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Trends across other organizations

International Fundraising Leadership (IFL) Forum Benchmark 2020 o

In 2020 The World Food Programme:

had the highest income at USD 8.4 billion of all IFL
Forum member organizations but is one of the
lowest in private sector income

has the highest concentration of public funds, with
the least diverse income portfolio and
lowest unrestricted income

had the strongest growth in public funds from
2015 - 2020 in both absolute and percentage terms

lags significantly in Individual Giving - the largest
source of private sector income - but from 2020 has
become the fastest grower in individual giving.
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Private Sector share out of total income of our peers SR e
Private Sector income is worth in total 42% of total income of our peers ", FORUR . Leadershp

Total Income Private Income
(cash +in kind) Breakdown

2020 data collected from
IFL Forum member
organizations.

Total Income of
USD 47.3 bn
(cash +in kind).

OTHERS *
5.2 bn (26%)

PUBLIC PRIVATE INDIVIDUALS “|
(ng.;l;n 19.9obn 11.7 bn (59%) Total Public Income
0 (42%) accounts for 58%.
In the remaining 42%
Private Income,
. individuals account for

FOUNDATIONS almost 59%.
1.2bn (6%) CORPORATIONS

1.8 bn (9%)

*Others: this category includes NGO/ Charity income for some organizations, as well as events and community fundraising, sale of merchandise or sales through second-hand stores, sale of assets, investment income,
royalties & licencing. Other category for IFRC and ICRC mainly refers to a unique source for this organisation, i.e. blood services.
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Regular givers are the sustainable source of income 1L
Regular givers make up for more than half of total individual income across peer organizations = . e

Regular Giving
USD 6.3 bn t
+5% YoY (2019- 20)

+5% CAGR

USD 3 bn
+27% YoY (2019-20)
. +4% CAGR (2016-20)

USD 1.2bn
-2% YoY (2019-20) l
+7% CAGR (2016-20)

Major Donors

USD 767 m 1
+10% YoY (2019-20) COVID-19 Emergency
+8% CAGR (2016-20)

Single giving typically has a
\ } Unspecified spike during emergencies. In

! USD 0.5 b 2020, SG increased by 27%.
Total Individual income 2020: USD 11.7 bn




Individual Giving: 5-year growth trends for international organizations SIEL
Global income from individuals has been growing more than any other PS source (2016-2020) ="

2016-2020 Growth by organization

CAGR %
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Most organizations
participating in the
benchmark have been
growing over the past 5
years.

Total individual income
grew by USD 1.6bn from
USD 10.1bn (2016) to USD

11.7 bn (2020) - with a

CAGR +3.8%

Although starting from a
much lower base point,
WEFP is now the fastest
growing organization
among its peers for income
from individuals
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Increase regular giving to achieve long-term growth

All high-income peers have relative high RG ratio of >40% compared to WFP

Regular giving supporter ratio (%) and income from individuals by organization

RG Ratio (%)
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From 2016 to 2020, Regular
giving has increased by
USD 1.2bn (CAGR +5.4%)

and Single giving by
USD 0.4bn (CAGR +3.8%).

No IFL peer has income
above USD 170m with a
Regular Giving ratio below
40%.

Therefore, WFP will
refocus on increasing
the RG ratio to above 40%
to drive RG total revenue
towards to meet the USD
172 million goal in 2025.



Difference between single and regular giving average value over 5 years
Global Lifetime Values for Regular and Single givers (emergency and non-emergency) from IFL Forum peers
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* Comparison with similar regular giving programmes in other organizations and excluding child sponsorship



Preferred causes to donate
IPSOS MORI brand research highlighting world hunger as preferred cause to donate

Hunger around the world
Access to clean water
Poverty

Climate change and the environment
Health and medical research
COVID-19

Hunger in my country
Education

Peace around the world
Human and civil rights
Natural disasters

Economic inequality
Refugees and asylum seekers
Gender equality

Church and religion

I 39%
. 339
I 30%

. 2 4%
I 3094
. 0 39%
I ? 2%
I 2 1%
I 1 9%
I 1 6%
I 1 6%
I 10%
I 0%

I 39

I 6%

A X4

&

World hunger is the main
cause to donate to,
mentioned by two in five
potential donors across
seven countries. Although
most prefer to donate to local
and national causes, 21%
prefer to donate to
international causes and an
additional 36% don't think
that the geographical location
of the donation is important.

Base: Potential donors, n. 7142
Research conducted in early 2021




2021 YEAR TO DATE RESULTS
HIGHLIGHTS, ACHIEVEMENTS AND CHALLENGES



Overview of Private Sector financial results 2021 YTD
Income from individuals and partners year-on-year comparison

USD million
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USD 83.5m

2018

USD 101Tm

2019

USD 161Tm

2020

USD 425m

2021

YTD

USD 475m

usD
187 M

2021

Year end
Forecast

f +26% on
¢ original
. target j

Overall Financial
Results YTD

Registered contributions as of 14t
October 2021 total USD 425m including a
significant contribution of USD 288.4
million from the Famine Relief Fund for
programmes in Yemen.

Of the USD 425m in income:

« USD 68m from individuals¥;
« USD 357m from partners**,

*includes 1G HQ, STM and Friends
**includes Corporations & Foundations

| Famine Relief Fund
. Partnerships

B ndividual giving




Income from individuals from 2018 to date

Income from individuals is becoming a significant source of funding for WFP

USD million
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USD 16.8m

2018

USD 22.3m

2019

On track to exceed

2020

USD 50.2m I

2021 Target

USD 67.5m

2021
YTD

s

USD 73m

2021
Target

2021

Forecast

2018-2021 income
from individuals

Registered 2021 to date
income from individuals*
is USD 67.5 m - and the
forecast is to exceed the
original strategy target
approximately by 18%.

Donations from individuals
are becoming a growing
source of income for WFP.

*includes 1IG HQ, STM and Friends

B Actual income

| Forecastincome

| Targetincome




Summary of Critical Corporate Initiative (CCl) investment
Investment’s tranches & decision points

VA

USD 22.1m Annual validation of

projected revenue
USD 17.1m and returns
USD 13.1m
Strategy
approval l

2019 2020 2021 2022 2023 2024 2025

The CCI-funded
investment is allocated
across IG, STM and
Friends organizations in
USA and Japan.

In 2021, USD 18.25m
were provisionally
allocated to PPF (IG HQ
& STM) and USD 3.9m to
Friends organizations
(WFP USA & JAWFP).




Deep dive into comparative returns
WEFP on track to exceed 24-month ROAS and hit 36-month target ahead of time

3.7
35 3.6

3.3

(actual 5-year average*)

2.5

2.5

(estimate¥®)

World Food
Programme

1.5

World Food
Programme

1 unicef

1

(estimate¥)

0.5

Q1 2020 at point

of acquisition 12-month 24-month 36-month

B Strategy Target
B Actual

| Projected

B UNICEF

*estimate based on best
knowledge. Actual 5-year
average based on 2016-2020
comparative returns over 36
months as reported by
UNICEF Private Fundraising
and Partnerships: Financial
report for the year ended 31
December 2020.



Individual giving supporters’ segmentation in 2021
Total income by contribution segment as of end of August 2021

Number of usbD
fw;;:\\b World Food | Supporters Value
\g\% A’V Programme

—N—
4.2m
(28%)
8.3m
(56%)
59.4% _/ 2.4m
(16%)
Total:
USD 14.9m

Total average
donation:
UsD 91.8

USD contribution
segment

501 or more
51-500

50 or less

?

UusD
value

5.4m

(25%)

12.6m

(58%)

3.6m

(17%)

Total:
UsSD 21.6m

J

Total average
donation:
USD 59.8

Number of
supporters

ShareTheMeal

WEFP
/ my g\

i+
1




Where 566,000 individual supporters come from
87% of supporters donating from 38 countries in 2021 YTD

Europe (21)
276,683 supporters

Asia & Middle-East (11)
147,279 supporters

North America (2)
108,133 supporters

Oceania (2)
25,845 supporters

Central & Latin America (1)
4,440 supporters

Africa (1)
3,595 supporters

* This maps represents the 38 countries of origin
that account for 87% of all supporters who made
donations through the programmes of STM, IG
HQ, WFP USA and JAWEFP. This includes all
countries with more than 3,000 supporters
donating in year.



Communication to acquire and engage individual supporters
Examples of email and social media appeals run in 2021

David Beasley
& Fuad -
Yemen
Facebook
appeal

 —.

\

@ World Food Programme (Default) @ ...

‘It's a disgrace on humanity what's happening
here. The Executive Director of the UN World
Food Programme has called for urgent
donations after a visit to Yemen, where the
worst famine in modern history is now looming.

y

| asked the doctor: "What happpens to the

children that turnec

{,‘B )

WFP.ORG
Yemen Emergency Appeal
Not affiliated with Facebook

DONATE NOW

Afghanistan
email
appeal

.

P shareTheMeal

Afghanistan needs our help, Gustav

Recent conflict has created a i in 1in3

Afghans are food insecure, while 2 million children are malnourished.

Escalating conflict

The rapid acceleration of conflictin Afghanistan
is triggering further hunger with 14 million people
— 1in 3 Afghans — food insecure.

WFP on the ground

Despite security challenges, The World Food
Programme is committed to continuing
operations and providing lifesaving food, while
maintaining the safety of staff.

Shared meals have an impact

As of August 15, WFP has assisted more than
7,000 people displaced by conflict in the capital,
Kabul and more than 4 million people

@l nationwide.

Thanks for joining our fight against hunger,

Charlotte from ShareTheMeal @
N

- J

Afghanistan
Facebook
appeal

World Food Programme oo
(Default) @

URGENT: Children, their mothers and fathers
are fleeing their homes for safety. Will you help
deliver food to those who've been displaced in
Afghanistan?

WILL YOU HELP DELIVER FOOD TO
FAMILIES IN AFGHANISTAN?

DONATE NOW

WFP.ORG

A EMERGENCY APPEA...

Not affiliated with Facebook



https://fb.me/1TacoDHZQCTfuID

Nurturing the relation with regular and high-value supporters
Examples of ‘thank you’ email and impact report used in 2021

/ nal?

& ey United Na

VMl Y world Food

, Y Programme
o

SAVING
LIVES

CHANGING
LIVES

P sharer

=

THANK YOU :
' FOR SAVING i y ’

AND CHANGING
LIVES!

WFP

Hi Hana, p—

Donate

Share The
Meal

Thanks to your generosity, Ada in Syria was able to buy food for her
family! Dear Kozen,
Ada's family receives an electronic voucher or "e-card” that can be
exchanged for food of her choice in local shops. With your help, she
bought eggs and rice.

First, I'd like to say thank you for your support throughout a relentlessly

challenging year.

The World Food i i uses cash-based transfers to
help families in need. This enables families to buy food in the market and
be in charge of key decisions that affect their lives. Ada and her family of 3
are among 3 million in Syria receiving support from the World Food
Programme.

As | know you're aware, conflict, climate change and COVID-19 have driven a
huge rise in hunger since early 2020. This year has also been full of
challenges. In recent weeks, the situations in Tigray, Ethiopia, and southern
Madagascar have become critical. With your help, we're doing everything

ol e i o o o bl Syri e s yous e Hakpingl possible to deliver emergency supplies of life-saving food.

Go to ShareTheMeal

AN maots a0 provkded by United Natons Warkd Food Prograrmme.

Today, I'm turning the spotlight on WFP's work in one specific country:
Rwanda. This is in response to feedback from our supporters asking for
more detailed information about our programmes in a specific country, and

I'm happy to share these stories with you.

World Food
Programme

Rest assured, your gifts have been used to help people facing hunger in the

INTRODUCTION

We are very grateful for your committed support
during what has been an exceptionally
challenging year. With your help, we'e been able
to move fast to reach those most at risk at a time
when conflict, climate change and COVID-19 have
continued to drive hunger worldwide.

As you know, your regular gifts help fight hunger
around the world. Today, I'd like to share a
report focusing on WFP's work in one country:
Rwanda. This Is In response to feedback from our
dedicated supporters asking to have a more
detailed picture of WFP's short and longer-term
work to achieve zero hunger in one country.

Read through your report and youll see how,
with your help, WFP is enabling small-scale
farmers like Delphine to improve the country’s
agricultural infrastructure, build up savings, and
grow and sell crops. Youll hear directly from
Belyse on what it means to be part of our
school feeding programme. And you'll discover
how refugees like Justin are leading the fight
against malnutrition in their community.

RWANDA COUNTRY INFORMATION

« Rwanda is a small, densely populated,
landlocked country of 12.1 million people.

o Agriculture is the main economic activity,
engaging 70 percent of the population.

Your Mid-Yeaf Impact Report:
Rwanda Highlight

There has been a significant reduction in

poverty since the genocide in 1994, but 38.2

per cent of the population continuies 1o live
elow the poverty line.

Almost one fifth of the population does not
have enough food.

Farmers are constrained by smallholding land
size, low value chain development, and
limited access to credit and markets. Poor
rainfall, drought, floods and the limited
amount of land that is suitable for agriculture,
as well as pests and diseases, impede their
ability to grow food.

Rwanda hosts a significant population of

refugees _from neighbouring - Democrati
Republic of Congo and Burundi,

WFP'S WORK IN RWANDA

WFP's current activities in Rwanda focus on:

Addressing the food and nutrition needs of
vulnerable groups, including refugees.
Helping small-scale farmers produce more
food and generate more income.

Supporting
malnutrition.

Strengthening national social _protection
programmes, to help build more resilient
communities.

Providing supply chain services to the
government and partners in the event of

national  efforts to end

July 2021

~




Long-term value of regular giving
Breakdown of regular and single giving for total individual income in 2020 and 2021

2020 2021

=

Actual WFP
individual
giving \ 04% Regular giving is the most
> sustainable form of income from
individuals as it creates long-term
value for the organization.
B single giving B Regular giving
In 2021, both WFP’s individual
giving programmes increased
the share of regular supporters
out of the total income.,
Target WFP _
individual The challenge remains as - on

average - the share of regular
giving income for WFP’s peers is
above 50%.

giving | \>

= Single giving . Regular giving



Best in class supporter care to drive long-term value
Channels, Functions and Languages offered by WFP

Channels
I__j Email
\;\ Voice
© swms
<7 Message App
@ Social

Functions

Supporter enquiry inbox
Chat bot
24/7 international phone line

Social listening, monitoring &
management tools

Language voice options

A
A L4

English

“\ r
V

Spanlsh

c Arabic

= German
‘ ' French







BYTE Project with Boston Consulting Group (BCG)
The ambition of the project

The ambition

Building on the success of IG and STM
teams and investments in 2020 and
2021 to reach $172M or more

sustainable revenue p.a. by 2025




Meeting the revenue challenge by 2025 m
Annual income actuals and targets from individuals in the PSPF's Strategy period 2020-2025

s 200

= 172

g 180 Or more

wn

)
160
140 0 Target from

PSPF Strategy

120 2020-2025
100 B Actual revenue

30

86
73
60 50.2
40
40
2 .
0

2020 2021 2022-2024 2025

. Forecast revenue

" Revenue challenge
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Scope of the BYTE project _BYIE..
Three focus areas help us assess and drive performance optimization

Target audience

Who are the target audience(s) and
how best to engage them to donate?

Business performance Operating Model
How to organize to optimally serve

How is WFP performing? What is the
supporters and scale?

challenge to the US$172M
sustainability target? What are key
opportunity areas?




Unified vision and strategic pillars

Building impact from a unified vision

Unified vision

To end world
hunger, we connect
individuals with
people in need
through frictionless
fundraising
solutions

Strategic pillars

Nurture quality
long-term supporter
relationships

Be an integral
part of daily life

Build connections
through digital
communities

Impact

é Ensure a sustainable
& growingincome base

. Unlock new
Q target audiences
: and quantum

leap revenue

: Step-
Q change engagement
: and virality, and
scale value



Innovation I'I'ITI

Looking for innovative ways to meet the fundraising challenge

Personas & focus Q 200+ ideas
areas for ideation

Big Bgts _ Q Concept

Ideation session ~ canvases Your donation Give as you go See all your
as a loan or - donate when donations in
investment you pay one place

Pit'ch.e.s an'd ln“i qmck >

Donate while Connect with a
. gaming community of
testing to test donors

O
o
5
Concepting and Concepts ‘
00




INDIVIDUAL




Goals and composition of the Individual Fundraising Advisory Group
Supporting WFP's development of a sustainable, global and digital-led individual fundraising programme

Three m j,

strategic 9 L " O

goals v
Best in class Sustainable, self-funded Quantum leap
donor experience programme in revenue

= n o s mm n o s mm n o s mm s o s mm s mm 5 mm s = Members of the Group S

0@( PPF Director (Chair) & IG/STM reps Corporate Finance
I

Communications, Advocacy and Marketing Office of the AED Partnerships & Advocacy

0 Innovation and Knowledge Management Programmes (Nutrition and School-based programme)
ald

E Technology

g QB3

Country Offices (Zambia and Peru)




How income from individuals has been allocated
2021 allocation as of end of August, including extra contributions registered in September

Greatest
Needs*

Madagascar
Sudan

Syria
Ethiopia
South Sudan
Bangladesh

Palestine

Yemen Nigeria

usbD
44.8m

~ 1.9m ‘E:“‘—"”’,

- 1.8m
I em
I 8m
R 15m
IR 1.3 mi
I 2m

* Greatest needs or Multilateral:

unrestricted contributions whose
allocation will be determined by

the Strategic Resource Allocation
Committee (SRAC).






Looking ahead at next year
Key takeaways from 2021

@ WEFP is on track to meet the strategy target of raising USD 112
million from individuals in 2022 and continue on the
trajectory to reach USD 172 million p.a. in 2025.

WEFP’s fundraising programme from individuals is being scaled
up while becoming more sustainable, with a renewed focus
on recruiting and retaining more regular supporters with the
ambition to provide a best-in-class supporter experience.

UN agencies and INGOs, and WFP is now accessing this ever-
growing sector.

This is generating vital funds for hungry people and
responding to the interest of individuals to donate to end
hunger around the world. It is a source of both restricted

@ Funds raised from individuals continue to increase for other
and unrestricted funds.

PPF division is continuing to challenge itself and make
innovation a core component of its programmes and
ensure there is solid governance across the organization,
particularly on fund allocation.







