F2F in 2026 using Data to look forward

Using CIOF Benchmarking & REAL Data to look forward
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Runner / Marathoner

Career F2F Fundraiser - 23 years and counting

MD & Co Founder of REAL Fundraising & The REAL Family

B Corp Ambassador




Liam McEntegart

Values First Fundraising

CIOF Contributor - Multiple F2F papers

Leading voice for in FR - Market Enquiry into Sub Contracting

Speaker at the Global F2F Conference in 2023 in Vienna

5x F2F conference speaker speaker & 3x host
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F2F FUNDRAISING

BENCHMARKING a Liam McEntegart
REPORT 2025 i

Leading with your values.
Purpose-led fundraising for a sustainable
future utilising the B Corporation framework

Ist International F2F Fundralsmg Congress ~
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- Unlocklng the power of face-to-face fundraising
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Business Culture
Connected

I'm speaking at

Business Culture Connected:
Delivering Productivity and Performance

Liam McEntegart

Managing Director (Client Services), REAL Fundraising




REAL was founded in 2009
on the values of Respect,
Ethics, Activism & Love.

Certified

This company is committed to
accountability, transparency,
and continuous improvement.
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Award Winning & Truly Ethical Agency

We are certified to the highest standards & have been
finalists 3x & won the Business Culture Awards 2x.

Values led at all times

We believe that every member of the REAL family,
contractor, employee or client should always display the
values of Respect, Ethics, Activism & Love, if they do
not then we do not work together.

HOW AGENCY
REAL

I AN - G 2 1 : - o
1 ey T Honesty is our guiding principle.

RAISE THE
ETHICAL BAR

We value integrity and honesty over other traits. What
we do when no one is watching is what defines us.

FUNDRAISING
CTO

. wedorightby F2F - Positive Press Stories

TEs T Y B e Y we : As a leading UK B Corp we have the opportunity to learn
. ' from some of the leading Ethical business in the UK and
are part of a business community that is driving change
resulting in positive press article in March 24.

Featured in......

*Big Issue March 2024



Who we currently work with
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What is a B Corp? O

patagoni | /;\5._’ |
& GREEN LIGHT
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Certified B Corporations, or B Corps, are businesses that: DANONE

1.Meet high standards of verified social and

environmental performance )
2.Public transparency %
3.Legal accountability to balance profit and purpose.
BatesWells

B Corps are accelerating a global culture shift to redefine =
success in business and build a more inclusive, regenerative A AW m] @
& sustainable economy. GROUSP

The B Corp community works toward: " \ STUDIO
 reduced inequality REPUBLIC
e lower levels of poverty Q "
e a healthier environment,
o stronger communities
« the creation of more high-quality jobs with dignity and Certified
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pu pose This company meets high
standards of social and
environmental impact.
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What the CIOF Found o

Institute of
Fundraising

e 696k Donors Recruited in 2019 F2F FUNDRAISING
BENCHMARKING
e 685k Donors recruited in 2024 REPORT 2025

e £50m in revenue for charities
o Stability in size for the sector
e Shifts in recruitment method

e Nuance of channels not fully explored or understood yet.
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What can we interprete from th
relative increase in D2D? Y Imstitect

F2F FUNDRAISING

e D2D: 199k (2019) — 283k (2024), up 42% BENCHMARKING
REPORT 2025

e Are we certain this is operationally based?

o Reporting Data , % ‘_
o Venues ( |
7a)\
R\ \ X

o Resourcing

o Compliance
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685,150 regular givers, then what? 3 i,

F2F FUNDRAISING
BENCHMARKING
REPORT 2025
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REAL Data
Jan 22 & Mar 24

100,000 donors
Split 70:30 in favour of PS

England, Scotland & Wales.




Before we dive into the data...

o All of this analysis is possible because it is built on a foundation of
Ethical Fundraising.

e You cannot implement these changes & expect results without an ethos
of good decision making & compliant fundraising.

 All of which is then backed up through rigorous compliance checks,

mystery shops & auditting




What does Ethical Fundraising look like?

e Open questions

e Clear transparant asking, no £2 a week asks

 No Jonesing

e No Sales tactics and quilt tripping, donors are humans, not pieces.

e A Two way dialogue

e Making donors feel comfortable to say no

e Culture of ethical desicion making

e Good training reinforced with continuous development & backed up by

auditing/mystery shopping

Doing what is right when no one is watching,




Landline Telephone Number

Obtain a landline from a donor wherever
possible.

This improves NSR by 1%.

This improves 12 month retention by 16.9%.

@ \Wwith Landline @ Without Landline

\\\\

Payments

Retention over time



Gain an email address from a donor always and
get marketing opt in for email.

This will reduce the NSR by 2.8%

This will reduce the 12 month retention by 2%

@ With Email @ Without Email

@ With Email & Opt In

Retention over time

Payments




Speak to your donors.

Speak to your donors at welcome calling with an admin
based warm thanking call.

This will result in them being_ 2.4 times less likely to cancel.
This will improve 12m retention by 16.8%

@® SpokenTo @ Not spoken to

e .

Payments

Retention over time



Retirees are an excellent demographic

Maximise retirees whilst also maintaining strong vulnerability'y
processes.

to Unemployed/Student
This improves 12mo retention of donors by up to 16.7%.

@ Employed @ Retired Student

@ Unemployed

Retention over time

Payments



Average Age Matters

For every 1 years increase in Average age.
NSR will decrease by an average of 0.7/5%

REAL has an average donor age of 43 currently

@212 @2529 @ 3034 @ 3539 40-44 45-49

50-59 @ 60-69 @ 70+

Retention over time

Payments



Over 30s

Focussing campaigns on donors over the age of

30 only.

This will improve the NSR by 4% vs a campaign
that allows 25+ or 9% vs a campaign no age
restrictions




Over 30s

Focussing campaigns on donors over the age of
30 only.

This will improve the 12 mo retention by 18%

® Under30 @ Over30
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Payments




Payment Dates Matter

Payment dates ranked in order, 2", 3™, 1%, 28" & 26™ are the

best days of the month for retention.

®1sts ®2nd @3d @ 5th 7th 15th 16th

® 19h @21st @ 24th @ 26th @ 28th

Retention over time

Payments




Students & Unemployed donors

Talk your donors langauge. Engage with them but in an
aligned way.

Recruiting 0% of both improves retention by 16.7%

@ Employed & Retired @ Student & Unemployed

NS

Payments

Retention over time



Know your KPI’'s and what your ideal
donor looks like at the front end.

The ultimatly retaining donor:-
e Over 60 & retired
e Email capture & consent

e Landline & Mobile
e 1502 3" 0or 26", 28" payment date

Then, get the Training, Compliance & Messaging right




What else the data tells us as w
look forward.

e The sector is stable. We don’t yet know how healthy.

We need KPI & retention data to truly try to understand this picture.

We need to know who took part and who didn't.

A data led appraoch beats a channel led approach.



So Door or PS where do we go?

 If we look at the headline numbers - CIOF report says the sector is going D2D.

e Should I do the same?

» Step back from the channel and look at where you can best control the following
o Fundraiser Quality
o KPI's & Donor Data/Demographic

o Compliance training & monitoring



Questions we need to ask

Door is generating 41% of all signups why do we allow poor standards to hide there?
What KPI's do we measure in a sector wide benchmarking exercise?

What retention metrics would we like to see benchmarked?

Is it time to measure retention across Fundraiser payment model? Salaried vs Real Living

Wage vs Commission Only?



connect with me on Linkedin




