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Meetings As A Metric

e Culture

e Motivation

e Measurement
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What Makes a Good
Fundraiser:Is the Devil In

the Details?




Context
Setting

Fundraising Roles: LAGO (10) LAG (15) DXO(5)
MGO (26) MGO (136) MGO (78)
LDO (20) Director (45) MGL (9)
Principal/SAVP (6) CDO (42) TOTAL (92)
TOTAL (62) TOTAL (238)
Living Alumni Count: 229,630 688,789 490,780
Total Database Records 718,643 2,595,189 1.4M Screened
(Individuals):
Grateful Patient Program: In Development Yes Yes
Database/Reporting: bbCRM/Tableau bbCRM/Tableau Salesforce/Affinaquest
PowerBlI
Campaign Status Launching Fall 2025, Launched October 2024, Campaign Planning, Goal
Goal TBD $7B Goal TBD

e
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VCU Portfolio Composition Targets

% Time Portfolio Size Ideal Portfolio Composition*
Fundraising (Households)
Principal Giving/AVPs 50-75% 20-50 ‘ 56% 17% 17% 1%
Lead Development Officer 75% 60-100 E 56% %y 13%  16%
Major Gift Officer 85% 90-125 E 59% s, 9% 23%
Lead Annual Gift Officer 85% 50-150 E 40% 0%, 0% 40%

*Color key for portfolio composition: = Prospect Manager . Team Stewardship Discovery
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VCU Fundraiser Annual Targets

Portfolio Number of Number of $50k+ Minimum Average Minimum Annual Portfolio Minimum Referral
Size $50k+ Asks Asks Closed Accepted Gift Size Raised Target Activation % Cultivate Activity
As PPM AsPPM  AsSS As PPM As PPM
. - $375,000- $2,750,000- o o
Principal Giving/AVPs 20-50 14-18 1-5 7-9 1-3 $2 800.000 $20,800,000+ 90% 20 90%
Year 1 20-50 8 0-5 q 0-3 $250,000 $1,400,000 90% 20 90%
Lead Development $1,100,000-
Officer 60-100 11-20 1-6 6-10 1-5 5200,000-$310,000 $2.700,000 90% 60 90%
Year 1 60-100 7 0-6 q 0-5 $100,000 $600,000 90% 60 90%
. . $71,000- $550,000- o o
Major Gift Officer 90-125 16-22 1-4 8-11 1-4 $100,000 $1,100,000 90% 90 90%
Year 1 90-125 12 0-4 7 0-4 $50,000 £290,000 90% 80 90%

Portfolio
Size

Number of Asks

$25k+ $1k-525k

Number of Asks
Closed

F1k-525k

Minimum Average
Accepted Gift Size

As PPM

Minimum Annual
Raised Target

As PPM

Portfolio
Activation %

Referral
Activity

Lead Annual Gift $105,000-
Officer 50-150 4-8 56 2-4 28 $3,500-%4,600 $140.000 90% 50 80%
Year 1 30-50 2 45-60 1 26-30 $2,200 357,500 90% 50 90%

*Fundraisers are axpacted to work with thair managers to determine where in the annual target ranges their individual annual goals should land. Things to consider include, but are not limited to, fundraiser tenure, size and capacity of progpect pool, atc.
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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 displaved in the MGO Metrics Dashboard

MGO Metrics Dashboard UM Metrics Matrix

University of Michigan
Community Performance Guidelines for Fundraisers

GO Metrics Dashbosrd
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Michigan’s Current (Old) Engagement Score

What is Engagement?

"Engagement" is a term we use to describe whether prospects are being actively engaged
to contribute philanthropic support to the University of Michigan.

A prospect is considered engaged when they have two of the
following three criteria documented in DART:

1. A Visit by a Gift Officer in the last 12 months.
2. A Gift Officer Capacity Rating dated in the last 24 months.

3. An 'Engaged’ Plan on the prospect's record, which includes one of the
following:

= a completed step in the last 90 days
= a planed step dated within the next 90 days

= 3 closed ask/opportunity (status of Accepted or Rejected) in the last 90
days

= an open ask/opportunity (status of Unqualified, Qualified or Response
Pending)

PROSPECT DEVELOPMENT

ORE
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In portfolio dashboards and reports, you may see prospects
categorized as the following:

= Properly Engaged: Prospects have 2 or 3 of the described criteria
= Re-Engage: Prospects have only 1 of the described criteria

= Move Suggested: Prospects have none of the described criteria

Your "Engagement Score", found on the Metrics Report, is the

percentage of prospects in your managed portfolio that are in the
Properly Engaged category.

2025



ichigan’s Current (Old) Metrics Matrix

University of Michigan
Community Performance Guidelines for Fundraisers

Deplhg

Maximum Pros. Mgr. Number of Number of
Management Percentage of  poviolio Size o Portiolio Faceto-Face Visits Namber of Managed Asks Collabarative
Responsibilities  Time spent on (Wge. and CAMY Engagement o {Signicant Visit) (4) Quolification Visits  Stewardship Visits /5) Managed Asks (w Cosed w Team Asks
Direct Fundraising (Mo oty ) Target) (Asnual) {Anmsa) (Annsa( (Annue) [Ansualt (Arrwall
Chief Development Officer / Yes 30% - 50% 50-100 90% 55-65-75 468 6-15 10-15-20 57-10 5710
cutive Director
of Development / Yes / No 50% - 80% 125-200 5% 45100120 152025 9.24 1520-25 10-15-20 71015
Gift Officer, Lead
of Major Gifes, et
wﬂh Officer, Senior No 0% - B0% 125-200 75% 85-100-120 152025 9.24 15-20-25 10-15-20 7-1015
4:
Gift Officer, Intermediate No 60% - 80% 125-200 5% 7590-100 20-25-30 8.20 10-15-20 510-15 5-7-10
Gift Officer, Associate
 Type 5:
Leadership Annual Giving Officer No 50% - 70% Detarmined 5% 120-144-1850 96-115-144 N/A 10-15-20 S-10-15 5-7-10
by
Markat Segment us quolified referrals
| Type 8;_Corporate
c: Manager, Senior Yes So% 10-30 5% 60-100-140 N/A 6-14 $10-20 3510 51015
Manager No S0% 10-50 S0% 60-100-140 N/A 6-14 510-20 3510 51015
Type 7:
Foundation Officer 1 Yes 40% - 60% 3050 5% 20-3550 N/A 2-10 30-100-200 10-35-80 51015
[Foundation Officer 2 No 60% - 80% 50-200 S0% 20-35-50 N/A 2-10 30-100-200 10-35-80 51015
Type &:
Planned Giving, Director Yes A0% - 60% S0-75 5% 110 1015 1n-2 12-25 918 1228
Planned Giving Officer, Senior No 80% 60-100 75% 180 2035 14.28 15-30 518 1530
rhlml Giving Officer, intermediate No B0% S0-75 5% 120 2540 12-24 1020 612 10-20
ORE _— J
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Wisconsin Metrics

2025-2026 Development Metrics  [-E1E =410 DoD (No) DoD (Yes) Senior DoD (No) Senior DoD (Yes) AVP (No) AVP (Yes) VP (No) VP (Yes)

Contact (including meetings) 500 450 370 425 350 275 220 220 200

Qualifications 70 40 35 35 30 25 20 10 10

Major Gift Solicitations ($25K+) 12 22 19 26 22 20 15 12 11

Major Gift Commitments [$25K+) 9 12 10 18 15 15 13 10 8

Deferred Gift Commitments 2 3 3 3 3 3 3 2 2

Dollars Raised S800,000 $2,750,000 $2,350,000 $3,500,000 $3,000,000 $5,250,000 54,500,000 $8,000,000 $6,000,000
Gift Planning DoD Gift Planning Gift Planning AVP Gift Planning VP Gift Planning VP  Foundations Managing Group

2025-2026 Development Metrics  [{[i-)] Senior DoD (no) (Yes) (No) (Yes) Relations DoD Leader (Yes)

Contact (including meetings) 450 425 220 220 220 50 165

Qualifications 40 35 20 10 10 30 10

Major Gift Solicitations ($25K+) 22 26 15 12 11 5 11

Major Gift Commitments [$25K+) 12 18 13 10 8 3 5

Deferred Gift Commitments 12 18 13 10 2 0 1

Dollars Raised 54,000,000 56,000,000 $7,000,000 514,000,000 $10,000,000 $1,250,000 54,500,000
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Wisconsin Metrics

D o D M Etl'i cs Performance Year Fundraiser Role
CONFIDENTIAL PAVZAS Managing Group Leader
_ Metrics Summary
Fundraiser ‘

“ Development Metric Rank | Goal Actual % Attainment Weighted Peer Avg. Development Team Avg.
Score Score Score
Contacts (including meetings) . 1
Qualifications G 19 316.6§ 27.40 2582
Major Gift Solicitations (325K+) & 20 31.85 21.47
Major Gift Commitments (525K+) 4 15 23.00 17.13
Deferred Gift Commitments 2 2 1.83 2.30
Performance Year Dollars Raised 2812500  7.537.729
2025 R
fORE - NSO
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What unique/different metrics are
your organizations measuring?
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Culture, Motivation, and
Measurement - Oh My!




Culture

“You don't want to
gotoworkina
Hawaiian shirt if
you work at a

tuxedo
organization.”

- RBM
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Culture’s Impact on Meetings at WFAA

e |ntended to encourage frequent travel and face-to-face time with prospects

e “Digital-first” strategies were deployed during the pandemic and
development results remained strong

e Discussions about defining what constitutes a “meeting” shined a bright
light on data entry

o People were coding substantive phone conversations and robust emails as a “meeting”
e Eliminated Meetings as a metric all together

e Currently the count of Meetings is significantly lower than the past
o Isitbecause people are meeting less?
o Orisitthe same and people are just accurately coding their contact method now that
they aren’t trying to get credit for meetings?
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Motivation

Accountability

Leadership

) 3

,>/ | \/Management

‘/

Donor T

Engagement Fundraising
Goals
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Michigan’s New Metrics - Stages an

Standards

UNIVERSITY OF MICHIGAN

OFFICE OF WIP_PortfolioStages20240422

UNlVERSITY DEVELOPMENT Prospect Stage Summary

Fundraiser MGO Constructed Site Rollup MGO Site (EVPMA, Dev & Rsrch Only)
All All

Stage Primary Capacity UHNW

All All All

Data as of: 7/21/2024
*CONFIDENTIAL"

MGO Role
All

Managed
All

peas

YABLE:IJ HELP J

Active Fundraiser?
All

Alert
Multiple values

Single or Multiple Stages

B Cuittivation [l Active Solicitation Decision Pending

B Stewardship

251 Prospect Households To view the DART constituent record, click on a detail row and select Go to Constituent.

39
52
Discovery Cultivation

Please Enter Constituent Name or DART LookupiD:

Household Constituent

19
I

Active Solicitation

Active Visit Engaged = UHNW

No No No
No No No
No No Yes
No No Yes
Yes Yes Yes
No No No
No No No
No No No
No Yes Yes

2025

B Aert

81
93
e

Decision Pending

Discovery Cultivation

i

.

1

-

i

.

1

.
I
.

1

H

I

.

1

.

Stewardship

Active Solicitation = Decision Pending Stewardship



Michigan’s New Metrics - Stages and
Standards

UNIVERSITY DEVELOPMENT

UNIVERSITY OF MICHIGAN

EXPL

OIZE
Deplhgy

WIP_PortfolioStages20240422

Infographic

Stage

Discovery
Evaluating the major giving capacity/likelihood of a prospect.
Entry: Planned, Pending, or Completed Visit or is added as CRM.
Expected Duration: 12 months.

Cultivation
Exploring and matching of interests and areas of affinity to funding opportunities.
Entry: Prospect isassigned to the portfolio oradded as a teammembertoa plan.
Expected Duration: 24 months.

Active Solicitation
dtimingar
Entry: Unqualified o = afuture dateis
Expected Duration: 6

Decision Pending
Prospect's decision is pending related to adocumented ask.
Entry: Unqualified or Qualified Ask changes status to Response Pending.
Expected Duration: 6 months,

Stewardship
Donor is actively stewarded by fundraiser and or stewardship resources.

Entry: Response Pending Ask changes status to Accepted.

Expected Duration: 24+ months.

Data as of: 7/21/2024 e
*CONFIDENTIAL" ++_,:'”
TABLEA HE!
‘ o Alert | ‘ Resolution

No Visit

120 Days * VisitProspect

* 180 Days * Remove From CRMList

* 270 Days * ProspectTagged Nota Prospect

Unengaged Plan
* 90 Days
* 120 Days
* 180 Days
* 365 Days

Un/Qualified Ask

»d Date > Today

> Teday

> 30/60 Days

No Expected Ask Date
No Expected Ask Amount

Unengaged Plan
No Planassociated with
Accepted Ask formore than
365 days

PROSPECT DEVELOPMENT 2025

Add Plan

Updated Existing Plan
Add Askto a Plan
Remove from Portfolio
End-date Plan Role

* Update Ask Status
* Update Ask Date
* AddAskAmount

* Add Stewardship Plan
* Updated Existing Plan
* Remove from Portfolio




Michigan’s New Metrics - Stages and

Standards

Exﬁl‘onl; & s PROSPEOT DEVELOPM

ew Deplhs

M Fundraiser Performance Standards

LIIVERRITY €8
MICHIGAN

Chief Development

Officer* Fundraiser

LAG Officer

Yearty Minimum Acceptabie Standard

Discovery Visits 5 15
Visits on a plan 50 8 5
Portfolio Engagement 75%
5 10
Accepted Asks OR Dollars Raised ©r 10X your unit's or 10X your unit's
minimum minimum

Mgajor Gift amount Major Gift amount

10 15

Inciuges Team roes
Stewardship Visits 10 8

May aiso count for "Visits on a Pian’

enceg aximun Ortiold oZe ou 0Us

JAdditional Success Measures

50
50

10

of 10X your unit's
minimum
LAG gift amount

10
N/A

Data shows that Michigan's top funaraisers meet or exceed the following tamgets.

Use these MEeasuras 10 NEiD GUIde yOur SUCCESs.
2 5
Constituents tagged ot g Maor Gift Prospect
Strategy Session ] 0 5
Hosted or Attended
Plans with a Planned or Pending Step 75%
Step must have g gate in the future

Planned Gift Opportunities ] 2
Resporse Penaing, Accepted of Rejected

Re o5 P q : team e

ampal

NT 2025

a

20
N/A

N/A



Motivating Factors on Metrics

Accountability & Data

Leadership Changes

Campaign Readiness

Usability

e A Vice President preparing to e VCU launches a metrics e Ensure that fundraisers are
launch his first VCU campaign system that holds pushing the upper limits of
+ new senior fundraising fundraisers accountable to what is feasible for the life
leadership ambitious fundraising goals. cycle of the upcoming

campaign.

e New WFAA Development e WFAA creates the Decision e WFAA Metrics Attainment
Leadership Structure as of Support team and moves Review helping to suggest
January 2024 Prospect Development to changes to credit structure,

join the Development team aiming to maximize the

fundraisers we have before
increasing headcount

[-;Xﬁkg:; ¢ -» PROSPECT DEVELOPMENT 2025 C‘/Q@



Measuring Wisconsin’s Metrics

Metric Priority

% Goal Attainment 1 2 3 4 5

0% (No Activity) 0| 0| 0| 0 0 o

1-9% of Goal 5 4 3] 2 1 0.

10-19% of Goal 8 6 45 1.75) 0.25)

20-29% of Goal 11 g 6 4 0.5

30-39% of Goal 14 10 7.5 5 3.25) 0.75)

40-49% of Goal 17 12 9| 6 4 1

50-59% of Goal 14 10.5) 7 4.75) 1.25

60-69% of Goal 23 16 12

70-79% of Goal 26 13.5)

et - ; The Scorecard

90-99% of Goal 32 2 16.5) ! —

100-109% of Goal 35 24 184 3 Major S g o Visits  TOTALS

110-119% of Goal 38 26 19.5) ! Commitments Ovciations QeiNcations

120-129% of Goal 41 28 21 200% or more of Goal 91 50 36 13 10 200

130-139% of Goal 44 30 22.5) ] 176.199% of Goal 80 47 34 12 9 182

140-149% of Goal 47 32 24 )| 150.174% of Goal 71 40 29 1 8 159

L D B [ 126.149% of Goal 62 34 25 10 7 138

160-169% of Goal 53 36 27 T T 53 28 20 ) 6 116

170-179% of Goal 56, 38 28.5 — o 24 25 18 8 5 100

180-189% of Goal 59 40 30| 4 Schiowe

190-199% of Goal 62 42 31.5) : TE90% 01 Oom 36 22 16 7 4 85

200%+ of Goal 65 Y] 33 : 80-74% of Goul 27 16 11 S 3 62
26.49% of Goal 18 Q 7 2 2 38
1-24% of Goal 10 3 2 1 1 17

0% (No Activity) 0 0 0 0 0 0
Exﬁl‘ops ¢ % PROSPECT DEVELOPMENT 2025 f‘l
ew Deplhg



Adjusting What and How We Measure

Average Performance 2020 - 2024 |
Excludes First and Last Year / 1001% Appointment Only / Excludes
Average DoD

o Average
Count (B v Gold
Years)
02-VP Dev (Yes) 17-Unique Prospects Engaged 2.8 55 45% 62 49 116 18 5 6
08-AVP Dev (Yes) 09-New Major Gift Donor 3.5 3 36% 3 2 14 = 5 9
08-AVP Dev (Yes) 10-$50K+ Commitments 3.5 9 57% 10 9 25 2 8 6
08-AVP Dev (Yes) 11-$100K+ Commitments 3.5 9 43% 8 8 19 - 6 8
08-AVP Dev (Yes) 12-$50K+ Solicitations 35 12 57% 16 13 31 8 8 6
08-AVP Dev (Yes) 13-$100K+ Solicitations 35 12 29% 8 8 19 4 10
08-AVP Dev (Yes) 14-$5M+ Solicitations 35 1 64% 1 1 4 - 9 5
08-AVP Dev (Yes) 15-Opportunity Owner Commitments 3.5 9 50% 12 9 33 2 7 7
08-AVP Dev (Yes) 16-Opportunity Owner Dollars 3.5 3,500,000 50% 5,457,468 4,198,495 | 20,290,000 110,000 7 7
08-AVP Dev (Yes) 17-Unique Prospects Engaged 3.5 55 79% 90 67 196 42 11 3
12-Senior DoD (Yes) |09-New Major Gift Donor 5.8 3 74% 5 4 16 = 17 6
12-Senior DoD (Yes) [10-$50K+ Commitments 5.8 12 57% 14 16 33 4 13 10
12-Senior DoD (Yes) |11-$100K+ Commitments 5.8 12 22% 9 8 21 2 5 18
12-Senior DoD (Yes) |12-$50K+ Solicitations 5.8 17 65% 21 25 48 8 15 8
12-Senior DoD (Yes) |13-$100K+ Solicitations 5.8 17 13% 9 8 21 2 3 20
12-Senior DoD (Yes) [14-$5M+ Solicitations 5.8 1 39% 1 - 4 - 9 14
12-Senior DoD (Yes) |15-Opportunity Owner Commitments 5.8 12 70% 17 19 39 5 16 7
12-Senior DoD (Yes) |16-Opportunity Owner Dollars 5.8 2,750,000 52% 6,841,760 3,331,364 | 44,569,060 449,718 12 11
12-Senior DoD (Yes) |17-Unique Prospects Engaged 5.8 62 100% 128 126 222 62 23 0
13-Senior DoD (No)  |09-New Major Gift Donor 15.5 3 73% 4 4 13 = 45 17
13-Senior DoD (No)  |10-$50K+ Commitments 15.5 16 10% 8 8 19 1 6 56
13-Senior DoD (No)  [11-$100K+ Commitments 15.5 16 0% 5 5 13 1 0 62
13-Senior DoD (No)  |12-$50K+ Solicitations 15.5 22 15% 14 13 45 3 53
13-Senior DoD (No)  |13-$100K+ Solicitations 15.5 22 0% 5 5 13 1 0 62
13-Senior DoD (No)  |14-$5M+ Solicitations 15.5 1 37% 1 - 3 - 23 39
13-Senior DoD (No)  [15-Opportunity Owner Commitments 15.5 16 16% 10 9 20 2 10 52
13-Senior DoD (No)  |16-Opportunity Owner Dollars 15.5 3,000,000 29% 3,308,994 1,672,310| 25,760,088 150,000 18 44
13-Senior DoD (No)  |17-Unique Prospects Engaged 15.5 76 84% 168 133 497 34 52 10
16-DoD (No) 09-New Major Gift Donor 15.0 3 71% 4 4 17 = 54 22
16-DoD [No) 10-$50K+ Commitments 15.0 10 36% 9 8 43 1 27 49
16-DoD (No) 11-$100K+ Commitments 15.0 10 12% 5 6 17 - 9 67
16-DoD [No) 12-$50K+ Solicitations 15.0 20 21% 14 14 58 1 16 60
16-DoD (No) 13-$100K+ Solicitations 15.0 20 0% 5 6 17 - 0 76
16-DoD (No) 14-$5M+ Solicitations 15.0 1 16% 0 - 2 - 12 64

EXW&%;Y:‘; " PROSPECT DEVELOPMENT 2025



28 Fundraisers with Double Digit Changes in Ranking
WFAA vs Northwestern

Trying on Peer Models

e 5l fundraisers had a single digit change
In ranking.

i

e 28 hadalO+ change inranking.

EXE#%:TAES/ ‘: % PROSPECT DEVELOPMENT 2025
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Measurement

culture +/- motivation +/- measurement = success?
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As you think about your organization, which of these
feels like the most important metrics detail?
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Flexibility
Managers

PROSPECT DEVELOPMENT




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.

e Organizational Culture and History
Motivations

Measurements

Getting Buy-In = Moving at the Speed of Trust
Build Relationships - Don’t be Strangers!
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Questions and How to Find Us

Heather McPhail
hmcphai@umich.edu

Kari Stokosa
kari.stokosa@supportuw.org

Rachel Brandell-Mayers
brandellmar@vcu.edu



https://40wattcoaching.com/

THANK YOU!

Please complete your session
evaluations in the mobile app.






