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FUNDRAISING AND ADVOCACY




OVERVIEW

1. What is social justice advocacy?

2. International picture

3. What is the state of play in Ireland?
4. Strategies




What has advocacy got to do with it?

SOCIAL JUSTICE ADVOCACY
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WHAT IS SOCIAL JUSTICE ADVOCACY?

““planned, organised and sustained action/s
undertaken by C&V sector organisations, the
purpose of which is to influence public policy

outcomes, with and/or on behalf of the




WHO DOES SOCIAL JUSTICE ADVOCACY?




WHAT DOES THE PUBLIC THINK?
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15% think we 46% think we
have -  should have
influence influence




Evidence of successful integration

THE INTERNATIONAL CONTEXT







IS ADVOCACY IMPORTANT TO FUNDRAISERS?

 |dentifying and engaging new supporters
* Keeping supporters involved
* Online advocacy is a spring board to fundraising

» Combined Advocacy & Fundraising = 200%+




BUT ACTIVISTS DON'T DONATE?
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GROWTH IN ACTIVISTS DONATING
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ACTIVISM PUTS DONORS OFF?

2.5




EMAIL IS STILL KING

e 35% of online revenue

<10,000
10,001-25,000 from direct email
25,001-50,000 et

50,001-100,000 e Value of an email
100,001-250,000 address = $12.92 (€10)

(Source: Convio)

250,001+

Source: Care2




ADVOCACY GETS A BETTER RESPONSE
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Click-through
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AN INTERGATED CHRISTMAS CAMPAIGN

Data capture

e 12,000 signed petition

* Mostly new contacts

Fundraising

* New petition contacts 12 times
more likely to give than existing

list
- e Donors who acted 3 times
SRR -l e more likely to give than those
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REACH OUT TO NEW CAMPAIGNERS
AND ACQUIRE NEW DONORS
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Who is making the link?

THE IRISH CONTEXT




MINI SURVEY




WHAT’S THE CURRENT STATE OF PLAY?

“Some donors fund you for advocacy —
others hate you for it!”

“There is a tendency ... to frame an issue differently”

“advocacy will always want to keep a distance with a
corporate donor, ...tendency for fundraising is to snuggle up”

“fundraising messages can be hampered”




Society j:l St Vincent de Paul _ | ' .
Rationale

e |nitiated by fundraising to increase
visibility
EXPENSE Email captures
ANXIETY . .

— HARDSHIP * 9,148 petition signatures

* 6,683 optedin

* 90% email list growth

e 20% campaign click through

e Fundraising

i A G BN ° Significant increase in both donors
and donation amount

* Postive response from existing donors

Sige Pastand




FOUNDATIONS

* A good advocacy campaign — a single
message

* Leadership buy-in

 Campaigns and fundraising working
together

* Tools - single CRM

e Capacity building and know how




KEY LEARNINGS

International evidence shows that
. Activitist are 7 times more likely to give
. Donors who have taken action are more likley to give than
those who have not
. Advocacy can be resource generating

There are fears about connecting fundrasiing and advocacy, but:
 There is a positive public perception of advocacy — but should
have more impact.
* Donors not necessarily put off by activism — but make it easy

There is a need for increased knowledge and capcity
* Campaigners and frundrasing can work together better
* Integrated campaigns strengthen supporter relationships




CONTINUING THE CONVERSATION...

Now....

Later...

Eugene Flynn
eugeneflynn@54degrees.com
@eugeneflynn




