
COMPONENTS
Program Overview

Annual Performance Dashboard

Financial Overview
2009 Audited Financial Statements

Board of Directors

2009 ANNUAL REPORT



ANNUAL PERFORMANCE DASHBOARD
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2009
ACTUALS

FY2009 
PROJECTED

NUMBER OF DO-ERS*: 851,135 750,000
COST PER DOER**: $2.92 $6.20

*A “Doer” is any youth who is inspired by Do Something to take action and reports that action back to us.
**Cost per Doer equals Number of Doers divided by total fiscal quarter/year cash expenses.

SUMMARY:
It was a very good year. We finished 2009 with one of our strongest campaigns, which pushed us over 
the top of our projected annual goals. We premiered our first ever Celebs Gone Good television show on 
VH1, breathing life, awareness, and revenue into one of our sub-brands. We’re in a very strong position 
for achieving our 2010 goals.



1. Online Interaction.
[Avg 370k uniques / month]  
Organic search remained a strong source of traffic for us in 2009. We are a Google AdWords case study, as 
we’ve learned the art of maximizing our monthly pro bono allotment from them. We launched a terrific 
new partnership with Popeater.com (AOL’s celebrity channel).

2. Media Impressions: Q4.
The Nov. 19th premiere of our CGG show on VH1 was incredibly exciting, launching our Celebs Gone Good 
brand into the national spotlight. Additionally, our logo was featured during cause moments in each 
episode of ABC Family’s hit show Greek this past season, creating millions of impressions. Also, last year’s 
winners of our Increase Your Green campaign were featured daily on a week of lunchtime episodes of 
MTV’s It’s on with Alexa Chung. We ran an inside cover, full page, pro bono ad in Variety that announced 
the Do Something Awards live with VH1 on July 27th from Los Angeles.

3. Non-media Impressions: Q4.
We are featured on nearly half a billion Doritos bags highlighting our eleven 2009 Do Something Award 
winners. Each bag features a photo, a paragraph describing an endeavor, and our logo/web address.

1. Online Interaction.
[400,000 uniques / month]
With our Do Something Awards application closing March 1st and the Teens for Jeans PSA spreading virally 
online, we hope to average more than 400k unique web visitors per month in Q1, hopefully achieving more 
than 550k uniques per month by the end of 2010.

2. Media Impressions: Q1.
We have strong celebrities lined up for Q1 cause campaigns: Justin Long and Ashley Greene for January, 
Nick Cannon for February, and Nick Jonas for March. We expect considerable media attention from 
celebrity outlets around each of these shoots, outtakes, etc.  DoSomething.org will be highlighted during 
the Pepsi Fan Jam concert on the eve of the Super Bowl, televised on VH1.

3. Non-Media Impressions: Q1.
Per the Teens for Jeans campaign, our logo will be prominently featured in 950 Aeropostale stores 
nationwide. The Teens for Jeans PSA (featuring Ashley Greene and Justin long) will be played in close to 
1,000 movie theater lobbies nationwide.

REACH

HIGHLIGHTS:

LOOKING FORWARD

Each quarter, we look at three key elements: (1) Unique Visitors, (2) Media Impressions, and (3) Non-Media 
Impressions.  In this year end dashboard, we also look at (4) Brand Recognition and Affinity.



1. Scale: Q4.
[211,386 Do-ers]	
In Q4, more kids took action in 
Our Feed the Need campaign 
than ever before—80,000.  We 
were disappointed that our 
participation numbers for the 
December Support Our Troops 
campaign were low. But we 
were still able to surpass our 
year end goal of 750,000 Do-
ers.

2. Impact of Do-ers.
[851,135 Total Do-ers]
Projects, which include grants 
and clubs, are the leading 
way that doers are involved.  
Thanks to DeHavilland 
Associates we have calculated 
that our Do-ers have spent 
1,097,356 hours volunteering!

3. Depth.
While we had more kids 
participating, we collected less 
food than last year. (750,000 lbs. 
of food in 2009 vs over 1.2 million 
lbs in 2008.) The reason for this 
drop-off is that we didn’t have a 
sponsor for the program this year. 
On a positive note, we had another 
successful Boot Camp in New York 
City on November 7th with over 
120 amazing young leaders.

1. Scale.
We have big plans for 2010. In order to achieve our goal of 1.2 million Do-ers, we need to start the year 
with very strong Q1 campaigns. Teens for Jeans in January should involve more than 150,000 kids. In 
February, with the backing of HP as a national sponsor for Increase Your Green, we anticipate more than 
100,000 participants. Our March campaign is about music education in schools, an important cause, but 
tough to predict the number of participants.

2. Depth.
In addition to tackling the issues of homelessness, the environment, and music education, we are 
organizing Boot Camps in two cities this quarter: Miami and New Orleans. These are new markets for us. 
We selected them after noting that we have a lot of participants in Florida and many projects focused on 
impact in New Orleans.

IMPACT

HIGHLIGHTS

The entire purpose of Do Something is to drive offline action. It is extremely important to us that we 
measure and publish: (1) how many kids we engage (2) the effect of our programs on those kids (3) the 
impact those kids have on causes.

2009 BOOT CAMP STATS TOTAL DOERS
Number of attendees 702
Live-Stream viewers 6,158
Percentage of attendees who would 
recommend Boot Camp to a friend 99%

Resulting from attendee projects 36,888

LOOKING FORWARD



1. FY 2009.
Despite a tough economy, Do Something had a strong Fiscal Year 2009. Our income surpassed our budget 
projections. This allowed us to increase our expenses accordingly, and surpass our reach & impact goals.

2. Growth Capitalization Offering.   
One blemish on our 2009 record is the stalled Growth Capitalization Offering.  Our Development 
Director failed to secure any new shares or foundation grants in 2009. Although the tight economy made 
fundraising difficult for everyone, in Q4 it became clear to us that we needed to re-examine our methods, 
re-evaluate our goals, and make a staff change.

3. Board of Directors Refresh.
We have been working with a fantastic pro bono team from Heidrick & Struggles to evaluate the potency 
of our current Board, flag potential new Board prospects, examine our Board Responsibilities and 
Expectations Guidelines, and look at the division of responsibilities between the Board and staff. We expect 
this project to be complete in Q1.

4. World Economic Forum next generation leadership project.
Our CEO co-chaired a committee of the World Economic Forum as part of their Global Redesign Initiative. 
Staff members Jade Gardener and John Cassidy coordinated town meetings in 15 markets worldwide with 
over 1,000 youth participants voicing their opinions about the future. We’re proud that DoSomething.org 
was tapped for thought leadership.

1.  Bi-Coastal.
In December 2009, we were awarded a grant by the Goldhirsh Foundation to open an office in Los Angeles 
in 2010. Starting in January, our first LA-based employee will begin developing vital connections to expand 
our reach and continue our growth.

2. International Expansion.
In Q4 the Board of Directors voted to expand to additional international markets in 2010, via licensing 
arrangements. We expect to approve our first franchise application in January and 4 others during the 
course of 2010.

3. DoSomething LLC.
In Q4 we started to monetize our content (selling Celebs Gone Good as a TV show to VH1) and expertise on 
teens and cause (consulting contract with PepsiRefresh).  This is an excellent means of generating revenue, 
developing the talent of our staff, and growing the brand. Expect these earned income streams to expand 
in 2010.

MANAGEMENT

HIGHLIGHTS

LOOKING FORWARD

Do Something is committed to high standards of efficiency, accountability, and transparency.  

FY09
ACTUALS*

FY09
BUDGET

FY10
BUDGET

INCOME 2,762,972 2,191,000 3,315,000

EXPENSE 2,481,134 2,187,525 3,286,840

NET INCOME/(EXPENSE) 281,838 3,475 28,160

Cash on Hand:  $810,980 (as of December 31, 2009)
Reserve Account Balance: $270,000

Total Cash Available: $1,080,980

* Projected. Fully audited financial reports will be available upon 
completion of audit (projected completion date: April 2010).
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