A S.E.T. + C Factors

Social Influences

There is a big following on Facebook to keep fundraising
active and profitable for charities
Cross promos from partners like local vendors, HiFi Hair &

Records and Driftwood Bar alert people to upcoming

events to fund raise
Weekly tally’s from the FTC founders provided validated

impact on Facebook for feel good storytelling results

Insights

Events could use an Instagram or TikTok feed

Posters [ Fliers [ Web Banners could be used to provide
more socialization

Musicians have lots of friends & followers who like to help
others and using their influence should increase

People would pay to see or hear their favorite musicians
A calendar of events on the website with email reminders,
banner announcements and Marcom campaigns would
amplify fundraising

Partnerships could use a Foothold TC badge on their sites
Engage donors to access their employers for funding

since 9% of donors participate in a workplace giving

program (such as matching gifts and/or payroll
donations)

- Donations are tax deductible

« Local charity Foothold TC donations are given 100% to
those in need, all staff are unpaid

« Music brings people out and provides a service that
people are willing to donate to for charity

« Donations are distributed quickly to individuals or families
in need without multiple forms or qualifications

« Makes a real immediate impact to cover bills of all kinds

and allows people to have a sense of security
Insights

« The fact that money can get to the person in need quickly

w/out applications or sticky red tape

+ Referrals coming from professionals only is limiting
« Only in the Twin Cities, could it branch out to other urban
musical towns?

+ Give to the Max Day is a major day to be a part of that will

help generate additional funds each year

« Live streams could create a subscription based service

+ Partners like the bands and merchants could provide
additional resources like recorded promos and use of QR
codes and posters both digitally and printed

« Free tools for the existing website are needed to be
sustainable with minimal volunteer staff at the charity

« Marcom needs to be unified and easy to use w/ free tools

Adobe Xpress or Canva to help amplify communications

Technology

Facebook live streaming events raises money

Donations can happen online any time 24/7 with multiple
website and channels

Website exists to provide a presence

Facebook exists to provide event information and
occasional storytelling of how fundraising is helping

people in crisis

Insights

There are no digital donations at events or fundraisers

SaaS add on'’s like Givebutter or Donately could provide
more agile opportunities externally and internally for the
charity to help donate, communicate & manage
interactions and transactions

There are no online campaigns or auctions to fund raise
Mobile is missing the mark as a valuable tool all donors
have access to and with them at all times

QR Codes on posters at events would increase donations
from more devices and eliminate the need for cash
donations and encourage reoccurring gifts
Opportunities to sell tickets, have auctions and sell
donated live recordings to garner donations would
generate additional revenue

Round Up your change on any daily purchase could be
used to gain daily small donations from people

Twin Cities has a long music culture

People love music because it provides positive brain waves
that make you feel good

96% of people donate because they have a sense of duty to

give back and are empathetic to good causes
75% of people give to causes they believe in

Moral duty, social dynamics & ego keys to why people give $
Musicians know all too well after the pandemic how much a
single payment can help keep people stay in their houses, fix
their cars or pay a heating bill or emergency surgery w/out
medical insurance

Employers like employees who donate time for good causes
In 2022, Americans gave $499.33 billion to charity

The largest source of giving came from individuals, who
contributed $319.04 billion, representing 64% of total giving

In 2022, the maijority of charitable dollars went to the following
sectors: religion (27%), human services (14%), education (13%),
grant making foundations (11%), and health (10%)

The average one-time gift in 2022 was $121, up from $115 the

previous year. The average monthly gift was $25, up from $24

Insights

People will show up and support music in Twin Cities scene

Easy to spread the word for big turnouts

People like to be seen at these events, they are social and its
kinda like getting a T-Shirt at a show, say you were there or a
jersey for a Sports team to show your support

Foothold Twin Cities has over 60 years combined experience
and connections which will increase fundraising

Only referrals from human services professionals are used

Music enthusiasts like helping others

Matching employer donations is missing




Persona A: Donor

Carter

Age: 37

Occupation: Instructional
Designer

Status: Married, 2 kids
Location: Prospect Park, MN
Education: BS - English

Generation: Millenial

Salary: $70,000

Habits

Facebook Pay Pal Venmo
Instacart The Current Etsy
Ell:aec;t‘:;c Target Amazon

Prime Video Apple I;:l:‘tent;?se

Descriptors Motivations Programs

Quote: “Donating to our community is just as important as paying our mortgage. We figure out a way

Care-Giver to give back a little at a time" @ o~ e

o Wants to set a good example for his kids

Money conscience e Is active with other parents in the community
. o Grew up with musical parents, wife is a cello player in the symphony al.
OgREEe e Deeply affected during pandemic with work being unavailable to musicians and having to home ¢
. school kids
Viree « Hosts karaoke parties on the weekends with friends and families
e Uses his phone to stay organized with all activities PayPal
APIEE e Likes to follow events and friends online when he has to stay home with the kids
e Can afford to donate money, but not a lot all the time because they are on a tight budget
Community focused
Skillsets Challenges
e Very tech forward thinking - anything to help him get e Likes to attend live music for a good cause but always forgets to bring cash to donate
through the day of work, kids, life  Forgets about some of the fundraising events because he has to search a few places
e Loves EDM (electronic dance music) local jam bands & to find them
most live music e Needs online reminders to help stay organized
* Uses music as a creative muse while working from home « Would like to set up monthly donation so he doesn’t have to think about it, but not
to help him think and find the words and key messages sure its available for his charity
for others o . e Cherishes time with friends, but away time from the family is difficult at times
e |s a weekly volunteer at his kids school for various events
Pain points/ goals Opportunities
Main Pain Point 1- Carter would benefit from a mobile - forward redesign
o Would like 1 method to donate across any event, fundraiser or need that is not cash & also to donate « Able to donate at any event w/ saved payment options

per event or as possibly a low monthly amount from his bank account
Sub Pain Point

» Has information stored in his wallet on his phone and already set up on Venmo & Paypal and doesn’t want to
have to always re-enter information each time he donates. Would like a monthly donation subscription option.

from his phone

e Introducing 3rd party apps to the website & mobile
experiences would gain more donations

e Donate, organized donation budget and get calendar

Main Pain Point 2- reminders for all online events, live events & musical
e Has time constraints with family & work so a more advanced notice w/ reminders on his calendar is needed to festivals
stay organized & would like a way to categorize the various types of events « Could also provide a way to promote events on his own
Sub Pain Point social aps and gain others support to donate

e Needs a singular calendar available from this particular non-profit to stay in the know for all events easily
because he doesn’t have a lot of time to search for opportunities to donate or participate in fundraising activities




Persona B: Fundraiser . "

Jon
Age: 59

Occupation: Hair Stylist,
Record & Salon Store Owner

Status: Re-married,
2 grown kids

Location: Minneapolis, MN
Education: Aveda Institute
Generation: X

Salary: $150,000

Facebook Hair Family
Instagram Vinyl Rock n Roll
Fashion Vintage Rolling Stone

Netflix Home Depot

DIY

Rock-n -Roller Quote: “During a pandemic, | want to help to create community and help us all heal by putting on
these alley music shows during some of the most challenging and hardest times in our lives." l@l J"
Caregiver
e Wants to set a good example for his kids
Pioneer e His father passing away inspired him to open his own business again
e Grew up in Minneapolis, went to the first acclaimed Aveda salon & elevated his skills to a new level 6
Nostalgic e Many couldn’t work during pandemic to musicians & stylists

e Hosts music shows at his store & alley to help raise money for good causes

Artistic e Uses his phone to stay organized with all activities
e Likes to post & promote events online and talk to his customers to make connections a @
Community focused e Raises large amounts cash of donations during events, but wants to raise more if tech was more
readily available for donors

o Likes to support live music but it can get expensive to host the events all
the time

e Not always sure about other fundraising events and would like to be
better connected easily

o Would like to send online reminders to more people to help raise more
money but doesn’t have time to tod it

e Would set up rounding up sales on all store & salon purchases for charity,
but not sure its available

e Loves sharing music & his time with friends, family & TC

e Talented hair stylist & accomplished business owner

e Cheerleader, booster & heart and soul promoter of the local Twin
Cities music scene

e Created a rock-n- roller hair salon & record store combo
to do what he loves every day as a creative muse

e Connector of the community & musicians promoting, fundraising
through music at his store & famous alley in the heart of downtown
Loring Park

Main Pain Point 1- Jon would benefit from a mobile - forward redesign
» Would like a method to allow his customers an opportunity to donate to the charity if they rounded up their o Able to promote digital donations at any event w/ saved
purchases in the salon or record store. payment options from any donor’s phone

Sub Pain Point . ) .
e Has to have a reliable method to transfer and keep track of the donations for the charity * Introd.ucmg 3rd party gpps to the W?bSIte & mobile
experiences would gain more donations

Main Pain Point 2-

« Needs to provide a receipt for his records and for donors of every donation made « Could F)C?Ok calendar events & Send remmde.rs for all his
Sub Pain Point fundraising events, current donation campaigns & as a
e An automated system to keep track of donations and transfer funds quickly is needed fundraiser on
Main Pain Point 3- e Could also provide a way to promote events on his own
» Needs to align musical events more easily as an editor and a viewer to keep track of his fundraising events social aps and gain others support to donate




Donor Survey

In order to understand how
local charities struggle to
receive donations that are
not in the form of cash, this
survey was sent to several
current donors to learn more
about what frustrates them
and what they would like to
see in a new donation app
geared for fundraising
sponsors to hold events,
collect money and transfer it
to their favorite charities
easily, with minimal fees so
that the majority of the
money can go to the people

in need.

old

fiftwood

How much do you donate each time?

£5-10

$11-25

§26-50

451-100

$101-250

$500 -1000

Ower 51000

Debit Card

Auto payments from my bank (Zelle)

How do you normally pay for things in your daily life?
Cash
Credit Card
Venmao
Faypal
Digital Waller
Check

Debit Card

Rounding up your daily purchases to donale spare change
Auto generated tax receipts sent 1o your phone, email or google account each lime

Facebook group challenges 15 raise maney for a certain amount of time






mnneachon lo this

iast
charities

more than one
this question?

@ 5256-50

@ $51-100

@ 5101-250

@ $500 -1000

@ Over $1000

@ Prefer nol Lo say




Splash Screen

Static Page - Play. Donate. Help.
« smaller Logo for FTC, promo of
upcoming concert created by
fundraiser, QR code used for
donations for that event & to
share and get info about the
event
or
Video Reel - Play. Donate. Help.
« Logo for FTC, band playing,
charitable need, donations,
keeping their foothold

Home Screen
Sign in with

Google

Facebook

Apple

Email or Username
Password

Facial ID

Forgot password

Join

Set up account

Continue as guest

« Allows users to bypass creating

an account and go straight to
donations screen

User Journey - Donors ©

Fundraiser Screen
Filter

« Donor

« Sponsor

e Partner

« Volunteer

e Fundraiser

Activities

« Make a cash donation

« Partnership Opportunities
« Nominate person in need
« Volunteer your time

« Create a matching funds

campaign
Promote an upcoming event

Create a Donation

Filters

« Live Event

e One-Time

« Monthly

e Round UP

« Employer Match
* Principle

e Annual

Add a payment method
« Allows users to choose
between credit cards, digital
wallets or 3rd party apps

Quick Donate - Scan QR Code or
Credit Card

« Pay Pal

* Venmo link to FTC

o Zelle

« Apple Pay

« Credit Card Scan

Add Payment Method

Filters
* Master Card
Visa
Discover
American Express
Pay Pal
Venmo
Zelle
Apple Pay

Information
e number
mm/yy
Cvv
Country
zip
save for future use
already on file or scan code

Donation Amount

Enter Amount
» enter dollar amount

Quick select
o $5

« $10

o $25

* $50

« $100

« $200

Filters

« Annonymous
* Use Facebook
* Use Google

» Use Email

2-Part Verification

Facial ID
« scan your face
Enter your Pin
o 4-digits
Enter code recieved
« 5-digits
Date
o XX-XX-XXXX

Confirm & Donate
» Accept terms and pledge funds

Summary of donation

Name
« first and last

phone
« 6-digits
email
* Xxxx@gmail.com

Date
o XX-XX-XXXX

Accept terms
» Check box to accepts

Email Tax Receipt
o XXXXxx@gmail.com

Confirmation screen

Thank you message
« Successfully submitted request
to make a tax deductible
donation

Ok button
« sends back to home screen

Word of Charity Charity
Mouth  Website Event

¢ Charity
a Website

¢ Charity
¢ Website

¢ Charity
a Website
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¢ Charity
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Fundraiser Flow

Create Fundraising Event

Flow 1

Text

Images

Content block

Buttons

Icons

RLNN

1. Charity Logo
« Word mark, text of the brand

2. Mission Statement
« Icon of the brand, animates when a
user opens the app

3. Video Reel

« Image of the Twin Cities with video
reel of Music shows, logo, mission
statement, Donation bucket &
statements from people they help

4. Feature
« Donors

5. Feature
« Fundraiser info

6. Feature

« Donate

7. Feature

« Referral

8. Feature

« Contact information, board of
directors & founders info

9. Learn More Button

« Stories about the people

HP-Splash screen

1. Brand Icon
« Icon of the app goes to home

2. Fundraising Title
« Create new fundraising title

3.Fundraising Pictures
« Pictures of the fundraising event

4. Details Title
o title

5. Details of Event
« Fundraiser info

6. Date of Event

« Event date & time - once approved
by charity owner is added to public
charity calendar

7. Location

« Location of event - provides a link
w/ easy directions w/ Map of
attendees choosing

8. Save as Draft Button
« Fundraising user can save
information in draft format

9. Create New Fundraiser Button

« Fundraising user creates new
fundraiser event & continues to
next page for additional required
details

Create a New Fundraising Event Screen

H Fundraising Event Required Details

1. Brand logo
« Brings users back to the home
screen when tapped
2.Event Title
« Title & includes pencil icon to edit
3. Event Info
« Details & includes pencil icon to
edit
4. Date of Event
« Date info

5. End Date for Fundraising

« User must choose a date to end,
can be “ongoing”

6. Minimum Donation Amount

« Set a minimum donation amount of
$5 + charity donation cost from
3rd party app

7. Create Donation Receipt Details

« Creates a mandatory email
address requirement associated
with any donation to be emailed w/
tax id,details by date & name

8. Terms & Conditions
« Creates a mandatory donor check
box to agree to terms & conditions

9. Save as Draft Button

« User can save fundraiser
requirements to come back later

10. Review Button
« User reviews new fundraiser final

1. Brand logo

« Brings users back to the home

screen when tapped

2. Event Title

Title
. Fundraising Event Details

Sets up lists of payment methods
4. Start Date & End Date of Event
Date info

w

&

Minimum Donation Amount
Minimum donation amount

o

. Donation Receipt
Donor email address

~N

. Terms & Conditions
Donor email address

©

. Save as Draft Button

User can save fundraiser
requirements to come back later
Submit Button

User submits new fundraiser to
charity owners for review &
approval to create fundraising
event on their behalf

L

> Final Review of New Fundraiser

1. Brand logo
« Brings users back to the home
screen when tapped

N

. Successful Fundraiser Event
Submitted for Review
« Pop-up screen with confirmation
that event proposal has been
submitted to charity w/ note that a
member of the board will get back
to fundraiser w/in 48 hours to
confirm or ask for changes to
event

Fundraising Request Complete




User Flow - Fundraisers ®

Splash Screen

Video Reel - Play. Donate. Help.

« Logo for FTC, band playing,
charitable need, donations,
keeping their foothold

Touch Points

Word of Charity Charity
Mouth  Website Event

People Involved

T
o T ®

Donor Partner Fundraiser

Software involved

o~

-9

Thoughts & Emotions

©

Home Screen

Filter

e Donor

» Fundraiser
» Partner

» Volunteer

o Fundraiser

Log in with

* Google

* Facebook

o Apple

e Email or Username
* Password

« Facial ID

e Password

Join
« Set up account

Charity
Website

Q@

=)

\/,
Donor  Fundraiser

~
J

> Sponsor Screen

Activities

Make a cash donation
Create a fundraiser
Nominate person in need
Volunteer your time

Create a matching funds
campaign

* Promote an upcoming event

Charity
Website

Q@

@

Donor

Q@

> Create a Fundraiser

Filter
« Live Event
e One-Time
« Monthly
« Round UP
 Employer Match
« Reoccurring
e Annual
Add a payment method
» Allows users to choose
between credit cards, digital
wallets or 3rd party apps

Enter date, time, address, create
map link, provide description

« date & time

« location

« description

Charity
Website

Q@

0

Donor

Q)

Enable Payment
Methods & Donor
Collection Info
Filters

Master Card
Zeffy

Pay Pal
Venmo
Zelle

Apple Pay

Enable 3rd Party Apps

Givebutter
Acorns

Create Quick Donate QR Code &
link to digital payments

Pay Pal
Venmo
Zeffy
Apple Pay

Charity
Website

Q@

0

Donor

pr— ———
= PayPal
-—
a al AR
=] W

Set Donation Amount

Enter parameters for donations
« Enter dollar amount minimum

and maximum

Set up Quick select options
. $5

« $10

. $25

« $50

- $100

« $200

Enable Filters

+« Anonymous

* Use Facebook
« Use Google

o Use Email

Charity
Website

Q@

0

Donor

i' .i ‘
)

Fundraising Partner
Verification

Facial ID
« scan your face
Enter your Pin
o 4-digits
Enter code recieved
« 5-digits

Date
o XX=XX-XXXX

Confirm to create new fundraiser
« Accept terms and creates new

event

Charity
Website

Q@

0

Donor

Q)

Summary of Event

Name
» name of fundraiser

Contact person of event
e name

Fundraiser Contact email
o XXXX@gmail.com

Date of event
o XX-XX-XXXX

Accept all to publish to charity

calendar of events & to social
* Check box to accepts

Email Event details to charity &

fundraiser
o XXXXxx@gmail.com
o XXXXXX@gmail.com

Charity
Website

Q@

0

Donor

L
hod

Q

Confirmation screen

Thank you message
» Successfully submitted request
to charity for review

Creates new funding record
* New record created and in

production que for charity
approval for official posting

Ok button
» sends back to home screen

4 Charity
J Website
[ -]
-~
\/,
Donor Fundraiser

L {
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Donor Fl

Donate to Charity

Flow 1

Text

Images

Content block

Buttons

Icons

RLNN

oW

1. Brand logo

« Word mark, text of the brand

2. Mission Statement

« Icon of the brand, animates when a

user opens the app

3. Video Reel
« Image of the Twin Cities with video

reel of Music shows, logo, mission
statement, Donation bucket &
statements from people they help

4. Feature

« Donors

5. Feature

« Fundraisers
6. Feature

« Donate

7. Feature
 Referral

8. Feature

« About

HP - Splash screen

-

. Brand Icon
Icon of the app

2. Donation stats
Donations to date, people helped
Total shows for charity

Audiences

Audience title

Donors, Fundraisers, Referrals
buttons w/ icons for each type of
user - s/b different colors?

.« e w

4. Donate as guest button

User can tap to enter donation
amount, source & be done with any
lengthy sign up as a registered
donor

5. Sign up to be a reoccuring donor
Users can tap on sign up and move
to the sign up flow

6. Donor login

« Donor login title

7. Quick login - Apple

« User login w/ their google account

8. Quick login - Facebook
« User login w/ Facebook account

9. Quick login - Venmo or Paypal
 User login w/ Venmo account

10. Background Donation image

« Donation bucket w/ band playing

« Pop-up window to join a
newsletter?

Donation Screen

=

N

w

B

[

o

~N

[

. Brand logo

Brings users back to the home
screen when tapped

. Main Menu

Brings users back to the home
screen when tapped

. Enter Amount to Donate Title

Prompt user to choose amount or
type in their own

. Donation Amount

Actual amount user will be
donating

. Preselect Donation Amounts

Increments set in $5, 10, 25, 50,
100 & 250

Donate as annoymous, as
registered user, new user

Check boxes of a one or the other,
if registered move to reoccurring
donor log in or register for new
donor

. Continue Button

Lets user enter amount, chose
type of user they are and hit
continue to payment option

. Keyboard

Allows users to type in their own
amount

Donation Amount Screen
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6
——
7
8

-

N
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. Brand logo

Brings users back to the home
screen when tapped

. Payment Title

Payment title

. Select Payment Method subtitle

Sets up lists of payment methods
Add New Card

Option to add a new credit card or
method of payment

. My Wallet option

Logo for My Wallet w/ total
available with selection option
PayPal option

Logo for Paypal with selection
option

. Google Pay

Logo for Google Pay with selection
option

Apple Pay

Logo for Apple Pay with selection
option

Continue Button

Moved user to the next screen to
for 2-step security verification

Payment Source Screen

N J—
‘ —
. ——
‘ ——
. —

=

N

w

[

o

. Brand logo

Brings users back to the home
screen when tapped

. Pin Title

Pin title
Pin Number
Option 1 for secure donation

. Title for Fingerprint option 2

Option to add a new credit card or
method of payment

. Fingerprint touch

Option 2 for secure donation

Continue Button
Move user to the next screen to
finalize donation

Pin # or Fingerprint Verification Donation Complete

1. Brand logo
2 « Brings users back to the home
C—e2——
screen when tapped
2. Successful Donation
« Pop-up screen with button to click
ok
3
 ——— —
4




Survey Results in Feature Considerations

o Why people donate

57% of donors have a personal
connection to the charity
Average donation is $5-10

Many donors don’t want to
publicize how much they donated
28% donate at the event

28% donate weekly during the
live stream fundraisers

28% donate at the end of

the year

6 Digital donations is an MVP 9 Donors want to be informed

50% of donors wanted an email
tax receipt

33% wanted digital payment
options at events

33% wanted calendar reminders
for upcoming events

33% wanted QR codes at events
to take digital donations
Automatic setup for a reoccurring
payments was the least wanted
by donors

50% of donors pay for everyday

items by credit card

e Over 85% of surveyed donors
want to be kept
in the loop for future events and
to learn more
about who they are helping.

e Email updates with reminders
were favored
by 33% of surveyed donors

e 33% of donors got busy and

forget to donate regularly




