Gamification
for Nonprofits

Engagement. Metrics. Sponsorship.

Presented by Morgan Berman,
Founder of

MiLRCRATE




What We Are Going To Learn Today:

1) What is MilkCrate and How Do We
Help?

2) Case Studies of Gamification for
Engagement: The Cultural Alliance &
El Concilio & Read by 4th

3) How To Grow + Monetize Your
Audience
- Free Online Content:
MilkCrate’s Impact Leader
Archetype Assessment
- Google Ad Grants: No cost
marketing program
- Sponsored App + Content




MiLRCRATE

Grow, engage and monetize
your audience to reach your
mission with a customized
gamified app.

BEST
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Every client gets
their own
customizable
app to engage
their audience

- Easy to manage admin
dashboard

- Instant data display
site

- Live client support

Gamified app
with unlimited
users & content!

Launch your
app in weeks
not months!

1/10 cost of a
custom app*
* based on $250K for a custom

app vs 3 years of average
MilkCrate monthly fees




MiLHCRATE

Your Brand,
Your App!
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Cllent Dashboard

manage users
- add new app activities

* see reports

+ create sponsored content

Inspire.




Organizations
We Work With

28

Membership Nonprofit  Environmental Youth Eco-tourism
Groups Programs Organizations Programs Companies
P —— N
&y ~ !rl l ‘-
ﬁ [t St wl
3 (t 1 \
MA
\
Museums + Civic + Wellness House of Corporate
Libraries+ Neighborhood Programs Faith + Philanthropy
Cultural Groups Service +
Institutions Community  Volunteering

miLHCRHTE Initiatives
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Engage Track Monetize
audience audience audience
- Custom app features - Active users - Cobra_nding
with push, - Activities app with
challenges and completed corporate
teams - Demographics sponsor
- Sponsored

content in the
app




THE PROBLEM

Election

Organizations struggle with engagement,
tracking impact, and most importantly
monetizing their audience.
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And only 25 likes on a
major post - yet 6,438
followers - and money
required to boost on any
social platform.




HOW WE FIX
THE PROBLEM:

“This is a tool that we hope
builds and reinforces the culture
of voting and civic engagement
in Philadelphia,” said David
Thornburgh, CEO and president
v\\,,'%te of the good-government group.
el “It makes many services available
% to voters in just one place.”

David Thornburgh, Executive
Director

"



Five Useful Tech Tools For
The Problems Growing Nonprofits Forbes

We S O Ive @ Forbes Nonprofit Council ©

5. A Custom Community App

We now officially use our mobile devices more than our computers,
so we as nonprofits must cater to the people who are increasingly on
the go and using their phones to communicate and get work done. A
custom app is a great way for organizations to keep in touch,
communicate and engage with both employees and supporters.

- Jeff Rosset, The Chicago Leadership Alliance

MiLHCRATE



Why Mobile First Matters For Nonprofits

% of U.S. adults who own the following devices

Any cellphone Smartphone
% of U.S. adults who do not use broadband at home but oun smartphones, by

Total 95% 7% age
60
Men o5 80%
Women 4% 5% -
Ages 1829 100% 94% Y ///
3049 98% 89% — — —
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5064 94% 73% 2013 2014 2018 2016 2017 2018
V -— 18-29 — 30-49 — S0-64 65+
65+ 85% a6%
White 94% ™% Source: Surveys conducted 20132018, Data $or sach yeor Dased 0n & pOOed analysis of 88 surveys containing brosdbend
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Intrinsic motivation Extrinsic motivation

. . e Autonomy e Compensation
Gamification e Mastery * Punishment
+ Motivation * Purpose * Reward

want to do something for the

own sake. motivated for the carrot or the stick, motivated
long term for the short term and not

miLHCRHTE sustainable

want to do something for its




Earning
points for

completing
activities!

MiLHCRATE



How You Can Drive Engagement Though
Customizable Gamification Features
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MilkCrate Client Content Calendar
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Avatars +
Teams

MiLHCRATE




Top User
Activities

MiLHCRATE

MilkCrate Top Events
Total, Jul 30th, 2017 - Aug 29th, 2017

Searched

Launch...e app

Logged In

Swipe...enges

Did an Action

Viewed Profile

1.2K - 20.3%

939 *15.6%

815 -13.5%

796 - 13.2%

439 ' 7.3%



Challenge =
Completion & S5 gl
Behavior Change

75% challenge
completion rate

MiLHCRATE -




Swag +
Rewards

Internal
Swag Certificates
o A
e oo coupons

ooooooooooooooooooooooo

MiLHCRATE



Engaging youth to visit
‘ with their own

“Working with MilkCrate
has been rewarding from
the beginning—they
immediately understood
the value of the Cultural
Alliance’s STAMP program,
and worked quickly to find

I o innovative ways to appeal
31% o to STAMP's teen
participants had lost audience.”

their paper pass - now
they don’t have to
worry about that any

more!

- Michael Norris, Program
Director at GPCA + STAMP







Free Client Video For Promotion

Go to
youtube to
see them all!

2] STAMP app by MilkCrate
/ ] by MikCrate

Wharton IGEL Green Tracker App

by MikCrate

! Bodhi Surf + Yoga MilikCrate App

” -
Ty

Springside Chestnut Hill Academy launches their Show Spirit App

by MikCrate



CLIENT CASE STUDY ‘ '
by MiLKCRATE
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CLIENT CASE STUDY ‘ '
by MILHCRATE

Push

: Event
Notifications _ Earn Points @ %

=
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morgan berman




S Dl

s READ
BY 4™

“500 volunteers all across the
city by next year, helping kids
learn how to read and grow and
having reportable data on that
will be so incredible and
groundbreaking.”

- Sam Fischer Data and
Administrative Coordinator
Read by 4th Campaign

EVERY BLOCK NEEDS A

READING
CAPTAIN




CLIENT CASE STUDY

MAP W/ USER RATINGS

A neighborhood hang out
with families to connect with.

WEEKLY CHALLENGES

SIMRNGRIACTION CARL1IDGHE 4

ATTEND COMMUNITY
READING EVENT

EVENTS CALENDAR + LINKS

&  South Philly Book Club

Northeast Book Club




CLIENT CASE STUDY

SURVEYS & POLLS VOLUNTEER TEAMS LINKS TO EXTERNAL CONTENT
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LIFE IS FULL OF
Morgan Berman TEACHABLE
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Read by 4th
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CLIENT CASE STUDY

SELF REPORT PUSH
eneeme BEHAVIOR NOTIFICATIONS
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Read by 4th
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Success!
Philadelphia
Literacy Day
2018
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Book our Bonquet

Hall for your next ' °
g 30,000 Fiesta
- guests =

® Potential
s Foster Parents

N

“We are in the digital
age. We carry these
phones with us

everywhere we go.
Concilio has created
their first ever app
with the help of our
friends at MilkCrate.
They have helped us
create a personal
relationship with our
community.”

(&

&_ 7
- Melanie Nieves,
Marketing Specialist -

El Concilio
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Nonprofits* earn revenue like a social

enterprise by monetizing their audience +
tracking impact.

* and other impact focused
organizations like B Corps!



A New Avenue
for Earning
Revenue

= Presented by

ABC CORP

| a4
SATURDAY, FEB, 10 & 24
STARTING AT 10:00 AM

| e §
HURT PARK ELEMENTARY SCHOOL CAFETERIA

MiLHCRATE



Google for Nonprofits +

sponsor revenue

2

Google
for Nonprofits

Reach more donors online with
Google Ad Grants

3

Download our new app built by MilkCrate Powered by ACME
(R2) secure aspca org/donate «
Help Us End Arvmal Cruelty For 63¢ A Day. Make a Monthly Gift Today
Save Uives Every Day - Fight Arvmad Cruelty - Stop Anvmal Abuse - Be Ther Voice
Types: Anmal Rescue, Animal Protection, Animal Placermnent

Make a Monthly Gift Memorial Donations
Help Save Animals from Cruelty Honor Those Who Have Passed
Become an ASPCA Guardian Today Donating in Their Memory

Pledge to Fight Cruelty Honor Donations
Fledge To Melp Arvmals in Your Area Celebrate Someone Spec
Live Magoy and Mealthy Lives Making an Honor Donabion Tods

¢ Special by

Presented by

ABC CORP




Proving Impact
+ Justifying
Grant Funds

MiLHCRATE

number of participants involved

instances of self reported activity and % growth
check-ins at program related locations
sign-ups for program related events or services
media (video, image, text) engagement



Who Is An
Ideal
MilkCrate
Client?

“Great concept —
I can totally see
the value.”

Cricket Brien,
Executive Director,
Tyler Arboretum

- Large number of users typically 250+

(members, students, adults, supporters, employees etc.)

- Mission driven and impact focused

- Large quantity of desired member activities

(sign ups, attend event, go to location, read article, watch video, answer poll)

- Want long term engagement with users
- Users are opting in to participate

- Users have basic smartphone savvy

- Data driven leadership

- Want to reach the mobile-first generations



Our Clients
love
MilkCrate
and the apps

we’ve built
for them!

v

Jefferson

mae

"MilkCrate helps make students’ choices [about their environmental
impact] more deliberate and meaningful.”

- Tim Butler, Associate Dean of Student Affairs, Jefferson University

/2 On why they hired MilkCrate: “[Comcast employees] are very passionate
COMCAST about making a positive impact on the communities in which they live and

L work."”
- Susan Jin Davis, Director of CSR for Comcast

"Working with MilkCrate has been rewarding from the beginning—they immediately
understood the value of the Cultural Alliance’s STAMP program, and worked quickly to
find innovative ways to appeal to STAMP'’s teen audience.”

- Michael Norris, Program Director at GPCA + STAMP m

THE VISSIMIA A M2
MANVEY KIMMEL TaMILY
TEES FROdRaM

MilkCrate has partnered with our students to take on establishing a
healthy lifestyle at a young age. The team has been amazing - smart,
helpful and have a ton a patience! "

- Simon Hauger, Principal and Founder, Workshopschool.org

MilkCrate did a great job. They actively engaged with helping us raise awareness of
the app launch on campus as well as in tailoring the app to meet our needs.

- Associate Director, Sustainability and Projects - The Wharton School % I el . I I



MiLRCRATE

milkcrate.tech

Morgan Berman
morgan@milkcrate.tech
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for
THE
WORLD




