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Housekeeping

« Type a question into the Q&A box to submit it to our team
=  We'll try to get to all the questions during the webinar
» [fwedon’tgettoyourquestion, we’ll follow up afterwards

» Acopy of the presentation and webinar recording will be
emailed to you after the webinar.

* Please take a few minutes to fill out the survey at the end
of the webinar.
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Introductions

Michael Blanton Pooja Pewekar
Sr. Director of Nonprofit Industry Sr. Product Marketing Manager,
Marketing, North America North America
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Land Acknowledgement

Sose

Sage acknowledges that it is situated on the unceded traditional territories of the
Musqueam, Squamish, and Tsleil-Waututh Nations.

Sage



What we’ll cover today

« Giving trends and how you can leverage them for
impact

« Best practices for sharing your story

« Strengthen your story with data and performance
metrics

« Technology that makes it work

« Summary and resources

SQSG © 2025 The Sage Group ple, orits licensors. All rights reserved. Page 6



Why
Storytelling

Intro
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Elections Canada

R

Reuters
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2025 Edelman Trust Barometer P. 33

Business Remains Most Trusted Institution

Percent trust

GLOBAL 28 B ] o O Significant change

Distrust Meutral Trust
(1-49) (50-59)  (60-100)

62
a8

a2 92

Change, @ o @ +2
2024 to 2025

Business NGOs Government Media
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NFP narratives
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Key narrative components

WHAT HOW

Collaboration

| P | .
..R.. Relevant (audience)
Technology

Connects (emotion)

Accurate
Information

A
C'-) Timely/ Current

—
l-% Compels to action
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PollingQuestion g eummms o =
#1

How confident are you in your organization's

ability to tell its story using data and performance
metrics? G ¢ Gl

* Very confident

- Somewhat confident Gl @éG o

* Neutral

* Notvery confident

. Not confidentatall ® O GD

. >
Sage



Latest Giving
Trends

How to leverage them for the most impact
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Total giving, 2015-2021

More Dollars* were donated by fewer people

FIGURE 3

Total Value of Donations
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Source: CanadaHelps, https://indd.adobe.com/view/763060b8-d8a0-48c9-8325-c9e619340e9a)
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FIGURE 1 Al ae
Percentage of Canadians Claiming Donations on
Their Tax Returns

Percentage of Canadians Who Made any
Monetary Donations to Charity, Survey Data

9 82%
25.7% 25 4%
60%
23.4%
17.7%
2013 2023
Statistics CanadaHelps
1997 2004 2010 2021 Canada Survey
Year



https://indd.adobe.com/view/763060b8-d8a0-48c9-8325-c9e619340e9a

Donation Rate by Cause Area (Among D(

Cause area Total

Weighted Total 720

Animal charities (wildlife conser-
vation, animal welfare, zoos)

Arts & Culture (museums,
festivals, community art, theatre, 9%
childrens’ programming)

@ @
Environment 13%

Health (e.g. mental health, hospi- 559

® @ tals, specific diseases, etc)
I e ct ple n Indigenous Peoples 4%
International (e.g. international
social services, health, or disaster 17%

relief)

Social services (e.g. children and
youth, domestic disaster relief, A40%
poverty, food banks)

Public benefit (e.g. community
foundations, funding organiza-
tions like United Ways or Rotary

Clubs, umbrella organizations, 25%
public spaces not otherwise

captured)

Other (specify) 3%

'Q: "Thinking of the charitable causes that you gave a financial «

Source: CanadaHelps 2023 donor and climate survey

Source: CanadaHelps, https://indd.adobe.com/view/763060b8-d8a0-48c¢9-8325-c9¢619340e9a)



https://indd.adobe.com/view/763060b8-d8a0-48c9-8325-c9e619340e9a

Aging donors

FIGURE 15
Has Your Organization Implemented Strategies
to Specifically Engage Younger Canadians

FIGURE 6
Claimed Charitable Donations by Age (2010 vs 2019 vs 2020)

$3.0B g5 7B $2.8B

$0.5B$0.5B $0.5B
$0.1 B$0.1 B$0.1 B

Yes, we've No, we have Unsure
implemented not implemented
Bl 2010 W 2019 |l 2020 strategies strategies

Source: CanadaHelps,



https://indd.adobe.com/view/763060b8-d8a0-48c9-8325-c9e619340e9a

Polling Question
#2

Which giving trend has impacted your organization
the most over the past year?

» Fewer donors giving larger amounts

» Shift in donor demographics

* Increased donor research before giving

» Pressure for more financial transparency

* No major impact noticed

Sage




Giving insights
your organization
needs to know
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Most donors research orgs before giving

WHAT DONORS RESEARCH BEFORE GIVING

Overall Efficiency 70%
Philanthropic Impact 59%
General Reputation 54%
Mission and Services 53%
Operating Costs 53%
Executive Salaries 43%

Funding Sources 31%

PERCENTAGE OF DONORS WHO TRACK RESULTS FOR MOST
OR ALL NONPROFITS THEY SUPPORT

39% — 66% 40% 32%

of all donors of Millennizals of Gen X of Baby Boomers

Source: CSS Fundraising, Philanthropic Landscape Report, 10 Edition, 2021

© 2025 The Sage Group plc, orits licensors. All rights reserved.



https://www.ccsfundraising.com/insights/philanthropiclandscape/

What donors say inspires more giving

Make a compelling case Stop sending Reduce
of extraordinary need unwanted trinkets overhead costs
Offer Don’t send so
matching gifts many appeals

Source: CSS Fundraising, Philanthropic Landscape Report, 8™ Edition, 2019
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https://go2.ccsfundraising.com/2019Landscape.html

Communication
preferences

Source: CSS Fundraising, Philanthropic Landscape Report, 8™ Edition, 2019

How they gave in 2017:

“
2%

Silent Generation Baby Boomers Generation X Millennials Generation Z
M Direct Mail - still favored by the oldest donors

B Social Media - preferred by Generation Z and Millennials


https://go2.ccsfundraising.com/2019Landscape.html

Funder areas of interest

When thinking about your individual donors, When thinking about your corporate or government
what are the top three reasons your individual funders, what are the top three reasons your
donors donate to your organization? individual donors donate to your organization?

INDIVIDUAL DONORS’ AREAS OF |
CORPORATE/GOVERNMENT FUNDERS' AREAS OF INTEREST:

Demonstrating measurable impact of donor dollars
Demonstrating measurable impact of donor dollars 46%

Creating a compelling narrative to explain the mission 9
Demonstrating operation efficiencies 30%

Meeting donors’ values

Meeting donors’ values 30%

Facilitating interaction with beneficiaries of programs/services
Facilitating interaction with beneficiaries of programs/services 28%

£
S

Keeping up with new technologies to meet donor needs/preferences 18
Creating a compelling narrative to explain the mission 26%

Demonstrating operation efficiencies 17%

Keeping up with new technologies to meet donor needs/preferences

Other 3%

Other 1%

| don’t know
I don’t know

Source: Canada Nonprofit tech
trends report 2025




Polling Question
#3

Which of the following is your biggest challenge
when communicating your nonprofit’s impact?

» Gathering reliable data

* Linking metrics to your Mission
« Telling a compelling story

* Limited technology/tools

» Lack of staff time or expertise

Sage




Best practices for
sharing your story

SOSG © 2025 The Sage Group plc, or its licensors. All rights reserved. Page 24



The basics

Share the vision

Build the brand

Communicate the impact



s N

Source: Juan Carlo/ The Star
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Carry your brand on your messaging

REAL FAMILY STORIES:
GET TO KNOW WHO
YOU'RE HELPING

QUR MISSION OUR VISION

e for al families facing a medical crici.

OUR VALUES

8 . @

PERSPIRATIO EMBRACE ALL HUMANS BELIEVE WE CAN
nclusive Uplifting

© 2025 The Sage Group ple, orits licensors. All rights reserved.




charity: water WHY WATER? OUR WORK ABOUTUS v GET INVOLVED « DONATE SIGN IN

:SPRING

Join our community of
monthly donors bringing
clean water to people in need.

c h a rlty’ wa te r p / Choose an amount to give per month

Clean Water Changes Everything

https://www.charitywater.org/donate/the-spring

DONATE MONTHLY

Your $40.00 monthly donation can give 12 people
clean water every year. 100% funds water projects.

SOSG © 2025 The Sage Group plc, or its licensors. All rights reserved. Page 28


https://www.charitywater.org/donate/the-spring

Expand your reach
with social media

 Postinteractive content to build
engagement

* Include hashtagsto increase reach
« Use visuals to drive traffic
* Make 1t easy to donate

» Schedule social media posts in advance

SQSG © 2025 The Sage Group ple, orits licensors. All rights reserved. Page 29



Strengthen your
story with data
and performance
metrics

SOSG © 2025 The Sage Group plc, or its licensors. All rights reserved. Page 30



Data and metrics make it powerful

hetomint] Where We Work

cing rural commy

SOSG © 2025 The Sage Group plc, or its licensors. All rights reserved. Page 31



Transp

Soge

arency matters

charity: water

We prove every project We’'re an open book 100% goes to the field

We track every dollar you raise 5 We've consistently received the Private donors cover our o

show the projects you helped fund highest grades available for costs so 1

with photos and GPS accountability and transparency.

© 2025 The Sage Group plc, or its licensors. All rights reserved.

of your money can
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Link Your Metrics to Your Mission and
Your Financials

Reading Levels
Achieved Meals Served Clean Water Wells

Patients Seen

Investment per reading Cost per meals served Clean water recipients Cost per patients seen
levels achieved per dollar spent per practice area



What are the elements that you use in sharing your mission achievement?

ELEMENTS SHARED IN MISSION ACHIEVEMENT:

2023

Images that show mission impact mf 35%
Outcome/performance metrics 43%
Invitations to support or join mission 38%
Videos that show mission impact m 30%
Cost transparency metrics m 27%
Mobile-friendly format 21%

None of the above 9% 14%

| don’t know 6% 4%

Source: Canada Nonprofit tech
trends report 2025




What we do How we do it Distributions Fundraise

Transparency

Donate News About us
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Polling Question
#4

Does your organization currently use a technology
platform to track and report outcome metrics?

* Yes, and it’s working well
* Yes, but it needs improvement
* No, but we are planning to implement one

* No, and no plans yet

Sage




Examples from
Sage Iintacct

|

orpe
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Soge

en Technology
Sage

Welcome to the Sage Intacct Marketplace!

Canada

Sage In

Flexible Financing for Sage
Intacct by Swoop

tipalti

Global Multi-Entity

Tipalti

B emburse

Sage Recommended Solution

Sage Intacct Fundraising
yowered by DonorPerfect

DataBlend’s Workd
Adaptive Planning
Connection

Sage Recommended Solution

Sage Recommended Solution

Sage Intacct Payroll powered

o2 Velixo

Velixo - Excel Reporting,
Budgeting & Automation for
Sage Intacct
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Metrics that matter — in real-time

Sage Intacct Role-based Dashboard example

% (3}  Dashboards

Role Based Dashboards - e

© 2025 The Sage Group ple, orits licensors. All rights reserved.




Data that transforms

Sage Intacct Nonprofit Board Book Dashboard example

Nonprofit Board Book -

‘ear Ending Yea ear Ending 1

SQSG © 2025 The Sage Group plc, or its licensors. All rights reserved. Page 40



Success Story

Hope’s Home achieved
75% faster reporting
processes and a
paperless finance
department

“Demonstrating our operational excellence helps us compete
for those limited funds and propel our mission

forward. “We’re able to create the exact reports we need from
within Sage Intacct. We can also easily share the reports with
internal and external stakeholders, improving communication
and collaboration. It’s been really helpful to include
statistical data, such as the number of children served, in

those reports as well.” - Sudesh Galhenage, CFO

CONFIDENTIAL: INTERNAL USE ONLY
SOSG © 2025 The Sage Group plc, or its licensors. All rights reserved. Page M


https://view.highspot.com/viewer/05fe0afdca7fa588070fb1b800b467c3

Success Story

Ronald McDonald’s House
cut days of data entry each
month leading to 60%
increase in efficiency

RMH help up to 2,000 families in one
year

“Sage Intacct dimensions have been very helpful for us
segmenting various reporting requirements. We have fund
accounting where we need to segment restricted versus
unrestricted funds. It’s been very helpful to each department
as well as to accounting for tracking details. We’re probably
seeing a time savings of at least 30%.”

-
- W
. T P
>t
CONFIDENTIAL: INTERNAL USE ONLY

SOSG © 2025 The Sage Group plc, or its licensors. All rights reserved. Page 42

- Yan-Yan Lee, VP of Finance



https://sageintacct.highspot.com/items/64efa516d1f52311134c05b6?lfrm=srp.0

Polling Question
#5

What would be your top priority for improving your
organization’s storytelling and reporting?

Better data collection and reporting

* Investing in new technology

* Tralning staff on storytelling best practices
* Expanding our social media strategy

* Improving donor engagement and transparency

Sage
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Sage Intacct

os £ . Accountin
#1 Nonprofit financial an duERlP J Planning
management software
Seamlessly connected

where it matters most —so
you can tell your best
performance story

Sage Intacct

Analytics (9 Esj Payrou and

SOSG © 2025 The Sage Group ple, orits licensors. All rights reserved. Page 45



Recognized in Nonprofit

Trusted by thousands of Uﬁ G2 Leade.r in Nonprofit
Nonprofit organizations Accounting Software for

5+ consecutive years

Cﬁ) First and only preferred \ Increase your time spent
financial management on strategic work by 75%
solution of the AICPA

SOSG © 2025 The Sage Group ple, orits licensors. All rights reserved. Page 46



Successful nonprofits trust Sage Intacct

Baoys & Girls Clubs
of Canada

YMCA of
Greater Vancouver
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CANADA
GAMES

UNAE

Meadals
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!
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FY24 Community Impact in Numbers

Hours volunteered in our Entrepreneurs People upskilled to Raised for non-profits
communities supported access further around the world
opportunities




Interested in
learning more?

v" Read our eBook on the Power of Outcome Metrics

v' Read more about nonprofit storytelling

v' Download the Nonprofit Technology Trends Report

v' Download the Nonprofit Accounting Software
Buyer’s Guide

v' Watch the Sage Intacct for Nonprofits Product Tour

SOSG © 2025 The Sage Group ple, orits licensors. All rights reserved. Page 49


https://www.sage.com/en-ca/sage-business-cloud/intacct/resources/ebooks/the-power-of-outcome-metrics-for-nonprofits/
https://www.sage.com/en-ca/sage-business-cloud/intacct/resources/ebooks/nonprofit-storytelling/
https://www.sage.com/en-ca/sage-business-cloud/intacct/resources/white-papers/trends-report-not-for-profit-2024/
https://www.sage.com/en-ca/sage-business-cloud/intacct/resources/white-papers/the-nonprofit-accounting-software-buyers-guide/
https://www.sage.com/en-ca/sage-business-cloud/intacct/resources/white-papers/the-nonprofit-accounting-software-buyers-guide/
https://www.sage.com/en-ca/sage-business-cloud/intacct/resources/product-tours/non-profit/

Thank you!

https://www.sage.com/en-ca/sage-business-
cloud/intacct/industries/non-profit/

Sose
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