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Omaha Gives 2014 Evaluation Report 

Executive Summary  
The Omaha Community Foundation (OCF) held its second giving day, Omaha Gives!, on Wednesday, 
May 21, 2014. The goals of this year’s event were to:  

 Raise awareness for nonprofits and philanthropy in general, 

 Engage younger and new donors, and 

 Build the capacity of nonprofits, including telling the story of their impact and online fundraising 
skills. 

 
In this second evaluation of Omaha Gives!, researchers set out to assess the degree to which the goals 
of Omaha Gives! 2014 were met by addressing the following questions: 

1. Who participated in Omaha Gives and why?  
2. What was the impact of Omaha Gives? 
3. What were the experiences of the participating donors, nonprofit organizations, and organizers 

and how can it be improved?  
4. How did this year compare to last year’s event? 

 
Research questions were addressed using several methods, including drawing on surveys of nonprofits 
and donors who participated in Omaha Gives!, giving data, published secondary data, and interviews 
with OCF staff, donors and nonprofit representatives who participated and did not participate in Omaha 
Gives! 
 
The findings from the evaluation research suggest Omaha Gives! did reach its goals. It generally drew 
community and media attention and nonprofit participants said that it increased awareness of their 
organizations as well as increased and changed awareness about OCF. Many organizations appeared to 
gain younger and new donors while also engaging existing donors and volunteers in a new way. Finally, 
it helped expand organizational capacity in several areas, including enhancing operating funds and 
diversifying funding from individual giving. More might be done in the future to increase the 
participation of new and younger donors and help nonprofit organizations to improve strategically 
telling their stories through social media and building capacity. It may also be helpful for OCF to better 
clarify and communicate the purpose and scope of Omaha Gives! 
 

Who Participated and Why 

A total of 569 nonprofit organizations participated in Omaha Gives! 2014; 251 organizations more than 

the first year; a 79% increase.  

 The largest portion of organizations were in human services. From 2013 to 2014, participants 

increased in all program service areas, and the highest percentage increase was among religious 

organizations.  

 One-third (34%) of participating organizations had budget sizes of less than $100,000. 

Comparing 2014 to 2013, there was a slightly greater percentage of organizations with budget 

sizes of $300,000 and above in 2014 (53.5%) as compared to 2013 (52%).   

 One-third (32%) of nonprofit participants provided services in Douglas County only. The rest 

provided services in Sarpy and Pottawattamie Counties in addition to or instead of in Douglas 

County. 
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 The most cited reasons organizations surveyed said they participated in Omaha Gives! were: To 

raise money, to reach new donors, and to raise awareness about the organization. The least 

cited reasons were because a board member or a donor wanted the organization to participate. 

 Organizations did NOT participate in Omaha Gives! because they did not want to compete with 

members and/or wanted to play a supporter/partner role, did not see it as the best use of staff 

time, or because they felt they could not adequately compete with other organizations. 

A total of 18,112 unique donors participated in Omaha Gives! 2014, which was 66.8% more than in 

2013.  

 Based on survey responses, Omaha Gives! 2014 donors were more likely to be female, older, 

and white than in 2013.  

 A higher percentage of survey respondents were young adults (age 25-44) compared to the 

Omaha Combined Statistical Area; however, this percentage appears to be lower than the 

percentage of young adults participating in Omaha Gives! 2013.  

 About half of donors indicated in the survey they gave to an organization for the first time 
during Omaha Gives! and 1.1% said Omaha Gives! was their first charitable donation.  

 More than half of nonprofit survey respondents said at least 11% of the donors that gave to 
their organization through Omaha Gives! were new or first-time donors.  

 The most cited reasons donors were motivated to donate through Omaha Gives! 2014 were to 

help nonprofits receive matching funds and prizes and to make a donation to nonprofits they 

regularly support. The least cited reasons were to make their first charitable donation ever and 

to learn about nonprofits. 

Fundraising 

Omaha Gives! 2014 raised a little more than $6.36 million, including $852,000 in matching and prize 
funds. This is more than a 100% increase over 2013 ($3.07 million).  

 A total of 35,634 gifts were made and the average gift size was $155 (a 17% increase from 
2013). Gifts ranged from $10 to $250,000 and 64.3% were under $50 (in 2013 it was 69.8%).  

 Nearly 70% of donors gave to one organization. Comparing 2014 with 2013, the average number 
of gifts made per unique donor increased (1.97 in 2014 vs 1.75 in 2013). In addition, the number 
of gifts in higher gift ranges increased while the number of gifts in lower gift ranges decreased 
between 2013 and 2014, indicating donors may be expanding the number of organizations they 
support and amount given through Omaha Gives! 

 A little less than half of nonprofit participants raised $2,500 or more. 

 There seemed to be little or no correlation between number of gifts and amount raised for 
participating organizations. 

 Human service organizations received the highest percentage of total funding and gifts, while 
from 2013 to 2014, religious organizations had the highest percentage increase in amount raised 
and education organizations had the highest percentage increase in number of gifts.  

 
Factors for fundraising success: 

 Based on statistical analysis of nonprofit survey responses, the data show that as the budget size 
of an organization increased, donation amount and number of donors increased significantly, 
holding all other variables constant. Total donations also significantly increased as the age of an 
organization increased.  

 The social media presence of organizations before Omaha Gives! also had a positive correlation 
with total donations but was not significant. 
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 Holding an event during Omaha Gives! was negatively correlated with total donations and 
number of donors. 

 All interviewees said they attempted to engage and encourage current stakeholders and donors 
by asking them to give during Omaha Gives! as well. 

 

New or Expanded Giving 

 About 50% of donors surveyed said Omaha Gives! 2013 “had no effect” on their giving, but 
42.9% said their giving “slightly increased” and 4.5% said it substantially increased; 32% said 
they would donate more to nonprofits this year than they had planned. 

 94% of donors said they are very likely or likely to support the nonprofits they donated to during 
Omaha Gives! 2014 in the future. 

 61.2% of nonprofit organizations surveyed said their funding has “slightly increased” and 9.5% 
said it “substantially increased” due to Omaha Gives! 

 Calculations for rate of return (ROR) and return on investment (ROI) for a sample of nine 
nonprofit participants show all organizations but one saw a net financial benefit. Among the 
sample, the highest ROR was 7,073% and highest ROI $71.74 for each $1 spent—a cost of $0.01 
to raise $1 and very good ROI compared to other fundraising strategies.  

 

Nonprofit Capacity Building 

According to interviewees, Omaha Gives!: 

 Inspired many organizations to expand their social media and online presence. 

 Helped raise operating funds that support a new or expanded staff position, equipment or 
technology and/or develop a new (individual donor) revenue stream.  

 Helped raise awareness about organizations. 
 

Perceptions of the Omaha Community Foundation 

 Survey and interview data suggest OCF increased its visibility and familiarity with a new 
audience; but, many donors were aware of or connected to OCF as well. 

 There was strong support for the work of OCF in the responses from surveys and interviews. 

 Several people interviewed thought Omaha Gives! changed their view of OCF, in particular 
indicating that OCF wasn’t just an organization for wealthy people. 

 

Experiences of Participants 

 95% of donors surveyed had a positive impression of Omaha Gives! and 93% said they would 

continue to participate in Omaha Gives! in the future. 73.2% of nonprofit participants surveyed 

said their experience with Omaha Gives! was satisfactory or very satisfactory and 83.4% said 

they are likely or very likely to participate in future Omaha Gives! 

 The things that resonated the most with donors were the opportunity for nonprofits to receive 

matching funding followed by feeling part of a community-wide event.  

 Some donors and nonprofits indicated the amount of communication they received about the 

event was overwhelming; however, some also suggested OCF should advertise more to include 

everyone one in the community.   

 91.1% of donors surveyed said they had an excellent or good experience making a donation on 

the Omaha Gives! website; but many also ran into problems regarding the speed of the website 

or in some cases, the website crashing. Several donors also noted they had problems searching 
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for the nonprofit organizations to which they wanted to donate. 57.5% of nonprofit survey 

respondents thought the website was a somewhat or very excellent online fundraising tool. 

 There was some confusion and concerns about the transaction fee and matching gifts among 

some donors. 

 Several donors and some nonprofit participants indicated they were unhappy about the 

competition between big and small organizations and some also expressed concerns about 

including schools and churches in Omaha Gives! Several interviewees said they were pleased 

with the additional size category for prizes. 

Recommendations  

To improve the process or management of Omaha Gives!: 

 Expand and make easier payment/gift options. 

 Improve the website capacity. 

 Provide better/more information for donors and nonprofits, especially related to transaction 

fees and matching gifts. 

 Expand/improve trainings and consider a vetting process. 

To improve the outcomes of Omaha Gives!: 

 Target young and first-time donors. 

o Partner with organizations such as the Greater Omaha Young Professionals (YP), other 

YP groups, or local colleges/universities to mobilize volunteer fundraisers and donors. 

o Create an advisory group of volunteers to help strategically reach younger donors. 

o Provide incentives for Millennials to help meet fundraising goals. 

o Make it easier to give with more giving options (such as Paypal). 

o Create a mobile-friendly website (and make sure it’s easy to find the “about us” page). 

o Provide information about how gifts will make a difference—be inspirational and visual. 

 Focus on long-term and strategic nonprofit capacity building. 

o Encourage organizations to NOT treat Omaha Gives! as an isolated or “one-off” event, 

but as part of an entire donor communications system and development strategy.  

o Support organizations in creating an effective communications system by encouraging 

or helping them to create a communications plan that incorporates an overall 

development strategy.  

o Provide training on segmenting/targeting donors and personalizing messages, their 

frequency, and method (social media, email, direct mail, etc.) as well as on ways to 

maximize the results of participation in Omaha Gives! 

 Clarify the purpose and scope of Omaha Gives! to address concerns and achieve better 

outcomes: 

o Better articulate OCF’s commitment to inclusivity or clarify if some types of 

organizations should be excluded from participation and reasons why.  

o Define the geographical scope of Omaha Gives! and reasons for these parameters. 

o Determine and communicate the length of OCF’s commitment to keep holding the 

event and/or determine an exit strategy.  
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Omaha Gives 2014 Evaluation Report 

Introduction  
A growing number of communities across the United States are holding “giving days,” typically 24-hour 
fundraising efforts during which residents are encouraged to give online to support local charities, 
matched with gifts and prizes from local foundations, businesses and individual donors.1 Community 
foundations have been leaders in these efforts, with the aim of increasing charitable giving and 
awareness about local charities, among other goals.2  
 
The Omaha Community Foundation (OCF) held its second giving day, Omaha Gives!, on Wednesday, 
May 21, 2014. The goals of this year’s event were to:  
 

 Raise awareness for nonprofits and philanthropy in general, 

 Engage younger and new donors, and 

 Build the capacity of nonprofits, including telling the story of their impact and online fundraising 
skills.3 

 
In this second evaluation of Omaha Gives!,4 researchers set out to assess the degree to which the goals 
of Omaha Gives! 2014 were met by addressing the following questions: 
 

1. Who participated in Omaha Gives and why?  
a. Which types of organizations participated? 
b. Which types of donors participated? Did it engage younger and new donors? 
c. Why did organizations or donors participate or not? 

2. What impact did Omaha Gives! have on donors, organizations, and the Omaha Community 
Foundation? 

a. How much did it raise and by which type of organizations? 
b. Did it build the capacity and awareness of nonprofits? 
c. Did it increase the visibility of OCF? 

3. What were the experiences of the participating donors, nonprofit organizations, and organizers 
and how could it be improved? 

4. How did this year compare to last year’s event? 
 
These questions were addressed using several methods, including drawing on available OCF data (post-
event surveys of participating organizations and donors and Omaha Gives! giving data), existing 
secondary data, and interviews with 16 organizers, donors, and nonprofit representatives who did and 
did not participate in Omaha Gives! See Appendix A for an overview of the research methodology. 

  

                                                           
1 See Appendix B for a list of giving days.  
2 West, Maureen. (2011, May 20). ‘Giving days’ garner large sums while attracting new donors. The Chronicle of 
Philanthropy. http://philanthropy.com/article/Giving-Days-Help-Charities/127667/.  
3 From: http://omahafoundation.org/wp-content/uploads/2013/03/OG-Results1.pdf  
4 An evaluation of Omaha Gives! 2013 can be found at: http://omahafoundation.org/wp-
content/uploads/2014/02/Omaha-Gives-Eval-Report-2-5-14.pdf  

http://philanthropy.com/article/Giving-Days-Help-Charities/127667/
http://omahafoundation.org/wp-content/uploads/2013/03/OG-Results1.pdf
http://omahafoundation.org/wp-content/uploads/2014/02/Omaha-Gives-Eval-Report-2-5-14.pdf
http://omahafoundation.org/wp-content/uploads/2014/02/Omaha-Gives-Eval-Report-2-5-14.pdf
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Findings  
 

Who Participated and Why? 
This section examines who participated in Omaha Gives!, including, what types of organizations and 

donors participated and how reflective they were of the general population, if Omaha Gives! engaged 

younger and new donors, and who did not participate and why. It also compares year one and year two 

of Omaha Gives! where possible. 

Nonprofit Organizations  
A total of 569 organizations participated in Omaha Gives! 2014. This was 251 more than the first year 

(318 participated in 2013), which is almost a 79% increase. There were 38 organizations that 

participated in 2013 but not 2014, 289 that participated in Omaha Gives! 2014 and not in 2013, and 280 

that participated in both years. See Table 1 and Figure 1. 

Table 1: Number of Organizations that Participated or Not in Omaha Gives! 2013 and 2014, from 

Registration Data5 

 Number 

Organizations that participated in Omaha Gives! 2013 but not 2014 38 

Organizations that participated in Omaha Gives!2014 but not 2013 289 

Organizations that participated in both Omaha Gives! 2013 & 2014 280 

Total number of organizations that participated in Omaha Gives! 2014 569 

 

Figure 1: Number of Organizations that Participated or Not in Omaha Gives! 2013 and 2014, from 

Registration Data 

 

 

 

 

 

 

 

 

 

 

 

                                                           
5 This data is as accurate as possible based on registrations; however, if an organization provided different 
information from year one to year two, it’s possible the organization may have been misidentified. 

2013 & 2014 

280 Orgs. 

2013 

38 Orgs. 

2014 

289 Orgs. 
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Types of Organizations that Participated 

By categorizing participant registration information into National Taxonomy of Exempt Entities (NTEE) 

categories,6 the data show most of the 2014 participating organizations self-identified in registrations as 

human services (34.4%; includes youth development), followed by education (14.2%); arts, culture & 

humanities and education (13.9%), health (11.4%), public & societal benefit (labeled “community 

improvement” in registrations, 10.0%), religion-related (9.8%), and environment & animals (5.8%). See 

Figure 2. 

Figure 2: Nonprofit Organizations Participating in Omaha Gives! 2014 by Program Area, from 

Registration Data 

 

In comparing the percentages of program areas of nonprofit organizations participating in Omaha Gives! 

2014 and 2013, there was an increase in all categories. The highest percentage increase was in religion-

related organizations (166.7%), followed by health (139.3%); environment & animals (128.6%); public & 

societal benefit (90.0%); education (65.3%); arts, culture & humanities (61.2%); and human services 

(55.1%). See Table 2 and Figure 3. 

Table 2: Comparison between NPOs Participating in Omaha Gives! 2013 and 2014 by Program Area, 

from Registration Data  

  Omaha Gives! 2013 Omaha Gives! 2014  

NTEE 
Code 

Program Service Classification Number Percent Number Percent 
Percent 
Increase 

A Arts, Culture & Humanities 49 15.4% 79 13.9% 61.2% 

B Education 49 15.4% 81 14.2% 65.3% 

C-D Environment & Animals 14 4.4% 32 5.8% 128.6% 

E-H Health 28 8.8% 67 11.4% 139.3% 

I-P Human Services 127 39.9% 197 34.4% 55.1% 

R-W Public & Societal Benefit 30 9.4% 57 10.0% 90.0% 

X Religion -Related  21 6.6% 56 9.8% 166.7% 

  Total 318 100.0% 569 100.0%  78.9% 

                                                           
6 The NTEE system divides the universe of nonprofits organizations into 26 major groups under 10 broad 
categories. More information is available at: http://nccs.urban.org/classification/NTEE.cfm.   

Arts, Culture & 
Humanities, 13.9%

Education, 14.2%

Environment & 
Animal, 5.8%

Health, 11.4%
Human Services, 

34.4%

Public & Societal 
Benefit/Community 
Improvement, 10.0%

Religion - Related, 
9.8%

http://nccs.urban.org/classification/NTEE.cfm.
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Figure 3: Comparison between NPOs Participating in Omaha Gives! 2013 and 2014 by Type, from 

Registration Data 

 

The most detailed data that can be accessed currently for comparing participants to the larger nonprofit 

organization population in the Omaha area is from 2008 and may not include some smaller and religious 

organizations.7 According to IRS data from 2008, there were 1,074 501(c)3 public charities required to 

file 990 forms in the Omaha Metropolitan Statistical Area (MSA). The largest groups were human 

services (35.3%); then education (15.7%); health (14.1%); public & societal benefit (13.8%); arts, culture 

& humanities (10.8%), and so on. See Figure 4.  

Figure 4: All 501(c)3 Public Charities Required to File by Type in the Omaha MSA, 2008, from IRS/NCCS  

 

 

                                                           
7 This data was gathered as part of the report done for the Nonprofit Association of the Midlands in 2011, “An 
Analysis of the Midwest Region Nonprofit Sector.” The Omaha MSA includes Douglas County, four additional 
counties in Nebraska counties (Cass, Sarpy, Saunders, and Washington), and three Iowa counties (Harrison, Mills, 
and Pottawattamie). There are some limitations to the data because it only includes 501(c)(3) organizations that 
were required to file a Form 990 or Form 990-EZ and complied. At the time, a 501(c)3 organization must file Form 
990, Form 990-EZ or, if a private foundation, Form 990-PF, with the IRS if the organization has annual gross 
receipts of over $25,000. If an organization receives less than $25,000, it still may choose to file one of the full 990 
Forms if the organization desired. Additionally, religious organizations were not required to file and organizations 
with national or regional headquarter offices may file a group IRS 990 form in another state. Thus, the data does 
not fully capture the number of small and/or religious organizations or organizations headquartered outside the 
study area. 

15.4% 15.4%

4.4%
8.8%

39.9%

9.4%
6.6%

13.9% 14.2%

5.8%
11.4%

34.4%

10.0% 9.8%

0.0%
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11%

Education
16%
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14%

Human Services
35%
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Foreign Affairs
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Data 

In comparing Omaha Gives! 2014 participants to the population data above, the organizations that 

participated in Omaha Gives! included a greater percentage of arts, culture & humanities (13.9% of 

participants compared to 10.8% of the population); environment & animals (5.6% vs. 3.2%); and 

religion-related organizations (9.8% vs. 5.9%). It also included about an equal percentage of human 

services (34.6% vs. 35.3%) and lower percentages of health (11.8% vs. 14.1%) and public & societal 

benefit organizations (10.0% vs. 13.8%). There appeared to be no international or mutual and 

membership organization participants in Omaha Gives! 2014. This data indicate an over-representation 

of arts, culture & humanities; environment & animals; and religion-related organizations and under-

representation of health, public & societal benefit, international, and mutual & membership 

organizations. See Table 3 and Figure 5. 

Table 3: A Comparison of Omaha Gives! 2014 Nonprofit Participants with the Population of Omaha MSA 

Nonprofits by Program Service, from Registration and 2008 IRS Data 

NTEE 
Code 

Program Service Classification 
Omaha Gives 
2014 # Orgs 

Omaha Gives 
2014 % 

Omaha 
MSA # 

Omaha 
MSA % 

A Arts, Culture & Humanities 79 13.9% 116 10.8% 

B Education 81 14.2% 169 15.7% 

C-D Environment & Animals 32 5.6% 34 3.2% 

E-H Health 67 11.8% 151 14.1% 

I-P Human Services 197 34.6% 379 35.3% 

Q International, Foreign Affairs 0 0.0% 10 0.9% 

R-W Public & Societal Benefit 57 10.0% 148 13.8% 

X Religion - Related  56 9.8% 63 5.9% 

Y Mutual & Membership 0 0.0% 3 0.3% 

Z Unknown, Unclassified 0 0.0% 1 0.1% 

  Total 569 100.0% 1,074 100.0% 

 
Figure 5: A Comparison of Omaha Gives! 2014 Nonprofit Participants with the Population of Omaha MSA 

Nonprofits by Type of Program Service Classification, from Registration and 2008 IRS Data 

 

13.9%
14.2%

5.6%
11.8%

34.6%

0.0%

10.0% 9.8%

0.0% 0.0%

10.8%

15.7%

3.2%

14.1%

35.3%

0.9%

13.8%
5.9%

0.3% 0.1%

0.0%
5.0%

10.0%
15.0%
20.0%
25.0%
30.0%
35.0%
40.0%

Omaha Gives % Omaha MSA %
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According to the data provided by the nonprofit participants during registration for Omaha Gives! 2014, 

the largest percentage of organizations had budget sizes of less than $100,000 (33.7%), followed by 

budget sizes of $1-$5 million (17.8%); $250,000-$499,999 (14.8%); $100,000-$249,000 (13.2%); 500,000-

$999,999 (10.0%); $5-$10 million (5.1%), $10-$100 million (4.6%); and over $100 million (0.9%). See 

Figure 6. In both 2014 and 2013, over half of the participating organizations had budget sizes of 

$300,000 and above (53.5% in 2014 and 52.0% in 2013).  

Figure 6: Omaha Gives! 2014 Nonprofit Participants by Budget Size, from Registration Data 

 

To compare the Omaha Gives! 2014 participants to the broader nonprofit population in relation to 

budget size, the best available data is a breakdown of organization revenue for the entire state of 

Nebraska.8 There is under-representation of small nonprofits with budgets of less than $100,000 in 

Omaha Gives! 2014 as compared to the entire state (33.7% vs. 60%). There is over-representation of 

nonprofit participants in Omaha Gives! 2014 in all other categories. See Tables 4. 

Table 4: Comparison between Nebraska Nonprofits Filing 990 or 990-N forms by Level of Total Revenue 

and Omaha Gives! 2014 Nonprofit Participants, from June 2014 IRS Data and Registrations 

Level of Total Revenue 
# NP Orgs 

in NE 
Percentage 

# Orgs in Omaha 
Gives 2014 

Percentage 

Less than $100,000 7,215 60% 192 33.7% 

$100,000-249,999 813 9% 75 13.2% 

$250,000-499,999 448 4.8% 84 14.8% 

$500,000-999,999 303 3.3% 57 10.0% 

$1-5 million  373 4.1% 101 17.8% 

$5-10 million 83 1% 29 5.1% 

$10-100 million 119 1.1% 26 4.6% 

More than $100 mil. 25 0.2% 5 0.9% 

Not Reported 2,651 0.8% 0 0.0% 

Total 12,030 100% 569 100.0% 

                                                           
8 Includes all organizations in Nebraska that filed a Form 990, 990-EZ, 990-PF and, since 2008, 990-N ePostcard 
within 24 months of the 2013, Oct BMF release date, as reported in NCCS Core Files and IRS Business Master Files. 

Less than $100,000, 
34%

$100,000-249,000, 
13%$250,000-$499,999, 

15%

$500,000-$999,999, 
10%

$1-5 million, 18%

$5-$10 million, 5%

$10-100 million, 5%
Over $100 million, 

1%
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According to responses on the nonprofit participant post-survey,9 the average number of full-time 
employees of Omaha Gives! 2014 nonprofit participants was 56.37. This number ranged from 0 to 3,000 
in 2014 as comparison to 0 to 5,000 in 2013. No comparable data is easily accessible for these areas for 
the broader nonprofit population in the Omaha area.  
 
The median age of the organizations participating in the event was 23.5 years and average age 36.56 
years. This year, the age of the organizations ranged from 1 to 161 years as compared to 1 to 165 in the 
previous year. Data on registered nonprofit organizations in Nebraska from the IRS show that 40 percent 
have an IRS ruling data of before 1980. See Table 5. 
 
Table 5: Omaha Gives! 2013 and 2014 Nonprofit Participants by Number of Employees and Age or 

Organization, from Post-Event Survey 

 Omaha Gives! 2013 Omaha Gives! 2014 

 
# of 

employees 
Age of Org 

(years) 
# of 

employees 
Age of Org 

(years) 

Average 55.92 38.8 56.37 36.56 

Median 4 28 3 23.50 

Mode 0 7 0 8 

Range 0-5,000 1-165 0- 3,000 1-161 

Total 9,059 6,247 yrs 11,219 7,386 yrs 

 
Based on Omaha Gives! 2014 registrations, 182 (32%) of the nonprofit participants provided services in 
Douglas County only. The rest provided services in Sarpy and Pottawattamie Counties in addition to or 
instead of in Douglas County. See Table 6. 
 
Table 6: Counties in Which Omaha Gives! 2014 Participating Nonprofit Organizations Provide Services, 

from Registration Data 

Counties # of Orgs Percentage 

Douglas 182 31.99% 

Douglas & Pottawattamie 7 1.23% 

Douglas & Sarpy  126 22.14% 

Douglas, Sarpy and Pottawattamie 189 33.22% 

Pottawattamie 27 4.75% 

Sarpy 14 2.46% 

All Nebraska 14 2.46% 

All United States 10 1.76% 

Total 569 100.00% 

 
The data to compare service location to the broader nonprofit population is limited because several 
nonprofit organizations work in multiple counties and IRS data is only available for where nonprofit 
organizations’ main offices are located (not where they provide services). The best available data for the 
nonprofit population by county is from 2013 IRS data for nonprofit organizations filing 990 or 990-N 

                                                           
9 205 organizations completed all or part of the post-event survey distributed by OCF. This was 36.03% of all 2014 
nonprofit participants. 
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forms.10 To make a comparison with this data, all participating organizations that self-reported multiple 
locations were dropped. It appears that Omaha Gives! participants are slightly over-represented in 
Douglas and Pottawattamie Counties and under-represented in Sarpy County. See Table 7. 
 
Table 7: Service Location of Omaha Gives! Nonprofit Participants and Registration Location of Nonprofits 

Filing 990 or 990-N forms in Three Counties, from Omaha Gives! Registration and 2013 IRS Data 

Counties 
Omaha Gives! 

2014 # 
Omaha Give! 

2014 % 
Omaha MSA # Omaha MSA % 

Douglas  182 82% 2342 77% 

Sarpy 14 6% 380 13% 

Pottawattamie 27 12% 306 10% 

Total 22311 100% 3,028 100% 

 

Why Organizations Participated 

The post-event survey of nonprofit participants provided data on why organizations participated in 
Omaha Gives! 2014.12 The most cited reasons were: To raise money, to reach new donors, and to raise 
awareness about the organization. The least cited reasons were because a board member or donor 
wanted the organization to participate. See Table 8 and Figure 7. 
 
A factor analysis technique13 was adopted to deduce the relationship between various reasons for 

participation in the Omaha Gives! 2014 by nonprofit organizations. The emergent categories14 after 

factor analysis on 12 variables were labeled by the researcher as: (1) raise funds, (2) practice online 

fundraising, (3) consolidate donor base, (4) community engagement, and (5) pressure from stakeholders 

to raise funds. The factor analysis shows that the strongest reason for organizations to participate in 

Omaha Gives! 2014 was to raise funds (average percentage 81%), followed by community engagement 

(45.4%), and consolidating their donor base (45.4%).  

The factor analysis aligns with comments made by participants in the post-event survey and interviews. 

Some of the nonprofit post-event survey respondents (7 people) mentioned that participating in Omaha 

Gives! helped them with fundraising in various ways. As one person commented: 

                                                           
10 This data includes all organizations that filed a Form 990, 990-EZ, 990-PF and, since 2008, 990-N ePostcard 
within 24 months of the 2013, Oct BMF release date, as reported in NCCS Core Files and IRS Business Master Files. 
The 990-N is required for most small tax-exempt organizations whose annual gross receipts are normally $50,000 
or less, unless they choose to file a complete Form 990 or Form 990-EZ instead. Thus, this data does a better job of 
capturing the number of smaller organizations in the region. 
11.  All participating organizations that self-reported multiple locations were dropped to attempt a more accurate 
comparison.  
12 The survey was completed by 205 organizations (36% of participating organizations). 
13 Factor analysis is a statistical technique used to reduce the number of variables and to detect structure in the 
relationships between variables and to classify variables. Therefore, factor analysis is applied as a data reduction 
method. More information is available at: http://www.statsoft.com/Textbook/Principal-Components-Factor-
Analysis#sundries  
14 The variables that are closely related to each other (correlated) become one factor. For example, in a 
hypothetical study, if a respondent is asked among other questions, their height in centimeters and inches, since 
both of these items are correlated they would appear as one factor.  

http://www.statsoft.com/Textbook/Principal-Components-Factor-Analysis#sundries
http://www.statsoft.com/Textbook/Principal-Components-Factor-Analysis#sundries
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My survey answers might be a bit skewed to the very positive side of the continuum because I 
head the fundraising efforts and its team at a local non-profit. We do very well during OG. 
However, we also learn a great deal about our donors' habits and willingness to participate in 
online giving. In the last 18 months, our online activity--both the number of donations as well as 
the dollars donated--has exploded. OG drives us to hone our strategic efforts, and it also opens 
many windows for us. Additionally, OG creates a unique platform for us to reach our hardest 
demographic target--young donors. My thanks to OCF for this event and for all that you do for 
our community.   

 
Table 8: Reasons Nonprofit Organizations Participated in Omaha Gives! 2014, from Post-Event Survey  

Why did you participate in Omaha 
Gives? 

# of 
Responses 

Percentage 
Factor 

Loading15 
Av % 

Name Given to 
Factor 

Factor 
Mean16 

To reach new donors 172 83.9% 0.593  
 
 
 
 
81.0% 

Raise funds 0.626 

To raise awareness about 
organization 170 82.9% 0.706 

To raise money 175 85.4% 0.703 

To be eligible for matching funding 
and prizes 147 71.7% 0.502 

To practice online fundraising 79 38.5% 0.862  
33.4% 

Practice online 
fundraising  0.843 To practice social media 58 28.3% 0.824 

To reach current donors in a new way 132 64.4% 0.666  
45.4% 

Consolidate 
donor base 0.75 To reach out to lapsed donors 54 26.3% 0.834 

To participate in an Omaha 
Community Foundation event 93 45.4% 0.804 

 
 
45.4% Community 

engagement  0.799 
To be part of a community-wide 
effort 93 45.4% 0.794 

A board member wanted us to 23 11.2% 0.843  
 
9.0% 

Pressure from 
stakeholders to 
raise funds 0.827 A donor wanted us to 14 6.8% 0.81 

 
Interviewees also noted several reasons for participating in Omaha Gives! The most prevalent was to 
raise funds, in particular to expand individual giving. For example, one nonprofit organization 
representative noted:  
 

…it was a nice opportunity for us to enter the…individual giving circle because we had never 
done individual gifts very often. So it was an opportunity for us to dip our toe there. Then, start 
to kind of develop sort of a small donor base.   

 
Some saw it as a good way to make new connections or secure new donors and to raise funds in an 
efficient way—many saw it as a good return on investment. 
 

                                                           
15 Factor loading are the weights and correlation between each variable and the factor. The higher the load, the 
more relevant in defining the factor’s dimensionality i.e. combining two or more correlated variables into one 
factor. In this case, factor loading of more than 0.5 were clubbed as one factor.  
16 Factor mean the average of all the factor loadings for a particular factor i.e. is shows the average correlation 
between variables in the particular factor.  
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Another reason brought up by several interviewees was that they wanted to raise awareness or the 
profile of their organization. Along these lines, a board member and director from the same organization 
both noted that it was necessary to participate if the organization was to be seen as a credible player in 
the sector. As the board member noted: 
 

I think more importantly, there's a credibility that comes with participating in a community-wide 
project like this. [Organization] is a small organization but it's an up and coming organization, 
and it would be foolish not to use this opportunity to raise its profile. 

 
Some also said they participated in order to be part of a big community event—to show support, 
encourage others such as business partners, and partner with the Community Foundation and others. 
They also wanted to be part of the energy of the day. A couple of people also noted that it is fun and 
easy to do. 
 
Figure 7: Reasons Nonprofit Organizations Participated in Omaha Gives!, from Post-Event Survey 
 

 

 

Why Organizations Did Not Participate 

Based on interviews, organizations did not participate in Omaha Gives! this year for several reasons. 
One was that the organization did not want to compete with their members and/or wanted to play 
instead a supporter/partner role. Another organization did not see it as the best use of staff time—even 
though there was sadness about not participating, it did not seem to be a good return on time 
investment. As the interviewee noted: 
 

We looked at the cost, staffing hours, in order to participate in Omaha Gives. And then we 
looked at the outcome with regards to the amount of money that we got. And there was a huge 
disconnect. We spent a whole lot of money through staffing time, and the payoff was 
insignificant. So, since we're a small organization with a small staff…we decided [not to 
participate]. 
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Finally, two interviewees said they had heard people from smaller organizations say they did not 
participate because they felt they could not adequately compete with other larger participating 
organizations.  
 

Donors 
A total of 18,112 unique donors17 participated in Omaha Gives! 2014, which was 66.8 percent more than 

in 2013 (10,861 unique donors participated in Omaha Gives! 2013).  

Table 9: Omaha Gives! 2014 & 2013 Donors, from Post-Event Survey and Rapleaf Data 
 

Description 

Omaha Gives! 2013 
Donor Survey 
Respondents 

(N = 1,552; 14.3% of 
participants) 

Omaha Gives! 2014 
Donor Survey 
Respondents 

(N = 750; 4.1% of 
participants) 

Rapleaf 2014 Data 
(N = 16,948) 

Average Age 47.7 51.25 52.7 

Mode Age 60 60 56.4 

Median Age 48 54 50.8 

Females 73.108% 75.1% 60.3% 

White 90.7% 91.4% NA 

Median Household Income  $75,000-$99,999 $75,000-$99,999 $75,000-$100,000 

 
The donor post-event survey included 751 responses (representing 4.1% of the total number of unique 
donors who participated in the event), and provides some information about the donors who 
participated in Omaha Gives! 2014.18 Based on the survey, the average age of survey respondents was 
51.25 years old (mode was 60 years; median was 54 years) and the large majority of respondents were 
female (75.09%) and white (91.4%).19 A little more than 30.4 percent had household incomes of over 
$100,000. Thus, compared to 2013 donor survey respondents (1,552 people took that survey; a 14.3% 
response rate), 2014’s donor survey respondents appeared to be older, more female, and more white.  
 
Survey data was also compared to data obtained through Rapleaf, a service that matches emails to 
demographic data. According to Rapleaf, the average age of participants was 52.7 years, which is 
comparable to the average age of 2014 survey respondents. The median and mode age is also similar 
between Rapleaf and survey data, although Rapleaf data showing slightly younger participants. Rapleaf 
data also show the percentage of females to be lower than the survey. The median household income 
was the same for both data sources. See Table 9. The survey and Rapleaf data also suggest Omaha 
Gives! 2014 donors were more likely to be female, older, white, and have a higher income than the 
Omaha MSA population.20 See Table 10. 

                                                           
17 This includes 17,852 donors who participated through the online giving platform and the remaining giving 
through OCF accounts.  
18 This response rate is very small and it is lower than in 2013 (when 14.3% of unique donors competed the survey) 
so any conclusions drawn from this data comparison should be treated as tentative. 
19 In general, more educated and more affluent people are more likely to participate in surveys than less educated 
and less affluent people, women are more likely to participate than men, younger people are more likely to 
participate than older people, and white people are more likely to participate than non-white people. See Smith, 
W. G. (2008, June). “Does Gender Influence Online Survey Participation?: A Record-linkage Analysis of University 
Faculty Online Survey Response Behavior,” http://files.eric.ed.gov/fulltext/ED501717.pdf.  
20 Omaha area data from: http://quickfacts.census.gov/qfd/states/31/3137000lk.html.  

http://files.eric.ed.gov/fulltext/ED501717.pdf
http://quickfacts.census.gov/qfd/states/31/3137000lk.html
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Table 10: Comparing Omaha Gives! 2014 Survey Respondent Donors and Omaha MSA Demographics, 
from U.S. Census, Post-Event Survey, and Rapleaf Data 
 

Description 
Omaha 2010 MSA 

Demographics 

Omaha Gives! 2014 
Donor Survey 
Respondents 

Rapleaf 2014 Data 

Population/N 434,353 751 16,948 

Female 50.8% 75.1% 60.3% 

Age 18-65 years 63.5% 72.9% 82.2% 

Age 65 years and over 11.4% 20.5% 17.8% 

White 73.1% 91.5% NA 

Median household income $46,978 $75,000-$99,999 $75,000-$100,000 

 

Younger Donors 

A closer look at the age demographics of survey respondents indicates Omaha Gives! 2014 attracted a 
similar percentage (31.06%) of young adults (ages 25-44 years of age) compared to the percentage of 
young adults in the Omaha Combined Statistical Area (27%).21 However, the Omaha Gives! 2014 survey 
respondent percentage was lower in 2014 than in Omaha Gives! 2013, which was 39.04 percent of 
survey respondents. This is further supported by 2014 Rapleaf data, which shows young adults (25-44 
years of age) made up about 34 percent of Omaha Gives! 2014 donors. This is slightly lower than in 2013 
when the estimated participation of young adults by Rapleaf was 36 percent of Omaha Gives! 2013 
donors. Given the limitations of the data, it is difficult to draw any strong conclusions; however, the data 
suggest that the percentage of younger donors may have decreased from 2013 to 2014. See Table 11. 
 
Table 11: Age of Omaha Gives! Survey Respondents Compared to the Omaha CSA, from Post-Event 
Survey and Census Data 
 

 
Greater Omaha 2012 

CSA  
Omaha Gives! 2013 

Donor Survey 
Omaha Gives! 2014 

Donor Survey 
Rapleaf 2014 Data 

Age Number % Number % Number % Number % 

0-14 203,324 22.0% 2 0.13% 0 0.00% 

118 1.34% 
15-19 64,703 7.0% 2 0.13% 1 0.14% 

20-24 61,776 6.7% 65 4.19% 19 2.71% 

25-34 130,511 14.1% 332 21.39% 125 17.81% 1,180 13.40% 

35-44 119,263 12.9% 274 17.65% 93 13.25% 1,802 20.47% 

45-54 126,836 13.7% 288 18.56% 121 17.24% 2,017 22.91% 

55-64 106,959 11.6% 359 23.13% 189 26.92% 2,124 24.13% 

65-74 61,310 6.6% 195 12.56% 127 18.09% 

1,562 17.74% 
75-84 34,698 3.7% 31 2.00% 23 3.28% 

85+ 16,478 1.8% 4 0.26% 4 0.57% 

Total 925,858 100% 1,552 100.00% 702 100.00% 8,803 100.00% 

                                                           
21 Data broken down by age is available for the nine-county Omaha Combined Statistical Area (CSA), which consists 
of Cass, Dodge, Douglas, Sarpy, Saunders and Washington counties in Nebraska, and Harrison, Mills and 
Pottawattamie Counties in Iowa. The addition of Dodge County makes the CSA slightly larger than the Omaha 
MSA. Available at: http://www.selectgreateromaha.com/Site-Selection-Data-Demographics.aspx.  

http://www.selectgreateromaha.com/Site-Selection-Data-Demographics.aspx
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New and First Time Donors 

Omaha Gives! 2014 engaged some donors who were new to giving or seldom gave before. In the post-
event survey, 1.1 percent of donor respondents said Omaha Gives! 2014 was their first charitable 
donation in comparison to 1.8 percent in 2013. In addition, 3.9 percent said they seldom give while in 
2013, 4.3 percent said the same. For the remaining survey respondents, 24.8 percent said they 
sometimes give, 23.8 percent said they give “often,” and 45.8 percent indicated they “regularly” make 
donations. Because of the large differences in response rates from 2013 to 2014, caution is advised in 
drawing any firm conclusions. See Table 12.   
 
Table 12: How Often Omaha Gives! 2013 & 2014 Donors Said They Gave Charitable Donations, from 
Post-Event Survey 

 
 
 

 

 

 

 

 

In addition, more than half of nonprofit respondents said 11 percent or more of the donors that gave to 
their organization were new or first-time donors, while 11.8 percent of nonprofit respondents said 75-
100 percent of donors were new or first-time donors. This suggests some organizations obtained many 
new or first-time donors as a percent of donors who gave to them during Omaha Gives! while most 
organizations obtained new donors, but to a lesser degree. See Table 13 and Figure 8. 

Additionally, 47% of donors who took the survey said they gave to an organization for the first time 
during Omaha Gives! 2014. See Table 14 and Figure 9. 
 

Table 13: New/First-Time Donors in Omaha Gives! 2014, from Nonprofit Survey  

What percentage of donors where 
new/ first-time donors? 

# 
Responses 

Percent 

0-10% 98 48.0% 

11%-20% 20 9.8% 

21%-49% 35 17.2% 

50%-74% 27 13.2% 

75%-100% 24 11.8% 

Total 204 100.0% 

 
 
 
 
 
 

 Omaha Gives! 2013 Omaha Gives! 2014 

How regularly do you make 
charitable donations? 

# of 
responses 

Percent 
# of 

responses 
Percent 

Omaha Gives was my first 
charitable donation 

29 1.8% 8 1.1% 

Seldom 70 4.3% 29 3.9% 

Sometimes 395 24.2% 186 24.8% 

Often 442 27.1% 179 23.8% 

Regularly 696 42.6% 344 45.8% 

Total 1,632 100% 751 100.0% 
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Figure 8: New/First-Time Donors in Omaha Gives! 2014, from Nonprofit Survey 

 
 
Table 14: First-Time Donors to a Nonprofit in Omaha Gives! 2014, from Donor Survey  
 

Did you give to an organization(s) for the 
first time during Omaha Gives? 

# Responses Percent 

No 397 52.9% 

Yes 353 47.0% 

Blank 1 0.1% 

Total 751 100.0% 

 
Figure 9: First Time Donors to a Nonprofit in Omaha Gives! 2014, from Donor Survey  

 

In the post-event survey comments, 40 people mentioned that Omaha Gives! generated excitment 

among donors, some with new donors. One of the donors in the post-event survey said for example: 

I appreciate the opportunity of giving to some organizations for the first time - and will continue 

to give to them and to all of the other organizations that I donate to on a regular basis.  

However, while one of the post-event nonprofit survey respondents mentioned that participating in 
Omaha Gives! attracted new and younger donors and donations, it may have also negatively impacted 
donations from existing and older funders: 

Overall, a great way to generate excitement in the community about charitable giving. It did 
generate younger donors (my own children who had not participated in any charitable 
donations before, but enjoyed the social media aspect and the leaderboard) and new donors to 
our organization, unfortunately, it also generated decreased donations from our internal 
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funders who missed the emails for pre-donations from their OCF checkbook accounts. Just not 
the best format for a small, senior driven organization. 

 
All but one of the organization representatives we interviewed indicated they gained new donors during 

Omaha Gives!—in some cases a large number of new donors. As one person noted: 

...we got more new donors compared to last year so that was good...Yeah, doubled the number 

of new donors, which ultimately I think that’s what any organization wants. It’s great to make a 

lot of money, of course, but I think getting new donors and starting to build a relationship with 

those donors is even more valuable and something that we always struggle with. 

However, one of the organization represntatives interviewed said they had heard from some other 

organizations that they were disappointed they didn’t gain more new donors. Her take on this; however, 

was that this is a narrow way to think about the day: 

...I have heard people say nonprofits say this doesn’t add any money to our coffers because we 

just continue to get extra gifts from people that would have given to us anyway. But I have to 

dispel that and say you’ve given your volunteers another way to give. They’re still going to 

become members, they’re still going to give to your event. Maybe you haven’t got new ones but 

you got new money that you may not have gotten had this event not existed. 

Why Donors Participated 

In the donor post-event survey, the most cited reasons donors said they were motivated to donate 
through Omaha Gives! 2014 were: to help nonprofits receive matching funds and prizes (72.3%) and to 
make a donation to nonprofits they regularly support (68.7%). The least cited reasons were: to make 
their first charitable donation ever (1.9%) and to learn about nonprofits (3.7%). See Table 15. 
 
To get more clarity about various factors that are working together to motivate donors, the statistical 
technique of factor analysis was adopted to reduce the 10 variables to factor them together into 
correlated or similar variables that are related to each other. The combined factors include: (1) Fund 
nonprofit organizations they already support, (2) Benefit NPOs and the individual, (3) Experience first-
time giving, (4) Support community development, and (5) A friend’s recommendation. Using factor 
analysis and the average percentage of each factor, the most important factor is fund NPOs already 
supported (average percentage 53%), followed by benefit NPOs and individual (average percentage 
44.0%).22 The least important factor is first time giving (average percentage 2.8%). See Table 15 and 
Figure 10. 
 
In the post-event survey, numerous donors (21 people) mentioned community building and supporting 

nonprofits organizations during Omaha Gives! For example: 

I love this event!!! It's so wonderful to learn about many organizations and come together to 

celebrate what they do for the community as well as being able to donate money to them!! 

Also, in the post-event survey, some donors (7 people) mentioned that Omaha Gives! generated much 

needed awareness regarding nonprofits in the Omaha Community.  

                                                           
22 The reason why tax deduction and nonprofits receiving funds and prizes are combined as one factor may be 
because some individuals see both as additional benefits or leverage for their donations. 
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The donors whom we talked to in interviews also said they participated because they wanted to support 

a community-wide effort, nonprofit organizations, and OCF. 

Table 15: Factor Analysis of Motivating Factors for Donors to Donate in Omaha Gives! 2014, from Donor 

Survey23 

What were the motivating factors in 
your decision to donate through 

Omaha Gives? 

# of 
Responses 

Percentage 
Factor 

Loading 
Av % Name to Factor 

Mean 
Score 

To make a donation to nonprofits I 
regularly support 516 68.7% 0.808 

53.0% 

Fund NPOs 
already 

supported 

 
 
 
 

0.720 
Because the nonprofits I regularly 
support asked me 280 37.3% 0.631 

To help nonprofits receive matching 
funds and prizes 543 72.3% 0.704 

44.0% 
Benefit NPOs 

and individual 0.683 For a tax deduction 118 15.7% 
 

0.661 

To make my first charitable donation 
ever 14 1.9% 0.728 

2.8% First time giving 0.734 
To learn about nonprofits 
 28 3.7% 0.74 

To share my support for nonprofits 
on social media 114 15.2% 0.807 

24.9% 

Support NPOs 
and community 

development 0.696 

To share my support for nonprofits 
through personal interactions 101 13.4% 0.753 

To participate in a community-wide 
event 345 45.9% 0.527 

Because a friend asked me to 86 11.5% 0.921 11.5% 
Friend's 

recommendation 0.921 

 
Figure 10: Factor Analysis of Motivating Factors for Donors to Donate in Omaha Gives! 2014, from Donor 

Survey 

  

                                                           
23 Total number of respondents of the survey are 751. The sum total of percentage is more than 100% because 
respondents mentioned more than one choice.   
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Impact of Omaha Gives! 
This section examines how much was raised and by which organizations during Omaha Gives!, including, 
donor amounts and increments, amounts by organization characteristics, and factors of success in 
fundraising during the event. It also examines impact beyond funds raised for particular organizations, in 
particular the degree to which giving was expanded, the capacity of nonprofit organizations was 
increased, and the perceptions of OCF were changed. 
 

How Much Was Raised and By Which Type of Organizations? 
 

Donation Amounts and Increments 

Omaha Gives! 2014 raised a little more than $6.36 million, including $852,000 in matching and prize 
funds. This was well beyond last year’s total of $3.07 million. A total of 35,634 gifts were made, 
including 34,027 through the giving platform (Kimbia) and 1,607 through OCF accounts. The average 
number of gifts made per unique donor was 1.97 gifts (compared to 1.75 in 2013). The range in number 
of gifts made by a single donor was 1 gift to 67 gifts.  
 
The average gift size for Omaha Gives! 2014 was $154.8924 (a 17% increase over last year), the median 
$25, and the mode (most frequent) $10. Gifts ranged from $10 to $250,000. See Table 16. 
 
An analysis of all gifts shows the number of gifts in higher gift ranges increased and the number of gifts 
in lower gift ranges decreased between 2013 and 2014. That is, donors appeared to give larger gifts 
overall through Omaha Gives! 2014 as compared to 2013. Around two-thirds (64.3%) of gifts made 
during Omaha Gives! 2014 were under $50 as compared to 69.8% of gifts in 2013, while the number of 
gifts were greater or the same in 2014 for all of the other gift range areas. See Table 17 and Figure 11.  
 
Table 16: Gift Amounts Given During Omaha Gives! 2013 and 2014, from Giving Data25 
 

 Omaha Gives! 2013 Omaha Gives! 2014 

Donors giving 
through online 
giving platform 

(Kimbia) 

Donors giving 
through online 
giving platform 

(Kimbia) 

Donors giving 
through OCF 

accounts 
All donors 

Donors giving 
through OCF 

accounts 
All donors 

Average gift 
amount 

$76.43 $88.55 $1,560 $154.89 $2,326 $132 

Median gift 
amount 

$25 $25 $200 $25 $250 $25 

Mode (most 
frequent) 
gift amount 

$10 $10 $100  $10 $100 $10 

Range in gift 
amounts 

$10-$50,000 $10-$30,000 $10-$250,000 $10-
$250,000 

$25-$200,000 $10-
$2000,000 

Total 
amount 
given 

$1,419,059 $3,013,053 $2,506,453 $5,519,498 $1,095,705 $2,514,764 

 

                                                           
24 $5,519,498/35,634 (total gifts) 
25 The amounts exclude matching funds.  
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Table 17: All Gifts to Omaha Gives! 2013 and 2014 by Range of Gift Size, from Giving Data  

  

 Omaha Gives! 2013 Omaha Gives! 2014 

# % # % 

$10-$24 8,215 44.2% 14,778 41.5% 

$25-$49 4,749 25.6% 8,145 22.9% 

$50-$74 2,499 13.5% 4,932 13.8% 

$75-$99 54 0.3% 203 0.6% 

$100-$124 1,851 10.0% 4,025 11.3% 

$125-$149 23 0.1% 42 0.1% 

$150-$174 95 0.5% 211 0.6% 

$175-$199 5 0.0% 18 0.1% 

More than $200 1,078 5.8% 3,280 9.2% 

Total 18,569 100.0% 35,634 100% 

 
Figure 11: Number of All Gifts to Omaha Gives! 2013 and 2014 by Range of Gift Size, from Giving Data 

 
 
The giving data from 2014 shows that 68.4 percent gave to one organization, 13.4 percent to two 
organizations, and 18.2 percent to three or more organizations. In addition, comparing 2014 with 2013 
shows that overall, more gifts were made per donor and a larger percentage of gifts were made to more 
than one or two organizations, indicating that donors may be expanding the number of organizations 
they support through Omaha Gives!. See Table 18.  
 
Table 18: Number of Organizations Supported by Donors in Omaha Gives! 2013 and 2014, from Giving 
Data 

 
 

 

  

                                                           
26 17,852 are unique online donors who made 34,027 online gifts during Omaha Gives! 2014.  
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   Omaha Gives! 2013 Omaha Gives! 2014  

Number of Orgs Supported # of Gifts Percentage # of Gifts Percentage 

One 7,703 70.97% 12,206 68.4% 

Two 1,575 14.51% 2, 393 13.4% 

Three 636 5.86% 1,125 6.3% 

Four to Six 687 6.33% 1,466 8.2% 

Seven to ten 173 1.59% 471 2.6% 

Eleven or more 80 0.74% 191 1.1% 

Blank 0 0 0 0 

Total Unique Donors 10,854 100% 17,85226 100% 
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Organization Amounts Raised 

Figure 12 provides a summary of the top ten organizations raising the most money during Omaha Gives! 

2014. Marian High School received the largest amount ($282,160 in total; 173 gifts), followed by Omaha 

Symphony Association ($128,446; 194 gifts), and Westside Community Schools Foundation ($122,855; 

125 gifts).  

These top ten organizations together raised $1,213,837 or almost 22 percent of the total amount raised 

during the event.27 Out of the top ten nonprofit organizations raising the most money, four were also 

top earners last year, namely: Abide Network ($84,799 in 2013 vs. $105,890 in 2014), Methodist 

Hospital ($78,315 vs. $93,330), Omaha Symphony ($59,205 vs. $128,446), and Nebraska Humane 

Society ($51,758 vs. $107,934). 

The top ten organizations receiving the most money were fairly diverse in areas of service: three were 
self-described in registrations as education-related organizations; two public & societal benefit; and one 
each arts-related, environment & animal, human services, health, and religion-related. 
 
All of the top earners had budget sizes of more than $500,000. Three organizations had budget sizes of 
$10-100 million, two of $5-10 million, and the remaining four organizations budget sizes of $1-5 million. 
In addition, all of these top ten organizations indicated they provide services in Douglas County; some in 
other counties as well. See Table 19. 
 
Figure 12: Nonprofit Organizations Raising the Most Money during Omaha Gives! 2014, from Giving 

Data28 

 

 

 

                                                           
27 Total amount raised through online and OCF account holders was $4,419,498. This amount does not include 
matching gifts.  
28 Abbreviations: Arts = Arts, Culture & Humanities; Edu = Education; Soc = Public & Societal Benefit; Health = 
Health; Arts = Arts, Culture & Humanities; Rel = Religion Related; Enviro = Environment & Animals; Human = 
Human Services. The amount raised by organizations does not include matching gifts.  
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Table 19: Top 10 Nonprofit Participants in Omaha Gives! 2014 by Amount Raised, Location of Services, 

Budget Size, and Program Service Area, from Registrations and Giving Data 

Rank NPO 
Amount 

Raised29 

County Where 
Provide Services 

Budget Category 

1 Marian High School $282,160 Douglas & Sarpy  $5-10 million Education 

2 Omaha Symphony Association $128,446 
Douglas, Sarpy & 
Pottawattamie  $5-10 million Arts & Culture 

3 
Westside Community Schools 
Foundation $122,855 Douglas $1-5 million Education 

4 St. Patrick's Church and School $114,255 Douglas & Sarpy  $1-5 million Religious 

5 Nebraska Humane Society $107,934 Douglas & Sarpy  $10-100 million 
Environmental & 
Animal 

6 Abide $105,890 Douglas 
$500,000 - 
999,999 

Public & Societal 
Benefit 

7 Habitat for Humanity of Omaha $101,291 Douglas $10-100 million 
Public & Societal 
Benefit 

8 Methodist Hospital Foundation  $93,330 
Douglas, Sarpy & 
Pottawattamie $1-5 million Health 

9 Siena/Francis House  $82,985 
Douglas, Sarpy & 
Pottawattamie  $1-5 million Human Services 

10 Creighton Preparatory School  $74,691 
Douglas, Sarpy & 
Pottawattamie  $10-100 million Education 

 
Figure 13: Nonprofit Organizations Raising the Highest Percentage of Matching Funds During Omaha 

Gives! 2014, from Giving Data 

 

                                                           
29 Amount raised does not include matching gifts.  
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In comparing the total donations raised with matching funds, the Omaha Symphony received the 

highest percentage of matching funds ($18,085 or 2.41% of total matching funds), followed by Abide 

Network ($16,955 or 2.26%) and Habitat for Humanity ($16,219 or 2.16%). No organization received 

more than 3 percent of the matching funds. See Figure 13.   

As Table 20 and Figure 14 show, about half (277; 48.7%) of the nonprofit participants raised $2,499 or 
less; 92 of these (16.2% of all participants) raised $499 or less. Comparing this year with Omaha Gives! 
2013 shows that the share of gifts in each category is similar, except for double the share of gifts over 
$100,000. 
 
Table 20: Range of Total Amount Raised by Nonprofit Participants in Omaha Gives! 2013 and 2014, from 
Giving Data 
 

 
Omaha Gives! 

2013  
Omaha Gives! 

2014 

Range of Amount Raised # Orgs Percent # Orgs Percent 

$20-$249 28 8.8% 47 8.3% 

$250-$499 24 7.5% 45 7.9% 

$500-$999 38 11.9% 64 11.2% 

$1,000-$1,499 30 9.4% 45 7.9% 

$1,500-$2,499 45 14.2% 76 13.4% 

$2,500-$4,999 48 15.1% 93 16.3% 

$5,000-$9,999 47 14.8% 66 11.6% 

$10,000-$14,999 17 5.3% 39 6.9% 

$15,000-$24,999 19 6.0% 35 6.2% 

$25,000-$49,999 13 4.1% 37 6.5% 

$50,000-$99,999 7 2.2% 15 2.6% 

More than $100,000 2 0.6% 7 1.2% 

Total 318 100% 569 100% 

 
Figure 14: Range of Total Amounts Raised by Number of Nonprofit Participants in Omaha Gives! 2013 
and 2014, from Giving Data 
 

 

In looking at amount raised by program service area, the most money was raised by human service 
organizations ($1,615,337); followed by education ($1,147,783); and arts, culture & humanities 
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($803,486). The average amount raised by all organizations that participated in Omaha Gives! 2014 was 
$9,700.36. Education organizations raised the most money on average ($14,170.16); followed by 
religion-related organizations ($13,134.61); arts, culture & humanities ($10,170.71); public & societal 
benefit ($8,882.47); environment & animals ($8,560.63); human services ($8,199.68); and then health 
organizations ($6,524.07). See Table 21 and Figure 15. 
 
Table 21: Number of Nonprofit Participants and Funding Amounts by Program Service Area for Omaha 

Gives! 2014, from Giving Data 

NTEE 
Code 

Program Service Area 
# of 
Orgs 

Percentage 
Total Amount 

Raised 
Percentage 

Ave 
Amount 

Raised/Org 

A Arts, Culture & Humanities 79 13.88% $803,486 14.6% $10,170.71 

B Education 81 14.24% $1,147,783 20.8% $14,170.16 

C-D Environment & Animals 32 5.62% $273,940 5.0% $8,560.63 

E-H Health 67 11.78% $437,113 7.9% $6,524.07 

I-P Human Services 197 34.62% $1,615,337 29.3% $8,199.68 

R-W Public & Societal Benefit 57 10.02% $506,301 9.2% $8,882.47 

X Religion - Related 56 9.84% $735,538 13.3% $13,134.61 

  Total 569 100.0% $5,519,49830 100.0% $9,700.35 

 
Figure 15: Total Amount Raised, Number of Organizations, and Number of Gifts by Program Service Area 
for Omaha Gives! 2014, from Giving Data 
 

 
 
All types of organizations increased the amount raised between Omaha Gives! 2013 and 2014. Religious 
organizations had the highest percentage increase in amount raised from 2013 to 2014 (a 385.86% 
increase), followed by public & societal benefit (188.76% increase), and an almost similar increase for 
education and health organizations (185.72% and 185.69% increase respectively). Arts, culture & 
humanities organizations had the lowest percentage increase (11.72%). See Table 22.   

                                                           
30 According to OCF, $5,508,707 is the total amount raised without matching gifts. However, according to the 
platform data the total amount raised was $5,519,772 
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Table 22: Comparison of Total Amount Raised in Omaha Gives! 2013 and 2014 by Program Service Area, 
from Giving Data 
 

NTEE 
Code 

Program Service Area 
Amount Raised 
Omaha Gives! 

2013 

Amount Raised 
Omaha Gives! 

2014 
% Change 

A Arts, Culture & Humanities $719,209.10 $803,486.00 11.72% 

B Education $401,716.80 $1,147,783.00 185.72% 

C-D Environment & Animals $133,975.70 $273,940.00 104.47% 

E-H Health $153,004.10 $437,113.00 185.69% 

I-P Human Services $780,121.50 $1,615,337.00 107.06% 

R-W Public & Societal Benefit $175,336.30 $506,301.00 188.76% 

X Religion - Relation $151,390.00 $735,538.00 385.86% 

  Total $2,514,753.50 $5,519,498.00 119.48% 

 
The Nebraska Humane Society had the largest number of unique gifts (1,402 gifts; $107,959 raised in 
total), followed by Siena/Francis House (634 gifts; $82,985 raised) and Food Bank for the Heartland (520 
gifts; $60,855 raised). See Figure 16 and Table 22.  
 
Figure 16: Top 10 Nonprofit Participants with the Most Unique Gifts in Omaha Gives! 2014, from Giving 

Data 

 

Out of these organizations, four were among the top ten with the most unique gifts in Omaha Gives! 
2013: Nebraska Humane Society (741 in 2013 vs. 1,402 in 2014), Hear Nebraska (456 vs. 508), Food Bank 
of the Heartland (309 vs. 520), and Nebraska Wildlife Rehab (240 vs. 360). These organizations operate 
in diverse program service areas, including four in human services, two in environment & animals, and 
one each in arts, education, religion, and public & societal benefit. 
 
Budget sizes also varied to some degree for unique gifts; more so than for the top ten organizations 
with the most raised. Four organizations have budget sizes of $10-100 million, two of $1-5 million, two 
of less than $100,000, and one each $5-10 million and $100,000-$249,000. Half provide services only in 
Douglas County, and the rest in Douglas and Sarpy and Pottawattamie Counties. See Table 23.  
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Table 23: Top 10 Nonprofit Participants in Omaha Gives! 2014 by Number of Unique Gifts, Location of 
Services, Budget Size and Program Service Area, from Giving Data 
 

Nonprofit Participants 
# Unique 

Gifts 
Where Services 

Provided 
Budget Program Service Area 

1. Nebraska Humane 
Society  

1,402 Douglas  & Sarpy $10-100 million Environmental & Animals  

2. Siena/Francis House 634 Douglas $1-5 million  Human Services 

3. Food Bank for the 
Heartland 520 

Douglas, Sarpy & 
Pottawattamie $5-10 million Human Services 

4. Hear Nebraska  
508 

Douglas, Sarpy & 
Pottawattamie Less than $100,000 

Arts, Culture & 
Humanities 

5. QLI (Quality Living, Inc.) 479 Douglas $10-100 million Health 

6. Open Door Mission 460 Douglas $10-100 million Human Services 

7. Chabad Lubavitch of 
Nebraska 443 

Douglas, Sarpy & 
Pottawattamie $100,000 - 249,000 Human Services 

8. Nebraska Wildlife Rehab 360 Douglas & Sarpy Less than $100,000 Environmental & Animals 

9. Mercy High School 350 Douglas $1-5 million Education 

10. Habitat for Humanity of 
Omaha 315 Douglas $10-100 million Public & Societal Benefit 

 
There was an increase in the number of total gifts received by organizations in Omaha Gives! 2014 as 
compared to 2013, with the most organizations receiving a number of gifts ranging from 30-49 (19.9%) 
as compared to most organization received gifts ranging from 10-19 in Omaha Gives! 2013 (18.9%). In 
addition, 350 organizations (61.5%) received 49 or fewer gifts in 2014 while in 2013, 188 organizations 
(59%) received 49 or fewer gifts. There was a slight increase in the number of organizations receiving 
more than 200 gifts (4.9% in 2014 vs. 4.1% in 2013). See Table 24 and Figure 17. 
 
Table 24:  Range in Frequency of Number of Gifts Received by Nonprofit Participants, Omaha Gives 2013 

& 2014, from Giving Data 

 Omaha Gives 2013  Omaha Gives 2014 

Range # Orgs Percent # Orgs Percent 

0-4 15 4.7% 22 3.9% 

5-9 26 8.2% 57 10.0% 

10-19 60 18.9% 93 16.3% 

20-29 31 9.7% 65 11.4% 

30-49 56 17.6% 113 19.9% 

50-69 49 15.4% 69 12.1% 

70-99 24 7.5% 52 9.1% 

100-149 36 11.3% 53 9.3% 

150-199 8 2.5% 17 3.0% 

More than 200 13 4.1% 28 4.9% 
Total 318 100% 569 100% 
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Figure 17:  Range in Frequency of Number of Gifts Received by Nonprofit Participants in Omaha Gives! 

2013 & 2014, from Giving Data 

 

As found in 2013, there seemed to be little correlation between the number of gifts and amount raised 
by organizations in 2014. Some organizations, such as the Omaha Sports Commission and Marian High 
School raised a large amount with a relatively low number of gifts (together they raised $317,450 in 
total with an average of gift amount of $1,698), while organizations such as the Nebraska Humane 
Society and Siena/Francis House received a relatively high number of gifts but raised a relatively low 
amount (together, $190,919 raised in total with an average of $93 per gift). This suggests some 
organizations benefited from having donors give large gifts during Omaha Gives! 2014, while others 
were able to mobilize a large number of supporters to give smaller amounts during the event. See Table 
25 and Figure 18. Interviews with nonprofit participants also indicate that some organization did 
strategize to have major donors give to their organization during Omaha Gives (see below) while others 
targeted getting more unique donors to give. 
 
Table 25: Top 10 Nonprofit Participants by Average Size of Gift, Omaha Gives! 2014, from Giving Data 

 
 Nonprofit Participant 

Total 
Amount 
Raised 

No of 
Gifts 

Average Size 
of Gift 

1. Omaha Sports Commission (Pub) $35,290 14 $2,520.71 

2. Marian High School (Edu) $282,160 173 $1,630.98 

3. Countryside Community Church (Rel) $54,325 37 $1,468.24 

4. Christ the King Church (Rel) $29,910 23 $1,300.43 

5. American Italian Heritage Society (Arts) $5,145 4 $1,286.25 

6. Bellevue Economic Enhancement Foundation (Pub) $11,430 9 $1,270.00 

7. Bellevue University (Edu) $19,260 19 $1,013.68 

8. St. Patrick's Church and School (Rel) $114,255 115 $993.52 

9. Westside Community Schools Foundation, Inc.(Edu) $122,855 126 $975.04 

10. Dillon’s House - GO YFC (Human) $22,420 23 $974.78 
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Figure 18: Total Amount Raised and Number of Gifts for Top 10 Nonprofit Participants Receiving the 

Most Gifts, Omaha Gives! 2014, from Giving Data 

 

In looking at number of gifts by the program service area of nonprofit participants, overall human 

services did the best, receiving 33.1 percent of the total number of gifts with 29.3 percent of the total 

amount raised; followed by arts, culture & humanities (14.6% vs. 14.6% of total amount); education 

(13.5% vs. 20.8% of total amount); environment & animals (12.0% vs. 5.0% of total amount); health 

(10.6% vs. 7.9% of total amount); public & societal benefit (7.8% vs. 9.2% of total amount); and religion-

related (8.4% vs. 13.3% of total amount) organizations. See Table 26. 

Table 26: Nonprofit Participants by Program Service Area, Number of Gifts and Amount Raised in Omaha 

Gives! 2014, from Giving Data 

NTEE 
Code 

Program Service Area 
# of 
Orgs 

% 
# of 
Gifts 

% 
Total Amount 

Raised 

 
% 

A Arts, Culture & Humanities 79 13.9% 5,204 14.6% $803,486 14.6% 
B Education 81 14.2% 4,796 13.5% $1,147,783 20.8% 
C-D Environment & Animals 32 5.6% 4,280 12.0% $273,940 5.0% 
E-H Health 67 11.8% 3,756 10.6% $437,113 7.9% 
I-P Human Services 197 34.6% 11,808 33.1% $1,615,337 29.3% 
R-W Public & Societal Benefit 57 10.0% 2,797 7.8% $506,301 9.2% 
X Religion - Related 56 9.8% 2,993 8.4% $735,538 13.3% 
  Total 569 100.0% 35,634 100.0% $5,519,498 100.0% 

 
Comparing the number of gifts per organization by program service area for 2013 and 2014 shows the 
highest percentage increase was in education (26.97%), followed by religion-related organizations 
(20.04% increase), health (16.01%), human services (8.51%), and environment & animal (2.60%). Areas 
that decreased in number of gifts per organization were arts, culture & humanities (-18.51%), followed 
by public & societal benefit (-11.48%). See Table 27. 
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Table 27: Number of Nonprofit Participants and Number of Gifts Received by Program Service Area in 

Omaha Gives! 2014 

NTEE 
Code 

Program Service Classification 
# Gifts/Org 

2013 
# of Gifts/Org 

2014 
% change 

A Arts, Culture & Humanities 80.84 65.87 -18.51% 

B Education 46.63 59.21 26.97% 

C-D Environment & Animals 130.36 133.75 2.60% 

E-H Health 48.32 56.06 16.01% 

I-P Human Services 55.24 59.94 8.51% 

R-W Public & Societal Benefit 55.43 49.07 -11.48% 

X Religion - Relation 44.52 53.45 20.04% 

  Total 59.86 62.63 4.61% 

 

Factors in Fundraising Success  

This section examines the factors that seemed important for raising money and donors during Omaha 

Gives! 2014. Data were compiled through the post-event survey on various areas to look at their 

correlation with total amount raised and total number of donors. A statistical technique called Ordinary 

Least Squares Regression was run on a sample of 110 organizations that participated in Omaha Gives! 

2014 and took the post-event survey.31  

Total donations and total number of donors are treated as the dependent variables.32 Budget size, 

number of full time employees, expenditures for Omaha Gives! 2014, age of organization, number of 

current “likes” on Facebook, social media presence before Omaha Gives! 2014, if the organization 

conducted a fundraising event in 2014, if the organization participated in Omaha Gives! 2013, and 

program service areas (compared to Human Services) of the organization were the independent 

variables.33  

                                                           
31 There were total of 205 survey respondents but only 110 organizations were included in the analysis because 
some left questions blank. Compared to all participants, the survey sample slightly over-represented Arts, Culture 
& Humanities; Education; and Environment & Animal organizations and slightly under-represented Health, Human 
Services, Public & Societal Benefit, and Religion-Related organizations. Regarding budget size, the sample slightly 
over-represented organizations with budget ranges of $100,000-249,999; $250,000-499,999; $1-5 million; $5-10 
million; and more than $100 million. It under-represented organizations with budget sizes of less than $100,000; 
$500,000-999,999; and $10-100 million. 
32 A dependent variable is the variable that is impacted during the study. “Total donations” is the amount of money 
raised by a particular nonprofit organization in Omaha Gives! 2014, not including matching or prize funds. “Total 
number of donors” is the number of donors who gave to a particular organization during Omaha Gives! 2014.  
33 Independent variables are factors that might affect the dependent variables. Organization budget size was 
indicated in the survey as falling in a range. Expenditures for Omaha Gives! 2014 was calculated by multiplying 
staff time devoted to Omaha Gives! multiplied number of staff members involved in Omaha Gives activities 
multiplied by $17.10 (the value of volunteer hours for Nebraska, 2011) plus adding other expenditures indicated in 
the survey. Age of the organization was provided by survey respondents, ranging from 1- 161 years. Social media 
presence was indicated as “what was your organization’s social media presence before Omaha Gives! 2014?” on a 
5 point scale. Participation in Omaha Gives! 2013 and if the organization conducted a fundraising event during 
Omaha Gives! 2014 were indicated as Yes or No by respondents. Human services organizations were used at the 
reference group for program service area. 
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Each of the independent variables was “controlled” to understand the effect of each on the dependent 

variables.34  

Table 28 shows the budget size of the sample organizations that participated in Omaha Gives! 2014 had 

a significant and positive correlation with total donations and total number of donors.35 Further analysis, 

shown in Table 29 and Figure 19, also suggests that as the budget size of an organization increases, the 

average number of gifts and amount raised also increases. 

Table 28: Models for Determining Factors Related to Total Donations and Total Donors for Organizations 

that Participated in Omaha Gives! 2014, from Nonprofit Survey 

Independent Variables Total Donations Total Donors 

Budget size 5,373*** 
(1,443) 

18.67*** 
(5.98) 

Number of full time employees  
 

-20.09 
(020.77) 

-0.06 
(0.09) 

Expenditures on Omaha Gives! 2014 0.19 
(0.363) 

0.00 
(0.00) 

Age of organization 
 

120.9* 
(63.16) 

0.26 
(0.26) 

Number of current likes on Facebook (post-event) -0.30 
(0.94) 

0.00 
(0.00) 

Social media presence before Omaha Gives! 
 

2,083 
(1,979) 

9.1 
(8.2) 

Event held during Omaha Gives! 2014 -506.8 
(4,779) 

-13.62 
(19.79) 

Participated in Omaha Gives! 2013 -2,478 
(4,517) 

17.04 
(18.71) 

   
 

Arts, Culture & Humanities 8,678 
(6,489) 

-7.4 
(26.87) 

Education 7,123 
(5,504) 

30.93 
(22.80) 

Environmental & Animal 2,607 
(8,682) 

4.24 
(35.96) 

Health -14,174* 
(7,364) 

-20.14 
(30.5) 

Public & Societal Benefit  341.2 
(9,337) 

15.53 
(38.67) 

Religious 5,996 
(9,142) 

-23.96 
(37.67) 

   

Observations 110 110 

R-Squared 0.34 0.25 

*** p<0.01, ** p<0.05, *p<0.1 

                                                           
34 Controlling means seeing the effect of a particular independent variable on the dependent variable by keeping 
other variables constant. For example, examining how conducting an event affects total donations while keeping 
other variables such as expenditures, program service area, or social media presence constant.  
35 Items with asterisks [*] are statistically significant at the level noted. 
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In addition, age of the organization is significantly and positively correlated with total donations; 

suggesting that for every one year increase in an organization’s age, donations increase by $120 keeping 

other variables constant. 

The program service area appeared to have no significant correlation with total donors and there was 

only one significant and negative correlation between health-related organizations and total donations. 

This data indicates that health-related organizations raised significantly less money than human 

services, keeping everything constant.  

Table 29: Average Number of Gifts and Average Amount Raised by Nonprofit Participants by Budget Size, 

Omaha Gives! 2014, from Registrations and Giving Data 

Budget Size of Orgs 
# of 
Orgs 

Total # 
Gifts 

Ave # 
Gifts 

Total Amount 
Raised 

Ave Amount 
Raised 

Less than $100,000 192 7,315 38.1 $414,133 $2,156.94 

$100,000-249,000 75 4,201 56.0 $378,479 $5,046.39 

$250,000-$499,999 84 4,846 57.7 $723,250 $8,610.12 

$500,000-$999,999 57 3,621 63.5 $614,885 $10,787.46 

$1-5 million 101 7,941 78.6 $1,897,751 $18,789.61 

$5-$10 million 29 2,582 89.0 $729,281 $25,147.62 

$10-100 million 26 4,916 189.1 $729,833 $28,070.50 

Over $100 million 5 212 42.4 $31,886 $6,377.20 

Total 569 35,634 614.5 $5,519,498 $9,700.35 

 
Figure 19: Average Number of Gifts and Average Amount Raised by Nonprofit Participant Budget Size, 

Omaha Gives! 2014, from Registrations and Giving Data 

 

All other independent variables were not significantly correlated with the dependent variables of total 

donations or number of donors; however, the regression provides some additional interesting directions 

of correlation.  

The social media presence of organizations before Omaha Gives! had a positive correlation with the 

total donations raised. In other words, the more organizations reported that they used social media 

before Omaha Gives! 2014 the more raised and more donors. However, the number of likes on 
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Facebook had a very small and negative correlation with total donations. The reason for this may be that 

other variables are more important, such as budget size and age of the organization, or current likes are 

not a good indicator of donor engagement. 

The number of full-time employees was also negatively correlated with total donations and number of 

donors, suggesting that as the number of employees increases, the amount of donations and number of 

donors decreases. Participating in Omaha Gives! 2013 was also negatively correlated with donations but 

not with number of donors.  

Finally, the regression shows that holding an event was not significantly correlated with total amount 

raised or number of donors. That is, organizations that conducted a fundraising event raised less than 

organizations that did not. This may mean that conducting a fundraising event is not an effective 

strategy for raising funds or engaging more donors during Omaha Gives!; however, since the results are 

not significant, it’s not possible to draw any definitive conclusions from the survey data. 

In the post-event survey, 33.7 percent of nonprofit respondents indicated they held an event during 

Omaha Gives! These respondents indicated the impact of the event was greatest for raising awareness 

about their organization, followed by helping raise more money, and attracting new donors. See Table 

30. 

Table 30: Impact of Event Held During Omaha Gives! 2014, from Nonprofit Survey 

What was the impact of holding the event? # Responses Percentage 

Raised awareness about our organization 43 28.5% 

Helped us raise more money 33 21.9% 

Attracted new donors 30 19.9% 

Helped build connections with other organizations in the 
community 21 13.9% 

Enabled us to better serve our mission 20 13.2% 

 
Approximately 56 organizations held some kind of event during Omaha Gives! 2014.36 This was a 21.7 
percent increase over 2013 (46 in 2013 vs. 56 in 2014). The events included potlucks, a half-marathon, 
recreational or arts/cultural events and performances, open houses, and wine and dine-type gatherings. 
 
Data on giving per hour through the online giving platform (not including OCF account holder gifts) 
throughout the day indicate an organization’s chances of winning the hourly prize drawing were 
enhanced if gifts were made during the non-peak hours of 1:00 AM to 5:00 AM. This is similar to findings 
from last year’s event. See Figure 20.  
 
Among the organizations interviewed, who were largely pleased with the outcome of the day for their 
organization, a variety of strategies were used to promote Omaha Gives! and attempt to increase 
donations and number of donors. All used social media, some guided by a social media plan, and some 
using more traditional communications methods such as direct email, flyers, postcards, business cards, 
banner, and a bookmark. One organization developed stories to communicate to donors and potential 
donors and one organization provided education about donation options, including sharing information 

                                                           
36 List of events available at: https://omahagives24.org/#events 

https://omahagives24.org/%23events
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about setting up OCF donor fund accounts. Another organization created an advisory group of young 
people under 20 to help them formulate a fundraising strategy. 

Figure 20: Number of Gifts Given per Hour, Omaha Gives! 2014, from Giving Data 
 

 
 
All attempted to engage and encourage current stakeholders and donors by asking them to give during 
Omaha Gives!. Some asked the board and annual fund donors to give on the day and four of the 
organizations interviewed were able to get major donors to match gifts to the organization or help the 
organization move up on the leader board by giving a large donation (as well as obtain part of the 
matching funds available). Among these four, at least three were gifts that would have likely been made 
anyway. One interviewee said that another organization they knew of used Omaha Gives! as part of 
their capital campaign. Some organizations also asked their board members and current donors to ask 
their friends to donate. Several organizations held various kinds of events as noted above, one 
organization used Omaha Gives! to promote an upcoming event, and one lined up donors to give during 
each hour of the day in order to have a chance to win an hourly prize.  

In the interviews, nonprofit participants suggested several things they may change for a future Omaha 

Gives! These included: 

 Ask donors and board to invite friends to give and engage the board more. 

 Beef up the event held during Omaha Gives! 

 Do more to target/segment the donor base, focusing on “potential new or somewhat low-

donors but willing to increase.“ 

 Encourage families to give using separate emails and credit cards. 

 Have one person that is only spending the day monitoring Facebook and the leader board at all 

times. 

 Make Omaha Gives! part of the development strategy. 

 Plan for donors to give each hour to increase the chance to get hourly prize. 

 Send a postcard closer to the day of the event. 

 Send thank yous immediately and ask donors to ask their friends to give too. 

Overall Giving 
 

Expanded Giving 

The donor post-event survey indicates Omaha Gives! did have some positive impact on overall giving. 

Among the respondents who answered the question, “If you participated in Omaha Gives last year, how 
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did it impact your overall giving in 2013?,” about 50 percent said that Omaha Gives! 2013 “had no 

effect,” but 42.9 percent said that their giving “slightly increased” and 4.5 percent said it substantially 

increased. A few people (2.2%) also said their giving slightly or substantially decreased due to Omaha 

Gives! 2013. See Table 31 and Figure 21. 

Table 31: Donor Giving After Participating in Omaha Gives! 2013, from Donor Survey 

If you participated in Omaha Gives last year, how 
did it impact your overall giving in 2013? 

# Responses Percent 

Had no effect 234 50.4% 

Slightly increased 199 42.9% 

Substantially increased 21 4.5% 

Slightly decreased 6 1.3% 

Substantially decreased 4 0.9% 

Total 464 100.0% 

 
Figure 21: Donor Giving After Participating in Omaha Gives! 2013, from Donor Survey 

 

About two-thirds of donor respondents (65.6%) to the post-event survey said they are likely to not 

change the total amount they were planning to donate when asked “How will your participation in 

Omaha Gives affect your charitable giving for the rest of this year?” However, 32 percent said they 

would donate more to nonprofits this year than they had planned. In addition, 1.2 percent said they 

would donate less. See Table 32 and Figure 22. 

Table 32: Donor Giving after Participation in Omaha Gives! 2014, from Donor Survey 

How will your participation in Omaha Gives affect your 
charitable giving for the rest of this year? # of Response Percent 

It will not change the total amount I was planning to donate 
to nonprofits this year 493 65.6% 

I will likely donate more to nonprofits this year than I  had 
planned  240 32.0% 

I will likely donate less to nonprofits this year than I had 
planned 9 1.2% 

Did not answer 9 1.2% 

Total 751 100.0% 

Had no effect, 
50.40%

Slightly increased, 
42.90%

Substantially increased, 4.50%

Slightly decreased, 1.30% Substantially decreased, 0.90%
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Figure 22: Donor Giving after Participation in Omaha Gives! 2014, from Donor Survey 

 
 
In addition, 94% of respondents to the donor post-event survey said they are very likely or likely to 
support the nonprofits they donated to during Omaha Gives! 2014 in the future, while 1.9 percent said 
they were unlikely or very unlikely to support the nonprofits they donated to during Omaha Gives! in 
the future. See Table 33 and Figure 23. 
 
Table 33: Likelihood of Supporting Nonprofits Donated to During Omaha Gives! in the Future, from Donor 
Survey 
 

In general, how likely are you to support the nonprofits 
you donated to during Omaha Gives in the future? 

# Responses Percent 

Very likely 456 60.7% 

Likely 250 33.3% 

Undecided 27 3.6% 

Very unlikely 11 1.5% 

Did not answer 4 0.5% 

Unlikely 3 0.4% 

Total 751 100.0% 

 
 
 
Figure 23: Likelihood of Supporting Nonprofits Donated to During Omaha Gives! in the Future, from 
Donor Survey 
 

 
 

 

 

 

 

 

It will not change 
the total amount I 

was planning to 
donate to 

nonprofits this 
year
66%

I will likely donate more to 
nonprofits this year than I  

had planned 
32%

I will likely donate less to nonprofits 
this year than I had planned

1%

Did not answer
1%

Very likely, 
60.70%

Likely, 
33.30%

Undecided, 
3.60%

Very unlikely, 1.50% Did not answer, 0.50%
Unlikely, 0.40%



Omaha Gives! 2014 Evaluation 

40 
 

Among the nonprofit organizations that responded to the survey, 61.2 percent said their funding has 
“slightly increased” and 9.5 percent said it “substantially increased” due to Omaha Gives! 2013; while 
27.6 percent said that Omaha Gives! 2013 “had no effect” and 2 percent said it slightly decreased their 
overall funding for the rest of the year. See Table 34 and Figure 24. 
 
Table 34: Impact of Omaha Gives! 2013 on Funding for the Year, from Nonprofit Survey 
 

How did funds from Omaha Gives 2013 impact your 
overall funding for the year? 

# Responses Percent 

Slight increased 60 61.2% 

Had no effect 27 27.6% 

Substantially increased 9 9.2% 

Slightly decreased 2 2.0% 

Total 98 100.0% 

 
Figure 24: Impact of Omaha Gives! 2013 on Funding for the Year, from Nonprofit Survey 
 

 

As indicated above, a few of our interviewees said they saw benefit in engaging existing donors in a new 
way and increasing giving among existing donors. Four of the organizations interviewed were able to get 
major donors to give a large donation during Omaha Gives!; among these four, at least three were gifts 
that would have likely been made anyway. Some organizations also asked board members and annual 
fund donors to give on the day and ask their friends to donate as well. Even for the organization 
representative in an interview who said she knew all of the donors who gave to her organization during 
Omaha Gives!, she said it was a good opportunity to engage the board, volunteers, and current donors 
in a new way. For the board in particular, it made asking them to give easier.  

The above suggests then that to some degree, donors are giving more but also that donors are shifting 

at least some of their giving to give during Omaha Gives! This aligns with recent research on 

#GivingTuesday, during which many local communities hold their giving days, which suggests it induced 

organizations to receive a greater number of gifts in 2012 and 2013 and a greater amount in total 

contributions in 2012.37 

                                                           
37 Giving USA, (December 2014), “#GivingTuesday: A Planned Day of Spontaneous Giving.” The dataset used was 
provided by Network for Good, and analyzed trends on giving on and around #GivingTuesday. The dataset was 
comprised of approximately 4,000 charitable organizations that process an average annual combined total of 
roughly $300 million in donations. 
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Rate of Return and Return on Investment 

Obtaining or keeping a donor can have significant value for an organization. Table 35 shows Rate of 

Return (ROR) and Return on Investment (ROI) for Omaha Gives! 2014 for a sample of organizations. ROR 

is calculated for an organization by subtracting the total amount raised minus the amount spent on 

Omaha Gives!, divided by total amount spent. In this case, for instance the ROR for Organization A is 

3,724%.38 ROI is calculated by dividing the total amount raised by the total amount spent to give a 

return for each $1 the organization spent on Omaha Gives!. For Organization A, they raised $38.25 for 

each $1 spent on Omaha Gives! 2014.  

Table 35: Rate of Return and Return on Investment for Sample of Nonprofit Participants, Omaha Give! 

2014, from Interviews and Giving Data 

Organization  
(service area, budget size) 

 

Total 
amount 
spent39 

Total amount 
raised40  

(# of donors) 

Rate of 
return % 

Return on 
$1 spent 

Cost to 
Raise $1 

Organization A (Public 
Benefit, $500-999,999) 

$1,184 $45,285 (82) 3,724% $38.25 $0.03 

Organization B (Public 
Benefit, $10-100 million) 

$1,412 $101,291 (324) 7,073% $71.74 $0.01 

Organization C (Human 
Serv, $100,000-249,999) 

$376 $355 (18) -5.6% -$0.94  $1.06 

Organization D (Health, 
$250,000-499,999) 

$171 $11,315 (40) 6,516.9% $66.17 $0.02 

Organization E (Educ, 
250,000-499,999) 

      $171 $2,799(106) 1,536.8% $16.37 $0.06 

Organization F (Arts, 
100,000-249,999) 

  $342 $17,370 (222) 4,978.9% $50.79 $0.02 

Organization G (Arts, less 
than $100,000) 

$1,823 $2,865 (100) 57.3% $1.57 $0.67 

Organization H (Animals & 
Environ, $10-100 million) 

  $3,231 
$107,934  

(1,402) 
3,240% $33.41 $0.03 

Organization I (Arts, less 
than $100,000) 

$1,226 $13,334 (508) 987.6% $10.88 $0.09 

 
Generally, the sample organizations achieved a very good return on investment through Omaha Gives! 
compared to other fundraising strategies. Greenfield41 estimates costs for other fundraising strategies 
per $1 spent as follows: 

 Direct mail (acquisition): $1.25–$1.50 

 Direct mail (renewal): $0.20–$0.25 

 Membership programs and donor clubs: $0.20–$0.30 

 Benefit events: $0.50 (gross revenue and direct costs only) 

                                                           
38 This calculation includes all gifts made to the organization, including a large gift made by a donor who likely 
would have given anyway. 
39 Total cost is calculated from total staff hours spent on Omaha Gives! 2014 multiplied by $17.10 (the value of 
volunteer time per hour in Nebraska in 2011 according to the Independent Sector) and then adding other costs 
such as marketing, food for events, etc. as reported in interviews.  
40 This does not include matching funds.  
41 Greenfield, James M. (2005). Hardwiring for maximum fundraising return on investment. In New Directions for 
Philanthropic Fundraising (pp. 61-85). Wiley & Sons. 
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 Volunteer-led and individual solicitations: $0.10–$0.20 

 Corporate and foundation solicitations: $0.20 

 Special project and capital campaigns: $0.10–$0.20 

 Planned giving programs: $0.20–$0.30 

Most of the organizations in the sample spent much less to raise $1 compared to these other strategies. 

For example, it cost Organization $0.03 to raise $1. 

It is difficult to draw any definite conclusions from this data given the small sample size; however, clearly 

for nearly all organizations of varying sizes, there is a net financial benefit gained through Omaha Gives!. 

Yet, it also seems this financial benefit varies by organization and for smaller or mid-sized organizations, 

the fiscal benefit can be small or even negative. It would be beneficial to, in future evaluations, get data 

from a larger sample to be able to draw more substantive conclusions.  

Nonprofit Capacity Building 
Omaha Gives! appeared to inspire many organizations to expand their online presence. Nonprofit post-
survey respondents indicated that before the event, less than one-fourth used social media an 
“average” amount while another one-fifth used it somewhat regularly. About 21 percent either said they 
used it very little or they had a very established social media presence. See Table 37.  
 
Table 37: Participating Nonprofit Social Media Presence before Omaha Gives! 2014, from Nonprofit 
Survey 
 

What was your organization's social media 
presence before Omaha Gives? 

# Responses Percent 

Average 47 22.9% 

Very established 44 21.5% 

Very little 43 21.0% 

Somewhat regularly 41 20.0% 

Did not answer 17 8.3% 

None at all 13 6.3% 

Total 205 100.0% 

 
Additionally, 40 percent of nonprofit survey respondents said their use of social media would increase 
after participating in Omaha Gives! 2014 while 50.2 percent said that their participation would remain 
the same. See Table 38.  
 
Table 38: Nonprofit Use of Social Media after Participating in Omaha Gives! 2014, from Nonprofit Survey 
 

How did you predict your organization's use of 
social media will change as a result of 

participating in Omaha Gives? 
# Responses Percent 

Stay the same  103 50.2% 

Increase  82 40.0% 

Did not answer 19 9.3% 

Decrease  1 0.5% 

Total 205 100.0% 
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While there may be the possibility that a high-level presence of social media before the event did not 

convert into more donations, continous usage of social media kept donors engaged thoughout the day 

according to some nine donors who commented in the survey. One of the donors said:  

I thought the entire day was exciting! We were following the total here at work, my daughter 

and friends were all talking about it on facebook, etc. What a wonderful way to connect people 

all over Omaha - well done :) 

Beyond increasing the use of social media, interviewees said Omaha Gives! had an impact on other 

areas of capacity building as well. These included helping raise operating funds that support a new or 

expanded staff position, equipment or technology, and/or to develop a new (individual donor) revenue 

stream. For two organizations interviewed, the amount raised through Omaha Gives! represented a 

significant part of their operating budget and several noted the funds raised were more than expected 

or not budgeted.  

Nearly all of the organizations interviewed saw Omaha Gives! as a way to raise awareness about their 

organizations. As one organization representative noted:  

Well, I think it gives an opportunity to have us exposed to new audience and I mean you can’t 

ask for anything better. Your hope and desire is that they would be like me and go and search, 

but it is that one day that people may click in to your information about your organization. It is 

that one day that everybody is focusing on contributing to nonprofits. So, yeah, it’s free 

advertisement. 

One organization representative also noted they made new friends through the event—both at OCF and 

among other nonprofit organizations.  

Perceptions of the Omaha Community Foundation 
As indicated in the post-event survey, most donors heard about Omaha Gives! from the Omaha 
Community Foundation through direct mail or Program Connect (67.8%). In addition, 22 percent said 
they heard about it through social media and 13.2 percent heard about it from the Nonprofit 
Association of the Midlands or through other means such as email, postcard or letter from a nonprofit, 
family members, church etc. This suggests OCF did increase its visibility with a new audience but many 
donors were already aware of or connected to OCF as well. See Table 39.  
 
Some donors (8 people) in the post-event survey mentioned there is more need for spreading the word 
about Omaha Gives! One of the survey respondents commented: “My friend works for a non-profit. 
That's the ONLY way that I heard about this event. You need to get the word out via TV news, reporters, 
and, Twitter.“ 
 
In addition, 45.5 percent of donors who responded to the post-event survey said they were not familiar 
at all with OCF before they heard about Omaha Gives!, while 35.7 percent were only somewhat familiar 
with OCF. This suggests OCF did increase its visibility with many donors. See Table 40.  
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Table 39: How Donors Heard about Omaha Gives!, from Donor Survey 
 

How did you hear about Omaha Gives?  
(Donors could choose more than one option) # Responses Percent 

Letter from Omaha Community Foundation 71 34.6% 

Program Connect (Omaha Community Foundation) 68 33.2% 

Social media (Facebook or Twitter) 45 22.0% 

Nonprofit Association of the Midlands 27 13.2% 

Other 27 13.2% 

A colleague at another nonprofit 26 12.7% 

A board member 26 12.7% 

Article in Omaha World-Herald 16 7.8% 

A donor 11 5.4% 

Did not answer 2 1.0% 

Total 205 155.6% 

 
Table 40: How Familiar Donors Were with OCF Before Omaha Gives!, from Donor Survey 

Before you heard about Omaha Gives, how familiar 
were you with the Omaha Community Foundation? 

# Responses Percent 

Not familiar at all 342 45.5% 

Somewhat familiar 268 35.7% 

Very familiar 136 18.1% 

Did not answer 5 0.7% 

Total 751 100.0% 

 
There was overwhelming support for the work of OCF in the responses from the donors in the post-
event survey, some said for example:  
 

Thank you for offering this opportunity for organization to seek a new way of gaining support. I 
was especially interested in the fact that others were possibly adding to my contribution 
through the wonderful work of the foundation. I grew up in Omaha and still have a long love for 
what happens in Omaha. 

 
I reported the outcome of Omaha Gives to everyone I knew the next day. It's amazing that for 
24 hours our community came together & gave such an overwhelming amount of money. It's 
heartwarming to know that people care about non-profits in the community. Thank you to the 
foundation for all you do. 

 
I would like to thank the young people and all connected with this effort. You worked very hard 
to get the many non-profits to understand how this would work. You were always happy to 
communicate either by email or phone and were always courteous and understanding. I keep 
telling out-of-towners that Omaha is different from other places and this is one proof of that.. 
Thanks again!! 
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Interviewees also saw OCF very favorably. There was a sense among many of the organizational 
representatives that OCF had increased its visibility due to Omaha Gives!, including a greater awareness 
about what OCF does. This was especially the case for smaller nonprofit organizations. However, one 
person did think that there was still some work to do in linking Omaha Gives! to OCF: 
 

I think it’s a good opportunity for them to raise awareness about what they do in the 
community, but in many ways if you’re not familiar with OCF in advance, I don’t know if they 
were successful in getting that message across and educating people about what they do and 
what opportunities individuals in the community have to engage with OCF after Omaha Gives.  If 
I were to poll a group of friends that had no involvement to OCF in advance, but did through 
Omaha Gives, I’m not convinced that they would make the connection between the event and 
OCF.  

 
Several people interviewed said that Omaha Gives! changed their view of OCF, in particular showing 
that OCF wasn’t just an organization for wealthy people. As one donor noted: 
 

You know, before the Omaha Gives experience, which dates back now a couple of years, I may 
have viewed the Omaha Community Foundation as more of a repository for wealthy 
philanthropists who wanted to park some funds as a tax strategy until they had time to think 
about how they wanted to direct those gifts. Now, I really do see that the Omaha Community 
Foundation is committed to helping the nonprofit community meet the donor community. 

 
Another organizational representative said: 
 

Some community foundations can come across as stodgy and just, you know, the 12 white guys 
that run Omaha and give away money, and I think this goes a long way into helping get the 
message out that with $10.00, you can be a philanthropist. Just do your, you know, there’s 
enough need out there, you don’t need to wait until tomorrow, you can do it today, you can get 
involved, that every little bit does help. 

 
Experiences of Participants 
 

Donors 
Overall, about 95 percent of the donors surveyed said they had a positive impression of Omaha Gives! 

while 4.1 percent were neutral and 0.4 percent had a negative impression. See Table 41. 

Table 41: Donors’ Overall Impression of Omaha Gives!, from Donor Survey 

What is your overall impression of Omaha Gives? # Responses Percent 

Positive 713 94.9% 

Neutral 31 4.1% 

Did not answer 4 0.5% 

Negative 3 0.4% 

Total 751 100.0% 

 
Interviewees were also very positive about the event. As one donor/organization leader noted: 
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I felt this way last year too – I think Omaha Gives is … an amazing initiative in our community 
because it really leverages this idea of collective giving and good will and this feeling. So I think 
both last year and this year even though the amounts that I’m able to give personally are pretty 
nominal, I walked away feeling like I was part of this bigger collective whole of individuals that 
are contributing the betterment of our city.   

 
Finally, 93 percent of the donor post-survey respondents also said that they were very likely or likely to 

continue to make donations through Omaha Gives! in the future. See Table 42.  

Table 42: Donors’ Likelihood of Making Future Donations During Omaha Gives!, from Donor Survey 

How likely are you to make a donation on 
future Omaha Gives Days? 

# Responses Percent 

Very unlikely 4 0.5% 

Unlikely 1 0.1% 

Undecided 40 5.3% 

Likely 246 32.8% 

Very likely 452 60.2% 

Blank 8 1.1% 

Total 751 100.0% 

 

What Resonated with Donors 

Table 43 and Figure 25 show what aspects of Omaha Gives! nonprofit respondents said resonated most 
with donors. The most important was the opportunity for nonprofits to receive matching funding, 
followed by feeling part of a community-wide event. Using factor analysis, the seven aspects of Omaha 
Gives! that resonated with the donors were reduced to two major areas: opportunity to be part of 
community giving and ease of making donation and sharing it online. The most important factor that 
resonated with donors seems to be the opportunity to be part of community giving (average percentage 
of 57.9%).  
 
Table 43: Aspects of Omaha Gives! 2014 that Resonated with Donors, from Nonprofit Survey 

What aspects of Omaha Gives seemed to 
resonate most with your supporters? 

# 
Responses 

Percentage 
Factor 

Loading 
Name Given 

to Factor 
Av % 

Mean 
Factor 

Opportunity for nonprofit to receive 
matching funding 142 69.3% 0.816 Opportunity 

to be part of 
community 
giving 

 
 
 
 

57.9% 0.723 

Opportunity for nonprofit to receive 
participation prizes 86 42.0% 0.832 

Feeling part of a community-wide event 128 62.4% 0.522 

Ability to make secure online donations 76 37.1% 0.781 

Ease of 
making 
donation & 
sharing it 
online 

 
 
 

43.5% 

0.711 

Ease of making donations 113 55.1% 0.853 

Ability to make online donation as low as 
$10 120 58.5% 0.619 

Ease of sharing Omaha Gives on social 
media 48 23.4% 0.59 
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Two donors interviewed who were OCF account holders also indicated they had a good experience 
giving through OCF—it was easy and nice to not have fees taken off as is usually the case when making a 
gift. One donor noted: 
 

It was streamlined, it was easy and there were no fees. Like usually, when you make a donation, 
they take a fee and for that day only, they didn’t. 

 
It was also helpful to get information in advance so the donor could do research about participating 
organizations ahead of time.  
 
Figure 25: Factors that Resonated with Donors, from Nonprofit Survey 
 

 
 

Communication 

While most seemed pleased with the communication about the event, some donors (6 people) in the 
post-event survey said that the amount of communication they received about the event got to be 
overwhelming and that if it continues they might not give next year. This was also brought up a few 
times in interviews. One donor and head of a nonprofit organization noted: 
 

Since this was the second year for Omaha to do it, there seemed to be a lot more noise out 
there about it, both exciting and fun and some of that was overwhelming. I think people started 
at least a week before, getting inundated with emails from different participants, saying pick 
me, pick me. And after a while, I mean like delete, delete, delete, delete, delete. That was 
interesting. 

 
Some donors (8 people) in the survey also suggested that OCF should advertise more about Omaha 
Gives! 2014 to include everyone one in the community.   
 

Website 

Regarding the online giving platform, about 91.1 percent of donor respondents to the survey said they 
had an excellent or good experience making a donation on the Omaha Gives! website, while 2.3 percent 
said they had a poor or a very poor experience. See Table 44.  
 
 

Opportunity to be part of the 
community giving

•Opportunity for nonprofit to receive 
matching funding

•Opportunity for nonprofit to receive 
participation prizes 

•Feeling to be part of a community-wide 
event

Ease of making donation & 
sharing it online

•Ability to make secure online donation

•Ease of making donations

•Ability to make online donation as low as $10

•Ease of sharing Omaha Gives on social media
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Table 44: Donors’ Experience Using the Omaha Gives! Website, from Donor Survey 
 

Please rate the experience of making a donation 
on the Omaha Gives website? 

# Responses Percent 

Excellent 471 62.7% 

Good 213 28.4% 

Average 36 4.8% 

Poor 15 2.0% 

I made all my donations from OCF account 11 1.5% 

Did not answer 3 0.4% 

Very poor 2 0.3% 

Total 751 100.0% 

  
While several areas of the website technology were improved this year and a few donors (4 people) said 

on the post-event survey that they liked the website and saw it as user friendly; several (17 people) ran 

into problems regarding the speed of the website or in some cases, with some experiencing the website 

crashing. One donor commented:  

I just wish the website wasn't so slow. I imagine that so much traffic was expected?? Maybe a 

larger bandwidth next year would really help! 

Several donors (13 people) noted in the post-event survey that they had problems in searching for the 
nonprofit organizations to which they wanted to donate. A few (4 people) also complained that website 
was not mobile-friendly. The interviewees generally thought the website worked well. 
 

Third Party Processing Fees & Matching/Prize Funds 

Two organizational representatives mentioned in the interviews they heard from donors some 
confusion and concern about the online transaction fee. In particular, they wanted to know it if would 
be better to give through Omaha Gives! or not—what method got the most money to the organization? 
One organizational representative described: 
 

One of the things I should mention though is maybe about a day or two before Omaha Gives!, I 
got a phone call from a donor who was – I had never spoken to before and he basically wanted 
me to explain to him the benefit to us of him giving on Omaha Gives! versus any other day of 
the year.  Which, because in his mind he’s thinking there’s all the fees that are taken out of it 
and I said, you know, any money that you give will be put to good use. Even if you were to make 
a call the day after Omaha Gives! and [name] takes it over the phone and puts it through the 
credit card or he goes online and donates to PayPal, there’s still money taken out of – I said, if 
anything, it’s going to help us with that total match amount and then he understood.  

 
Several donors (11 people) in the survey mentioned that there was some confusion regarding the 

matching gifts. They thought that organizations would get 100 percent as a match. For example, one 

person said:  

The only reason I gave through this event (and gave more than I might normally give in one 

shot) was because I somehow got under the impression that Omaha Gives organization was 

matching 100% of the donated gifts. So I gave $50 to my charitable organization thinking I was 

inevitably getting them $100.00. After reviewing some prior emails, it looks like I was mistaken 
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which is disappointing. If there is some sort of 'dollar for dollar' match, please advise so I'll know 

for future events. 

Some donors (12 people) in the survey also expressed concerns regarding the 5.5 percent transaction 
fee by Kimbia and expressed concerns regarding the ambiguity of matching funds and prize money. Two 
donors thought they would receive prize money. One person commented: “I did not understand the 
hourly give away. I thought it was for donors but it appeared to go to the organizations.” 
 

Types of Nonprofits Participating 

In the survey comments, several donors (21 people) indicated they were unhappy about the 
competition between big and small organizations during the event and some donors (7 people) also 
expressed concerns about including schools and churches in Omaha Gives!. Two donors (one also a 
director of a nonprofit) said:  
 

Either all churches should be notified/invited to participate, or none. I would prefer to see non-
church nonprofits as recipients -- NOT animals, but people, but not politicians. I don't agree with 
churches or schools doing capital campaigns being allowed to be recipients -- donors just wait 
for the event and all give on that day. That's not what the purpose of this great day is. 
 
I think it would be in the best interest of OMAHA GIVES to not allow Churches/Congregations/ 
Houses of Worship to participate next year--or, if they are included I would separate them from 
the "Small," "Medium," and "Large" non-profits and put them in their own category. I would 
also mitigate the percentage of MATCHING FUNDS that Churches/Congregations/Houses of 
Worship are eligible for. I say this as the Director of a non-profit whose organization participated 
this year, AND, many others who run non-profits here in Omaha have communicated this same 
concern to me and others. 

  

Nonprofit Participants  
In the post-event survey, 73.2 percent of nonprofit participants said their experience with Omaha Gives! 

was satisfactory or very satisfactory, 12.7 percent said it was average, and 3.9 percent said it was 

unsatisfactory or very unsatisfactory. See Table 45.   

Table 45: Nonprofit Participants’ Experience with Omaha Gives!, from Nonprofit Survey 

How would you rate your organization's 
experience with Omaha Gives? 

# Responses Percent 

Very satisfactory 86 42.0% 

Satisfactory 64 31.2% 

Average 26 12.7% 

Did not answer 21 10.2% 

Unsatisfactory 7 3.4% 

Very unsatisfactory 1 0.5% 

Total 205 100.0% 

 
Interviewees were very positive about the event, describing it as exciting and fun, well-run, and a good 
community-feel event. As one organization leader noted: 
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… a lot of us nonprofits were out there supporting one another and cheering each other on.  I 

think a lot of us gave to our friend’s nonprofits and they gave to us. It was kind of nice. I think 

there was a lot of good camaraderie with other nonprofits. I felt like we were at least from my 

standpoint I didn’t feel like we were competing it was just kind of fun. 

A few organization representatives and OCF staff did note that it is an exhausting day and can take a lot 
of staff time; for OCF, it is a year-long project.  
 
Table 46: Nonprofit Participant’s Likelihood of Participating in Future Omaha Gives!, from Nonprofit 
Survey 
 

How likely is your organization to participate in 
future Omaha Gives events? 

# Responses Percent 

Very likely 137 66.8% 

Likely 34 16.6% 

Did not answer 21 10.2% 

Undecided  9 4.4% 

Unlikely 3 1.5% 

Very unlikely 1 0.5% 

Total 205 100.0% 

 
Among survey respondents, 83.4 percent of nonprofit participants said they are likely or very likely to 
participate in future Omaha Gives!; 4.4 percent were undecided and 2 percent said they were unlikely or 
very unlikely to participate. See Table 46 and Figure 26. 
 
Figure 26: Nonprofit Participants’ Likelihood of Participating in Future Omaha Gives!, from Nonprofit 
Survey 

 

Organizational Size 

There seemed to be some differences in experience by varying sizes of organizations that participated. A 
couple of the smaller organization representatives interviewed noted that while it is tough to compete 
with the “big dogs,” it’s also a good opportunity. One executive at a small- to mid-sized organization 
said: 
 

And one of the things that I did hear from some people, and there are some people that didn’t 
participate, and there are just others that are saying that they felt like it made it tough for your 
small or moderate to smaller organizations to raise the money when you have your big dogs 
that are coming in. They are the 3,000 pound gorilla so it does make it that challenge.  And so, 
from our perspective, we just say okay, we’ll do the best we can.  That’s all we can do 

Very unlikely, 0.5% Unlikely, 1.5%

Undecided , 4.4%

Likely, 16.6%

Very likely, 66.8%

Blank, 10.2%
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Some nonprofit respondents (10 people) in the survey also expressed their concern about the big 
organizations collecting a lot of the money.   
 
Alternatively, an organizational representative from a bigger organization on the leader board felt a bit 
guilty for being so successful:  
 

You know, we were very successful throughout the day. That’s – I almost started feeling guilty a 
little bit, and I didn’t want to send it [an email] out. But then, I thought, people probably aren’t 
watching the leaderboard like we are all day. 

  
Three organization representative interviewees said they were pleased with the additional size category 
for prizes, which seemed to make things fairer.  
 

Website 

57.5 percent of nonprofit respondents thought the website was a somewhat or very excellent online 
fundraising tool, while 21.5 percent found it to be average and 2.9 percent somewhat or very poor. See 
Table 47. 
 
Table 47: Nonprofits Participant’s Experience Using the Omaha Gives! Website, from Nonprofit Survey 
 

Please rate the Kimbia website overall as an 
online funding tool 

# Responses Percent 

Somewhat excellent  70 34.1% 

Very excellent 48 23.4% 

Average 44 21.5% 

Did not answer 37 18.0% 

Somewhat poor 5 2.4% 

Very poor 1 0.5% 

Total 205 100.0% 

 
A couple of nonprofit representatives in the post-event survey mentioned that the website was not 

mobile friendly and three nonprofit respondents said there were some problems with setting up a 

profile of their organization as space was limited. A nonprofit representative said:  

The most difficult part was setting up the organization profile - so many limitations and little 

space to really understand what you were entering (kind of like this particular box I am typing in 

now).  

Third-Party Processing Fees 

25.9 percent of nonprofit survey respondents said that the third-party processing fees for the 
technology platform were reasonable while half (49.8%) of the survey respondents were “neutral” 
about the fees. 14.1 percent of respondents felt that the fees were unreasonable. See Table 48. 
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Table 48: Nonprofits Participants’ Feeling about Transaction Fees for the Technology Platform for Omaha 
Gives!, from Nonprofit Survey 
 

How do you feel about the 5.5% transaction fees for the 
technology platform 

# Responses Percent 

Neutral 102 49.8% 

The fees are reasonable 53 25.9% 

The fees are unreasonable 29 14.1% 

Did not answer 21 10.2% 

Total 205 100.0% 

 

Compared to Previous Omaha Gives! and Other Fundraising 

Most of the interviewees said they thought the event was well promoted this year—there was more 
buzz and more community involvement (including from Council Bluffs). Among the organizational 
representatives interviewed who participated this year and last year, most noted that the event seemed 
better run; there were clearer expectations and more time to plan. In particular, the online giving 
platform seemed to be improved.  
 
Most of the people interviewed saw Omaha Gives! as different from other kinds of fundraising. It was 
described as something new or different, more public or communal (than individual giving) and hits a 
wider base because it targets smaller contributions. Three organization representatives also thought it 
was cost-effective, took up less staff time, and comes together faster than planning other events. It also 
encouraged giving to general operations rather than special projects.  

Conclusion & Recommendations 
The findings from the evaluation research suggest Omaha Gives! did reach its goals to:  

 Raise awareness for nonprofits and philanthropy in general, 

 Engage younger and new donors, and 

 Build the capacity of nonprofits, including telling the story of their impact and online fundraising 
skills. 

 
Omaha Gives! generally drew wide community and media attention according to survey and interview 

participants and nonprofit participants said it increased awareness of their organizations as well as 

increased and changed awareness about OCF. Many organizations appeared to also gain younger and 

new donors while also engaging existing donors and volunteers in a new way. Finally, it helped expand 

organizational capacity in several areas, including enhancing operating funds and diversifying funding 

from individuals. Below, we provide recommendations related to processes, or improving the 

management of Omaha Gives!, as well as outcomes, or better achieving the goals of Omaha Gives!. 

Recommendations to Improve Processes 
Survey and interview respondents provided several suggestions for improving the event in the future. 

We include these and our own recommendations in this section. 
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Expand & Make Easier Payment/Gift Options 

There were several donors (9 people) who suggested in the survey adding additional payment options 

such as “pay pal,” which would likely increase their giving and perhaps be more appealing to younger 

donors. One person said:  

I would definitely like to see you add PayPal as a method of payment. I think it will help you to 

increase donations. For me, I don't like to add to my credit card debt, but with PayPal I can have 

the donation come straight out of my checking account. I also think some younger folks don't 

have credit cards but may use PayPal with their checking account for web purchases. I just think 

it would open a new avenue for the Omaha Community Foundation. I definitely would have 

donated more if PayPal had been a payment option. 

Some donors (5 people) suggested in the survey that an option be added to give gifts in the memory or 

in honor of someone and one donor said that they would like the possibility of being able to give a 

common gift for all participating organizations.  

A donor in the survey suggested as well the possibility of giving in advance: “If there is any way a 

person could schedule a donation in advance, that would be a positive step. The Lincoln Gives has this 

feature. Otherwise, I love being part of this exciting day.” This is an option for OCF account holders 

already, so perhaps an opportunity to promote the benefit of having an OCF account. 

During an interview, one organization representative suggested enabling a “one-touch“ payment 

option: 

... I’d go with an iTunes type of where you set up an account with Omaha Gives. And then the 

day of you can just easily make a one-touch gift, kind of make a one-touch pay with Amazon 

where you don’t have to go through all the steps. 

And an orgainzational leader at the same organization suggested making it easier for major donors to 

give, incuding on the day of the event: 

I think the only thing that I remember us being like, huh, it just seemed to me that it 

necessitated too long of a time, like it seems like the donor, the major donor, had to get her 

ducks in a row like two to three weeks before the 21st of May. And how is that – I’m not that 

kind of a donor, so – but how is that in any way hindering any large donor participation? Could 

there be an easier way for the very large donors that don’t get assessed a fee to do it through an 

account that the Omaha Community Foundation – to choose to do this at any time, even the 

day, I mean, even the day of? 

Improve the Website 

While the website seemed to function better this year according to interviewees, there were still some 

problems with it being slow or not working at all. In addition, a few of the nonprofit and donor 

respondents (4 people) mentioned the website was not mobile friendly enough and two people 

interviewed suggested creating a smart phone/mobile giving app. Three donors also suggested in the 

survey adding a tool to be able to share on facebook after making a donation. Providing such options 

may make giving easier and more attractive to younger donors. 
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Several people suggested that being able to search for organizations by name, location, and category 

would also be helpful to donors. One donor suggested arranging the leaderboard in alphabetical order 

so it is easier to follow. Another suggested there should be some way to “follow” a favorite 

organization for the day.  

One of the organizational representatives interviewed also noted about the Kimbia-embedded link in:  

... the Omaha Gives logo was so big that I couldn’t format it to fit a smaller size if I wanted to see 

the whole Omaha Gives logo.  It took up the entire page and I – what I wanted to do was put 

stories along the side of the donation form so then people could see stories and photos, see 

what we’re after, and then donate at the same time. But the form was so big on our embedded 

website – on our actual website we just embedded it – that we really couldn’t do anything.   

Another nonprofit survey respondent said they would like to be able to upload videos to the site. 

Provide Better/More Information for Donors and Nonprofits 

Clarifying information about matching gifts and fees charged and who receives these fees also appears 

to be needed. Some people in the interviews suggested it would be helpful for OCF to create standard 

information for organizations to share with donors about matching gifts and fees. OCF does this to 

some degree already so could possibly do a better job of communciating this. One person suggested  

creating a comparison chart of fees (and potential match) if donors give through various means such as 

credit card, paypal, or OCF account. This may also be an opportunity to encourage donors to create OCF 

accounts in order to have no fees charged. 

Another interviewee brought up the need to clarify what happens if a donor gives anonymously:  

The anonymous thing is huge, actually… because I had several people that gave us money and 

they’re not going to get a thank you from us because we don’t know who they are. We don’t 

know but they checked anonymous thinking that they’re not going to get public recognition but 

still we would know who they were. 

Finally, given the degree to which some people were overwhelmed with contacts about Omaha Gives!, 

some suggested trying to limit the amount or be more strategic about contact with donors leading up 

to and during the event. Strategic communications about the event (especially coordinating other forms 

of communications such as emails with social media) might be an area of focus for future nonprofit 

participant training (see below). 

Several nonprofit representatives brought up during interviews other information they would like to 

receive, and when. First, some said they would like to get further in advance if possible: 

 The dates of next year’s event. Since many plan their fundraising strategy for the year, they 

want to make sure to do so with the dates of the event in mind. 

 Amount for matches to be able to communicate this to donors. 

 The URLs to profile. As one person noted: “For those of us who don’t have our own website on 

site, you know, and we’re working with a developer, it’s usually a week or so from the time that 

we give that person something that it gets done.“ 
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Another organization representative would like more clarity about what counts as a unique donation 

and another would like to see sector descriptions added to the registration form so they know what 

category to list when they register. As this person noted: 

I had a hard time knowing what to go under....It was hard because I was kept thinking to myself 

what I had to think about were who are my likely donors? My likely donors are people that are 

into architecture and art and that type of thing so that’s why I thought arts and cultural. But we 

do a ton of community development too.  We also do a lot of education. It was tough. I’m 

hoping the people found us. 

Expand/Improve Trainings & Consider Vetting Process 

While the trainings were rated highly by nonprofit participants in the post-event survey, OCF and others 

suggested there still may be more that could be done in this area. Three donors suggested in the post-

event survey having training sessions for organizations to help them raise more money. 

It would be great if you provided some training for the orgs on how best to maximize all of the 

new supporters they got during the day. I have had some follow up, but I asked one of them if 

they would be adding my name to their mailing list and they hadn't thought of it. Maybe they 

could really benefit from some education from the foundation on how to best engage the new 

donors they gain through the event. 

Some of the nonprofit participants (11 people) also mentioned a lack of training sessions and several (7 

people) noted some problems related to the training, especially with the Kimbia webinar. Comments 

included: 

Our primary concerns were the lack of advance notice and the quality of training available. We 

received our letter announcing the event the day after the first training event happened. Also, 

the Kimbia training event was difficult to follow due to interference and static. 

 

Wish all trainings were provided in one long session ... and the Kimbia webinar should have 

been an in-person session. 

In interviews, OCF staff suggested they might do more in the area of follow-up training, including 

training related to donor record-keeping. One organization representative also wanted to see more 

social media training and one donor/board member brought up the need for training related to more 

focused strategies for communicating about Omaha Gives!—to help organizations to use less of a 

“buckshot” approach.  

There were four interviewees—two donors/board members and two organization representatives—

who brought up the possible need for vetting the organizations that participate in Omaha Gives!. This 

was raised mostly in relation to concerns about the implicit endorsement OCF provides organizations 

when they participate in Omaha Gives!. As one donor/board member noted: 

Their reputation, too, is on the line in terms of – you know, Omaha Gives and Omaha 

Community Foundation are said in the same sentence often, so it behooves Omaha Community 

Foundation to make sure that they’re participants are properly trained, even vetted, in terms of 

their behavior, right? So, yeah, I think they owe it to the donors and the organizations to train 

them so that people have a positive experience. 
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A different board member did indicate in interviews that he saw participation in Omaha Gives! as a way 

to gain credibility for their organization and recognition from OCF that they are a good organization. As 

the board member put it: 

It's like, you know when you're writing a paper, you're doing footnotes in support of the points 

you're making, and I would like to do more of that next year with our fundraising efforts that, 

“Hey, this is an important organization and the pantheon of organizations.  And we've been 

recognized by the Omaha Foundation as a good provider. And this is why it's worth your time 

and money to contribute.” 

Another donor/board member was concerned about very small charities participating in relation to this 

in particular: 

… there were nonprofits who won prizes, did well, who, frankly, I question that they're going to 

be around in three or four years. I don't think that speaks well for us as a city, as a community, 

and so figuring out some way to address this inequity. 

Besides trainings for organizations, one organization representative suggested nonprofit participants be 

required to go through the Nonprofit Association of the Midlands Guidelines and Principles assessments 

and be legally compliant in all areas before participating. Another organization representative suggested 

using some kind of ethical rating system. 

In any case, one person said it would be good for OCF to be clear with donors about the degree to which 
participating organizations have been vetted or not. Several nonprofit survey respondents (6 people) 
also said they were not clear about the selection process to be part of Omaha Gives! 2014.  
 

Recommendations to Improve Outcomes 
Data suggest Omaha Gives! might do more to increase the participation of new and younger donors and 
help nonprofit organizations to improve strategically telling their stories through social media. It may 
also be helpful for OCF to better clarify and communicate the goals or overall purpose of Omaha Gives! 
 

Target Young and First-Time Donors 

While the data suggest participant organizations, to varying degrees, did attract younger donors and 

some donors gave for the first time, it also appears from the data that these areas could be further 

improved. As noted above, the survey and Rapleaf data suggest the percentage of younger donors may 

have decreased from 2013 to 2014 and the survey responses suggest relatively few were first-time 

donors.42 Thus, if a goal of Omaha Gives! in the future continues to be to engage younger and new 

donors, it would be worthwhile to better target these donors in marketing and promoting the event.  

Conducting a focus group with these target groups to understand better what might appeal may be 

helpful; however, there is also a good deal of research available about Millennials and giving. For 

example, a comprehensive Millennial Impact survey report released by Achieve in 2012 found, according 

to Joanne Fritz, that Millennials prefer to give online (70%) and most (65%) prefer to learn about an 

organization on their website, often on their smartphones (77%). Thus, OCF and other nonprofits need 

                                                           
42 It is likely, based on the survey response rate and information comparing survey responses with gift data, that 
first-time givers were less likely to take the survey. More needs to be done in future to try to improve the survey 
response rate among all participants. 
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to make their websites smartphone friendly. The survey also found that the first thing 88 percent of 

Millennials look at when they get to a website is the "About Us" page. In addition, most (75%) 

Millennials donate to charity, but give in smaller amounts. They are also quite willing to fundraise (71% 

have) and volunteer (63% have and 41% plan to do more) for organizations. Finally, Fritz notes of the 

survey findings, Millennials’ “pet peeve is not knowing how their gift will make a difference. Messages 

must be strong, clear, inspirational, and, more often than not, visual.”43 Based on this report and the 

suggestions of survey respondents and interviewees, OCF and participant organizations might do the 

following: 

 Partner with organizations such as the Greater Omaha Young Professionals (YP), other YP 

groups, or local colleges and universities to mobilize volunteer fundraisers and donors. 

 Create an advisory group of younger volunteers to help strategically reach younger donors. 

 Provide incentives for Millennials to help meet fundraising goals. 

 Make it easier to give with more giving options (such as Paypal). 

 Create mobile-friendly websites (and make sure it’s easy to find the “about us” page). 

 Provide clear information about how gifts will make a difference—be inspirational and visual. 

Focus on Long-Term and Strategic Nonprofit Capacity Building 

Improving communications as noted above for Millennials will likely also be attractive to other donors. 

In addition, several survey and interview participants noted how overwhelmed they were by the 

communications they received about and during Omaha Gives! this year; thus, another area to improve 

is related to communications and helping nonprofit organizations strategically tell their stories through 

social media and other avenues.  

If Omaha Gives! is to continue to have a goal of building the capacity of nonprofits, including telling the 

story of their impact and online fundraising skills, then providing training and other support systems to 

enable organizations to do this in a comprehensive and strategic way will be important. This might be 

done by: 

 Encouraging organizations to NOT treat Omaha Gives! as an isolated or “one-off” event, but as 

part of an entire donor communications system.  

 Supporting organizations in creating an effective communications system by encouraging or 

helping them to create a donor communications plan that incorporates an overall development 

strategy.  

 Providing training as well on segmenting and targeting donors and personalizing messages, their 

frequency, and method (social media, email, direct mail, etc.). Aspects of this may also include 

maintaining donor database information and evaluating communications strategies.  

The need for training in the above areas will likely vary by size and types of organizations. 

As noted by one of the interview participants, what increases capacity is what organizations do as a 

result of the increased money and/or participation in the Omaha Gives! process itself. Thus, could OCF 

offer a follow-up workshop or two, perhaps segmented by organizational size, to walk organizations 

                                                           
43 See the article by Fritz and link to the report at: 
http://nonprofit.about.com/od/generationalfundraising/a/Report-Confirms-Why-Millennials-Are-Crucial-To-
Future-Of-Nonprofits.htm.  

http://nonprofit.about.com/od/generationalfundraising/a/Report-Confirms-Why-Millennials-Are-Crucial-To-Future-Of-Nonprofits.htm
http://nonprofit.about.com/od/generationalfundraising/a/Report-Confirms-Why-Millennials-Are-Crucial-To-Future-Of-Nonprofits.htm
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through ways to maximize the results of participation in Omaha Gives! and help them use of Omaha 

Gives! in a strategic way, addressing questions such as: 

 What are some ways to retain new donors?  

 How does an organization change its participation to achieve higher goals from year to year, 

taking a longer view?   

 What have been the most effective ways to participate in Omaha Gives! The least effective? 

How does an organization integrate these learnings into a communication plan and fund 

development plan? And perhaps most importantly, what are key ways to involve the board and 

circle of influence in the event?   

 What is the organization's strategy for using Omaha Gives! funds given it is a one time, year-to-

year addition to the budget? For programmatic enhancement? Capacity building? Sustainability 

building? Reserve building?  

OCF would need to make this a part of the total package, much as it does its pre-event planning 

workshops, but this approach is what could be most effective in truly showing how Omaha Gives! can 

increase capacity.   

Clarify the Purpose and Scope of Omaha Gives! 

Many post-event survey respondents (36) had opinions about which charities were involved in Omaha 

Gives!. Several thought larger organizations should not be participating. One person said for example: 

It's frustrating to see massive organizations competing against such small ones. The local 

universities/wealthy foundations and organizations shouldn't be taking part in events like this, in 

my opinion. It's a great way for organizations without tons of funding for 

marketing/development to get some real assistance in fundraising. They shouldn't have to 

compete against places with giant donor bases, tons of fundraising klout and money, etc.  

A few interviewees also suggested limiting the particpation of bigger organizations may be preferable 

but none had much advice they could provide for how to do this. Two suggested perhaps asking the big 

organizations not to particpate. Two others suggested a way to make things fairer might be to add 

another “extra large“ organization category or create more matching gifts or prizes not tied to amount 

raised. 

A couple of people wrote in the survey that particular types of organizations, such as private schools or 

religious organizations, should also not be included. One of the donors suggested that some of the 

organizations were not exactly “nonprofits“:  

What irks me is there are some groups that are not a true non-profit. it appears they are 

soliciting funds for an event and not to a true non-profit. This should be for true community 

non-profits with a mission to pass the funds thru the needy and not for every group that is a 

registered 501 c 3. 

This is difficult because OCF, as communicated in an interview, is committed to being inclusive and in 

addition, the big gifts that bigger organizations can garner is needed to gain media attention. As one of 

the organizers described it: 
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... we’ve also discussed internally that if there isn’t at least some part of our strategy that 

incentivizes some large gifts, we may be missing out on some of the promotion or excitement or 

media attention. So, it is talked about that that helps garner attention for what are our ultimate 

goals. So, I guess that’s a tool sometimes that if you can work towards a larger amount than 

people will hear you. 

This tension points to what may be some confusion about the purpose or goals of Omaha Gives! that 

might be better clarified.  

Many of the nonprofit oranization representatives we interviewed believed that the intent of Omaha 

Gives! was to raise awareness about nonprofit organizations in the community, especially among 

smaller organizations. One person said: 

I heard a lot of conversations about − when it came to the organizations that got the most 

payoff, shall we say, money from Omaha Gives, some of the same, shall we say, organizations 

that get a lot anyway...and that actually was contrary to what some people said was their 

understanding of Omaha Gives. They thought that Omaha Gives would really showcase 

organizations that don't have people give so much. And since there were the traditional larger 

organizations in, so to speak, competition with the small organizations that people had never 

heard about, it was easier for people to give to the ones that have more branding than the ones 

that don't.   

OCF saw the event as a way to engage donors—existing and new (younger)—in a new way; hopefully 

towards longer-term engagement with progressively increased giving; making giving a habit. So, the 

overarching intent is about increasing long-term engagement, not as much about the total amount of 

funds raised or competition on the day. Engagement is achieved through creating a sense of community 

and excitement. As an organizer put it: 

And we want to create that kind of excitement because those are the kinds of things that I think 

can be contagious in a positive way and we want to create that sense of community here and 

that sense of pride and that sense of enthusiasm around what’s happening... we hope that that 

energy and enthusiasm can mean something beyond the day. 

With such a goal or purpose in mind, having organizations of all types and sizes involved in Omaha 

Gives! makes sense. Yet, the competititve element of the event, which garners excitement and 

attention, can conflict with this goal and perhaps is impetus for several of the comments noted above.  

Related to above, a few of the nonprofit and donor survey respondents suggested changing the name of 

‘Omaha Gives‘ to include areas outside of Omaha. One donor said in the survey: "Look into how to be 

more inclusive of the Council Bluffs community. The Omaha Gives! name is somewhat off-putting to 

other communities.“ A board member from Counci Bluffs suggested doing more to partner with the 

media in Council Bluffs, creating more Council Bluffs-focused marketing materials, and perhaps 

partnering more with Council Bluffs-based organizations. 

However, OCF staff noted the difficulty of keeping the event locally-focused while also meeting the 

requests for expanding the scope of the size of the event. As one person noted: 
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Because it is a big giving day, and I think that people want to be a part of it. And, again, it’s our 

overall philosophy to be inclusive, but at the same time, we want to make it a local event.  I 

think some people also want us to maybe expand to look at some other surrounding counties, 

and I think again sometimes capacity-wise that gets challenging. There’re other Community 

Foundations in those areas as well.  So, those are just things I think we’ll have to talk about 

more this year. 

It seems defining the geographic scope of Omaha Gives! and how it links to its overall purpose is 

needed. 

Finally, a couple of donors brought up concerns about the sustainability of Omaha Gives! during 

interviews. One was concerned about nonprofit organizations becoming too reliant on Omaha Gives!: 

So, if there's a pitfall to all of that, it's I hate to see some of those organizations relying heavily or 

even solely upon Omaha Gives as a means to finance their efforts because, undoubtedly, as 

things do, it won't last forever, and you just hope they've got a better approach to fundraising 

than just a one-time shot throughout the year.  

Data from the interviews and surveys suggest this is probably not something to be too worried about at 

this point. Omaha Gives! has represented a relatively large portion of the budgets of a a couple of the 

smaller organizations interviewed; however, they also seem to be leveraging Omaha Gives! to expand 

and grow their base of funding support.  

The other donor was concerned about OCF being able to sustain the event at such a high level: 

Caution that I would have is how much longer an OCF or the Omaha community sustain this at a 

high level. You know, you want to go out on a high so maybe OCF would do this, given what 

other communities may have experienced, might do it one or two or three more times, but then 

have a phase out and do something else. 

Of the few examples available from other communities that have done giving days for some time, the 

data suggest such an event may be sustained and giving even continue to increase for quite some time 

(see Appendix B). In any case, clarifying the goals and scope of the event may help to address concerns 

as well as help OCF better focus on achieving better outcomes.  
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Appendix A: Methodology 
Research questions were addressed using several methods, including drawing on available OCF data 
(surveys of nonprofits and donors who participated in Omaha Gives! and Omaha Gives! giving data), 
existing published secondary data, and interviews with OCF staff, donors and nonprofit representatives 
who participated and did not participate in Omaha Gives!  
 

OCF Data 

OCF administered a post-event donor and nonprofit participant survey after Omaha Gives! 2014 to 
gauge impact and address process evaluation areas. The survey was completed by 205 nonprofit 
organizations (36% of participating organizations) and 750 donors (4.1% of unique donors to Omaha 
Gives! 2014). A total of 262 comments for three open-ended questions and 56 comments for two open-
ended questions were analyzed in the nonprofit and donor survey respectively. In addition, OCF giving 
data from the event were also analyzed.  
 

Interviews 

To complement OCF data, researchers conducted interviews with a range of donors and nonprofit 
organizations as well as OCF staff to understand their experiences and evaluate processes and outcomes 
related to the event. In total, 16 interviews were conducted with representatives from eleven 
organizations. Four of the interviews included two people, all others were one-on-one. The interviews 
lasted an average of 36 minutes, ranging from 20 to 54 minutes. Interviews took place between 
September 9 and October 13, 2014. All interviews were recorded and transcribed. A purposive sample 
was designed to obtain a range of viewpoints and experiences relevant to Omaha Gives. Specifically, the 
sample included: 
 

 9 nonprofit organizations that participated in Omaha Gives. The nonprofit organizations in the 
sample varied by: 

o Dollars raised during Omaha Gives (2 small amount, 3 medium amount, 1 medium/high 
amount, 3 large amount), 

o Field (2 arts and culture, 1 animal, 3 community, 1 human services, 1 education, 1 social 
advocacy),  

o Location (1 Council Bluffs and Pottawatomie County and 8 Omaha), 
o Previous experience with Omaha Gives (2 new and 7 repeat participants),  
o Previous participation in Lincoln’s giving day (1 that participated and 8 that did not), and 
o Budget size (2 small, 4 medium, and 3 large). 
o Among the above included 2 individuals who spoke about their experience as board 

members and 2 individuals who spoke about their experience as donors; other 
interviews were with executive directors or development directors. 

 2 nonprofit organizations that did not participate in Omaha Gives. 

 OCF staff who helped to organize the event. 
 

Other Secondary Data 

Other secondary or already existing data was analyzed to address the research questions. Sources of 
data included U.S. Census, IRS, and National Center for Charitable Statistics (NCCS) data.  
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Data Analysis 

Three statistical techniques were used, including simple descriptions, data reduction through factor 
analysis, and also ordinary least square regression analysis to understand the effects of various factors 
on the total donations and total unique donors for participating nonprofit organizations. Max QDA 
qualitative data analysis software was also used to code and organize data from the OCF survey 
comments and interviews.  
 

  



63 
 

Appendix B: Giving Days across the United States 
 

 Population 
(2013) 

Amount 
raised per 

capita 
(most 

recent year 
of event) 

Amount 
raised per 

unique 
donor (most 
recent year 

data 
available) 

Amount Raised (in $ millions) Number of Unique Donors Number of Nonprofits 

Place    2014 2013 2012 2011 2010 2009 2014 2013 2012 2011 2010 2,009 2014 2013 2012 2011 2010 2009 

Alabama Gives Day 4,834,000 $0.15 $87.44     $0.74           8,463                   

Arizona Gives Day 6,627,000 $0.21 $101.04 $1.40 $0.93         13,856 8,584         1,277 807         

Art Day of Giving (Wichita) 386,552 $1.42 $1,143.45 $0.55           481           38           

BIG Day of Giving (Sacramento) 479,686 $6.30 $249.11 $3.02           12,123           394           

Centre Gives (Centre County, PA) 155,403 $4.25   $0.66 $0.55 $0.42                     82 74       

Colorado Gives Day 5,268,000 $3.97 $539.22 Dec $20.90 $15.80 $12.80 $8.70     38,760 31,640 27,127 12,540     1,449 1,258 932 539   

Columbia Giving Day (University)     $1,585.02   $7.83 $6.85           4,940                   

Columbus, Ohio-The Big Give 822,553 $13.01 $1,002.81   $10.70   $8.50       10,670           630   600+     

Erie Gives (PA) 100,671 $22.55 $415.37 $2.27 $1.72 $1.22 $0.78     5,465             322 285 222     

Fairfield County Giving Day 939,904 $0.80   $0.75                       250           

Georgetown (Univ) Giving Day     $350.07   $0.53           1,514                     

Georgia Gives Day 9,992,000 $0.15 $128.81 Nov $1.45 $0.78         11,257 7,000         1,700 1,300       

Give 2 Grow-Phelps County 
Match Day (NE) 

9,213 $72.72   Nov $0.67 $0.45                     46 41       

Give 4 Good (Charlottesville) 44,349 $11.50   $0.51                                   

Give Big Lexington (NE) 10,204 $35.28 $295.08 Nov $0.36 $0.38 $0.24       1,220 400         76 63       

Give Big Riverside (County) 2,293,000 $0.14 $93.35 Dec $0.31 $0.21         3,321 1,953         113 93       

Give Big San Bernardino County 2,088,000 $0.26 $223.12 $0.55           2,465           265           

Give Big San Diego 1,356,000 $0.81   $1.10           5,835           353           

Give Day Tampa Bay 352,957 $3.09 $211.90 $1.09           5,144           384           

Give for Good NLA (North 
Louisiana) 

      $1.22                                   

Give Grand (Grand Forks, ND; 7 
day) 

54,932 $0.36 $130.72 $0.02           153           4           

Give Grande New Mexico 2,085,000 $0.41 $108.99 $0.85           7,799           409           

Give Hastings Day (NE) 25,093 $13.55 $366.38 $0.34           928           55           

Give Local America     $176.67 $53.00           300,000           7,000           

Give Local Ann Arbor Area 117,025 $16.24   $1.90                       50           

Give Local Crown Point (IN) 28,412 $0.70   $0.02                       25           

Give Local Flagler, Putnam & 
Volusia (FL) 

673,333                                         

Give Local Greater Waterbury & 
Litchfield Hills (CT) 

110,908 $4.78   $0.53                       147           

Give Local La Porte County (IN) 111,281 $1.80   $0.20                                   

Give Local Louisville 253,128 $7.47 $737.42 $1.89           2,563           182           

Give Local Piedmont (VA)       $0.68                       100           
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 Population 
(2013) 

Amount 
raised per 

capita 
(most 

recent year 
of event) 

Amount 
raised per 

unique 
donor (most 
recent year 

data 
available) 

Amount Raised (in $ millions) Number of Unique Donors Number of Nonprofits 

Place    2014 2013 2012 2011 2010 2009 2014 2013 2012 2011 2010 2,009 2014 2013 2012 2011 2010 2009 

Give Local Porter County/Porter 
County Give Day  (IN) 

166,557 $0.78   $0.13 $0.13 $0.28                   51 25         

Give Miami Day 417,650 $7.81 $326.00 Nov $3.26 $1.20         10,000 5,000         407 300       

GiveNOLA Day (New Orleans) 378,715 $5.97 $113.00 $2.26           20,000           300           

Give Out Day (National)     $79.40 $1.02 $0.60         12,847 5,500         517 400+         

Give STL Day (Saint Louis) 318,416 $3.45   $1.11                       500+           

Give to Lincoln Day (NE) 268,738 $10.05 $318.54 $2.70 $2.11 $1.30         6,624 5,448       302 254 187       

Give to the Max Day-Minnesota 5,420,000 $3.15 $305.59 Nov $17.10 $16.30 $13.60 $10.00 $14.50     53,339 47,540 42,596 38,000   4,400 4,000 3,978 3,663 3,434 

Give Where You Live (Sanilac & 
St. Clair Counties, MI) 

202,292 $3.81   $0.77                                   

giveBig Osceola 298,504 $0.50 $358.00 $0.15           419           35           

Giving Challenge (Sarasota 
County, FL) 

390,429 $8.02   $3.13 $2.78                       287         

Giving Day Boston University       $1.12           3,126                       

Giving Tuesday (National)       Dec $19.20 $10.10                     10,000 2,500       

Go Big Give (Grand Island, NE) 50,550 $4.95   $0.25                       62           

Great Give Day (Dubuque, IA) 58,253 $3.60   $0.21                       51           

Great Give Palm Beach & Martin 
Counties (FL) 

1,523,263 $1.47   $2.24                       330           

Greater Washington Give to the 
Max Day 

5,860,342 $0.35 $113.80       $2.03           17,838           1,200     

Grow Green Match Day 
(Manhattan, KS) 

56,143 $4.10 $323.62 $0.23 $0.10           309                     

Idaho Gives 1,612,000 $0.48 $103.09 $0.78 $0.58         7,566 6,192         576 541         

Kentucky Gives Day 4,395,000 $0.10 $136.14 $0.44 $0.33         3,232           407 300         

Kitsap Great Give (WA) 253,968 $2.56   $0.65                       200           

Love Utah, Give Utah 2,901,000 $0.37 $100.36 $1.06 $0.80         10,562 6,500         463 357         

Lowcountry Giving Day (8 
counties in SC) 

      $4.00           7,166           93           

Match Day (Milwaukee) 599,164 $5.01 $573.28 $3.00 $2.80 $1.80       5,233 5,064 3,561       20 21 19       

Magnify the Midlands (Central 
Carolina) 

      $0.70                       150           

Nevada’s Big Give 2,790,000 $0.17 $118.81 $0.47 $0.55 $0.41       3,956 4,482 2,300       4,699   500       

North Texas Giving Day       $26.34 $25.20 $14.40 $10.70 $5.00 $4.00             1,580 1,351 929 600     

NWI Gives Day (NW Indiana) 769,294 $0.32 $301.93 $0.25           828           88           

Omaha Gives (NE) 434,353 $14.64 $351.15 $6.36 $3.10         18,112 10,861         569 318         

Park City, Utah – Live PC, Give PC 7,962 $104.25 $307.41 Nov $0.83 $0.60 $0.33       2,700 2,689 1,500         79 55     

Pittsburgh Day of Giving 305,841 $18.74 $413.99 $5.73 $7.70 $8.50 $6.40 $3.30 $1.50 13,841         900   729 665 600 434   
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 Population 
(2013) 

Amount 
raised per 

capita 
(most 

recent year 
of event) 

Amount 
raised per 

unique 
donor (most 
recent year 

data 
available) 

Amount Raised (in $ millions) Number of Unique Donors Number of Nonprofits 

Place    2014 2013 2012 2011 2010 2009 2014 2013 2012 2011 2010 2,009 2014 2013 2012 2011 2010 2009 

San Diego giveBig 1,356,000 $0.83 $191.95 $1.12 x x $2.11     5,835     3,000     353     315     

Seattle giveBig 652,405 $19.74 $382.54 $12.88 $11.10 $7.48 $3.62     33,670   22,000 12,500     1,471 1,300+ 1,200 904     

Silicon Valley Gives 245,747 $32.55 $537.31 $8.00           14,889           650           

Spring 2 Action Alexandria 148,892 $6.92 $137.04 $1.03   $0.32       7,516   3,698       121   72       

Telluride Gives 2,319 $25.87 $82.64   $0.06 $0.04 $0.02       726   177       57 40 29     

The Amazing 
Raise/GiveRichmond.org 

214,114 $8.13   $1.74 $0.63                     619 270         

The Amazing Raise Ohio Valley       $0.36                       80           

The Extraordinary Give-Lancaster 
County (PA) 

529,600 $6.10   Nov $3.23 $1.60                     260 192       

The Great Give (New Haven, CT) 130,660 $5.89   $0.77 $0.90 $0.51 $0.21 $0.09                           

Topeka Gives (KS) 127,679 $2.43 $360.47 $0.31           860                       

Washington County Gives (MD) 149,588 $1.74 $138.59 0.26           1,876           55           

                                            

Map of giving days: http://binged.it/1u1Baf3 
  
  

                                      

 


