Clear Fund Board of Directors

Attachment A: 2007 Progress Report

1. Research

The goal: Identify the charity with the most proven, effective, scalable ways of helping people within each of our five causes.

Progress: 
· Sent out grant applications and instructions in early July, consistent with the decisions of our June meeting.  

· Received applications from 134 charities (out of 247 that we invited to apply).  Charities that declined our application were asked if they would apply for a larger grant; out of 7 that named a number, six (including some “big name” charities) specified $100,000, and one specified $200,000. 

· Selected finalists and posted our reasoning to the blog on September 1.

· Evaluating finalists took longer than anticipated.  Major factors:

· Applicants did not have ready-made answers to our questions.  We spent more time than anticipated sorting through materials and doing independent research to try to get a picture of outcomes.

· Writing up our decisions for a public audience generally made us think harder, change our minds, and revise our writeups significantly.

· Our original projections were pretty much complete guesses.

· We believe that differences between charities are enormous; one rough proxy for the size of the difference is the difference between our #1 and #2 charities in the Saving Lives in Africa cause, where we believe that #1 saves 3-4x as many lives for the same funds as #2.  In other causes, the differences are more differences in confidence than differences in magnitude, but in all cases they are significant.

Bottom line: Research was roughly twice as time-consuming as anticipated.  We opted to do two causes well by giving season.  In the future (after we finish all five causes), we will research one cause at a time, and aim to give at least $100,000 per cause.

We feel that research had high value-added, enough to justify our overhead on its own.

2. Website

The goal: Publish our research to the web such that it is both complete and useful.

Progress:

· Built website using open-source Drupal application and two independent contractors.  Total cost: $3,794.31 (includes every web-related expense).

· Website has the functionality we wanted, including the Right of Response feature, auto-generated Table of Contents, and advanced tracking functionality (when someone submits a survey or makes a donation, we can usually see how they originally found us).

Bottom line: website completed on time and under budget.  We are now collecting stats on visitors and actions, and planning on experimenting with different landing pages for the rest of the month.

3. Getting attention

The goal: Take advantage of the holiday season to get attention, particularly from donors.

Progress:

· Cover story for Chronicle of Philanthropy week of 12/9.

· Featured in the Chicago Tribune Business section 12/17 (today).

· Mentioned/linked to in Smart Money.
· Expecting a New York Times feature and a Wall Street Journal mention by the end of the calendar year.

· Website statistics as of 12/14 (more detail at the bottom of this document):

· Traffic has spiked since Chronicle of Philanthropy coverage; currently around 600 unique visitors/day according to Google Analytics.

· Avg visit length is 5 minutes; bounce rate is 40%.  (<http://newsletter.blizzardinternet.com/how-high-is-your-bounce-rate/2006/02/09/> implies that this bounce rate is about average for this sort of advertising.)

· 20 visitors have signed up as supporters; 43 have submitted our feedback survey; 55 have submitted a form to be notified when we post more research.

· Google Adwords has been active since 12/7, generating 1020 visits for $612 – but visitors average only 1.5 minutes on the site and have submitted only 3 surveys.

· We have tracked 4 donations totaling $361.

· We are not yet able to track the source (i.e., ad or referring page) of visitors who stay more than 10 minutes on the site, and of visitors who donate.  We are adding this functionality.

· Still working actively on publicity; planning to pursue blog coverage aggressively, send an email to a targeted list of potential donors, and increase our online advertising up to a budget of $5000.

Bottom line: we’ve done well at getting attention within the sector, and that’s a good thing for building a reputation, finding like-minded people to create pressure for transparency, and improving our odds of getting good information from charities.  Getting donors to engage with our website has been much more difficult.  We believe (mostly from conversations with fundraisers) that our lack of a recognizable brand name is important; we also believe (from survey submissions and “bounce rate” statistics) that it is hard for us to get a donor even remotely interested when their causes don’t match ours.

Getting covered in mainstream publications is encouraging; it implies that our story is of interest.  But really getting attention, interest, and trust from individual donors is going to be an uphill battle.  It hasn’t happened yet.

4. Recruiting

The goal: Find potential future staff.

Progress:
· Recruiting events at NYU and Harvard colleges got us lists of email addresses but practically no actual volunteer participation.

· Formal partnerships with NYU-Stern, Harvard College Consulting Group, and Harvard Business School had mixed results.  Our Stern volunteer, Ross Rocklin, was excellent and will continue to be involved.  Our Harvard College volunteers accomplished little, though we are retaining a relationship with Bart Quintans.  Jury’s still out on the HBS volunteers.

· Personal connections and the blog did better for us than either of these methods.  Melissa Penn did strong work on publicity over the summer.  We’ve had a lot of editing work done by friends, friends of friends, and people who found us through the blog.  The two volunteers with the most potential to be research staff are Teel Lidow and Kendall Turner, both sourced in this way.  We have employed Teel full-time since December 8 and are proposing to extend his employment into next year.

Bottom line: On-campus recruiting didn’t result in much, but also was a very low cost.  We may as well continue it.  Having 1-2 enthusiastic people on campus could pick up our momentum next year.

5. Fnndraising

The goal: Build a donor base outside our former employer and raise enough money for our 2008 operations.

Progress:

· 2007 revenue was significantly higher than we projected at the last board meeting.  Several late donations came in and we ended up with a surplus of over $75,000.

· Because of the surplus and because of how long the research was taking, we moved fundraising to the bottom of our priority list and didn’t put much work into it.

· We have or are setting up small meetings at CapitalIQ, Silver Creek Capital, TheMarkets.com, and possibly J.P. Morgan and Morgan Stanley.  We are also continuing to fundraise at Bridgewater.

· We have also had informal conversations with the Hewlett Foundation, Ashoka, and the Draper Richards Foundation about grant support, and with a few wealthy individuals that we’ve met through personal connections and the blog.

Bottom line: Relatively little progress on this front, but not cause for concern.  We will fundraise more aggressively early next year after we finish our writeups of all five causes.

6. Legal/accounting issues

The goal: get 501(c)(3) status; handle all legal and accounting issues relating to starting a nonprofit.

Progress:
· Retained Fiscal Management Associates for help with accounting; Cadwalader, Wickersham & Taft LLP is our pro bono legal counsel.

· Signed up with the QuickBooks payroll service.  They gave bad advice early on that led to $175.29 in penalties.  Payroll has been smooth since then.

· Received 501(c)(3) status in July.

· Obtained directors & officers liability insurance, workers’ compensation insurance, and disability insurance; registered with relevant federal, NY and MA payroll-related agencies, as well as NPCCNY and the NY Attorney General.

Bottom line: We have dealt with the startup hurdles in this category, and keeping the books from here is relatively simple.  This was a medium time sink in June and July that shouldn’t be an issue next year.

The big picture

· We believe we’ve shown that conducting thorough research – and publishing it with complete transparency – is both doable and valuable enough to justify our overhead.

· Press coverage has been good, but we haven’t yet had success affecting individual donors’ giving.  Building a brand and taking our approach to more causes (whether by expanding or by getting others to use the same model) will help.  Smaller things (design of our website; blog coverage) may as well.

· Focusing for now on more sophisticated donors (smaller in number; more to give), specifically by targeting the finance and software industries, is a viable way to continue building our knowledge set, our presence in the sector, and our brand, while continuing to work on ways to make our work appealing to smaller donors.  More on this when we discuss the plan for 2008.

More website statistics (as of 12/14)

A. Number of unique visitors to www.GiveWell.net and blog.givewell.net (Note: markers represent release of Cause 5 research/NYTimes Giving Section: November 12 and release of Cause 1 research/AdWords/Chronicle of Philanthropy article: December 6-10)
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B.  Interaction of visitors with the site
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C. Summary of AdWords Campaign
	Campaign
	Position
	CPC
	Visits
	Pages/Visit
	Avg. Time on Site
	Bounce Rate
	Pages/non-bouncer

	"Africa - general"
	3.4
	$0.60 
	199
	2.8
	114
	46%
	4.3

	"Charity Reviews"
	4.5
	$0.58 
	702
	2.6
	75
	49%
	4.0

	"Africa Charities"
	3.3
	$1.27 
	64
	2.5
	145
	45%
	3.8

	"GiveWell"
	1.9
	$0.08 
	55
	5.2
	240
	13%
	5.9

	Total
	4.07
	$612 
	1020
	2.7
	1.60
	0.46
	4.17


D. Top Keywords
	Keyword
	Visits
	Pages/Visit
	Avg. Time on Site
	Bounce Rate
	Pages / non-bouncer

	charity ratings
	191
	2.7
	1.6
	46%
	4.1

	charity rating
	130
	2.7
	1.4
	46%
	4.2

	rating charities
	83
	2.4
	1.5
	52%
	3.9

	best charities
	81
	2.2
	1.0
	54%
	3.5

	givewell
	178
	5.9
	5.0
	16%
	5.9


