ Public over 55

Supporting

success

—

Nurturing Ordinary

Visionary

—

strategic

Partner

Younger people selected fewer words but were more likely than older people to select encouraging, supporting success and visionary, though most are

still helpful, caring and hopeful
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Support a growth mindset

Protect the fans

Resist unilateral equitable cost cutting

Elevate memorable experiences

Be future focused in any restructure

Focus on quality acquisition

Monitor the market and relative
performance

Be number 1 — by the way you treat
people

Prime good fortune and inequality

Prove competency with impact
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the lives of Young People and how they think, feel and behave
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Q1 - Do you identify as......

0%_. 0%
1%

Q2 - Which age band are you in?

1 0,
8% 17%

0,
15% 14%
13%
9%
6%
0%

Under 18 18 to 24 25t0 29 30to 34 35to44 45to 54 55to 64 65to 74 75 and
over

51%

7%

m Male Female

m Other / don't identify as above = Prefer not to answer

Panel was selected based on age, gender and state location.
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Q4 - In which state or territory do you Family Q10 - Which of the following best describes your
reside? relationship status?
56%
30%
7%
S ]
0%
. | - 59 7% 5%
% 1%
C\ d N4 N4
Q}{{‘o Q}({‘O c)@'z’(\ 0{,&"& S_,‘&b &L Children living at Children left e
é(\& .@/\ <& \{&v Q}(\v home / with me home ,b(-l& .<\°>® Q\e} (}\\Q ‘&eﬁ‘ e’b*
S ?’Q@Q 2 $@é 35% 27% < S P S S e

& & S
N No children A & ¢
& . 9 > @
& 39% Grandchildren Q & <& &

Q11 - Would you describe the area you Q8 - Which of the following best describes your Q7 - What is the highest level of
live as: employment situation? education you have attained?
59 0% Other .
8% Student Other (please specify) I 1%
8%&" Semi-retired Completed Year 10 or equivalent 6%
Not working Completed Year 12 or equivalent 8%

Homemaker
Casual or limited-term 79% Trade certificate or vocational training _ 20%
- ess (]

High school certificate or equivalent _ 14%
University or college degree _ 30%
Postgraduate degree / diploma _ 20%

Self-employed
= |n the city u |n the suburbs Professional / manager

= |n a large country town = In a small country town Retired (more than three...
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