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Types of Channels

Communication Team: Public (Potential Donors) Donor Participation Team: The Beautiful Foundation Donors

Newsletter, Annual report, Website, Blog, Social media, Press Donor rewards based on donor relationship, Donor events

• Public (potential donors) → Find differenƟated contents

• The Beautiful Foundation donors → Regular communication & in-person events



Public’s Preferred Contents & Channel of Communication (2021, Unit: %)

Preferred Channel to Receive News

(Base: Donors Total N=1,429, Unit: %) 

Preferred News Source

(Base: Donors Total N=1,429, Unit: %) 1st 1st+2nd

Social Performance & 
Impact

Donor Impact Report

News on Progress of 
Projects

Diverse Donor Stories

Information on 
participative events, etc.

None/Don’t 
know/No Answer

Email

Text Message

Instagram

Website

Facebook

Naver Post

Unsubscribed

Total Total

Receive 
Mail Receive 

Email

Receive 
Email

Receive 
Mail

Yes Yes Yes YesNo No No No



Public’s Interest & Satisfaction in Communication Channels (2021, Unit: %)

• Informing Channels: Newsletter, HuHu Letter, Audit report, Annual report, Area report
Q. How interested are you in the following project reporting services?
Q. How satisfied are you with the following project reporting services?

(Base: Donors Total N=1,429, Unit: %) (Base: Excluded ‘Don’t know’ for each service, Unit: %) 

Interest in Project Reporting Service Satisfaction in Project Reporting Service

Regular 
donor

One-time 
donor

Renewing 
donor

Don’t know

Don’t read

Only read title

Read

Dissatisfied

Satisfied

Average

Newsletter NewsletterAudit ReportArea ReportHuHu Letter Annual Report HuHu Letter Annual Report Area Report Audit Report

Average out of 
5 points



Donors’ Interest & Satisfaction in Rewards (2021, Unit: %)

Thank you call

Interest Satisfaction

Email card on 
birthday of 

donation

Thank you letter 
for first donation

Annual thank 
you letter

(Base: Regular Donors  N=1,247, Unit: %) 
Never 

received
Total

Thank you call

Thank you letter for 
first donation

Annual thank 
you letter

Email card on 
birthday of donation

(Base: 'Never received’ thank you message n=172, Unit: %) 

Thank you letter mail

Thank you call

Neither

Thank you message wish to receive



Donors’ Event Participation & Preference (2021, Unit: %)

Participation rate Reason for not participating Preference

TotalTotal

Total

Contents
Age

1st 1st + 2nd + 3rd

Never participated

(Base: Non-participants  N=1,093, Unit: Multiple answers %) 

Don’t know what 
the event is about

First meeting of the heart

Visit Foundation

Small meeting for 
changing the world

Didn’t know there 
was an event

Want to go but it’s 
too far

Feel awkward 
meeting new people

Uninterested (only 
donate)

No spare time for it

New donor meetings

Donor meetings

Volunteer activities

Lecture events

Regional donor meetings

No preference

Heart-to-heart 
philanthropy walk



• Connection through communication with donors and organizations → Drive 

force of change

• Communication with donors, connection through continuous communication: 

Case studies of the Donor Participation Team & Communication Team

Relationship with Donors





Making Change Through Diverse Channels: 
The Power of Participation and Feedback

Kwak Boa, Head of Communication Team
The Beautiful Foundation

Giving Korea 2024
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● Role
Public Relations: Share about the Foundation’s vision, mission, core values, projects
Guide of public interest activities: Encourage more people to learn about public interest issues, 
take interest in them, and participate in social change

● Communication Targets
Donation Members: Introduce the Foundation’s activities and performance
Public (potential donors): Introduce public interest activities
Supporting/Cooperating organizations: Partners of public interest activities

● Aim
A trustworthy friend in the field of public interest activities: 
“An organization introduced by The Beautiful Foundation is as good as verified”
“If it’s content picked out by The Beautiful Foundation, it’s content worth reading.”
→ Expand the PR of the Foundation & touchpoint of citizens and public interest activities, 
Seek a position of trustworthy channel that leads to communication and participation

● Strategy
Approach through diverse channels but differentiate the channels’ targets and themes
From unidirectional communication to participatory communication
Broad, deep, different, and fun contents

Communication Team of The Beautiful Foundation



Communication Team of The Beautiful Foundation

Expanding the touchpoint with the public while 
strengthening the connection with donation 

members



● Current donors: High levels of satisfaction·loyalty·positive evaluation of 

organizations

● People who put effort into giving: Much interest in the impact created 

by organizations

● People who evaluate impact highly: A lot of request for 

information/experience of their views applied (interactive responsivity) 

● No. 1 reason for participating in giving in 2023: ‘Considered it a 

responsibility as a citizen’

Experience in giving is 
important, then what?

“Donate 
now!”

Stories about the ultimate image of 
the social changes created together,
the projects and people creating the 
change

Giving Korea 2024 & The Beautiful Foundation



Show the people creating the 
change and the scene: 
Send newsletter (HuHu Letter)

Honest approach through disclosure of 
information to build credibility: 
Produce online annual reports

Visit More People: 
Online promotion that is 

more visible

Timely Approach: 
Social media & in-person 

events

Giving Korea 2024 & The Beautiful Foundation

Stories about the ultimate image of 
the social changes created together,
the projects and people creating
the change



If you want to know how the world is 
changing,
And what kind of people are working 
hard for it

- Monthly newsletter

- For donation members and the 

public at large

- Sharing about the topics making 

issue in society and the big and small 

changes created by citizens 

regarding important topics

- Actively introducing not only the 

Showing People & Scene Creating the Change: HuHu Letter



Showing the People & Scene Creating the Change: HuHu Letter

Reality and change captured by the youth
women’s industrial accident recovery support
project

Self-Reliance Master, Heo Jin-i’s solid life

Animal rights activist, Choi In-soo from KARA talks about the
changes in bears

A day in the life of Se-yeon
Lim, a school social worker

Do you know about the Committee to Improve the Treatment of Social Workers?

What is needed for safe work of care workers?



How could leaving a comment become more fun?

I wrote an opinion as part of a quiz event … 
But now I think I’ve poured my heart into it…

HuHu Letter & Feedback



HuHu Letter & Feedback

Welfare is emphasized more by the day, but I didn’t get the chance to hear the story of the 
care workers behind the scenes! If you expanded on this content, I think it will reach many 
people and also give us more to learn about!

I thought ‘my own kind of independence’ isn’t just the story of the ’youth preparing for independences’ but all of ours. In fact, I think as someone 
who had parents tell me what to do into my late 20s, I had less opportunity to think about ‘being me.’ I could deeply relate to the story of still 
trying to figure out ‘being me’ even after marriage and children. 

Please tell us how the year 2023 was 
for the Foundation

Could you share the news, updates of 
the ‘youth preparing for independence’?

I think it would be nice to add the 
stories of donors for each topic

I’m curious about the stories of 
women such as single moms and 
elderly women.

In addition to sharing about the 
current state and reality of a situation, 
I think it would be even better to have 
the views of experts such as labor 
attorneys.

This content was so good! Thank you!

It would be nice if you introduced ways 
subscribers, that’s general citizens, can 
bring change. 

Have there been any changing trends 
in civil participation such as 
philanthropy, volunteer work, etc.?

I think it would be good to have a 
communication window for 
subscribers!

I’d like to know more about the Wildlife 
Protection and Management Act

If you have any contents on 
supporting abandoned dogs, 
please let me know.

How is the fund for ‘youth preparing for independence’ 
being used?



HuHu Letter & Feedback: Cases of Applied Feedback

I’m curious about the stories of 
women such as single moms and 
elderly women.

Could you share the news, updates of 
the ‘youth preparing for independence’?

I think it would be nice to add the 
stories of donors for each topic

It would be nice if you introduced ways 
subscribers, that’s general citizens, can 
bring change. 

Have there been any changing trends 
in civil participation such as 
philanthropy, volunteer work, etc.?

Vol. 36 This is how the ‘youth preparing for independence’ 
are doing 



To become a 
representative 
platform of 
public interest 
activities 
through active 
collaboration 
and in-depth 
contents

HuHu Letter, Looking Ahead…



● Report on performance of projects and activities and financial status 
of the past year

● Most important report material for donation members
● Basic disclosure material for credibility and faithful provision of 

financial information

Honest Approach through Disclosure of Information to Build Credibility: 
Production of Online Annual Report



● Report on performance of projects and activities and financial status 
of the past year

● Most important report material for donation members
● Basic disclosure material for credibility and faithful provision of 

financial information

Background of discussion for online 
production

＊ Use of hardcopy of annual report
＊ Readability of performance of major activities
＊ Consideration of environmental protection and 
reduction of expenses

Honest Approach through Disclosure of Information to Build Credibility: 
Production of Online Annual Report



The journey to a more readable online annual report…

2017~2019: Start online production
-Have main information on one page, 

More accessibility to mobile access through text message

-No problem on the web… but the mobile version is too long and 

complicated

2020: Change structure of web version to site form (separate 

development of mobile version) 

Trial production of audio annual report (in the form of conversation 

with person in charge, executive director)

Strengthen contents related to finance

2021~2022: Reorganize to fit one page
- Improve the design by making the most of videos/photos and 

enhance the page format such as the tab and card slide

- Reduce the monotony and convey a vibrant image

- Produce separate contents such as an introduction to the 

performance of major support projects, and add a link button

-Cast a professional anchor (supporter of Foundation’s project), 

produce audio annual report using the audio of existing visual material



The journey to a more readable online annual report…

2017~2019: Start online production
-Have main information on one page, 

More accessibility to mobile access through text message

-No problem on the web… but the mobile version is too long and 

complicated

2020: Change structure of web version to site form (separate 

development of mobile version) 

Trial production of audio annual report (in the form of conversation 

with person in charge, executive director)

Strengthen contents related to finance

2021~2022: Reorganize to fit one page
- Improve the design by making the most of videos/photos and 

enhance the page format such as the tab and card slide

- Reduce the monotony and convey a vibrant image

- Produce separate contents such as an introduction to the 

performance of major support projects, and add a link button

-Cast a professional anchor (supporter of Foundation’s project), 

produce audio annual report using the audio of existing visual material

It’s convenient.. but too long to 
read on my phone

I want to know more about the 
projects, it’s slightly boring

👂

👂

Who reads it where? 
Is there a way to make it more easily 
readable…?



2023:
What if we only made a mobile version?



2023:
What if we only made a mobile version? …But now with participation added to it



Visit More People: Online Promotion

→ Is there a way to expose people to public interest 
activities without making them feel pressured?

There are too 
many projects

There’s also too 
much change

People (absolutely) don’t 
know

People aren’t (at all) 
interested

Only we know and take a lot 
of interest



Visit More People: Online Promotion

→부담없이공익활동을접하게할방
법없을까?

💡온라인게임은어떨까?How about an online 
game?



Visit More People: Online Promotion ① 2023 ‘We Are Connected By An Orange String’

● In what ways can we show Sharing →
Project (Foundation Activities) →
Outcome (Impact)? 

● If we show the ‘Before-After’ of 
change, users could look for the 
changes and feel the difference
+ even subscribe to our newsletter?

● Let’s stimulate our users’ 
competitiveness with the 
right level of difficulty!



Visit More People: Online Promotion ① 2023 ‘We Are Connected By An Orange String’



Visit More People: Online Promotion① 2023 ‘We Are Connected By An Orange String’

💡순위표를넣으면참여에불이붙지않을까?Wouldn’t a rank list spur more participation?



Visit More People: Online Promotion ② 2024 ‘Break Together’



Visit More People: Online Promotion ② 2024 ‘Break Together’



Visit More People: Online Promotion ② 2024 ‘Break Together’



Timely Approach: Social Media & In-person Events



Timely Approach: Social Media & In-person Events

November 10, 2023
@Jeongdong 1928 Art Center

Venue for Hope Store 20th Anniversary Event



Limitations & Concerns

● Limitations due to the targets

-Feedback from different directions.. It’s impossible to please everyone! Then what?

-Smooth participation.. Cherry pickers gathering anytime anywhere

● Concerns due to the nature of NPO communication

-Concerns about finance

-Where is our teacher, where is our reference

-Express with care

● Concerns about measuring performance

-Is a high number of views the end? Or is a donation the end?

-How can degree of recognition and brand power be measured?

● Problems with the organization

-Is our organization prepared for communication?



TIP 

Are your budget and human resources both limited? Then first check the following

● Who is your most important communication target that you need to have contact with in the next 

12-18 months?

● Donation member, supporter, media, policy decision-maker?

● What is your central communication medium to reach the target?

● Online, broadcast, face-to-face, printed material, phone

● Which method will be most sustainable? What means, if developed, will bring the most value 

commensurate to the amount of investment?

● Do your workers have the capacity to maintain this?





A challenge for a 
stronger relationship

Service? 
Participation!

Han Hyejung, Head of Donor Participation Team
The Beautiful Foundation



Background of Challenge

Meeting donors who practice sharing 

Being the first to receive the donors’ applications and 

to welcome them

Responding to the donors’ questions and requests

Encouraging their continuous donation

Checking their request to cancel their donation and 

hoping to meet again

1%



Background of Challenge

It’s exemplary but familiar



Background of 
Challenge

Let’s renew 
the 

purpose of 
the service!

It’s 
exemplary 
but familiar



Beginning of Challenge



Beginning of 
Challenge

Interest Interest Interest

Expectatio
n

Expectation



Beginning of Challenge

Solve social 
problems Change for all



Beginning of 
Challenge

Who are the 1% sharing donors?



Beginning of Challenge

What is loyalty?



Beginning of 
Challenge

Donor 
satisfying

Service

Participation 
Program

To resolve social problems



Beginning of Challenge

Participation Program of The Beautiful Foundation

Mostly 1:1 Standard

A Few Focus Together



Challenge 
Everyday

1% Sharing 
Donors

The 
Beautiful 

Foundation



Challenge Everyday

New Donor 
Friend

The 
Beautiful 

Foundation





Challenge Everyday

Best Buddy 
Donor

The 
Beautiful 

Foundation





Challenge Everyday



Challenge Everyday







Learning Through Challenge

What does it mean to connect 1% sharing donors?

To give an ear



When I first began to give, I thought,

“I’ll donate as much as I pay for my 

insurance”

Just as I applied for my insurance for a more stable future

I thought I should pay a price,

taking an interest in the activities 

That change the society I belong to 

for the better.

I am preparing for the future by sharing

My name is Goodal, and I am a 1% sharing 
donor of The Beautiful Foundation.



Ⓒ 2024 The Beautiful Foundation All rights reserved.


