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DATA NORMALIZATION



DATA NORMALIZATION/CLEANUP
• Finding States

• Zip Codes – Normalizing zip codes and sorting for ease of use
• Cities
• Latitude/Longitude

• Out of 75,000 records, only 4 have no states by the end of 
the cleanup

• Regional Breakdown
• Sorted the states into 5 regions for initial campaign focus

Presenter
Presentation Notes
Using a combination of zip code ranges (correcting those with 4 digits due to the removal of “0” at the beginning of the zip code using an “IF” statement), a sort of zip codes to group by state using the postal service, cities and latitude/longitude through Google Earth, all entries except 4 have states entered for analysis. The 4 with no states are missing all data needed for updatingSorting into regions can help gift officers know which areas to focus on at first



DATA NORMALIZATION/CLEANUP

• Beware Misleading Data
• Income data shouldn’t be a large qualifier

• Instead, looked at giving totals to create 3 levels: Major Giving/Mid-
Level/Annual Fund

• Homeowner/Gender Data
• Giving Interest

Presenter
Presentation Notes
The income range data of column D can be misleading. A high-income does not equate to a high donor. Instead, I converted 10-year giving totals to three different levels of giving in Column R: Major Giving/Mid-level/Annual Fund. After all, a Mid-level donor with better involvement in our organization is better to cultivate than a high-income range with no giving interest to our organization.Major Giving - $100K over 10 years; Mid-Level - $1K-$100K over 10 years; Annual - $1K and lowerNot all data is equal. Some of the data included in the data set was not used during my analysis, such as homeowners and gender. While targeted parts of the campaign may affect the use of these columns in the future, for initial analysis I felt these were unneeded at the onset.I also did not use the giving interest at the onset. Initially, we want to use the data of gifts to the organization to create goals based on what we know from past giving. Further communications can target specific giving interests as the campaign progresses.



CAMPAIGN STRATEGY



KEY FINDINGS

• Rural vs. Metropolitan
• Almost 1/5 of major giving donors come from rural areas, with 

many having higher average gifts than those from metropolitan 
areas. 

• Young Donors
• Younger major donors tend to give larger gifts on average

• Blended Gifts
• Blended gifts of pledges today and estate gifts later will be key to the 

long-term success of this campaign.

Presenter
Presentation Notes
While they should be cultivated the same as those from metropolitan areas initially, a key thing to remember is that many assets may be coming from farmland. Alternative gifts, such as blended gifts, planned gifts or gifts of grain or crop profits may be needed to be considered for these donors.Out of 481 donors that gave 10-year totals of $100K or more, 377 are married. Of those married donors, only 83 were under 40. However, the donors under 40 will be key to cultivate due to larger gifts on average.Communication between major gift officers and planned giving officers will be key for this campaign. Many that are good candidates for planned gifts are also candidates for major gifts.



CAMPAIGN GOALS
• Naming rights for $2M gift based on past donations (would be largest gift to date 

in last 10 years).
• Major Gifts – 250 donors at $100K minimum.

• Total - $25,000,000 projected
• Planned Gifts – 55 donors at $50K minimum.

• Total - $2,750,000 projected
• Mid-Level Gifts – Southwest – 150 donors at $2.25K minimum.

• Total - $337,500 projected
• Mid-Level Gifts – All other regions – 250 donors at $2.5K minimum each.

• Total - $625,000 projected per region for a total of $2,500,000
• Annual Fund Gifts – Metropolitan mailing – 12,200 donors at $135 minimum.

• Total - $1,647,000 projected
• Annual Fund Gifts – Rural mailing – 800 donors at $220 minimum.

• Total - $176,000 projected
• Total - $32,410,500 projected



MAJOR GIVING AVERAGES BY STATE



MAJOR GIFT OFFICERS
• Declining major gifts

• Dollar averages have declined by 
$100K in the last six years.

• The Midwest, particularly 
Missouri and Iowa, should be a 
key starting point

• The Southeast region should also 
have a focus.

• 377 donors giving major gifts are 
married

• Initial focus by Major Gift 
Officers on younger donors. 

Presenter
Presentation Notes
Major donors have stayed constant the last six years, with around 250 donors each year. Missouri has an average of almost $4M over 10 years from that state.Iowa also has strong donations at a $3.35M average over 10 years.Southeast - While dollar averages are slightly lower than some regions, they have the highest count of donors year after year.Engage both spouses to assess their affinity and interest to the organization.Planned giving officers should focus on those aged 60 or older initially. Major gift officers, when working with those aged 40 or under, should focus on outright pledges as they have given the most on average over the last 6 years. 



MAJOR GIFT OFFICERS

• Goals
• 250 donors at a minimum of $100K. This is a slight increase for 

both donors and average gift amounts in the last year, totaling 
$25M.

• Major Gifts
• Each gift officer should try for at least one $1.5M gift
• Naming rights at $2M

Presenter
Presentation Notes
I would challenge officers to reengage lapsed donors from the last few years. In the last 5 years, largest gifts have been between $1.5-$1.6M. Challenge officers to try and secure at least one $1.5M gift, with naming rights at $2M, which would be the largest gift to date in last 10 years.



PLANNED GIVING

• 18,757 aged 60+ donors.
• Only 114 at a major gift level.

• Initial concentration should be 
in Southeast region, with 40 
major gift donors aged 60+ in 
area. 

• Targeted mailing for Southwest

Presenter
Presentation Notes
While these gifts can be added into campaign totals, as a reminder there’s no definite timing of when a planned gift will come in for the campaign.Planned giving officers should focus on the 114 that are at a major gift level. Mid-level gift officers and annual fund should focus on the remaining donors.Additional work should be done in Midwest, Northeast and West, with similar levels of major gift donors (21-24 donors in each region).Due to low number of donors, the Southwest region should be started with a targeted mailing for the campaign, with additional cultivation strategies for those donors that reply. 



PLANNED GIVING
• Average gift size has been on the 

decline the last six years. 
• Goals

• 55 donors at an estimated minimum 
of $50K per the trending path, 
totaling of $2.75M.

Presenter
Presentation Notes
The average 10-year total of donations is $1.4M. Donor numbers have also declined, with 68 donors two years ago and 62 donors last year.These donors may also be cultivated by major gift officers as well



MID-LEVEL GIVING

• Mid-level giving has been on a decline over the last 10 
years. 

Presenter
Presentation Notes
Giving has declined by more than half on average at this level for each region.



MID-LEVEL GIVING

• Two-prong approach
• Continued focus on Northeast
• Reengaging lapsed donors in Midwest

• Goals
• Southwest – 150 donors at $2.25K, totaling $337,500
• Other regions – 250 donors at $2.5K, totaling $625,000 

Presenter
Presentation Notes
The Northeast region has seen the smallest 10-year change in average donations and brings in the largest average donations today.In the last 10 years, the Midwest region has seen an almost $4K drop in average donations, going from an over $6K average in year 1 to a mid-$2k average in year 10.While the Southwest has seen a smaller number of donors and donations, the stretch given should be manageable.



ANNUAL FUND GIVING – DONORS IN AREAS
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Presenter
Presentation Notes
To start the annual fund section off, I want to focus on two areas first. First, we see how many donors we have in metropolitan areas, most of which are married over the last six years.Then…



ANNUAL FUND GIVING – AVERAGE GIFTS IN 
AREAS

Presenter
Presentation Notes
We see average gift sizes for the last six years. Notice how the rural areas outpace on average gift size year after yearThere are 10 times as many donors in metropolitan areas as there are in rural areas. However, since rural area donors give almost $100 more per gift on average, consider higher giving ranges in the mailing.



ANNUAL FUND GIVING

• Two initial targeted mailings:
• A metropolitan mailing with a target of 12,200 donors for an 

average gift of $135, totaling $1,647,000.
• A rural mailing with a target of 800 donors at $220, totaling 

$176,000.

Presenter
Presentation Notes
The annual fund team’s highest Return on Investment may be for couples, as there are 4 times as many married donors compared to unmarried donors in the last five years with larger gifts from married couples as well.



THANK YOU!
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