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global levels. Millions of generous individuals are responsible for a significant majority (80%) of its private-income giving. Since
average donors
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FIGURE 1, KEY DATES

Today, UNICEF runs a market intelligence group to inform its fundraising work. The Market Knowledge Unit comprises five
people and is engaged in a wide array of insight generation exercises including, but not limited to, regular barometer studies,
market measurements, industry trends tracking, catalogue testing, donor segmentation and targeting, media tracking research,
brand equity analysis, and scenario planning. In 2009, UNICEF realized that in addition to understanding the latest activities
and trends within its sector, it needed to look at the broader lives of potential donors and the industry trends for potential

corporate partnerships.

The world is changing fast, and fundraisers have to keep up. UNICEF believes that learning about the latest consumer trends

is the only way to keep their fundraising ideas fresh and relevant with the potential donors of today and tomorrow. That
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worldviews. These drivers always operate in complex sets (never singularly) and are generally unconscious and unarticulated.
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Several related observations lead to a trend, which is a movement in a market space, business or industry, population group
or intellectual discipline that increases in size over time, has noticeable impact and then subsides or evolves. Some examples
of trends are:
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2. An agreed list of 42 global macrotrends as indicators of overall, noncategory-specific consumer change
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By identifying these macrotrends and category-specific trends, it was felt that this set of materials would provide UNICEF staff,
both at the Geneva HQ and in individual fundraiser markets, with:

1. An understanding of the current
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Details: With Iconoculture
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FIGURE 6
5. Keep it Going
Objective: Make sure that this trends initiative thrives and then continues to thrive.

Details: Participants will embrace the notion of trends-based ideation and begin to put this kind of thinking into their business

planning on an ongoing basis if:
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Application # 1: Converting inspired gifts donors into regular donors
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FIGURE 7

Results: The conversion rate to the UNICEF Pledge programme was almost doubled among those who received the report.

This conversion rate is important because pledge donations have at least four advantages:
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The Corporate Manager said,
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trends-based consumer insight to work so that we can continue making a real difference to children
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for such schools in 20 countries in 2010.
Focus area 3: HIV/AIDS and children (Goal 6)

Impact: Evidence for policy and scale-up has been strengthened by improved knowledge management, including though the
use of social media and web-based technologies. Along with the Global Fund to Fight AIDS, Tuberculosis and Malaria,
UNFPA, WHO and others, UNICEF focused efforts on 20 countries highly affected by the epidemic for reprogramming of
Global Fund resources. Funds totalling $70 million from 11 countries were mobilized in 2010. In 2010, UNICEF Supply Division
procurement of HIV commodities totalled $101 million for over 65 countries, consistent with procurement volumes in 2009. For
2010, 77%of the total was for procurement of antiretroviral drugs (ARVS); 16% was for rapid tests for HIV and sexually
transmitted infections; and 7% was for HIV diagnostics.

Focus area 4: Child protection from violence, exploitation and abuse

An estimated 131 programme countries are engaged in strengthening social welfare and justice systems with UNICEF support,
and at least 15 countries initiated a comprehensive mapping exercise of child protection systems.

Focus area 5: Policy advocacy and partnerships for children
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