THE 30-DAY
FUNDRAISING RESET

Assess, Refresh, and Reactivate Your Fundraising Plan







TODAY'S TOPICS

n Assess where you are now

Eliminate what's not working and improve
what's working

B Budgeting
n Action planning



BEFORE YOU START

® Schedule 15 minutes each weekday to work on
this project
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WEEK 1 CHECKLIST

Task

| Spend |5 minutes writing down your instincts about what works and what doesn't

2 Download the Fundraising Fitness Test
3 Download your gift data and paste it in the template

Look at the report and highlight what looks interesting: donor retention, acquisition,
gift frequency, other data points unique to your report

Look at your notes and the Fundraising Fitness Test to create your list of what
works and what doesn't




CONDUCTING A QUICK ASSESSMENT

QUALITATIVE

4 A\l « What do we do well?

%  What could use some improvement
and why?

+ How do we feel about where we
are?




CONDUCTING A QUICK ASSESSMENT

QUANTITATIVE

+ Template at
afpglobal.org/FundraisingEffectivenessProject

—FUNDRA|SING " 6 Growth in Giving Reports
EFFECTI\LQL ESS

Z’JM%&QC + Donor retention, gains and losses, growth in
giving, donor loyalty across varying dollar
segments
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Six Year Trend Analysis

Fundraising Performance Indic

3 Total gifts in Yeart
37 Total gifts in Year2

20 Total donors in Year1
41 Total donors in Year2

16 78c Number of gifts in Year2
17 78 Average frequency in Year2
18 76+ Average amount in Year2

9
2
2

72 Monthly donors in Year2
7: Monthly-donor gifts in Year2

22 new Net change in monthly donors®

a
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25 52 New donors in Year2
26 o Reactivated donors in Year2
27 2» Repeatdonors in Year2

28 58a
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nmn
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Upgraded in Yoar2
Same in Year2
Downgraded in Year2
7 Lapsed donors
New in Year!
Repeat in Year1

FEP Fundraising Fitness Test
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AN EXAMPLE



CLOSE TO REAL TIME ANALYSIS

KOWC

: . n r
® Question: What can we do to improve?

7 FM
* Conditions 94.7 =

Declining audiences and donors nationwide

On-air fundraising has crashed across the country

Major markets are announcing staff layoffs on a weekly basis



AREAS FOR IMPROVEMENT

KowC

* Run the FFT on any 12-month periodby ~ 94.7 FM
changing the end date AR s oroe RADIC)

® Review top indicators and six year trends



Bloomerang x + A

< > C [ % erm.bloomerang.co/Report/Standard/Edit/125 2l g A DO0eMmE m B o PENFODLOB G v @ =
D Travel [ Professional Develo.. [ Design [ Research [ Money @ Grove Inline Bookm., & My Drive - Google.., FB Airtable  §e¢ Donor-Centricity 8., off Wave « Sign in u Sacred Money Arch.. € The 6 Types of Wor.. ¥ Humanize Al Text-.. iy Access World News... [ All Bookmarks
:f bloomerang &« All ~ Q Search for constituents ® a2 ©

-
A Home

FFT Export Delete  Cancel
= Constituents

Reports 5 2
Transaction Filters
Communications v Include | Type is Donation', Pledge Payment!, or 'Recurring Do.. % | Amount is at least $0.01 =
|
B3 Data Tools v t

¢ Settings

31488 transactions found (last run a few seconds ago) Z Refresh Add Column |

® Amount c

i

TOTALS 2
$147432128

20 /1412024 $88.90
90 n/14/2024 $88.90
2063 /1372024 $2000
2408 1/13/2024 $700
3374 1/13/2024 $1000
3255 n/12/2024 $10.00
e \ 336 n/12/2024 $25.00
\-) 73 /12024 $15.00



BENCHMARKING Kowe

M

2023 FEP Benchmark October 2024 stats

Overall Donor Retention 42% 65%
Repeat Donor Retention | 58% | 71%
Acquisition Rate | 39% | 34%
Gift Frequency | | 7.38




Six Year Trend Analysis

FEP Fundraising Fitness Test

11/20/2024

Fundraising Performance Indicator

36 Total gifts in Year1
37 Total gifts in Year2

40 Total donors in Year1

41 Total donors in Year2
78c Number of gifts in Year2

78d Average frequency in Year2
78e Average amountin Year2

72 Monthly donors in Year2 =
75 Monthly-donor gifts in Year2
new Net change in monthly donors™

[ 10| <-- Year-end month
Year2: 2024
Yeari: 2023
2019 2020 2021 2022 20231
YTD
$ 96,070 |$ 93,945 99,715 | $ 83,538 | $ 85237 |$ 98,778 | (a-
$ 93945 |$ 99,715 83,538 | $ 85237 | $ 98778 |$ 107,113 | ©
404 451 397 333 268 231
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2,432 2,395 2,263 2,009 1,749 1,689 y
5.39 6.03 6.80 7.50 7.57 7.38
$ 3863 |$ 41.63 3691 | $ 4243 | $ 56.48 | $ 63.42
161 168 164 145 127 115
$ 44890\ $ 46,494 47,347 | $ 40,394 | $ 63,731 |$ 41,446
101% 98% 88% 88% 91%




TACTICS
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® Focus on developing new acquisition tactics
® Increased messaging about monthly donors

¢ Shift stewardship efforts to monthly donors
because they are upgrading






"Subtraction is the act of
getting to less, but it is not the
same as doing less.

In fact, getting
to less often means doing,

or at least thinking, more.’



To attain knowledge add things every day.
To attain wisdom subtract things every day.

Lao Tzu



WEEK 2 CHECKLIST

Task

Spend |5 minutes writing down your top two performing tactics and bottom two
tactics and calculate a rough return on investment

2 Ask for input from others with the Evaluation Matrix

Pick ONE tactic that you want to stop doing and brainstorm how you would deploy
the resources released by stopping that thing

Pick ONE tactics that you would like to improve and brainstorm how you would do
that

5 Create financial projections based on your changes to these two tactics




FUNDRAISING IDEAS EVALUATION
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EVALUATION MATRIX

Tactics Success Uniqueness Mission Match Total score




INSTRUCTIONS

e Figure out who has a stake in the decision
® Put all the ideas on a list

e Evaluate based on your criteria on a scale of 1
to 10

e Total the categories and sort the top ones

® Discuss the top options



CRITERIA

High value Low Value
Money Yes, this will make money No, it won't make much
This is no work at all: someone hands us a We need all hands on deck to make this
Effort
check _ happen
Success High likelihood of success High risk of failure
Uniqueness No one else has ever seen anything like this! This tactic is everywhere
Mission Match This factieEokally L?-T::jts ourmissianand Alignment is questionable




WHAT CAN YOU IMPROVE?

e Number of people reached

* Frequency of campaign

® Average gift

® Lower cost

® Refresh the approach or appeal

¢ Automate the work ("smart automation")



Days 15-19
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WEEK 3 CHECKLIST

Task

l Spend |5 minutes brainstorming "Must Do," "Should Do," and "Nice to Do"

2 Gather information about the expenses and revenues for each of the categories
3 Calculate the "Must Do" budget
4 Calculate the "Should Do" budget

5 Calculate the "Nice to Do" budget




BUDGET PRIORITIES

i Moving toward aspirations and longer-term
Nice vision
to do

How can we keep things going the way

Should do ey are

Must do Most critical operations
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WEEK 4 CHECKLIST

Task

| Create financial goals for all remaining tactics

2 Create a month by month calendar

Add the things you know have to happen
(events, grant deadlines, campaigns you are keeping)

4 Add in lead time for the fixed date events and quarterly reviews

Block out |5 minutes a day moving forward to work on ONE thing that moves your

4 | plan forward




SUMMARY



30 DAY PLAN

Mon

il 2
What works/what
doesn't?

9
Calculate ROl on
top 2 and bottom 2

Discern Must Do, **
Should Do, Nice to
Do

Create financial ~
goals for all
remaining tactics

30
Celebrate!

Tue

Download FFT

10
Run ideas
evaluation

17
Gather expenses
and revenue

Create a month- '

by-month
calendar

31

Wed Thu Fri

Brainstorm

Run FFT potential actions

Look at report

Create financial "
projections for

1 2

1 1
Pick one thing to Pick one thing to

stop npraove those tactics
18 19 ’ 20.
Create Must Do Create Should Do Create Nice to Do
budget and goal budget and goal budget and goal
25 26 . 27“‘
Add time- Add lead time and ~ Block 15 minutes a *

day on your calendar
to work the plan

sensitive events quarterly reviews



ALI CE FE RRIS MBA, CFRE, ACFRE

Partner, GoalBusters Consulting

. alice.ferris@goalbusters.net
B 888-883-2690

. goalbusters.net

. linkedin.com/in/aliceferris/
. instagram.com/aliceferris

. facebook.com/alice.ferris
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