Agitator Mid-Year Assessment Survey – Verbatims 

What’s Better/Worse -- Nonprofits

1.
All areas are better than last year.


2.
Membership is on track, and fundraising in membership renewal notices is up. For straight fundraising, high dollar giving is up, low and mid level (under $1000) is way down.


3.
Better programs, more focused, more energy.


4.
Renewing donors and board giving slightly ahead, lapsed donors and new donors slightly behind.

5.
Lapse rates worse. Event sign ups worse. Major donors better. Statutory better. Legacies on par


6.
Increased gains on spring annual appeal, more CGA's, memorial contributions and bequests.


7.
Realtors, bankers, and business owners cannot support fundraising when they are cutting hours or staff positions. 

8.
Fewer requests funded. Difficult to engage new prospects, even through volunteer opportunities.


9.
Membership and Major gifts are better. General donations at the smaller levels are down.


10.
An unexpected 5 digit bequest that came early in 2009

An exceptionally successful door-to-door campaign

Some very high donors cutting back by 20-30%


11.
Donation are down. We have consolidated some appeals.


12.
higher levels of giving by current donors - more


13.
Major giving in the form of reductions of 10% or more or complete refusals.


14.
individual donations down, grants up


15.
At least two foundations made special, one-time grants of $30k each to support our agency serving homeless and battered women and chidlren in Alameda County. Their boards set aside extra funds specifically to support safety net organizations. On the other hand, some individual major donors have made gifts less than prior years.


16.
Exceeding goals


17.
Individual support improved. Corporate support down.


18.
Increase in first-time donors and renewals of lapsed donors

More feedback from donors


19.
Corp/found funding consistent. Individual is slightly down.


20.
We have a big special event every year, and it did not do nearly as well this year.


21.
lower response rates, lower avg gift


22.
Loss of local business and corporate support, loss of government support with the Illinois state budget crisis


23.
corporate and foundation giving are down.


24.
fewer donors, smaller donations


25.
More individual donations and some new foundation support.


26.
Beat our goal for our campaign that ended on May 31, 2009 of $375,000 by $25,000 for a total of $400,000


27.
Worse, but mostly because of drops in foundation giving


28.
new memberships are better; renewals are worse


29.
Much longer time for donors to make decision to give, new donors give less


30.
Major gifts up; direct mail response and e-philanthropy up on number of gifts; e-philanthropy flat in dollars raised


31.
Our biggest appeal of the year is the year-end appeal. So our results thus far have been less than the last quarter of 08.


32.
Direct mail response is better for the first half. Donations for our annual auction are slightly less then the first half of last year.


33.
Receipts up about 80%; number of gifts up 12%


34.
We are a public policy group, and our issues are at the forefront. That urgency is leading more individuals to make contributions.


35.
Average gift is a little low but the number of gifts is about the same


36.
avg gift size and response rates significantly down, and it's worse now for major donors than the last half of 2008...I suspect it's those major donors receiving their 401K statements!


37.
Gift numbers are up ... the good news ... gift amounts are down ... the not so good news.

38.
attrition is increasing on regular donations by direct debit

What’s Better/Worse – Consultants

1.
acquisition response rate up ever so slightly; revenue from donors holding up--lower average gifts but higher response


2.
Response rate is picking up; average gift is still down compared to last year but has stabilized.


3.
response rates and average gifts both down for a majority of clients


4.
some do better...some are faring worse. Some are way ahead.


5.
Major gifts have begun to return. Direct response has continued to grow slowly, a bit of a falloff on postal but that is more than offset by online growth.


6.
They are out there asking for money more often.


7.
average gift is slowly coming up for $100+ donors

Why Optimistic/Pessimistic – Nonprofits

1.
If we could get improve low and mid level donor giving, I'd be optimisitic.

2.
There have been such major cutbacks in Federal and State funding for the arts, our donors feel more important to the organization. We have stressed our financial health and considerable oversight, however we have emphasized how important each donation has become to meet the gap and many of our donors have increased their donation in proportion to their own wealth.


3.
Whilst voluntary donations are down and we are spending more to raise more, our overall net contribution (primary indicator) is ahead of target: the areas we can impact are performing well enough to negate the impact of falling donations. RoI (secondary indicator) is, unsurprisingly, down. 

4.
We have seen more of a drop in recent months, particularly in individual giving.


5.
The past few weeks seem to have slowed down


6.
Pledges through 2010 have been up, however we are having many supporters confirm they cannot meet their pledges.


7.
2008 ended badly, and I think at the least people are feeling a bit more secure in this unsecure atmosphere - getting used to that insecurity? - so I anticipate we might come in slightly ahead of goal by the end of the year.


8.
I am usually so optimistic but just getting cracks of pessimism because programmes not working as well as I had wanted


9.
Our messages and the work we are doing seem to be resonating with our constituents better than I thought they would in the current economic climate - to wit we are not a social service org - we do advocacy and policy work on primarily environment and health issues


10.
pessimistic, I say that because we receive calls from some donors who tell us to take them off mailing list altogeher even when we suggest that we can code them for once a year.


11.
The first industry to suffer in a down economy is non-profit and the last to recover is non-profit.


12.
In California the State budget cuts threaten very large funding contracts for domestic violence programs in particular, and these sums will be hard to make up for through private gifts and grants because they leave such a big hole. So the demand increased private giving is probably going to skyrocket at a time when we would have had trouble maintaining the status quo. It's going to be very challenging both internally and externally.


13.
Our events have record attendance


14.
I continue to be concerned - not exactly pessimistic, but realistic.


15.
We have 3 new funders - 2 foundations and a local organization -which makes us feel we are doing good work.


16.
some indicators are just barely beginning to turn around. The past few weeks have shown an unanticipated increase in number of donors.


17.
Many local npo's are closing due to lack of sustainable funding....the community has not reacted to those closings and the urgent crisis those closings will place on local government to try to handle. 

18.
Donors are up 58%. Dollars are down 33%. More people making smaller gifts.


19.
I think this is going to drag on and people are being affected for a longer time so they are becoming more cautious


20.
Foundation and state contract related issues. Our individual giving is holding up very well (thanks to great ideas and advice from places like The Agitator, Donor Power blog etc).


21.
Good campaigns are winning out against bad economy. Good issues that really matter to people can mitigate against pessimistic economic outlook.


22.
the economy will continue to be a problem. on the positive side, we have a lot of best practices to establish here, so in the end I believe we'll hold our own this year


23.
Q4 was awful. March was a bad month for us this year, but otherwise we have been on track with budget projections set prior to our hard hit last year.


24.
35% of revenue is from special events - which is how some of our partners choose to donate rather than through operating dollars. Our fall golf tournament is projected at a 27% lower net. That is just for starters.


25.
Organizational budget cutbacks have forced cutbacks in direct mail acquisition, e-philanthropy, and foundations budgets


26.
We have initiated a new approach to a major gifts campaign which shows promise.


27.
With the best first six months ever, it is hard not to have some optimism.

Why Optimistic/Pessimistic – Consultants

1.
projections that the impact of the recession could be felt as late as 2012


2.
Because the organizations I work with are doing more to raise money now than ever.


3.
Because people are still giving and with stategic solicitation improvements, and the economy getting better, I believe giving will increase.


4.
Believe the economy will worsen
Strategic Adjustments – Nonprofits

#1 Change

1.
Decrease telemarketing--effectiveness is way down


2.
researching and approaching new major gift potential


3.
More ask at smaller amounts


4.
concentration on effectivenes of FR method


5.
focus on individual giving returns and potentially mail to inhouse file less


6.
More personal touch

7.
Add a additional Special Appeal


8.
Donor prospecting and research


9.
Increase activity of major donors & LYBUNT's


10.
Roll out tests on new donor prospecting


11.
cutting events that have a lot of funds required up front


12.
increase grant applications


13.
Maintaining strong donor relationships


14.
Direct solicitation


15.
Stewardship


16.
remind donors that the needs are still there


17.
Focus more on individual donors


18.
Increased focus on donor retention


19.
Hiring of a major/planned gifts staff member


20.
Increasing volunteers


21.
Continuing to concentrate on larger donors


22.
Targeting & Segmentation


23.
More focus on retaining


24.
Help our current donors "feel the love"


25.
cultivation events


26.
Individualized solicitation plans for our major donors


27.
partner w/other nonprofits on grant funded programs


28.
Better donor stewardship


29.
Creation of apostles


30.
Focus on efforts with highest returns

31.
Focus resources on major donors


32.
Introduce "sustaining donor program" - monthly 

33.
Schedule more one-on-one visits with donors/prospects


34.
Streamline processes (ongoing)


35.
More donor communication


36.
looking for new foundation funders


37.
identifying our best opportunities


38.
new board members who can be active fundraisers


39.
retaining current donors


40.
More new individual donors


41.
Optimal use of new member/donor database


42.
Personalization of appeals


43.
More cultivation meetings with current donors.


44.
Segmentation & Targeting


45.
thank current donors even more


46.
Increasing one to one solicitations


47.
More personalized major donor appeals


48.
establish best practices


49.
Maintain reduced testing, both for cost and relevance


50.
more prospects

51.
More aggressive retention of current donors


52.
Increase major gifts activity


53.
Donor stewardship


54.
More personalization and segmentation


55.
More emphases on planned giving


56.
More visitation with major donors/prospects


57.
focus on messaging


58.
More direct mail prospecting


59.
Spend more time on follow up telemarketing


60.
focus on lapsed reactivation strategies


61.
Mailing more often (direct response)


62.
Re-structure work groups / teams.

#1 Change – Consultants 

1.
Retention of your most loyal supporters


2.
stay the course


3.
investment in conversion of newly acquired


4.
Stay in the mail but be smart about what you can afford and about when you mail.

5.
Strong focus on retention and reactivation


6.
reassess case for giving


7.
Pay attention to the donors who are dropping, you want them to come back


8.
Build online retention of current donors.


9.
Build better relationships with your current major donors


10.
Don't cut acquisition & think more about in-house lists


11.
communication more donor focused


12.
More analysis

13.
Tighter segmentation


14.
Tell real compelling stories of how their money is being used


15.
Increase communications and asks to the best; cut back on least productive segments
#2 Change -- Nonprofits

1.
Maintain acquisition program


2.
increased emphasis on planned giving.

3.
Increase planned giving initiatives


4.
closer working with service departments to establish impact


5.
increase cultivation efforts for corporations and encourage them to leverage their consumers as potential donors


6.
Regular reporting and updates


7.
More personal visits with major gift donors


8.
Increase of cultivation events (without direct solicitations)


9.
Add on-line component for end of year appeals


10.
Increase "games of chance" - lottery, raffle etc


11.
getting a direct mail campaign up and running


12.
create new development publication


13.
Friend-raising


14.
Cancelled golf tournament


15.
Planned Giving program


16.
underscore convenience and flexibility of giving


17.
Increase stewardship


18.
Follow through on prospecting


19.
anticipate a decline in direct response


20.
Increased Planned giving marketing


21.
Making improvements to our website to facilitate better online fundraising


22.
Major Gifts Solicitation


23.
more focus on data quality


24.
Help our donors who have given less, or not at all, feel "OK."


25.
improved communications


26.
Upgrades


27.
targeted snail mail to different groups


28.
Provide more opportunities for prospects to engage


29.
Special appeals


30.
Limit drains on development staff for non-$$ activities


31.
started using postcard and email invitations versus printed 5 part invitation


32.
Very intentional activities to deepen relationships to convert non-donors to donors & move lower level up the ladder


33.
Run networking events on site


34.
insource (cut agency costs)

35.
Send more email messages


36.
using web 2.0 for fundraising


37.
cutting out worst opportunities


38.
focus on the low hanging fruit-our immediate family of the organization


39.
new enhanced website


40.
planned giving campaign


41.
Increased efforts to retain members


42.
Keep our organizational top of mind


43.
Emphasis on monthly giving program.


44.
Cultivating lapsed donors


45.
share the story at every opportunity


46.
Creating an online presence that we currently don't have


47.
Ask earlier and with more personalized appeals


48.
invest more in renewals


49.
Online/offline message integration


50.
more site visits to see programs

51.     More events


52.
Create major gift level for annual fund


53.
Segmentation


54.
More planning


55.
More segmented appeals for our end of year direct mail piece


56.
Enhanced online giving software


57.
focus on annual (rather than multi year gifts)


58.
More email fundraising


59.
Increase the asks for monthly giving


60.
expand telemarketing testing where there is opportunity


61.
Using telemarketing to supplement direct mail appeal


62.
Approach / engage partners in the faculties of our university.

#2 Change – Consultants

1.
Acquiring the right new supporters


2.
be more strategic


3.
investment in stewardship of various segments of the file


4.
Weigh options for keeping list costs low--using up owed exchanges, testing lists that owe names to you to keep list costs lower, testing lists with roll-out potential so you are ready to take advantage once you see potential, testing into new markets to help break out of your core lists. 

5.
Targeting audiences appropriately


6.
increase focus on top donors


7.
Connect with donors with "free" forms of communication, such as email.

8.
Strengthen relationships at all ends of the spectrum.


9.
Invest in communications to your donors


10.
Create email campaigns - rather than one email appeal - and tie to mailing

11.
much more emphasis on acknowledging the donor


12.
More integration of efforts


13.
Test test test


14.
Strategically join social networks to find people likely to support your cause


15.
Stay in the prospecting market but at lower volumes. You need to see when the market turns around.

#3 Change -- Nonprofits

1.
Use modeling to identify best/poorest audiences in acquisition


2.
increased one to one contact


3.
Increase donor prospecting


4.
closer working with finance department (efficiencies, more useful information)


5.
look closely at acquisition lists and potentially invest more in acq


6.
Cutting back on major events


7.
e-fundraising

8.
expand blog


9.
Demonstrate and communicate increased need for services provided.


10.
Increase Legacy prospecting from existing supporterbase


11.
make many grant applications


12.
update ways to give brochures


13.
Creative volunteer driven initiatives


14.
Cut expenses even deeper


15.
online giving


16.
decreasing fundraising expenses


17.
more organized stewardship of current donors


18.
comprehensive annual fund plan.

19.
Prioritizing relationship building and good "customer service"


20.
Retaining Current Donors


21.
more focus on acquisition


22.
Keep our mission front and center


23.
improved PR


24.
Target segmentation for our donors of $999 and below.


25.
Maintain relationships with grant funders


26.
Expand foundation appeals


27.
Go after bigger, multi-year foundation grants


28.
created a communications committee


29.
Launch Planned Giving


30.
Increase awareness through the local businesses


31.
mail cheaper packages based on testing


32.
Improve web site


33.
more targeted special events


34.
sticking with email


35.
more emphasis on the mission


36.
upgrade current donors


37.
Increased outreach and developing public message


38.
Find out what donors value


39.
Investigate social networking opportunities.


40.
Monthly Donors


41.
continue to build new relationships and expand donor base


42.
Continuing to try and improve donor communication


43.
Invest staff time in most cost-efficient solicitations


44.
invest more in development staff


45.
Retain, retain, retain


46.
employee giving campaigns


47.
Better mining of database for wealth/donor loyalty


48.
Quarterly email solicitations


49.
More grant applications


50.
Improved messaging

51.
More communication via e-news blasts


52.
New format for alumni magazine


53.
focus on involvement


54.
Build sense of community among donors


55.
back to the basics, shift away from expensive testing and save gambles for later


56.
Solicit donors with a fiscal year-end (we need your gift now) appeal


57.
Expand phonathon resources.

#3 Change – Consultants

1.
Integrate on and off line supporters


2.
use more modeling and data analysis tools


3.
carefully targeted ask strategies


4.
Not really a change in strategy but more like a re-enforcement of past strategy, but continue package and list testing.


5.
Mail as much acquisition as budget will allow/is prudent


6.
reactivate lapsed donors


7.
Remember your mission. Remind donors of THEIR mission.


8.
Make multichannel cultivation/solicitation the norm.


9.
Activate your board and volunteers to bring you new donors


10.
More cultivation


11.
more strategic communication to the middle and hi$ donor


12.
Focus on Major Donors


13.
Let donors know their they have become more efficient in their operations without loosing effectiveness.


14.
Survey your donors as much as possible to understand how best to handle them in tough times

