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V We can make sense of donor behaviour
V We recognise the best (and worst) donors

V We make budgets go further

V We make more money (net)

V We createlNSIGHT
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Agenda

. Charityfundraising in the UK
. Analytics

. Tools& skills

. Common tasks

. Advanced uses of SPSS

. Q&A

. Some light reading
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A Veteran fundraiser and dataholic (with no
recovery plan)

A 25 years in the biz
A International fundraising consultant (no, really)
A Adore, love, addicted to SPSS

A Founder & Chair of the INSIGHT in Fundraising
Special Interest Group

A Want the truth?
I www.datapreneurs.net



http://www.datapreneurs.net/
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190,000 registered chatrities
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£40 billion (not a misprint)
raised annually

Y ¢ A bdOminate revenue;
such as

NSPCCQCRUK, Salvation
Army, Guide Dogs, Save the
Children
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British civil society

More:

(http://www.charity -
commission.gov.uk ASSESS November2007



http://www.charity-commission.gov.uk/
http://www.charity-commission.gov.uk/
http://www.charity-commission.gov.uk/

But where are the
TOOLS ?
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Fundraising Analytics Evolution
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STARTED: 1970direct mail marketing / mass markets / huge volumes / data
mining

GREW: phone, face to face, legacies, community fundraising

NEW: web fundraising

EMERGING: major gifts / the supah

YET TO COME: insight / melding of qualitative with quantitative research



