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About Kaptivate

Kaptivate helps organizations gain fresh
perspective on donor engagement through
performance measurement, creative
collaboration, and innovative tools.
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Why Mobile?

More Internet enabled mobile devices will be sold this year than PCs and
Laptops combined. According to Microsoft, by 2011 the average person’s first
experience with the internet will be on a mobile device.
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Why Mobile?
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The Mobile Experience: Game Changer

« The U.S. Mobile Web Will Reach Nearly 100M Unique Users Per

Month in 2010— Predictions for the “Top 10 in '10”, Millennial Media
Research

« Higher engagement satisfaction rates on smartphones vs.
computers.

* Inall, 42% of consumers decisions are influenced by mobile
phones. — ITfacts.biz

The pocket-size computing power of Internet-enabled smartphones, which often also
have microphones, cameras, and motion and location sensors, allow consumers to

interact with the world wherever we are, whatever we're doing," —nita Rollins, a futurist with
the digital marketing agency Resource Interactive

“Whereas with subscription products on other channels people might use it once or
twice a week, our mobile app consumers use it every day, which is staggering ... it's

because you have the phone with you all the time.” —Robert Bowman, president/CEO of Major
League Baseball Advanced Media

“We’ve seen that customers who use mobile banking have contact with the bank in

more ways than they ever have before....” —pnil Armstrong, senior vice president of digital media at
Bank of America.
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Mobile Opportunity: Trends & Successes
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US Mobile Giving (In $000s)
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« ASPCA used mobile alerts to engage a target
audience with relevant, useful and insightful
information.

* After establishing relevance with these individuals,
the organization asked “alert” subscribers to donate.
» On average, 5% of subscribers responded to the
calls to action with 86% completing the donation.

* Net result: Thousands of donated dollars and an
unexpectedly strong ROI.



—

Mobile Timeline: Past to Present %’E
Fundraising Donor Engagement

e Text2Give « SMS Alerts
 Carrier-dependent e Single Call to Action

e Micro-donations e Event-driven

(e.g. $5/$10) « Disconnected Feedback

* Event-based marketing . | imited Integration with
Social Media
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Mobile Timeline: The Emerging Opportunity

Fundraising

* Mobile Web technology

* Flexible and secure transaction
options

» Open to greater denominations
* NO carrier constraints

* Integrated matching gift

e User scheduled reminders

« Automated receipting
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Donor Engagement

» Branded user experience

« Communication options

* Robust content mgmt

» Access to donor data

« Seamless with social media

* Viral marketing

» Branded “real estate” on mobile display
» Year-round cause marketing



One Solution

CharityCall is a custom-branded, mobile
application empowering organizations to engage
supporters and raise funds in a convenient,
flexible, and comprehensive manner.
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Brief Solution
Demonstration



Mobile Alone Won't Get You Far...
Why a marketing strategy matters

 Channels drive awareness of
one another

» The right channel mix builds
iIncreasing relevance into your
brand

» Multi-faceted approach allows
supporters to interact with your
organization on their terms

« Amidst the clutter, message
and media relevance is essential

Mobile is not a standalone medium.
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Mobile Doesn’'t Mean Pushy
MMA Code of Conduct Review

» The Code describes privacy principles for mobile marketers who
leverage use information in their marketing efforts.
* Five categories:

— Notice

— Choice & Consent

— Customization & Constraint

— Security

— Enforcement & Accountability
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Making the Case for Mobile

1. Identify the benefits (and which mission objectives they support).
2. Estimate usage of your mobile service and quantify the benefits.
3. Calculate the total cost of ownership (TCO).

4. Build a model to calculate the return over a period of time.
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Additional Thoughts

® Calculating ROI of emerging
technologies is a challenge.

* Don't let ROI alone drive
decision.

» Assess the many qualitative
reasons.

* Build 3-5 year scenarios.

* Start with a manageable
investment that enables learning.

» Mobile is no fad...and the
growth is explosive.
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So Why Go Mobile Now?

e Easy, quick and convenient transactions
o Affordable entry into mobile medium

« Higher donation amounts with matching
funds identification process

 Powerful engagement & communication
platform

 Immediate deployment
e Critical to your marketing mix
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To Learn More...

Contact:

Ron Vassallo at +1.703.549.1808 or via
e-mall at info@kaptivategroup.com

Or ViISit...

CharityCall website at:
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www.charitycall.cc
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