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United Way Erie County

Executive Summary

Moore Research conducted two focus groups on February 15, 2012.
Both groups consisted of ten recent retirees who have made a charitable contributions within the past year.
• All of the focus group participants had experience with workplace giving to United Way Erie County (UWEC) while they were
employed. A couple of participants served as their company representative and had direct knowledge of UWEC and therefore,
had a closer tie. The rest of the participants had little relevant knowledge of UWEC.
• Several participants stated they felt pressured or strong-armed into contributing to UWEC while employed, but not all shared that
sentiment. Regardless, none of the participants felt a need to reach out to UWEC to stay connected or to continue to contribute
past retirement.
• Since retiring, a few participants mentioned that they might not have as much money to donate but they do have time to
volunteer. A few also noted having more money available to them for charitable contributions.

• Participants seem to recognize the needs of others and have a greater desire to help, especially when it comes to causes such as
feeding the hungry, providing homes to families, and/or meeting the needs of children. All of these causes can be tied to UWEC’s
umbrella of reducing poverty.
• Reaching out to retirees can be tricky, as many freely admit to being frustrated with and throwing away direct mail without ever
opening it. They clearly do not want their former employers releasing their personal contact information to UWEC, although a
couple of participants said they might be open to it, if asked during the exit process. Participants suggested that UWEC should
reach out to retirees via venues such as BINGO, church, senior citizens centers and the library. Many participants seemed open to
receiving newsletters from UWEC or watching a public service television feature on United Way agencies as means to become
more educated as to what UWEC had to offer the Erie community.
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United Way Erie County

Executive Summary

• It is important to keep in mind the need to educate the potential retiree contributor. While as a whole, this group seems to be
more apt to contribute, they want to be selective regarding to whom they contribute. Participants stated that they consider the
following factors when making a decision to contribute money to a charitable organization:
• How much of their contribution goes “where it is supposed to go,” and not to administration, overhead, or to useless
gifts
• How much of their contribution stays local, unless there is a specifically stated need or request to support a global or
national cause
• The ability to see the effect of their contribution firsthand
• The ability to volunteer at the organization

• Retirees also want the process of giving to be easy and seamless. They suggested automatic bank deductions as well as the
possibility of direct deduction from their pension check.
• Throughout the discussion on advertising statements and print advertising, there was a large disconnect between who the
UWEC says they are and who the participants are perceiving them to be.
• Moving forward it is very important for UWEC to tailor its communication to address the concerns of the retirement-age
community. It will be critical to develop an approach to connect directly with them outside of a workplace campaign.

• Providing clear communication about what UWEC is doing in the community, how it spends the contributions it receives,
and specifically the role they play in addressing poverty is clearly required to gain the trust and support of the Erie
community retirees.
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Background

Methodology
Two groups consisting of ten participants each were recruited by Moore Research Services, Inc. and moderated by Lori EngottSpaulding. Each group was composed of persons who:
• Were retired or semi-retired
• Had given to United Way Erie County at their previous employer through the workplace giving campaign
• Were over 55 years of age
• Donated money to any philanthropy, non-profit or charitable organization, other than a church or place of worship, within
the past 5 years
Qualitative Research Caveat
Qualitative research is designed to understand the drivers of behavior, attitudes, and beliefs of research participants. Qualitative
methods prioritize depth of understanding over statistical confidence.
Qualitative research contained in this report is limited by small convenience samples that are not projectable to the general
population. For this reason, all business decisions made based on this qualitative research should be done with a careful
consideration of the context and limitations of the methodology.
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Objectives

The primary objective of the research was to understand:
*

How/why retired people want to stay connected with a charitable
organization

*

How they choose to volunteer their time

*

How retired people view United Way of Erie County

*

How they felt about current and perspective advertising initiatives

*

Planned giving of retired people in the Erie community

Moore Research conducted two groups in Erie on February 15, 2012.
*

Each group consisted of ten participants who were aged 55 or older

*

Each participant had donated money to a charitable organization
within the past year

*

Each group lasted approximately 100 minutes
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United Way of Erie County

Local Charities

“Charitable Giving”
Participants were asked what the first thing that came to their mind was
when they heard the phrase, “charitable giving.” Some related the phrase
to specific organizations, while others related it to a concept. Specific
quotes from participants are listed here.

“Being neighborly,
helping out your
neighbor”

“The City
Mission”

“Paying it forward…
continuing to help by
passing on good acts
& deeds”

“The red
buckets”

“United Way”

“Helping people
who are less
fortunate or in
need”

“Church”

When I say “charitable giving” what is the first thing that comes to mind?
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United Way Erie County

Best Local Charitable Organizations
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

United Way
City Mission*
John Kanzius Foundation*
Red Cross*
Salvation Army*
Relay for Life
Toys for Tots
GE Community Services Fund
St. Martin Center*
Soup Kitchens*
Churches*
Blended Spirit Ranch
Presents for Patients
Volunteer Firemen*
Habitat for Humanity
Food Bank
*Mentioned in both groups

Local Charities

When participants were asked to name the best local charitable
organizations, United Way Erie County was mentioned first in the first
group, however, it did not make the list in the second group.
Participants in the first group felt UWEC more closely resembled the
characteristics of “best charities,” while the second group related the
UWEC more closely to the characteristics of “worst charities.”

CHARACTERISTICS OF BEST LOCAL CHARITABLE
ORGANIZATIONS
•
•
•
•
•
•
•

Contributions go to the cause, not CEO’s salary
Low overhead costs
They give to everyone
Volunteers work hard and put their life at risk for no pay
Focus is on the underprivileged
They help families all over
People are not just given a handout, they can benefit from and
contribute to the charity (Habitat for Humanity)
• Donors can volunteer their time and talent as well as their money

If we made a list of the best local charitable organizations which come to
mind? Why do you consider them among the best?
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Local Charities

Although United Way Erie County was listed as a best local charity,
it was also mentioned as one of the worst local charities. Much of
the designation as a “worst charity” is directly related to workplace
giving, where many participants felt forced to give and also possess
very little knowledge of where their donations went and how they
were put to use.

CHARACTERISTICS OF WORST LOCAL CHARITABLE
ORGANIZATIONS
•
•
•
•
•
•
•
•

They do not comply with donor wishes*
Money does not go to the right place
They over solicit
They go into your job and strong arm money from your paycheck
through your employer*
Money is used for the wrong reasons (inappropriate,
undeserving)
They are misrepresented by the media – “One person can ruin it”
Bad personal experience*
Too much administrative cost

Worst Local Charitable
Organizations
•
•
•
•
•

Police / Police Circus Charity*
United Way
Make a Wish Foundation
Red Cross
Heart Fund
*Mentioned in both groups

*Specifically associated with UWEC

If we made a list of the worst local charitable
organizations, which come to mind? Why do you
consider them among the worst?

9

United Way Erie County

Reasons to Give

In order to get at the heart of why respondents donate, they were asked what they thought the most important issues facing the
Erie Community were.
* In the first group, poverty was not mentioned spontaneously, however, when poverty was suggested as an important issue,
participants were quick to tie many important issues to poverty. Participants suggested that poverty was becoming generational,
with up to three generations born into poverty.
In general, participants in the first group felt that the general moral decline, family fragmentation, homelessness, etc., were all tied
to the overriding issue of poverty.

Most Important Issues Facing the Erie Community
•
•

•
•
•
•
•
•

Refugees (Language Barriers)
“Brain Drain” – college educated
young people leaving the
community
Guns and Violent Crime*
Declining Census (used to be third
largest in Pennsylvania)
Keeping the kids off the streets
High Poverty
Unemployment
Need for basic food and clothing

•
•
•
•
•

Fragmented Families (increased
divorce, lack of commitment)
Escalating basic bills and utilities
Homelessness (kids)
General moral decline
Kids having kids
*Mentioned in both groups
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Reasons to Give

Participants were asked how they chose what organizations to contribute to
now that they are retired, or are approaching retirement. Their responses
included the following:
• Having a personal experience of being helped or knowing someone who
was helped by the organization
• Their cause sounds compelling or tugs at heartstrings. (St. Jude’s: “If you
have healthy children, think of those who do not”)
• Can see the effect or result of giving
• Can participate (volunteer) with the organization
• Feeling a connection based on known success (Scouting as a result of
knowing how many U.S. Presidents and leaders are Eagle Scouts)
• Religious organizations
• The accountability that the charity demonstrates in the community
• Local impact
• Will donate if national or global need is large (Haiti, Tsunami, etc.)
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“I want to be able to
see the results of my
giving, and I can
participate
(volunteer) there”

United Way Erie County

Reasons to Give

Participants were asked how their decision making process has changed regarding
what organizations to contribute to now that they are retired, or are approaching
retirement.
• Not everyone’s financial situation was similar as a retiree.
• Some found their income more restricted, fixed or limited, while others felt that
they had more available for charitable giving.

“I have less money
to give because I am
on a fixed income
and more limited
resources”

“I have more money
to give because I no
longer have kids at
home or feel
obligated to support
co-worker’s causes”

Some participants noted that they have become more aware of the needs of the
community and people in general as they have gotten older, but they add that they
have become more selective of to whom they contribute.
* They have the time to investigate the impact of their contribution and how the
charitable organization uses its contributions.
Many participants offered mixed feelings about direct mail solicitation.
* While most do not like direct mail in general, they are more open to it if it is
educational in nature as opposed to solicitation.
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Brand Equity Assessment

The Brand Equity Assessment portion of the study uncovered how participants feel about and perceive the United Way Erie County.
• When asked in one word to describe the first thing that came to their mind when they heard “United Way Erie County,” most
participant responses were positive, but very general in nature. There were a few participants, especially in the second group,
whose one word responses conjured images of work place intimidation and strong-arming for donations. This promoted a
cynicism that portrayed United Way Erie County as more self-serving than charitable.

• Participants were also asked to describe United Way Erie County as if it were a person. The responses were somewhat diverse.
Some participants focused the image of United Way Erie County on the image of their own workplace representative, who
tended to be a multi-tasking, competent, mature woman. Others focused the image of the United Way Erie County on its donor
population that tended to be working class people trying to help others. Participants who focused more on the organization
itself tended to identify United Way Erie County as a male executive that was in charge and in control.
• Participants, for the most part, viewed donors to United Way Erie County as themselves. Anyone could be a donor and donors
were more likely to be blue collar, working class individuals who were kind and generous.
• Participants were aware that donations went to support a variety of organizations. Specific organizations such as Boy Scouts and
Girls Scouts were mentioned by participants. The sense of donations going to several or a variety of organizations was met both
positively and negatively. While some felt multiple organizations were worthy and appropriate, others felt that maybe the
money was spread too thin among too many organizations. Few participants had a handle on who, specifically, the member
agencies or organizations are.
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Brand Equity Assessment

“United Way of Erie County ” in a single word….

•

United

•

Charity

•

Expensive

•

Money

•

Local

•

Help

•

Umbrella

•

Workplace Intimidation

•

Self-Serving

•

Asking

•

Multi-People

•

Diversified

•

Church
In one word, what is the first thing that comes to mind when I say “United Way?”
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United Way of Erie County

Brand Equity Assessment

If United Way Erie County were a person…
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*

Middle to upper class male
Multi-tasking woman
Intimidating
Substantial
Someone trying to help many
Male shop worker
Forceful
Executive
College-educated
Diversified
Male
Mature
Groomed
Knowledgeable
Needy person
Older
Responsible
If United Way was a person, please describe them – their gender, age, clothes, occupation,
interests, etc.
15

United Way Erie County

Brand Equity Assessment

Participants were asked to complete the following sentences
regarding their impressions of United Way Erie County.

A typical donor to United Way Erie County…
•
•
•
•
•
•

Everyone
Middle class working person
Employed
Blue-collar
Generous person
Wants to help the community

Money contributed to United Way Erie County goes to...
•
•
•
•
•
•

Too many
A variety of organizations
Where it is needed most
Agencies
Many deserving charities
Girl Scouts & Boys Scouts
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BULLSEYE

Participants were each given handouts with the image of a bullseye printed on each sheet. They were asked to evaluate individually
and share with the group how well United Way Erie County “hit the bullseye” on the following three concepts:
•
•
•

Addressing poverty
Making donors feel as if their contribution makes a difference
Keeping contributions local

With respect to addressing poverty, all but two marks fell within the bullseye. Participants just do not see evidence of how United
Way Erie County is addressing poverty. Some felt that at least some of their member agencies may address poverty, but they do not
know them.
More marks made it to the center of the bullseye with respect to making donors feel as if their contribution makes a difference. The
participants who had first-hand knowledge of United Way Erie County’s agencies through workplace tours felt strongly about their
contribution making a difference. Others, who had less first-hand agency knowledge, were unsure about their contribution making
a difference.
Most participants did believe, however, that their contributions stay local. The only doubt that was raised by a couple of
participants was that they were aware that United Way Erie County was a part of a much larger national organization and they felt
that possibly some portion of contributions went to the national organization as well.
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United Way Erie County

BULLSEYE

Addressing poverty
X

X

Non Profits Best at Addressing Poverty
•
•
•
•
•
•
•
•
•

X X
X XX X
X
X
X

XX
X X

X
X X
X

City Mission*
Food Pantries
Salvation Army
Benedictines
Second Harvest Food Banks
Emmaus Ministries*
Habitat for Humanity
Children’s Organizations
Anyone promoting job creation
*Mentioned in both groups

X
Many participants do not know what agencies United Way
Erie County supports and feel that they should do a better job
communicating where the money goes. They are less likely to
feel that United Way Erie County “hits the bullseye” because
of this uncertainty.
Some participants feel that United Way Erie County does not
necessarily support agencies that address poverty or feel
United Way Erie County does not do enough to address
poverty.
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BULLSEYE

My contribution will make a
difference

X
X

X
X

X X

X

X
XX
X
XX
X

Non Profits Best at Making a Difference

X

X

X X

X

•
•
•
•
•
•
•
•
•
•
•

Food Banks
Soup Kitchens
St. Martin’s Center
Meals on Wheels
Churches
Volunteer Firemen
Mental Health Groups
The Barber Center
Salvation Army
City Mission
Mercy Center for Women
*Mentioned in both groups

Again, many participants do not know if their contribution to
United Way Erie County will make a difference. Many feel that
United Way Erie County doesn’t do a good job getting its
message across. When unsure, participants start to believe
that maybe United Way Erie County is too fragmented, too big
and administratively top heavy. There were a few participants
who had gone on agency visits or were more aware of United
Way Erie County agencies and, therefore, had a more positive
view of the impact of a contribution to United Way Erie
County.

X
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BULLSEYE

My contribution stays local
Best at Keeping the Contribution Local

X

X

•
•
•

X

Food Banks
Second Harvest
Red Cross
*Mentioned in both groups

X
X X
XX
XXXXX X X
XX
X X

Participants, in general, were more likely to think that a
contribution to United Way Erie County stays in the local
community, although they are still by-in-large not sure if
that is the case. Charitable organizations such as United
Way Erie County and Red Cross, with a national presence,
create some confusion about how much of their funds
stay local and how much goes to their national “parent”
organization.

X
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Overall Impressions

Participants were asked if they donated to UWEC in the past. It was nearly
unanimous that all donated to UWEC through their past employer. It was
just as frequent that these participants were no longer donating to United
Way Erie County.
Participants gave the following reasons for no longer contributing to the
United Way of Erie County:
•
I no longer have a connection to them
•
I do not have to
•
No contact with them
•
They do not ask
•
I’m out of the workplace
One participant did note that while not necessary, it was nice to be
contacted and thanked for a donation to any charitable organization.
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“I no longer donate,
because nobody
asks me to”

“Since I am no
longer working I
do not even think
about it”

United Way Erie County

Advertising

Participants were presented with the following three statements regarding United Way of Erie County:
•
•
•

“United Way Erie County advances the common good by creating opportunities in education, income and health.”
“LIVE UNITED.”
“United Way Erie County is a leader in addressing poverty.”

Participants had a difficult time linking United Way Erie County to creating opportunities in education, income and health as well as
addressing poverty. It was this reason that led participants to rate the first and third statements poorly. Most respondents could
not identify United Way Erie County agencies and subsequently, could not even tie local agency efforts to creating opportunities in
education, income and health. Similarly, one participant remarked that if United Way Erie County was a leader in addressing
poverty, they would in fact be addressing poverty. She saw no evidence that United Way Erie County had anything to do with
poverty relief.
LIVE UNITED was the statement that drew the most positive response. Many participants had heard the phrase, “LIVE UNITED”
however, several could not identify it as having ties to United Way Erie County. Further complicating the effectiveness of the “LIVE
UNITED” concept is that although “LIVE UNITED” evoked positive feelings and images, participants weren’t sure of what exactly the
phrase was trying to convey. One participant summed it up by saying, “My husband has t-shirts with this (LIVE UNITED) on them,
but I have no idea what it means.”
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Advertising

“United Way Erie County advances the
common good by creating opportunities
in education, income and health.”
When presented with the advertising statement, “United Way Erie
County advances the common good by creating opportunities in
education, income and health,” most participants seemed
underwhelmed. They didn’t feel that the statement represented
what UWEC does and that the statement itself was rather lofty and
vague.
“That (statement) seems
to be a little self-serving.
I do not think United
Way does all that.”

Specific reactions from participants to the statement included:
• Self-serving
• Too vague
• Too wordy
• Useless statement
• Doesn’t get to the core of United Way
• What opportunities?
• “The Common Good” – How do they know?
• Need to focus on getting kids through school
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Advertising

“LIVE UNITED”
Overall, participants find “LIVE UNITED” to be the most positive statement. It
conjures positive thoughts, although many participants are still unsure what
specifically UWEC is trying to convey through the statement.
Participants shared the following reactions to “LIVE UNITED”:
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Kind of like WWII when people gathered together to help their neighbors
Too vague
Too general
More like a slogan to help us to live united
It needs to be connected to images of people
It is the whole world
Implies too much control
Everyone sharing with each other
Everyone helps out a little bit
United in resources
Unrealistic
Doesn’t make sense in a chaotic world
Churches use the term – could imply a certain mindset
It doesn’t really connect to UWEC
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“My husband has
t-shirts with this (LIVE
UNITED) on them, but
I have no idea what it
means”

United Way Erie County

Advertising

“United Way Erie County is a
leader in addressing poverty.”
Participants had the greatest difficultly establishing a connection between UWEC and leadership in addressing the issue of poverty.
Participants view poverty as a huge issue facing the Erie Community, so if UWEC can successfully tie itself and its member agencies
to a “big picture” of addressing poverty, it has a lot of potential in attracting the attention of retirees. It will not be an easy hurdle,
as the greatest feedback and feeling evoked around the statement, “UWEC is a leader in addressing poverty,” is one of disconnect
and disbelief.
Participants noted the following feelings, emotions and reactions to the statement, “UWEC is a leader in addressing poverty,”:

•
•
•
•
•
•
•
•
•
•

“No”
“Not true”
United Way is too big of an organization
They (United Way) are too broad
“What do they (United
How?
Way) do to address
Need more information to believe this
poverty?”
Need to create jobs
Knowing the names of agencies that do this would be helpful
What do they do?
UW is not a leader in addressing poverty. If they were a leader, poverty would be their focus, and it is not

Ultimately, the statement , “UWEC is a leader in addressing poverty,” was the least favorite of all three of the statements
presented because it was the least evident focus of the organization.
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United Way Erie County

Participants were shown the three different advertising concepts pictured below.

In general the first concept was the least favorite of the three. Participants felt that the message of diversity and difference was
inconsistent with the choice of people. The people did not reflect diversity, and the message was muddled between poverty and
diversity. The middle concept was best liked by participants. The theme of children in poverty resonates with them and they felt
the bold statistic got the message across. The final concept evoked mixed feelings among respondents. The message was
favorable, but many felt the picture could better reflect the wording.
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Advertising

United Way Erie County
“Different by Nature”
Several participants were positive about the message block.

*

They feel that it has good information, conveys the mission of the
UWEC and addresses everything they are trying to do.

Some participants felt indifferent to the ad.
*

They feel the ad lacks something to draw them in and that it really
does not say anything at all to them.

*

Participants felt the choice of people displayed did not highlight
diversity enough, that the people depicted were too similar.

From a more practical standpoint, participants pointed out the best part
of the ad, the message, was too small and could easily be overlooked.
Many participants noted the absence of a telephone number was a
negative aspect, especially when trying to appeal to a retired population
who might not be as inclined to make an inquiry without a telephone
number. The inclusion of the website was a positive.
A few participants felt “turned off” by the ad and it was the least liked ad
of the three presented by many of the participants.
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United Way Erie County

“Erie County Children Live in Poverty”
Participants like the bold nature of this ad, which they thought was clear,
concise and conveys a very powerful message.
The fact that the ad targets helping children appeals to participants,
however, several participants would prefer a little more information on
how this issue is being addressed.
*

There continues to be some skepticism with regard to truly helping
children. Participants want to see what specific UWEC agencies
address this issue and how they are addressing it.

The lack of a clear understanding by participants and the community at
large of what agencies belong to UWEC and what the core values of
these organizations are hinder them from complete trust in UWEC.
Participants felt that the bold contrast of the message spoke loud and
clear in regards to UWEC’s message.

Again, participants pointed to the absence of a telephone number as a
negative aspect.
In general, participants felt this was the most appealing of the three ads.
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Majority of Participants’
Favorite Ad

Advertising

United Way Erie County
“Reducing Poverty”
Participants were very mixed in their opinions of this ad.

Some felt the pictorial representation of the children highlighted
only a small subset of poverty in Erie County.
*

These participants were inclined to believe that a broader
picture of poverty that includes elderly, refugees, utilities
and jobs would have a greater impact on them.

Others felt the picture “hit the nail on the head.”

*

They feel the ad could be further enhanced by considering
some type of medical reference, or by combining the 15,142
statistic with this ad’s message.

Again, participants convey a feeling of mistrust that reducing
poverty is not what UWEC does, which makes the ad misleading.
*

Participants suggest that listing UWEC agencies on the ad
and doing a better job of demonstrating and communicating
what UWEC and its agencies do for the community is critical
to getting a positive response to advertising.
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Opportunities

There are several opportunities provided in the research
for United Way Erie County to consider.
• The catalysts for future success are education and communication of the core values and member agencies of UWEC. There was
a marked difference in skepticism and trust between those participants who had knowledge of many of the agencies of UWEC
and how they impact the community versus those who did not possess the same knowledge. Retirees want to know more about
the organizations to which they contribute their money. Some key points to make are:

•Identify administrative/overhead costs
•Identify how much of contributions stay local as opposed to going to the national “parent” organization
•Identify the member agencies of UWEC
•Highlight the mission of individual UWEC agencies and the impact that they have on the Erie community
• Reach out to retirees in their current environment through educational presentations at the following suggested venues:
•Local BINGO’s
•Senior Centers
•Library
•Churches
• Provide retirees with educational information without “the ask” by the following means:
•Newsletters
•Website
•Direct mail
•Newspaper
•Television
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Opportunities

• Many participants showed a particular sensitivity to poverty in the specific areas of children, the elderly, hunger and the inability to
acquire basic necessities like utilities, food and shelter. UWEC should make compelling marketing efforts in the following specific
areas while tying them into the broader theme of poverty:
•Elderly in need, “This could be you”
•Children that are hungry
• Participants also noted a fondness for causes and agencies that allowed people to do more than merely rely on a handout and teach
a specific skill or allow those being helped to participate in improving their quality of life in a meaningful way. Habitat for Humanity
was well respected for this trait. UWEC should highlight similar concrete, measurable outcomes achieved by member agencies.
• UWEC should make it easy for retirees to contribute.
•Offer automatic bank deductions.
•Offer direct deductions from pension checks.

• UWEC should address the concept of planned giving in an educational setting. Many participants were unaware of planned giving,
or just “never thought about it.”
• Several respondents felt strong-armed or forced into UWEC contributions while employed. It is important to highlight the impact
that local agencies have on the Erie community and the progress made toward the achievement of the broad goal of reducing
poverty.
• Educating retirees and compelling them to be a part of the success will lead to a greater desire to volunteer not only their
money, but their time. Realizing that retirees often have time and talent to donate if their financial situation is reduced at
retirement is valuable as well.
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Topic Guide
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Topic Guide

LOCAL CHARITIES (15 minutes)
When I say charitable giving, what words, images or associations come to mind?
If we made a list of the best local charitable organizations, which come to mind?
Why do you consider them among the best?
If we made a list of the worst local charitable organizations, which come to mind?
Why do you consider them among the worst?

REASONS TO GIVE (10 minutes)
What would you say are the most important issues facing the Erie community? Others?
How do you choose what charitable organization you will donate to?
What are the things you look for?
If not mentioned, how important is it that your money stays local?
Now that you are retired (or getting near retirement), how has your charitable giving changed?
What about people like you, how has their charitable giving changed?
When you think about what organizations to donate to, has your decision making process changed? How?
Why?
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Topic Guide

BRAND EQUITY ASSESSMENT (15 minutes)
For the next part of our group, we are going to do something a little different. Along the top of your paper, I would
like you to write down the name of an organization the we talked about today, United Way…
After each line below give participants a few minutes to finish and go over responses with the group in total before
moving to the next category.

In one word, what is the first thing that comes to mind when I say “United Way?”
If United Way was a person, please describe them – their gender, age, clothes, occupation, interests, etc.
Finish this sentence, “A typical donor of United Way is…”
Finish this sentence, “The money contributed to United Way goes to…”
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Topic Guide

BULLSEYE (15 minutes)
Earlier you mentioned things you look for when deciding which charitable organization
to donate to. I want to pick a couple of them to understand how much you think United Way addresses that issue.
The first one is poverty. If poverty were the essence or the center, where would United Way be on the bullseye? To what extent is
poverty the core of what United Way addresses?
Take a moment to indicate on your paper where you would put them. Now I want you to take a sticker dot and place
it in the same place on the larger bullseye on the flip chart.
Lets discuss this. Why did you put your dot in that location? Tell me your thoughts regarding poverty and the United
Way.

The second one is my contribution will make a difference.
The third one is my contribution stays local.
What community organization is best at: addressing poverty?
using my contribution to make a difference?
keeping my contribution local?
IMPRESSIONS OF UNITED WAY (10 minutes)
You may have mentioned this before, but how many of you have donated to United way in the past?
How many of you are currently donating to United Way?
Why? / Why not?
What are the reasons people like you donate or do not donate to the United Way?
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ADVERTISING (20 minutes)
What is the best way for a charitable organization to connect or reconnect with you?
I want to show you a couple of statements and would like to get your impressions of each one. The first one is, “United
Way advances the community by creating opportunities in education, income and health.”
What is you initial impression of it?
How does it make you feel? What emotions does it evoke?
What do you like about it? What do you dislike about it?
The second one is, “LIVE UNITED.”
What is you initial impression of it?
How does it make you feel? What emotions does it evoke?
What do you like about it? What do you dislike about it?
The third one is, “United Way is a leader in addressing poverty.”
What is you initial impression of it?
How does it make you feel? What emotions does it evoke?
What do you like about it? What do you dislike about it?
Which one did you like the best? Why?
Which one did you like the least? Why?
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ADVERTISING continued (20 minutes)

Now I want to show you some concepts. The first one is, “Different by Nature.”
What is your initial impression of it?
How does it make you feel? What emotions does it evoke?
What do you like about it? What don’t you like?
What would you change?
Does it speak to you? People like you?
The second one is, “Erie County Children Live in Poverty.”
What is your initial impression of it?
How does it make you feel? What emotions does it evoke?
What do you like about it? What don’t you like?
What would you change?
Does it speak to you? People like you?
The third one is, “Reducing Poverty.”
What is your initial impression of it?
How does it make you feel? What emotions does it evoke?
What do you like about it? What don’t you like?
What would you change?
Does it speak to you? People like you?
Which one did you like best? Why?
Which one did you like least? Why?
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CLOSING (5 minutes)
Imagine you were just hired as the President of United Way Erie County…
If you could make any changes or improvements to United Way to attract more people such as yourselves to donate, what
concrete steps would you take?
What is the one thing you would say to the Erie community to convince them to donate to United Way?
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