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Meetings As A Metric

● Culture

● Motivation

● Measurement



What Makes a Good 
Fundraiser: Is the Devil in 
the Details?



Context 
Setting
Fundraising Roles: LAGO (10)

MGO (26)
LDO (20)
Principal/SAVP (6)
TOTAL (62)

LAG (15)
MGO (136)
Director (45)
CDO (42)
TOTAL (238)

DXO(5)
MGO (78)
MGL (9)
TOTAL (92)

Living Alumni Count: 229,630 688,789 490,780

Total Database Records 
(Individuals):

718,643 2,595,189 1.4M Screened

Grateful Patient Program: In Development Yes Yes

Database/Reporting: bbCRM/Tableau bbCRM/Tableau Salesforce/Affinaquest
PowerBI

Campaign Status Launching Fall 2025, 
Goal TBD

Launched October 2024, 
$7B Goal

Campaign Planning, Goal 
TBD



VCU Portfolio Composition Targets



VCU Fundraiser Annual Targets



Michigan’s Current (Old) Metrics and 
Engagement
• Michigan has utilized the same engagement criteria and MGO metrics since 2015, with small updates 

along the way and refinement of our dashboards and reporting
• The current engagement and metrics are captured through a Portfolio Engagement Score and 

Metrics Matrix that are displayed in the MGO Metrics Dashboard



Michigan’s Current (Old) Engagement Score



Michigan’s Current (Old) Metrics Matrix 



Wisconsin Metrics



Wisconsin Metrics
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What unique/different metrics are 
your organizations measuring?
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What do you wish you could change 
about your metrics?
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Culture, Motivation, and 
Measurement - Oh My!



Culture

“You don’t want to 
go to work in a 
Hawaiian shirt if 
you work at a 
tuxedo 
organization.” 

– RBM 



Culture’s Impact on Meetings at WFAA
● Intended to encourage frequent travel and face-to-face time with prospects
● “Digital-first” strategies were deployed during the pandemic and 

development results remained strong
● Discussions about defining what constitutes a “meeting” shined a bright 

light on data entry
○ People were coding substantive phone conversations and robust emails as a “meeting” 

● Eliminated Meetings as a metric all together
● Currently the count of Meetings is significantly lower than the past

○ Is it because people are meeting less?
○ Or is it the same and people are just accurately coding their contact method now that 

they aren’t trying to get credit for meetings?



Motivation

Leadership Accountability

Campaign

Performance 
Management

Donor
Engagement Fundraising

Goals



Michigan’s New Metrics - Stages and 
Standards 



Michigan’s New Metrics - Stages and 
Standards 



Michigan’s New Metrics - Stages and 
Standards 



Motivating Factors on Metrics

Campaign Readiness

● Ensure that fundraisers are 

pushing the upper limits of 

what is feasible for the life 

cycle of the upcoming 

campaign.

Leadership Changes

● A Vice President preparing to 

launch his first VCU campaign 

+ new senior fundraising 

leadership

Accountability & Data 
Usability

● VCU launches a metrics 

system that holds 

fundraisers accountable to 

ambitious fundraising goals. 

● New WFAA Development 

Leadership Structure as of 

January 2024

● WFAA creates the Decision 

Support team and moves 

Prospect Development to 

join the Development team

● WFAA Metrics Attainment 

Review helping to suggest 

changes to credit structure, 

aiming to maximize the 

fundraisers we have before 

increasing headcount



Measuring Wisconsin’s Metrics



Adjusting What and How We Measure



Trying on Peer Models

● 51 fundraisers had a single digit change 
in ranking. 

● 28 had a 10+ change in ranking.



Measurement

culture +/- motivation +/- measurement = success?



As you think about your organization, which of these 
feels like the most important metrics detail?
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Essentials to Getting Buy-In
● Partnership with Leadership
● Persistence
● Flexibility
● Managers



Wrap-Up

Metrics will never do what we want them to when they are the be all 
and end all of fundraiser performance. They are an important part of 
a package.
● Organizational Culture and History
● Motivations
● Measurements
● Getting Buy-In = Moving at the Speed of Trust
● Build Relationships - Don’t be Strangers!



Questions and How to Find Us

Heather McPhail
hmcphai@umich.edu

Kari Stokosa
kari.stokosa@supportuw.org

Rachel Brandell-Mayers
brandellmar@vcu.edu

Thank you to Tim Fortescue at 40Watt Coaching for your advice and guidance on our presentation

https://40wattcoaching.com/


THANK YOU!
Please complete your session 
evaluations in the mobile app.




