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Overview| 2012 SCORE engagement survey

Survey objectives

« Provide SCORE leadership with a consistent measurement for Client Engagement

+ Assess the state of Client Engagement across SCORE, and identify organizational strengths and vulnerabilities
« Produce detailed results at the State, District and Chapter levels

» Assess the extent to which SCORE clients attribute their business success to working with SCORE

+ Identify the most critical drivers of engagement when clients and mentors interact

» Measure the extent to which SORE clients believe mentors are delivering the overall service experience; this will inform
the agenda for taking action & addressing client concerns

« Prepare leadership and field for:
» What the survey measures and why it matters
« Rollout of data & reporting
» Expectations for taking action

Survey methodology

+ One questionnaire was deployed to 120,391 SCORE clients from October 30t to December 7t 20012.

+ Following the online fielding period, 16,000 SCORE clients were targeted for phone follow-up from December 10t 2012
to January 14" 2013 in order to fill State and Chapter report quotas

« Survey items are a combination of 5-point scale (5 being Strongly Agree), Yes/No and multiple choice

« Agree Score is the percent of responses that are a 4 or 5 (Agree and Strongly Agree) on a 5-point scale. The higher the
reported Agree Score, the more favorable the result

«  Minimum of 30 respondents are required for creation of State or Chapter reports

+ For revenue and employees added averages, outliers were excluded: i.e. revenues > $10M in accordance with SCORE
guidance regarding a typical client profile, as well as blanks and/or incomplete values

Survey year | Invited | Completed | Response rate
2012 120,391 12,925 11%
2011 ~55,000 3,374 6%
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Overview| Client engagement

Client engagement index

The SCORE Client Engagement Index is the average of mean scores for:

* Iwould recommend SCORE to friends or associates

* Based on my experience, I would return to SCORE if I needed further support
* SCORE is truly client-oriented

¢ SCORE is a name I can always trust

¢ SCORE is important to my success

Service drivers

A series of service driver statements were included in the survey, to correlate against the Client Engagement Index:

e My mentor was able to assist me

* My mentor approaches each interaction with an open mind

« My mentor listens effectively

» My mentor takes time to accurately assess my current situation

* My mentor provides advice that is relevant to my needs

* My mentor’s background and experience are helpful

e Asaresult of our meeting(s), my mentor recommends other SCORE services
* My mentor encourages me to pursue my goals and dreams

* Along term relationship with SCORE would be beneficial to me

* Ibelieve my mentor wants a long-term mentoring relationship with me
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Summary| Findings

Measure | SCORE Overall 2012 | SCORE Overall 2011

Client engagement 4.00 --
Willingness to return to SCORE 79% --
Likelihood to recommend SCORE 80% 78%

66% of SCORE clients interviewed are currently in business, 32% less than one year

When seeking counselling from SCORE for the first time, clients are split roughly equally between:
In business (34%), in the process of starting a new business (35%), or considering a new business idea (30%)

Measures of client attribution are strong;:

Impact: 57% of clients have changed their business strategies or practices as a result of working with SCORE
Business Starts: 26 % started a business in 2012; 64% say SCORE helped them start their business

Revenue Growth: 54% grew business revenues in 2012; 51% say SCORE helped them grow business revenues
Average revenue growth per client is $82, 305 *

Employee Growth: 23% added employees in 2012; 37% say SCORE helped them add employees

Average employees added are 2.5 full time and 2.6 part time *

Client Landscape

2012 Client Engagement Survey | Confidential

62% of SCORE clients are characterized as “Champions” — meaning they are highly engaged and have a high
willingness to return to SCORE for further counselling and advice

21% of SCORE clients are characterized as “Disconnected”; disengaged and vocal detractors

There are no clients characterized as “Tenants” — high engagement and a low willingness to return. This
indicates that engagement is a strong predictor of a client’s willingness to come back to SCORE for advice

1 Average revenue growth and employees added calculations
exclude outliers noted in Methodology, p .4 6



Summary| Findings

+ Client engagement rises with the directness and frequency of contact with SCORE. Clients who interact with a
mentor face-to-face , and participate in multiple sessions, are the most engaged

« The top 20% of Volunteer Engagement chapters produce an average Client Engagement Index of 4.04.
The bottom 20% produce an average Client Engagement Index of 3.85

« To drive engagement, it is most critical for SCORE mentors to convey openness and a willingness to invest time

- Take significant time during initial meetings to assess clients’ needs
- Approach interactions with an open mind and without judgment
- Focus on communicating and acting in ways that indicate a desire for a long-term mentoring relationship

« The more functional aspects of the client-mentor interaction, while always important to deliver on, should be less
of an emphasis for SCORE improvement efforts

- Leveraging a relevant background or experience
- Recommending other SCORE services
- Listening effectively

« 66% of clients rely upon a referral to seek SCORE services, versus 29% for internet search and advertising

« 77% of clients have visited the SCORE website, 30% attended a SCORE workshop; of those, 64% a single
workshop

» 81% of clients prefer to learn in person
« Survey respondent demographics

- Females make up 53% of survey respondents and are more engaged than men
- Nearly 70% of have at least a college education

- 8% are under 35 yrs of age, 56% are 55 years and older

- 68% White, 14% African American, 5% Hispanic, 4% Asian

- 13% are Veterans, non-Veterans are more engaged
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Summary| Engagement index and agree scores
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The Client Engagement Index is the composite average for: The agree score is a percent of responses that are a 4 or 5 (Agree and
«  Iwould recommend SCORE to friends or associates Strongly Agree)

« Based on my experience, I would return to SCORE if I needed further support
*  SCOREis truly client-oriented

+ SCOREis a nameI can always trust

*  SCORE is important to my success
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Summary| Reason sought advice from SCORE

What Led to Seeking SCORE Advice? (Multiple Selections Allowed)

m2012

25%

Referred by friends or family

Referred by the Small Business Administration

Internet search

SCORE Advertising

Referred by another SCORE client

Referred by local Chamber of Commerce

Attended a SCORE workshop

Referred by a lending institution

0% 10% 20% 30%
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Results| Business status 2012

m Started a new business

= Did not start a new business

23%

= Considering a
new business
idea

# In the process
of starting a
business

m Already
in business

When you first sought SCORE Counseling

Are You Currently in Business?

N % of Respondent Population
Yes 8:447 66%
No 4,438 34%
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Results| Client profile

Currently in business Started a Business in Grew Revenues in Added Jobs in
in 2012 2012 2012 2012

100% -
80% -
60% -
40% -

20% -

0% -
N=12,885 N=12,805 N=8,285 N=8,424

m No = Yes
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Results| Client attribution

SCORE changed my business SCORE helped me SCORE helped me SCORE helped me add
strategies or practices start my business grow business revenue employees

100% -

80% -

60% -

40% -

20% -

0% -

N=7,729 N=3,221 N=4,164 N=1,744

m % Disagree m% Neutral = 9% Agree

(Engagement Index in parentheses)
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Results| Likelihood to recommend SCORE

80% of SCORE clients agree that they would recommend SCORE to friends or associates

Likelihood to Recommend SCORE

80% - E2011 2012
62%
60%

40%

20%

0%

Strongly Disagree Disagree Neutral Agree Strongly Agree
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Client engagement!

Results| Client landscape

Profile Characteristics
A

Champions » High engagement and willingness to return

» Strong identification with SCORE and belief
in objectives

« Loyal and likely to advocate for SCORE

High Tenants: 0% Champions: 62%

« High engagement, low willingness to return

« Transactional client: pleased with the service
they received, but very task focused

Captives » Low engagement, high willingness to return
« Likely to have encountered an instance of
Low|  Disconnected: 21% Captives: 16% poor service, but not inclined to seek other
channels

«  “Win-back” opportunities

Disconnected . Low engagement and willingness to return

Low High + Strong and vocal detractors of the SCORE
brand

« Frustrated and lost clients

v

Willingness to return?

1Based on survey of Client Engagement Index questions (High >= 4.0, Low < 4.0)
2Based on “Based on my experience, I would return to SCORE if I needed further support.”
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Client engagement index

Results| Counseling method vs. Engagement

4.1 -
4.02
3.9 -
3.85
3.7 1
3'5 - T T
Email Telephone
N=3,909 N=807
(30%) (6%)
Counseling method
(% of population)
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Face-to-Face

N=8,207
(64%)
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Client engagement index

Results| Counseling frequency vs. Engagement

While 53% of clients have only one session, 77% of clients needed further advice or assistance after their
initial session with a SCORE mentor . Only 26% of clients seek mentoring from another organization

5.0 -
4.5 4.45
4.06
4.0 A 3.86
3-5 1
3.0 -
2.5
2.0 -
1 session 2 to 5 sessions 6 t010 sessions 10 or more sessions
N=6,851 N=4,903 N=823 N=348
(53%) (38%) (6%) (3%)

Number of Counseling Sessions
Oct 2011-Aug 2012
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Results| Cross volunteer and client surveys

As a mentor, preventing an As a client, I feel the primary role of
entrepreneur’s failure is as my mentor should be to:
important as finding ways for them

to succeed = Look for ways my idea or business could succeed

® Point out ways my idea or business could fail

m% Agree
100% - 100% -
9%
80% - 80% -
60% - 60% -
40% - 40% -
20% - 20% -
0% - 0% -
2012 Volunteer Survey 2012 Client Survey

Note: In 2013, volunteer survey item will be identical as 2012 client survey item
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Results| Client driver impact analysis

The following service driver were analyzed to determine their impact on engagement, relative to their 2012 scores

Items with a high maximum impact score should be the main focus in efforts to actively engage clients. They drive

engagement, and scores indicate these areas represent the greatest opportunity to make improvements

I believe my mentor wants a long-term mentoring

relationship with me. [  89%
My mentor approaches cach nteraction vith ancpen inc.. | 5
My mentor takes time to accurately assess my current o
situation. [ 84%
Along term relationship with SCORE would be beneficial to
me. [  s3%
My mentor provides advicethat s elevant to my needs. | s-
My mentor was able o assistme.. | s
My mentor's background and experience are elpt. | so%

My mentorencourages me o pursue my sosls and rears. Y o
As a result of our meeting(s), my mentor recommends other _ 62%
SCORE services. 0
My mentor listens effectively. [ 57%

0% 20% 40% 60% 80%
B Maximum Impact
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% of chapters
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Results| Engagement index distribution by chapter

12% of
chapters
below 3.6

31 32 33 34 35 36 37 38 39 40

SCORE Client Engagement
Index = 4.0

4.1

4.2

4.3 4.4

Chapter Client Engagement Index
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8% of
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above 4.3
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Volunteer & Client Engagement| Linkage

Volunteers with higher engagement deliver greater client engagement
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Bottom 20% Top 20%
Volunteer Engagement Volunteer Engagement

2011 Volunteer Engagement

2012 Client Engagement Survey | Confidential

20



Appendix
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Appendix| Client service drivers methodology

The client driver analysis controlled for a number of factors, listed below

The majority of these factors were respondent-provided, and outliers were removed

Control factors

Session count (SCORE provided) Race

Total counseling hours (SCORE provided) Number of years in business
Gender Full time employees
Veteran Status Part time employees

Age Annual gross revenue

In order to determine maximum impact, each client driver was included in a multivariate model (with the control factors) to
measure their individual impacts on engagement

These scores were then associated with the item ratings, and the variance observed (i.e., the amount of improvement
possible) to determine the maximum impact on engagement
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Appendix| Survey results by item

Item
Plot #

Item Text

— 8
* |2 |2

I would recommend SCORE to friends or associates 80% | 10% | 9%

Based on my experience, I would return to SCORE if I needed further support 79% | 9% | 12%
SCORE is truly client-oriented 75% | 15% | 10%
SCORE is a name I can always trust 73% | 18% | 10%
SCORE is important to my success 59% | 25% | 16%
My mentor was able to assist me 74% | 1% | 15%
My mentor provides advice that is relevant to my needs 74% | 13% | 13%
My mentor takes time to accurately assess my current situation 75% | 13% | 12%
Along term relationship with SCORE would be beneficial to me 71% | 18% | 10%
My mentor approaches each interaction with an open mind 77% | 13% | 11%
My mentor listens effectively 80% | 11% | 9%

My mentor’s background and experience are helpful 74% | 15% | 11%
Working with SCORE helped me start my business 64% | 16% | 20%
As a result of working with SCORE, I have changed my business strategies or practices 57% | 24% | 20%
Working with SCORE helped me grow my business revenue 51% | 27% | 22%
My mentor encourages me to pursue my goals and dreams 73% | 16% | 11%
I believe my mentor wants a long-term mentoring relationship with me 50% | 28% | 22%
As a result of our meeting(s), my mentor recommends other SCORE services 61% | 21% | 18%
Working with SCORE helped me add employees in the past year 37% | 31% | 32%
SCORE’s ability to provide education through its partners and sponsors is important to me 72% | 21% | 6%

The workshop(s) was valuable 88% | 8% 4%

SCORE provides valuable tools on its website 71% | 25% | 4%

I frequently use the tools available on SCORE’s website 25% | 40% | 35%
Attending the workshop(s) compelled me to seek counseling from a SCORE mentor 58% | 23% | 19%
Visiting/using SCORE’s website compelled me to seek counseling from a SCORE mentor 52% | 25% | 22%

! Engagement index item
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Appendix| Survey results by item

Item Text % Item Text %
Select Select
'When 1st sought mentoring from SCORE, were you: Did your bus. experience revenue growth last year?
Just considering a business idea 30% Yes 54%
In the process of starting a business 35% No 46%
Already in business 34% Did you start a new business in 2012?
'When 1st sought mentoring from SCORE, you were: Yes 26%
Self-employed 40% No 4%
‘Working full time for another company or organization 27% " T . "
'Working part time for another company or organization 9% Following my 1n1t1a.l session w1th a SCORE mentor, T
Unemployed 2% needed further advice or assistance .
In the military 1% Yes 77%
A student 2% No - - 23%
Last yr, interacted dir. with someone from SCORE? Sought mentoring from another org. since SCORE:
Once 30% Yes 26%
Twice 20% No 74%
3-5 times 30% As a client, the primary role of my mentor should be:
6-10 times 12% To point out ways my idea or business could fail 9%
more than 10 times 8% To actively look for ways my idea or business could succeed 91%
'What is the primary way you interact with SCORE? Have you visited SCORE'’s website, www.score.org?
In person/face-to-face 63% Yes 77%
Over the phone 9% No 23%
By Email 17% Have you viewed an online workshop or webinar?
Atte%ndmg wt.)rkshol?s. 9% Yes 24%
Shvpe o Tt > No 6%
Are you currently in business? Have you attended a SCORE workshop?
Yes 66% Yes 30%
No 34% No 70%
How long have you been in business? What type of workshop have you attended?
Less than one year 33% Single workshop 64%
More than one year 68% Day long workshops 17%
Did you add any employees in the past year? Workshop Series 19%
Yes 23%
No 77%
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Appendix| Survey results by item

Item Text % Selected
How did you first hear about SCORE?

SCORE Advertising 12%
Attended a SCORE workshop 4%
Referred by another SCORE client 10%
Referred by the Small Business Administration 21%
Referred by a lending institution 3%
Internet search 17%
Referred by local Chamber of Commerce 7%
Referred by friends or family 25%
Do you use an email marketing system in your business?
Yes 40%
No 60%
I have utilized the services of one of SCORE’s partners or sponsors
Yes 26%
No 74%
I prefer to learn:
In an in-person environment 81%
On-line 19%

2012 2011

Client Status when first sought counseling with SCORE % of Respondent % of Respondent
Population Population

Self-employed 4,893 40% 53%
Working full time for another company or organization 3,364 27% 23%
Working part time for another company or organization 1,078 9% 6%
Unemployed 2,654 22% 16%
In the military 86 1% 1%
A student 247 2% 2%
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Appendix| Demographic overview

Education

25t034 35t044

1% 7% 13% 22%

Native
Am

68% 14% 5% 1%

Service

Non Veteran Veteran

87% 10% 3%

45 to 54

Disabled Vet.

High School/
Voc/Some Col.

55 to 64

30%

4%

Female

College and
above

65 to74

25%

Hawaiian/
Pac Isl

0%

Reservist

1%

1%

Natl. Guard
Member

0%
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Average revenue growth !

Appendix| Counseling vs. Revenue growth’

$200,000

$150,000

$125,233

$100,000
$86,668

$50,000

$0

1 2to5 5to10 10 or more

Counseling sessions

1 Average revenue growth calculation excludes outliers noted in Methodology, p .4
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Appendix| Attendance by workshop type

*  30% of SCORE clients have attended a SCORE workshop.

Workshop Attendance SCORE Workshop Attended

100% -

80% 1 Workshop Series

10%
60% -
Single workshop

40% - 64%

20% -

0% -

Attended a SCORE Workshop
N=11,959
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Appendix| Workshops and started Business

Workshop Attendance Started a Business

100% -
80% -
60% -
40% -

20% -

0% -
Attended a SCORE Workshop

N=11,959
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Appendix| In business-how long?

How long have you been in business?

50% -

40% -

34%

30%

20%

10%

0%
Less than one year 1-2yrs 2-3yrs 3-4yr8 4-5y18 5 or more yrs
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Appendix| In-business, annual revenue’ distribution

50%

40%

30%

20%

10%

0%

Revenue Distribution !

H 2011 #2012

39%

None $1to $10k to $50k to $250k+
<=$%$10k <=$50k <=$250k
2011 N=137
2012 N=6,563

t Average revenue calculation excludes outliers noted in Methodology, p .4
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Appendix| Demographic -Gender

Attribution Male Female
Percentage of respondents 47% 53%
As a result of working with SCORE, I have changed my business strategies or practices 56% 59%
Working with SCORE helped me add employees in the past year 40% 37%
Working with SCORE helped me grow my business revenue 51% 53%
Working with SCORE helped me start my business 63% 67%
Client Engagement Index Male Female
I would recommend SCORE to friends or associates 81% 83%
Based on my experience, I would return to SCORE if I needed further support 79% 80%
SCORE is truly client-oriented 76% 77%
SCORE is a name I can always trust 74% 75%
SCORE is important to my success 58% 62%
Client Engagement Index 3.99 4.08
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Appendix| Demographic-Veteran

Service Natl. Guard
Non-Veteran Veteran Disbl Vet.  Reservist Member

Percentage of respondents 87% 10% 3% 0% 0%
Asa re§ult of worlqng with SCORE, I have changed my business 50% 54% 50% 66% 45%
strategies or practices

Working with SCORE helped me add employees in the past year 38% 45% 33% 33% 40%
Working with SCORE helped me grow my business revenue 53% 52% 41% 58% 50%
Working with SCORE helped me start my business 66% 60% 54% 79% 67%

Client Engagement Index Non- Service Natl. Guard
Veteran Veteran Disbl Vet.  Reservist Member
I would recommend SCORE to friends or associates 82% 79% 79% 76% 71%
zariii 1f);;111111)1;70??erience, I would return to SCORE if I needed S0% 6% 75% 6% 9%
SCORE is truly client-oriented 77% 73% 72% 69% 79%
SCORE is a name I can always trust 75% 72% 70% 75% 71%
SCORE is important to my success 61% 57% 59% 61% 46%
Client Engagement Index 4.05 3.96 3.95 3.99 3.94
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Appendix| Demographic-Age

e 75 or
ST 18to24 25t034 35t044 45to54 55t064 65t074 older
Percentage of respondents 1% 7% 13% 22% 30% 25% 1%
As a result of wqumg with _SCORE, I have changed my 68% 56% 58% 57% 50% 58% 60%
business strategies or practices
;\;(;:l;;i with SCORE helped me add employees in the 7% 40% 38% 30% 30% 36% 25%
:Z\?Zghneg with SCORE helped me grow my business 63% 49% 52% 53% 53% 50% 44%
Working with SCORE helped me start my business 76% 69% 62% 64% 68% 68% 58%

ient E t Ind 75 or
SEEE AT G LG oS 18to24 25t034 35t044 45to54 55t064 65t074 older
I would recommend SCORE to friends or associates 89% 81% 81% 81% 82% 83% 84%
E:ZS(: ‘;)lrclurgtl}}; :;cssf)ls(r)lfte, I would return to SCORE if I 819% 80% S0% 80% S0% 80% 9%
SCORE is truly client-oriented 83% 75% 76% 76% 78% 77% 78%
SCORE is a name I can always trust 77% 74% 74% 75% 74% 76% 77%
SCORE is important to my success 58% 59% 61% 61% 59% 59% 54%
Client Engagement Index 4.12 4.03 4.01 4.04 4.04 4.05 4.02
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Appendix| Demographic-Education

No high Trade/Tec Some post  Post
school Some /Voc. College graduate graduate

diploma  college Training graduate work degree
Percentage of respondents 1% 21% 9% 34% 9% 26%
As a result of working with SCORE, I have changed my o o o o o o
business strategies or practices 63% 57% 57% 57% 60% 59%
;Zgll:kmg with SCORE helped me add employees in the past 20% 37% 4% 8% 37% 41%
Working with SCORE helped me grow my business revenue 70% 54% 55% 52% 49% 50%
Working with SCORE helped me start my business 57% 63% 63% 65% 64% 67%

. No high Trade/Tec Some post  Post
Client Engagement Index school Some /Voc. College  graduate graduate
diploma  college Training graduate work degree

I would recommend SCORE to friends or associates 79% 81% 80% 81% 82% 82%
Based on my experience, I would return to SCORE if I needed 80% 80% 8% 80% 80% 80%
further support

SCORE is truly client-oriented 79% 76% 76% 76% 76% 77%
SCORE is a name I can always trust 78% 75% 74% 75% 74% 73%
SCORE is important to my success 67% 62% 61% 59% 60% 59%
Client Engagement Index 4.10 4.05 4.02 4.03 4.03 4.02
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Appendix| Demographic-Race

Attribution

White

Black or
African
American

(0}

Hispanic
origin or
descent

American
Indian or
Alaska
Native

Native
Hawaiian
or other
Pacific

Some
Islander other race

Percentage of respondents* 68% 14% 5% 1% 4% 0% 1%
;\;(;:l;i;la%‘ with SCORE helped me add employees in the 39% 8% 47% 44% 45% 50% 26%
:ngll:ilr;g with SCORE helped me grow my business 53% 52% 8% 48% 61% 33% 53%
Working with SCORE helped me start my business 68% 57% 63% 59% 69% 58% 69%

Native
Of American Hawaiian

Client Engagement Index Blackor Hispanic Indian or or other

African  origin or Alaska Pacific Some

White American  descent Native Islander other race

I would recommend SCORE to friends or associates 82% 81% 82% 79% 87% 89% 75%
Based on my experience, I would return to SCORE if I o o o o o o o
needed further support 80% 80% 83% 73% 87% 91% 72%
SCORE is truly client-oriented 77% 74% 76% 71% 81% 73% 71%
SCORE is a name I can always trust 75% 72% 77% 67% 83% 82% 66%
SCORE is important to my success 60% 62% 64% 58% 69% 67% 54%
Client Engagement Index 4.05 4.01 4.10 3.91 4.22 4.25 3.82

*Survey respondents were able to choose multiple options for the demographic-race item
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	62% 60% 80% 2011 2012 7% 6% 8% 16% 5% 4% 10% 29% 51% 0% 20% 40% 60% Strongly Disagree Disagree Neutral Agree Strongly Agree 
	Tenants: 0% Champions: 62% 
	Artifact
	3.85 4.02 4.06 3.9 4.1 ment index 3.5 3.7 Email Telephone Face-to-Face Counseling method (% of population) Client engagem N=3,909 (30%) N=8,207 (64%) N=807 (6%) 
	3.86 4.06 4.45 4.64 4.0 4.5 5.0 ent index 2.0 2.5 3.0 3.5 Client engageme 
	96% 
	9% 91% 
	84% 85% 89% Results| Client driver impact analysis The following service driver were analyzed to determine their impact on engagement, relative to their 2012 scores Items with a high maximum impact score should be the main focus in efforts to actively engage clients. They drive engagement, and scores indicate these areas represent the greatest opportunity to make improvements I believe my mentor wants a long-term mentoring relationship with me. My mentor approaches each interaction with an open mind. My men
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	SCORE Client Engagement Index = 4.0 8% of chapters above 4.3 12% of chapters below 3.6 
	3.85 4.04 4.0 ngagementx 3.0 3.5 Bottom 20% Volunteer Engagement Top 20% Volunteer Engagement 2012 Client EnIndex 2011 Volunteer Engagement 
	Gender Male Female 47% 53% Age 18 to 24 25 to 34 35 to 44 45 to 54 55 to 64 65 to74 75 + 1% 7% 13% 22% 30% 25% 1% Education High School/ Voc/Some Col. College and above 31% 69% 1% 7% 13% 22% 30% 25% 1% Race White Black/ Af Am Hispanic Native Am Asian Hawaiian/ Pac Isl Other 68% 14% 5% 1% 4% 0% 1% Veteran status Non Veteran Veteran Service Disabled Vet. Reservist Natl. Guard Member 87% 10% 3% 0% 0% 
	$125,233 $69,266 $92,515 $86,668 
	Workshop Series 19% Single workshop 64% Day long workshops 17% Yes 30% No 70% 
	31% 31% 69% Yes 30% No 70% 
	32% 34% 40% 50% 7% 11% 8% 5% 0% 10% 20% 30% 
	Artifact
	Artifact
	Artifact




