THE REAL SKINNY

on Nonprofit Data

........................

s comypiled by Angie Moore, Vice President, Strategy & Development, at Eleventy Marketing Group

some insight into the use of data straight from fundraisers themselves.
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In April 2013, industry powerhouse Angie Moore surveyed the sector to get a
More than 500 organizations responded, and here’s recap of her findings. Wy
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VARIOUS TYPES OF INFORMATION AND TRANSACTIONS,
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For more information on this d"h- contact Angie Moore at m@emmﬂmm to helping predict the future connections
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