Future-proof your
organization!

How to prepare for success and protect against failure.
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Who are we?

e Farrah Rooney,

Director of Strategy e Chris Carter,
President
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What does Future Proofing mean?

From Wikipedia:

e Future-proofing is the process of anticipating the future and developing methods of minimizing the
effects of shocks and stresses of future events

No, we don’t have the Terminator’'s arm to
help predict the future of fundraising...
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What does Future Proofing mean?

Non-profit organizations often have restricted budgets and are held

strictly accountable to stakeholders in their running.
We will explore 5 tips that will help make your fundraising growth more

predictable, allowing for responsible risk.
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The importance of Data

Future Proof tip 1
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Life as a silo is lonely
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Organization channel silos

Direct Mail

Social Media
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Fundraising program silos
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Organization wide silos

Service
Delivery
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Overheard
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't all starts with data

e People are multi-channel
e Theydon't think of organizations as siloed
e They see you as one organization regardless of whether they receive emails,

direct mail, interact with you on social media or watch you on TV or get a

phone call
e Itiscrucial therefore to look at how your data flows also what databases do

you have in place and how do they interact
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e Thisis a database..
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Start thinking about where data lives

e Thisis a database..
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Start thinking about where data lives

e Thisis a database..

engaging NETWORKS

T Feod Imventary Sheet - Micross: brcel
g wt Fol un-
I.]P—J;j = % r“"‘ E’T‘:‘nmﬁq } L@ J:I Uﬂ Esm (X view Side by Side a
Page Page Bieak  Cisitem iml [ Gridines [7] Headings Toom 100% Ioomta Arange Freess Switeh | Magred
Layout  Freview Seection | Windaw AN " Pt 'I mmwm Windows
Werboak Viewt snow zo8m Macrs
Y -G Elo =]
4l A [ C [ 5 | F [ W ' i L M N o =
1 ¢
| 2 452229|TURKEY SUCED .5 OF [Ben E Keith [2 - FROZEN FOOD 0o o = 000 5 = 5
3 GGE2371|DRESSING CAESAR CREAMY [Ben E Keith [4 - GROCERY 0o o - 000 5 = 5 -
4 TTI243 MARGARINE LIGUID DLED [Ben E Keith [4 - GROCERY 0o o = 000 5 = 5
5 B15306 LD PLAS SOUFFLE CLEAR [Ben E Keith [4 - GROCERY 0 o - 0.00| 5 = 5
& BE0055|UD PLAS 165L SLOTTED [Ben E Keith [4 - GROCERY 0o o - 000 5 = 5
| 7 BEODGO| CUP FOAM 1607 16116 [Ben E Kelth [4 - GROCERY 0 o = 0.00 =
| & 774704 PAPRIKA Bien E Kelth (4 - GROCERY ool - 0.00) - 579
5 GEA005 Mustard red [Ben E Kieith 4 - GROCERY Si2lflor = 1.00] 375 = =
10 750100 CHEESE PARMESAN SHRED Bien E Keith 1 - GROCERY o = .00 - = 13.27
11 250025|EGG FRESH SHELL MED LISDA A4 Ben E Kieith 11 - FRAODUCE o = 1.00] 1589 o .
13 GBG03A|VINEGAR APPL CIDER 40GRAIN Ben E Kieith i - GROCERY o = 0.00 = 1777
13 9078|UME 12 CT [Ben E Kiith }1 - FRODUCE 12e = 2.00] 299 =
14 650547 TOMATO DICED W/GREEN CHILES__|Ren F Keith 4 - GROCERY o] - 100[ 5 1888 -
15 286500 Ice Cream Vanilla Cr 3 Gal [Ren F Kelth [ - DAIRY. 384!l ox - 0.00 . -
16 G50474|KETCHUR FANCY 33% S0LID5 [Ben F Keith |4 - GROCERY o o = 00| 5 7069 =
17 140005 MUSHROOM WHITE SMALL BUTTON _[Ben E Keith |1 - FRODUCE o of = 00| 5 3098 =
12 771131|CROUTON SEASONED HOMESTYLE __ [Ben F Keith |4 - GROCERY o of - 000 - 5_32.30 | -
19 GE0M09| SAUCE LOVISIAMA RID HOT [@en F Keith |4 - GROCERY o o = 10005 1134 = 11.24
20 150015|Onion Grean lceless W/Reat Ben  Keith [1 - PRODUCE 32 = 1.00] 829 5829 -
21 TRO009|SUGAR BROWN LIGHT IN BAGS Ben £ Keith [4 - GROCERY _GF of - .00 - 5 _37.69 |
23 155030 Onian Yellaw Jumbe an E Keith |1 - PRODUCE - .00 5 _13.99 |
23 774173|Papper Red Crushed Ren § Keith [4 - GROCERY 53 = 0.00 =
24 920919|TUMBLER 20 OZ AMBER Ben E Keith [8 - EQUIP & SUPPLY [ - .00, 599 -
. Categoryloni Weakl - Weskd Waakd Weakd - WaskS 5|4 0
i [Famwso O ®

ENCC-TORONTO 2019

ANDELA

Ideas With Intensity



Start thinking about where data lives

e Thisis a database..
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Database Review Current
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Database Review Current
e,
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Database Review Current:

Opportunity for Error!

Typos, dupes, different
coding e.qg. first initial vs.
first name, solicit code
changes, address
updates, missed an
upload
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Database Review Coal

e

®
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Database Review Coals

e You're not going to be an effective organization particularly from an
integrated marketing perspective without the right systems and
processes in place.

o A successful review will:

(0]

O O O O

Increase Fundraising Efficiency

Improve Analysis and Targeting

Improve Constituent Service and Stewardship
Respect Constituent Privacy and Wishes
Improve Donor Engagement
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Benchmarks: not always simple to find

e Benchmarks can be difficult to find
if your non-profit has disorganized
data or are not quite sure what to

track.
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Benchmarks: measure with context

o Its always good to measure, but do you know your key performance
indicators and is your historical data accurate?
e Are you measuring the right thing?
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Benchmarks: measure accurately

e Make sure you are measuring the same way. Comparing apples to
apples. (e.g.renewal, acquisition, house)

e Make sure you are getting a full 360 view of your supporters.

e Don't just measure in silos.

engaging NETWORKS ENCC-TORONTO 2019 @ A N D E L A

Ideas With Intensity



Benchmarks: not always simple to find

e Areyou tracking what needs to be tracked?
o Recency, Frequency, Monetary
o Reactivations, why lapsed, origin source
o Cross channel tracking and benchmarks
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Benchmarks: not always simple to find

e Industry benchmarks for all channels are difficult to find, particularly in
Canada.
e There are some good digital benchmark reports that come out,

including the M&R Benchmark Report.

o Benchmarks for Direct Mail, Telemarketing, DRTV and Face to Face can
be a little bit more difficult to find, but looking at historical data and
speaking to different vendors can assist.
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Benchmarks: the fundraising model

SAMPLE CHARITY BUDGET MODEL

5 YEAR BUDGET MODEL SUMMARY

25,000,000

$20,000.000% "

§15,000,000™ /‘///4//’///-
$10,000,000.00

'_'___'_'_'___.___,_._-—'—
$5000,00000 *_____._____._____._—--""“'__4
YEAR 1 YEAR2 YEAR3 YEAR4 YEARS

omoosT | SI7EST  S4ZEE0Y  SATERA0®  SHBIBBY  §60990%°

TALREVENE | SUSESS®  SUUBASS  SEZ0M*  SBIAAS®  S21IB4926%

NET REVENUE SAD47664%  SOTABBME  SNL7I0HE S13211106¥  $15,065,.894"
wesomun | an s am o e
NUMBER OF MONTHLY 38981 42,168 4506 47563 49,840
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Benchmarks: the fundraising

4 A B C D E F G H
1 2019
z Channel / Activity January February March April May June July August September
3 Total Active Donors 27088 27370 27361 28665 28657 28648 28640 29945 29937
4 Existing Monthly Revenue
5 Number of Monthly Donors 575 857 849 840 832 823 815 807
& Avg Gift 517 $17 517 $17 517 $17 517 $17 S
7 Total Revenue / Month $9,775 $14,573 $14,428 $14,283 $14,140 $13,999 $13,859 $13,720 513,
E Cumulative Revenue $9,775 $24,348 $38,776 $53,059 $67,199 $81,198 $95,057 $108,778 5122,
3 DM Acquisition
10 Number of Pieces 75,000 75,000 75,000
1 Cost Per Piece $1.10 $1.10 $1.10
12 Response Rate 1.75% 1.75% 1.75% 1.75% 1.75% 1.75% 1.75% 1.75% 1.7
13 Number of Responders 1,313 - - 1,313 - - - 1,313 -
13 Avg Gift $32.00 $32.00 $32.00 $32.00 $32.00 $32.00 $32.00 $32.00 $32
15 Total Revenue 42,000 - - 42,000 - - - 42,000 -
15 Total Cost $82,500 S0 S0 $82,500 S0 S0 S0 $82,500
17 DM Renewal
18 Number of Pieces 36,000 31,212 29,105
13 Cost Per Piece $1.25 $0.93 $1.24
20 Response Rate 19% 7.50% 6%
2 Number of Responders 6,840 2,341 1,746
2 Avg Gift $49 546 544
3 Total Revenue $335,160 $107,681 576,838
2 Total Cost $45,000 $29,027 $36,090
DM Stewardship

2% Number of Pieces 38,429 41,
7 Cost Per Piece $1.50 51
L Response Rate 4%
L] Number of Responders 1,537 1,6
Y Avg Gift 544 $
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Benchmarks: the fundraising model

4 A B C D E F G H 1 d

1 2019

2 Channel / Activity January February March April May June July August September
a1 DM Leadership Renewal / Special

a2 Number of Pieces 504 433

43 Cost Per Piece $2.00 $1.50

2 Response Rate 14% 6% |
5 Number of Responders 71 26

6 Avg Gift 5120 5100

4 Total Revenue 58,467 52,601

P Total Cost 51,008 $650 b
29 DM Leadership Upgrade

50 Number of Pieces 3,528

51 Cost Per Piece $1.50

52 Response Rate 5%

53 Number of Responders 176

54 Avg Gift S80

55 Total Revenue $14,112

56 Total Cost $5,292

57 TM Conversion

58 Universe 36,000 21,6
59 Penetration Rate 40% 4
60 Completed Calls 14,400 8,6
61 Cost/Call $5.00 55
62 Expenses $72,000 $43,2
=] Response Rate to Monthly 2.00% 2.5
6 Number of Monthly Donors 288

& Avg Gift $17 S
6 Monthly File 54,896 $3,6
67 Cumulative Monthly Revenue 54,896 54,847 54,799 54,751 54,703 54,656 54,609 54,563 S8,
68

—Wetz | NO INVESTMENT |6% P ] ’
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Benchmarks: the fundraising model

4 A Z AA AB AC AD AE | AF AG AH
1 2017
2 Channel / Activity January February March April May June July August September
£ TM Reactivation
85 Universe 13,281
£ Penetration Rate 40%
a7 Completed Calls 5,312
= Cost/Call $5.00
) Expenses $26,562
20 Response Rate 6%
a1 Number Reactivated 319
a2 Avg Gift 535
s Total Revenue $11,156
9| Online Marketing/Web
a5 Online 20,289 20,390 20,492 20,595 20,698 20,801 20,905 21,010 21,
% Response Rate (0.2% per email) 0.60% 0.60% 0.60% 0.40% 0.30% 0.30% 0.30% 0.20% 0.3
97 | Total Gifts 122 122 123 82 62 62 63 42
% Average Gift 540 540 540 $40 540 540 540 540
£l Total Email Revenue 54,869 54,894 54,918 $3,295 52,484 $2,496 52,509 51,681 52,
10 Online Marketing/Web Launch Expense 54,167 $4,167 54,167 $4,167 54,167 $4,167 54,167 54,167 54,
101 Third-Party Event
102 Number of Registrants 259 517 259
103 Revenue per Registrant $55 $55 $55
104 Total Raised from Individuals $14,229.67 $28,459.35 $14,229.67
105, Total Sponsorship $60,000
106 TOTAL EVENT Revenue $74,229.67 $28,459.35 $14,229.67
107 TOTAL COST $30,000 $20,000
108 City Campaigns / F2F
109) Campaign Costs 50 549,500 $49,500 549,500 50 50 50 50
110 Set-up Costs S0 525,000 S0 S0 S0 S0 S0 S0
111 Cost Per Monthly Donor $325 $325 $325 $325 $325 $325 $325 $325 $3°
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Benchmarks: th

ralsing mode|

2 Channel / Activity January February March April May June July August September

141 Legacy

142 Fulfilled Bequest 2.1 2.1 2.1 2.1 2.1 2.1 2.1 2.1 2.1

123 Average Bequest $43,297 $43,297 $43,297 $43,297 $43,297 $43,297 $43,297 $43,297 $43,297

144 Total Bequest (Fulfilled Revenue) $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70

145, Legacy Materials $3,000.00 $3,000.00 $3,000.00 $3,000.00 $3,000.00 $3,000.00 $3,000.00 $3,000.00 $3,000.00

145, Legacy Prospect Mailings

147 Pieces 5,418 5,987

148 Cost per piece $4.00 $4.00

149) Total Cost $21,670.00 $23,949.21

Response Rate (Info Request/Bequest

150 Confirmation) 1% 1%

151 Responses 217 239

152, Staffing Costs $5,800 $5,800 $5,800 $5,800 $5,800 $5,800 $5,800 $5,800 $5,800

153 Misc Costs (Travel etc) $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000

154 Legal Costs $3,500 $3,500 $3,500 $3,500 $3,500 $3,500 $3,500 $3,500 $3,500
Donor Cultivation Event/Allied Professional

155 Events $1,500 $1,500 $1,500 $1,500 $1,500 $1,500 $1,500 $1,500 $1,500

156 TOTAL LEGACY COSTS $37,470.00 $15,800.00 $15,800.00 $15,800.00 $15,800.00 $15,800.00 $15,800.00 $15,800.00 $39,749.21

157, TOTAL LEGACY REVENUE $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70 $90,923.70

158 NET LEGACY REVENUE $53,453.70 $75,123.70 $75,123.70 $75,123.70 $75,123.70 $75,123.70 $75,123.70 $75,123.70 $51,174.49

159 Major Gifts

160 Number of Major Gifts 1.00 1.00 1.00 1.00 1.00 1.00 1.00 1.00 1.00

161, Average Major Gift $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00

162, Total Revenue $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00 $25,000.00

163 Major Gift Materials $4,000.00 $4,000.00 $4,000.00 $4,000.00 $4,000.00 $4,000.00 $4,000.00 $4,000.00 $4,000.00

160 Staffing Costs $11,700 $11,700 $11,700 $11,700 $11,700 $11,700 $11,700 $11,700 $11,700

165 Misc Costs (Travel etc) $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000
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Innovation and testing

Future Proof tip 2

JULY 22, 2019
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How to test aka Innovation by stealth

e Testing is a lifestyle, be brave!

e Everything you dois a test if you iterate
on it and improve it the next time

o Opportunity is everywhere — especially

in failure

o It's always better to know than not

know

engaging NETWORKS
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Testing with Engaging Networks

e Engaging Networks has some fantastic native testing functionality:

e Split Email Testing

Name of campaign: ‘ Choose a name for your email campaign. ‘

Please select which type of email campaign ]
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Split Page Testing

Omm
Omm

Premium donation

engaging NETWORKS

List Management Page:

ENCC-TORONTO 2019

Testing with Engaging Networks

Engaging Networks has some fantastic native testing functionality:
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Quick testing options — Google Survey

Please complete the following survey to access this premium content.

e Fora modest investment you can _ _
. A Which of the these two statements would motivate you more to support
Future Proof against failure by an international charity?
trying to get a sense of how people Lblddll Lohldidl
respond to your creative ideas. Q‘ ' V |
e These cost around $225 USD for o ol
st casec

1500 responses in Canada, which
provides a statistical significance.

OR

£+ Show me a different question

~x Skip survey

Google INFO PRIVACY
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Finding New Donors

Future Proof tip 3 5

JULY 22, 2019
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Acquisition: fueling your fundraising engine

e Future-proofing through multi-channel

integration!
e If one channelis underperforming, you
are protected by the success of other

channels.

CANDELA
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Looking at the forest (through the trees)

o The key to Future Proofing is
to bring your analysis
togetherina

view to
understand the big picture.
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The big picture?

engaging NETWORKS

ENCC-TORONTO 2019

We know, the big picture can
sometimes be very difficult to
see.

Teams are often siloed, and
are so busy that they can
only see the next deliverable
for the next campaign.
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The big picture — start small
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The big picture — have more capacity?
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The big picture — have more capacity?
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Acquisition: fueling your fundraising engine

Budget Model - With Budget Model — No Investment
Investment $3,500,000
$16,000,000
$3,000,000
$14,000,000 —— e
$12,000,000 $2,500,000
$10,000,000
$2,000,000
$8,000,000 ~_—
$6,000,000 $1,500,000
$4,000,000
$1,000,000 =~
$2,000,000
$0 $500,000
o 0 A RO DD P
R 5

TOTAL REVENUE TOTAL COST 20152016 2017 2018 2019 2020 2021 2022 2023 2024 2025

==NET REVENUE wme TOTAL REVENUE e TOTAL COST ====NET REVENUE
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Low barrier asks, and conversion!

Retention o ,
* Thank you emails, impact stories
I A conversion strategy is (Second * Personalized, relevant content
essential to ensure your g|ft/month|y) » Continue to build relationships
acquisition investment will lead
to growth.
Conversion "Emails |
* Remarketing donation asks
(Donation ask) * Telemarketing
* Direct mail
o om0 * Facebook lead forms
ACC] uisition + Gated online content
(Acquire emails/contact info) » Petitions (Care2)

* Mail list purchasing
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Evergreen pledges: Cause Change case study

* Around 3,500 leads in 16 weeks.

Amnesty International Canada
Sponsored - @

We believe that equality applies to everyone. Add your name if you agree.
N

SECHANGE

Sign the pledge today
De:

n rights today Email 1 rooney@hotmsil.com

o

engaging NETWORKS CANDELA

Ideas With Intensity



Petitions: PanCan and Care?

. 4 (13 - ToE]

b 5,000 new |eadS N 8 dayS Cal’@é PETITIONS Bl START A PETITION = BROWSE  signin
) SIGN PETITION

Canado .

STREET ADDRESS

WHY IS THIS IMPORTANT TO YOU? faptianal)

Tell Congress to Help Halt the Inyour
Growing Threat of Pancreatic Cancer I ——

PANCREATIC
ACTION

NETWORK

don't display my name

7,016 SUPPORTERS 8,000 coAL

Hauing problems sig

Pancreatic cancer is the third leading cause of cancer-related death in the U.S. -
it will kill more people than breast cancer this year. Of the top five cancer killsrs, it

has the lowest five-year survival rate at just & percent

CANDELA
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Petitions: Face to Face

 Petitions can be a very handy
approach for in-person lead
generation

» |In addition to potentially serving a
mission deliverable

*Volunteers are often more ready to
collect signhatures or offer a premium
in exchange for contact information
INn person

engaging NETWORKS
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Alignment

Future Proof tip 4

JULY 22, 2019
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Allgnment

e It'salso important to built
Mmanagement strategies into
your organization to establish
a future-proofed foundation.

engaging NETWORKS CANDELA



Budgeting — Invest in retention and training

« A culture of innovation (or any culture) can deteriorate quickly, so
invest to bake it into the culture with buy in for the whole team and
make it routine (i.e. a monthly cross team meeting to brainstorm,
innovation fund, which can lead into next point)

» Hiring and training » Create an innovation » Hold monthly cross
on future-proofing fund, so staff aren’t afraid department brainstorming
tactics. to take calculated risks sessions to encourage
with funds. communication and buy in.
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Budgeting — Innovation Fund National Cupcake Day

 National Cupcake Day was gifted to the BC
SPCA from the Australian SPCA and ran it in
the first year as a pilot (which took the
pressure off... a bit)

« Created in 4 months (over year end!)

« Had $15,000 budget and raised $160K in the

first year
« Since gone on to raise millions across Canada

engaging NETWORKS
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3 for SPCAs & Humane Societies ¢¢
Donate, eat cupeakes and chango the ives of animals
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Let go of fear*

*within reason!
Future Proof tip 5

JULY 22, 2019
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New can lbe good

e By taking small steps, putting in
process, integration and testing,
you can establish the building
blocks to take responsible risk.
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Be transparent in why

e Having the numbers in place can
provide you with a clear path to
invest in change and to fail quickly
and responsibly.
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Thank You.

STAY IN TOUCH

Chris Carter: ccarter@candelastrategies.com
Farrah Rooney: frooney@candelastrategies.com

y) twitter.com/ChrisCMarketing
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