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Greetings Innovators,

Here are more results from our 2008 I2M Success Survey. These results focus on PAC fundraising techniques and metrics. 
One of the hallmarks of I2M is that we go beyond what is being discussed & commonly known to “drill down” and reveal patterns and data that can help us pursue political involvement excellence.  I think you’ll find these results indicative of that philosophy. 
Effective PAC Fundraising Techniques vs. Frequently Used Techniques

We asked our community two PAC fundraising questions: 1) Which fundraising techniques are most effective? And, 2) Which do they most frequently use? (percentages may total more than 100% due to respondents citing multiple techniques)
Most effective PAC fundraising techniques:

1. Peer to peer (one on one asks, small group meetings, personal phone calls, etc.) - 69%
2. Special events – 19% 
3. Email – 5%   
4. Direct mail - 4%
Most utilized PAC fundraising technique:

1. Peer to peer - 72%
2. Special events – 40%

3. Email – 12%

4. Direct mail – 10%

The Public Affairs Council’s corporate PAC Benchmarking Project revealed (Corporate PAC Benchmarking Project, The Public Affairs Council, p. 21) that 94 % of their respondents stated that peer to peer fundraising was the most effective way to raise PAC funds.  That’s the good news. However, their most used fundraising method was email at 72%.  In contrast, only 5% of the I2M respondents use email as their primary PAC fundraising technique. What we have here is a failure to do what works, and that frankly perplexes me.   
The Bottom Line: The I2M community members do what is most effective, rather than what is easy. They focus on achievement, not activity. 

When we defer to “easy” vs. “effective,” it hurts not only our organizational credibility and stature, but the entire government relations brand. I doubt that your VP of Sales or Membership would have an easy time explaining why he or she did not use a tested, effective method to achieve sales or membership goals.  Why would we do the same with PAC recruitment? 
PAC Measurement

Eighty-seven percent of respondents engage in regular PAC measurement. 
The following are the most common ways the respondents measure their PAC achievements. (due to several measurement methods, responses total more than 100%) 
1. Percent of participation – 50% 
2. PAC receipts – 48%

3. Commitment escalation – 26%

4. Specific membership category growth – 20%  

5. Money raised in comparison to industry peers – 10%  

6. Amount of disbursements – 10%

Other PAC measurement techniques that were not statistically significant, but may be of interest, include: 
Increase in PAC member attendance at events
PAC website hits and page visits
PAC disbursements in comparison to industry peers
The Bottom Line #1: There’s no real right or wrong answer to this; more important is that not only the government relations department, but that your organization’s senior leadership, are in agreement on the success metrics.
I am, however, seeing a trend toward percent of participation as an over-riding PAC metric, because it fosters a culture of PAC involvement. It helps us “get our foot in the door” for future PAC commitment escalation. Bottom line is that it depends on what will most quickly help you achieve your strategic goals in the legislative arena.   

My only concern with the metric of “comparing yourself to your industry peers” is that it assumes that they are performing at top capacity. So what if they have a $2 million dollar PAC; should they, based on their membership or employee numbers, really have a $4 million dollar PAC? How do we know that they shouldn’t be raking in more money? We just might be setting the bar too low. 

The Bottom Line # 2:  I’ve always held that it’s best, in PAC and grassroots metrics, to look at the groups who defeat and/or challenge you in the legislative process. What are they up to? That is ultimately who you are competing with, not your own industry. 
That’s all for now. Next time, we’ll reveal the most important grassroots management trends and how our I2M community deals with them. 
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