Your Fundraiser Is a Science —
The Low-Down on Day of Event Fundraising

Fundraising is a science. Not an exact or precise science but a web of many inter-related moving
parts, all chosen by your group and acting in concert with one another to create the desired outcome
at your fundraising event. It no different than attending s performance of an orchestra...... a bunch of
independent performances, blended together and led by a Maestro, resulting in a symphonic
collaboration far superior to any one instrument. The ultimate outcome of their performance.

Your event is no different.

But here's a surprising reality: two nonprofits can host nearly identical fundraising events and see
dramatically different results. The difference usually isn't the mission statement, the venue, or even
the economy. It's the strategy

Many organizations devote months to planning event logistics but spend far less time evaluating the
factors that truly drive fundraising success: audience selection, donor behavior, timing, messaging,
recognition and data.

The highest-performing nonprofits don't leave any of these decisions to chance. They treat
fundraising as a science. They analyze past donor engagement, identify giving patterns, and tailor
their outreach based on who is most likely to attend, sponsor, donate, or advocate. And, in many
instances, they delegate segments of their event to committee members who take ownership for the
successful outcome of the portion of the day/evening that they are managing. That is part of a
“Divide & Conquer” mentality, that has won many a battle in the fundraising struggles facing many
groups.

One of the most costly mistakes nonprofits make is assuming all donors respond to the same
message. A first-time attendee, a long-time supporter, and a major donor prospect each have
different motivations for giving. Treating them the same message often leaves fundraising dollars on
the table. Another issue may be in how your tickets are sold or distributed Selling tables of eight or
ten, often result in tickets being distributed to attendees, who are not clearly tied to your mission
statement, as they were given tickets by your table sponsor(s). Should this be the case, messaging
becomes VERY important and conversion and engagement become more critical components of your
evening. Those messages need to be short and compelling.

Before planning your next event, ask yourself:

e Which donor segments generated the strongest results last year?
e Which communication channels drove the highest engagement?
e When are supporters most likely to respond?

e What is your Run of show? Is it structured for success?

¢ What data can help guide better fundraising decisions?

Successful fundraising isn't about guessing what might work. It's about using strategy and insights to
improve outcomes. It's part of The Science of Fundraising

In future editions, we'll continue sharing practical fundraising principles that help organizations raise
more while making smarter decisions.



Ready to take the guesswork out of fundraising?
Book a Complimentary 30-Minute Strategy Call

Schedule a complimentary 30-minute call with Ira Klein, who brings more than 35 years of fundraising
experience and has helped support thousands of successful fundraising events.

During your call, you'll discuss your upcoming event and receive proven fundraising strategies, donor
engagement insights, and practical recommendations designed to help maximize your results.

Ira Klein | CharityWorks / Author & Consultant (925) 250-6968 ira@charityworks.net

Click here to book a 30 min consult with Ira.
(https://calendly.com/iraklein82/30min?utm source=newsletterl)
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