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Head to:

donationequation.com

Click on “presentations”
to download slides, indexes and 
reports!
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Brian Gawor, CFRE

Vice President for Research

 Former Annual Fund and 
Major Gifts officer

 Doctoral student at 
Illinois State University

 I get to help hundreds of institutions each 
year with data-driven strategy and tactics.

Download slides, studies and graphs at donationequation.com
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• Over 4,000 fundraising professionals 
surveyed, interviewed and polled.

• Chief Advancement Officers

• Major and Planned Giving Productivity

• Annual Giving Leaders

• Millennial and Digital Engagement

• Annual Giving Multichannel Best Practices

• Higher Education Campaigns

The Research
Advancement Leaders Speak 2017-2018

From 250 to 650 responses per survey
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CHIEF ADVANCEMENT 
OFFICERS
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Dollars are the number one priority

Budgets are growing, but performance 
expectations growing more quickly

Resources are being shifted to direct 
solicitation channels

Competition for donors remains high, 
increasing donor expectations

Use of digital tactics and analytics is 
increasing

Conversations with 40
Chief advancement officers

| FUNDRAISING RESEARCH
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| FUNDRAISING RESEARCH

“Raise more, 
with (a little) 
more.”
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| FUNDRAISING RESEARCH
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| FUNDRAISING RESEARCH
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MAJOR AND PLANNED GIVING 
OFFICERS
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| FUNDRAISING RESEARCH

Major and Planned Giving Productivity
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Major and Planned Gift Officers
Prospect pool size and coverage

480 gift officers surveyed in April 2018
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480 gift officers surveyed in April 2018
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Major and Planned Gift Officers
How they rate their time usage

| MAJOR AND PLANNED GIVING

480 gift officers surveyed in April 2018



17

Major and Planned Gift Officers
Feelings about wealth/propensity ratings

| MAJOR AND PLANNED GIVING

480 gift officers surveyed in April 2018
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THOSE DIGITAL AND YOUNG 
ALUMNI PEOPLE
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| FUNDRAISING RESEARCH

81% solicit within one 
year of graduation
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| FUNDRAISING RESEARCH

~50% using some form of 
crowdfunding

3/4 have a giving day of 
some type

WHY GIVE ?NOW?



21

Which of these do you have in place?
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do not have a 
“defined young alumni 

communications campaign”

Survey surprise
We’re in the danger zone!
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fundraise 
with email
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personalize by
recent interest 
or activity

RNL 2017 survey, n=250



26

ANNUAL GIVING LEADERS
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April 2018 Survey
of Annual Giving Fundraisers

| ANNUAL GIVING



28

| ANNUAL GIVING

What the fundraisers said:
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| ANNUAL GIVING
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| ANNUAL GIVING
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| ANNUAL GIVING
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| ANNUAL GIVING
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| ANNUAL GIVING
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| ANNUAL GIVING
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| ANNUAL GIVING
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| ANNUAL GIVING
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| ANNUAL GIVING
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How do you identify potential leadership donors?

| ANNUAL GIVING
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| ANNUAL GIVING

How do you recognize and thank leadership donors?
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| ANNUAL GIVING
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CAMPAIGNS
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• 600 fundraisers surveyed

• Review of the CASE Campaigns 
Report (2015 Data)

• Analysis of 20 of the biggest 
higher education campaigns

Higher Education Campaigns
Mega-giving, like all the time
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are either in or about 
to start a campaign

how much fundraisers think 
budgets should increase 

during a campaign

percentage of campaign 
dollars now capital

say campaign will include 
annual giving push
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Order of importance of key campaign goals
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Which of these would you like to see more of?
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| FUNDRAISING RESEARCH

= number of years average 
fundraisers says a 
campaign should last

Average years of 
actual campaign, per 
CASE =
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61%
are using matches or 
donor challenges

Motivating donors
Time-sensitive tactics and gamification

28%
are using competitions

MAKE IT A GAME
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Fundraising budgets are growing. But expectations and 
competition for donors are growing faster. 

Digital channel adoption is high. But integrated multichannel 
strategy and adoption of tested commercial tactics is low.

Fundraisers want more data, and to let it drive strategy. Confidence in 
data used to drive fundraising programs is low, and lacks integration with 
core systems.

Personalization lags. Demographic-based segmentation is 20 times more 
common than personalization based on recent interest and activity

Gift officer productivity is low. This is driven by mediocre wealth and 
predictive data and little innovation in the qualification process. 

Overall Trends
Across all of the surveys

| FUNDRAISING RESEARCH
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If you had 
eight minutes 
with 300 
fundraisers, 
what would 
you ask 
them?
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• Head to 
donationequation.com 
for slides.

• RuffaloNL.com/papers 
for all our reports.

• Check out the blog, 
podcast and webinars!

Get more…
sweet, sweet research


