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Welcome!



1. Myth Busting – What’s Working in Fundraising

2. Hot Takes – What Isn’t Working in Fundraising

3. And What To Do About It

4. Your Plan

5. Closing

Agenda



A L L  T H E  D A T A

Speed round of a lot of data, statistics 
and numbers about what’s working in 
the world of fundraising right now.

Speed Round



Giving was pretty solid in 
2021.  (Flat when adjusted for 
inflation, tho)

Individuals still make up the 
bulk of philanthropy, but now a 
three-year trend being below 
70%.



Still hovering around 2% of disposable income.



Corporate giving up, yes, but significantly less 
of pre-tax profits.



F u n d r a i s i n g  E f f e c t i v e n e s s  P r o j e c t

Retention is a Problem



Retention is a ProblemA l l  t h e  D a t a

https://institute.blackbaud.com/charitable-giving-report/overall-giving-trends/

https://institute.blackbaud.com/charitable-giving-report/overall-giving-trends/


What About Digital?

https://institute.blackbaud.com/charitable-giving-report/overall-giving-trends/

https://institute.blackbaud.com/charitable-giving-report/overall-giving-trends/


https://mrbenchmarks.com/journeys

https://mrbenchmarks.com/journeys
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What 
About 
Mail?



What 
About 
Mail?





How About Events?

Classy  - donationtrends.classy.org



The huge variety of options, ideas, tools, tricks, 
technology, and tactics that are being used in 
fundraising right now.  For every one example 
of a tool that doesn’t work anymore, there are 
three that show that it does!

We Haven’t Even Talked About
• Phone calls – still VERY effective

• Face-to-Face – huge interest in 
virtual/hybrid experiences

• Text-To-Give – big increase last 
year

• Recurring Giving – major strides 
– donors love it!

• Crypto – it’s happening

• DAFs – still massive
• Online Giving Pages

A L L  T H E  D A T A



W h a t  d o  I  D O  w i t h  
a l l  t h i s ?

It means generosity is alive and well, 
donors of all ages and backgrounds 
need choice and options, and the best 
approach is based on fact and data not 
assumptions and guess work.

It means your message is more 
important than ever before.

What Does It All 
Mean?



W H A T  I S N ’ T  
W O R K I N G  I N  
F U N D R A I S I N G

There are still some challenges – things 
we should maybe leave behind.

Hot Takes



What did all of that data that we just looked at 
have in common?  What did it measure?

More importantly, what did it not measure?

Think for a minute – and 
respond:

• Giving
• Response Rates
• Retention Rates
• Channel/Methodology

W H A T ’ S  N O T  W O R K I N G



But not so much good at measuring why they did it.

e.g. How many of those online gifts came because of 
a mailed ask?  Or an event?

We’re Good at Measuring What 
Donors Do

W H A T ’ S  N O T  W O R K I N G



We have an obsession with revenue and 
wealth that often excludes or minimizes 
active generosity from historically 
underrepresented and disenfranchised 
donors.

We’re Also Not Great at Fixing 
Philanthropy’s Historical Problems

W H A T ’ S  N O T  W O R K I N G



W H A T ’ S  N O T  W O R K I N G

The definition of equity in philanthropy 
is the donor standing WITH the 
beneficiary.  

The story they’re telling us through the data 
and information they provide informs the 
data practices for our organization.

Creating Equity & Inclusion 
in Fundraising



Are all donors welcome?  Regardless of gift size?  Is 
every gift valued?

Does your community see themselves in your 
organization?  In your leadership?  In your messaging?

Is the “Big Check” picture alienating people who care?

Creating Inclusivity in Giving

• Eliminate Honorifics

• Cis Males are not always 
head of household

• Tracking age, gender, 
ethnicity

• Capture names correctly
• Especially non-colonial 

names

• Ethical acquisition, storage, 
and handling of data

W H A T ’ S  N O T  W O R K I N G



2 0 2 2  a n d  B E Y O N D

Mid-term elections, uncertain economy, 
Recession(?), prices and cost-of-living, 
and Covid is still around . . . . 

What’s Coming?



Fundraising/Philanthropy is generally a 
lagging economic indicator.

Right now, pent-up demand is outweighing 
price and cost increases.

Q4 will be volatile, but not insurmountable

STAY THE COURSE

• Charitable Giving usually 
goes UP during an election 
year – Values are Front and 
Center

• HNW individuals may be 
impacted by stock market and 
postpone giving decisions 
until later in the year

• MOST donors will still find 
ways to afford the things 
important to them

W H A T ’ S  C O M I N G ?



“We shouldn’t ask right now because . . . “

Invest in storytelling and compelling 
INVITATION to join an important cause (not 
an ask to fund a mission)

Keep momentum and cadence

Diversify – methodologies and funding

Don’t make decisions for your donors

• Don’t let leadership do it 
either – you’ve got the data 
to support you now. J

• Slow and steady wins the 
race in Q4 – watch out for 
knee-jerk response

• Plan, Plan, Plan – Set the 
Plan/Work the Plan

W H A T ’ S  C O M I N G ?



T R Y  I T  O U T !

Interactive Activity



L E T ’ S  D O  S O M E  
W O R K !

This is like a 1980s ”All-Skate” – let’s 
dig into creating a plan that works for 
you.

OK, Your Turn!



Get in a small group – 2-3 people, whoever’s 
around you – but NOT people you work with 
already!

Nobody’s grading you.  You can work alone if 
you prefer.  J

You Have About 10 Minutes
• Introduce yourself –

quickly!
• Describe what you do in 

fundraising – what 
methodologies do you 
currently use?

• Of the things we’ve talked 
about, what do you NOT 
use?

• Is there anything you’ve 
been wanting to add?

G R O U P  W O R K !



Were there any data points/research that 
surprised you?

Any that challenged something you believed?

Would you change your plan now?  What 
would you add?  What would you take away?

Why?

What would you do now?  Why?

• MOST IMPORTANT – Can 
I do it and can I do it well?

• Is it really an effective tool 
to increase fundraising or is 
it a bright/shiny object?

• HOW DOES IT ADVANCE 
THE RELATIONSHIP?

• Can I measure the impact 
of OUR work?

G R O U P  W O R K !



What is the goal?

Does this tactic help me reach the goal?

How will I use it exactly?  Give details

Can it be effectively managed?

Your Plan

• The goal is more specific 
than “more donors giving 
more dollars”

• How does a methodology 
help you reach specific 
goal?

• What is your #1 Priority?

G R O U P  W O R K !



Now’s my time to 
hear from you!

Q U E S T I O N S ?





B

F O L L O W  U S  O N  S O C I A L

fb.com/onecause

@onecauseteam

@onecauseteam

#2022RAISE

linkedin.com/company/onecause


