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Sustainable F2F Strategy: How to set, 

measure and support your growth goals…



Danny McDonnell 

• Fundraiser for 18 years 

• Lover of F2F  

• Father of 3 (6,14 & 19)

• Vinyl Fanatic

• Tree hugger 

• Drummer



UNICEF F2F

• Largest F2F program globally 

• 510k donors in 2024 across 
46 countries

• Approximately 2500 
fundraisers

• $278m in 2024 



UNICEF F2F Strategy 22-25



Intro video…..



UNICEF F2F Strategy 22-25 key 
elements

Main Objectives 

• Increase 12-month retention

• Increase average monthly value 

• Increase digital integration 

• Increase audience focus 

• Increase fundraiser engagement

• Increase donor lifetime value





RMOR internal audit

Complete your audit in 2022

Within each strategy theme, asking yourselves, to deliver on 
this strategy:

1. What is no longer working; what must 

we REFRAIN from?

2. What is going really well; what must 

we MAINTAIN?

3. What is going well but could be better; what must 

we OPTIMISE?

4. What aren’t we doing; what must 
we REVOLUTIONISE?

Use your audit results to plan 2023

Benchmark against it!
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Portfolio management

Resourcing

Monitoring & Evaluating





BIG F2F Survey – The Results
Daniel McDonnell (Global F2F Specialist), Karla Cordero (America’s F2F Specialist) & Mike Cronin 
(Asia Pacific F2F Specialist). 

F2F team | PFP March 2024
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Culture

Systems

Processes





Where EVERY CONVERSATION matters







A gif for you…

Code of Conduct materials

• GIFs

• ID’s

• Posters

• Mobile Backs

• Stickers and Badges

• Wallpapers





F2F Quality Management System
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Audience

Value Proposition

Supporter Journeys



Insert your 
title here

23



First sighting of 
UNI!! 

Aeon Charas Selatan Malaysia 
• 164 in 5 days (8.2 Per facer)
• Amazing brand raising 
• Games included: 

• Snakes and Ladders 
• Coloring and Art 

activities 
• Fun Photo booth 
• Fun Freebies  



Sticker sheet is slightly larger than A5 
= 3 medium and 3 small stickers per 
sheet

Activation code

Customers 
scan to 
activate 
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Commitment and 

Satisfaction

Survey

26  | Welcome Call – It’s not rocket science



Commitment 
more 
predictive 
than age and 
payment 
methods

CO HI HI LOW LOW Control GroupDifference

COLOMBIA month 6 88.4 73.1 77.5 15.3

MEXICO      month 6 80.3 60.4 62 19.9

COLOMBIA month 12 78.5 55.9 70 22.6

MEXICO      month 12 67.1 47.1 51.3 20

+ 20 points

12 75.72% 73.81% 55.45% 53.19%

Payment Age 

Months 

HCOM+HSA

T
HCOM+LSAT

LCOM + 

HSAT

LCOM + 

LSAT



Commitment key driver for VALUE MAX

PERU: HI COM vs other

• +54% in EXTRA CASH

• +30% in Upgrade FBA Line 

MEX: HI COM vs other (UPGRADE)

• +15-20 pp in CONTACT RATE

• +15-25 pp in CONVERSION

• +20-25% AVG GIFT



Low comm donors: 
different needs and 
different journeys

Direct mail: 

Letter from a 

child focus 

on impact
WhatsApp 

video: A day 

in the life of 

.. (a child in 

La Guajira)

Follow up 

call
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Recruitment

Training

Remuneration, reward and recognition



Bring the value…



FamilyID=Office_ArchiveTorn

UNICEF France - Guide de mediateur 



The fundraiser circle

Birthday Call

Workshop & 
Best practice 

sharing

Field Trip

Thank you!

Awards

CIRCLE:

• Informs – ensures that our fundraisers 

are becoming experts. Provides timely 

and relevant information

• Inspires and continues to inspire– 
shows them the amazing work we do, 

and their part in it

• Ensures motivation for more than top 

performers, through stories, but also 

prizes and surprises
• Ensures fundraiser understands the 

impact of their work

• Humanises – people give to people, 

and people work hard for people



Well trained, informed, 
engaged & inspired 

fundraisers

Better conversations
Improved performance

+ value

Inspired supporters
Better attrition

+ ROI

Good fundraising 
practises

Reduced risk

Positive perception

Less complaints

Well trained, engaged fundraisers raise more funds, sustainably!  





Questions?
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