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WE HAVE SOME GOODNEWSé

AND SOME BAD NEWS.



WEõRE SEEING RECORD HIGHSIN GIVINGé

$427.71 BILLION 

IN THE U.S. IN 2018
SOURCE: NATIONAL PHILANTHROPIC TRUST



BUT THE RATE OF GROWTH IS DECLININGé

UP JUST .07% 

FROM2017
SOURCE: NATIONAL PHILANTHROPIC TRUST



AND WEõRE LIVING IN UNPRECEDENTED TIMES



SO, HOW SHOULD YOU

RESPOND?



Á THE FUNDRAISING ENVIRONMENT

Á WHAT WORKS IN TODAY'S COMMUNICATION 

ENVIRONMENTñAND WHAT DOESNõT

Á THE SIX òRIGHTSó OF FUNDRAISING

Á WRAP UP AND Q & A



THANK YOU
FOR YOUR COMMENTS AND QUESTIONS!



òHOW TO IDENTIFY POTENTIAL DONORS AND 

STRATEGIES THAT WORK IN TODAY'S MARKET 

WHEN GETTING PEOPLE OUT FOR EVENTS IS A 

CHALLENGE FOR EVENTS THAT DON'T HAVE A LONG 

HISTORY WITH A POSITIVE HISTORYó



òMETHODS TO PROJECT BUDGETING GOALS 

FOR THE FALL WITH THE UNCERTAINTIES OF 

THE ECONOMIC IMPACT.ó



òHOW TO HOLD DONOR MEETINGS DURING 

COVID-19 PANDEMIC.ó



òWHAT IS THE BEST WAY TO KEEP MOMENTUM GOING 

DURING THIS TIME?ó



òWHAT MIGHT BE EFFECTIVE TOP-OF-MIND MESSAGING 

THAT A NON-PROFIT ORGANIZATION COULD EMBARK 

UPON EVEN IF THEY ARE CLOSED OR OPERATING UNDER 

REDUCED CAPACITY?ó



òWHAT DOES THE FUNDRAISING CLIMATE LOOK LIKE 

FOR THE FALL?  HOW DO FUNDRAISERS PROJECT 

BUDGETS FOR CAMPAIGNS COMING UP IN THE NEXT 

1-2 YEARS.  WHAT SHOULD WE 'LOOK' FOR WHEN 

ASKING DONORS TO DONATE.ó





INDIVIDUALS

68%

FOUNDATIONS

18%

BEQUESTS

9%

CORPORATIONS

5%

$292 BILLION 

FROM INDIVIDUALS

SOURCE: NATIONAL PHILANTHROPIC TRUST



òSMALLER GIFT RECRUITMENTó



RELIGIOUS

29%

EDUCATION

14%

HUMAN SERVICE

12%

GRANT MAKING 

FOUNDATIONS

12%

HEALTH

9%

OTHER

24%

SOURCE: NATIONAL PHILANTHROPIC TRUST



Á TAX LAW

Á TECHNOLOGY

Á CHANGING CONSCIOUSNESS

Á SHIFTING OF SOCIAL ISSUES

Á TRANSPARENCY IS A KEY DETERMINANT 

SOURCE: NATIONAL PHILANTHROPIC TRUST



HIGH NET WORTH 

HOUSEHOLDS THAT GIVE

90%
$29,300

AVG. HIGH NET 

WORTH GIVING

$2,514

AVG. GIVING: GENERAL 

POPULATION

SOURCE: NATIONAL PHILANTHROPIC TRUST





òBEST APPROACHES THAT ARE WORKINGó



òWHAT'S WORKING, WHAT'S NOT WORKING TODAYó



òBEST PRACTICES FOR MARKETING IN CURRENT 

ENVIRONMENT.  HOW TO ENSURE OUR MESSAGE DOES

NOT GET LOST IN THE GLUT OF EMAILS PEOPLE ARE 

RECEIVING.ó



òWHAT DO YOU SUGGEST FOR SMALL NONPROFITS 

WITH NOT AS BIG OF A REACH?  WHAT IS THE BEST USE 

OF TIME AND MONEY AS FAR AS OPTIONS GO?ó



OSDNFA: TODAYõS AUDIENCE IS FRAGMENTED

DIFFERENT TACTICS FOR DIFFERENT DONORS



òHOW DO I BEST SET UP A SCHEDULE FOR HOW OFTEN 

DONORS SHOULD BE APPROACHED AND WHICH DONORS 

SHOULD BE APPROACHED WITH WHAT KINDS OF 

COMMUNICATIONS...FOR EXAMPLE WHICHéSHOULD 

RECEIVE DIRECT MAIL AS OPPOSED TO EMAIL 

SOLICITATIONSé SHOULD SOME DONORS GET BOTH? 

HOW DO WE DETERMINE THIS?ó



IF YOU COULD ONLY IMPROVE ONE THING, 

IT WOULD BE THISé

LEARN AS MUCH AS YOU CAN 

ABOUT YOUR DONORS



ÁONE-TO-ONE ASKS: MAJOR GIFTS

ÁMASS MEDIA: REMIND A BROAD AUDIENCE OF 

YOUR DIFFERENTIATED MISSION

o CONTENT CREATION CAN DO THIS, TOO

ÁDIRECT MAIL AND EMAIL: DONOR RETENTION

ÁSOCIAL MEDIA: PEER-TO-PEER, REMIND 

CURRENT AND PROSPECTIVE DONORS

ÁDIGITAL ADVERTISING: TOP-OF-MIND 

AWARENESS AND TARGETING DIFFERENT 

AUDIENCES WITH SPECIFIC, TIMELY MESSAGES



ÁTHE AVG. U.S.DONOR IS 64 YEARS OLD AND 

MAKES TWO CHARITABLE GIFTS A YEAR

Á31% OF WORLDWIDE DONORS GIVE TO 

ORGANIZATIONS OUTSIDE OF THEIR COUNTRY 

OF RESIDENCE

ÁFEMALE DONORS ARE MORE LIKELY TO GIVE 

BECAUSE OF SOCIAL MEDIA MARKETING; 

MALES BECAUSE OF EMAIL MESSAGES

ÁGENERATIONAL DIFFERENCES BETWEEN 

DONORS CAN HAVE CONSIDERABLE IMPACTS, 

AS WELLé
SOURCE: 2018 GLOBAL TRENDS IN GIVING REPORT



BOOMERS

SOCIAL 

MEDIA

19%

EMAIL

33%WEBSITE

16%

DIRECT 

MAIL/POST

18%

OTHER

14%

SOURCE: 2018 GLOBAL TRENDS IN GIVING REPORT

SOCIAL 

MEDIA

39%

EMAIL

23%

WEBSITE

20%

DIRECT 

MAIL/POST

6%

OTHER

12%

MILLENNIALSGEN X

SOCIAL 

MEDIA

33%

EMAIL

26%

WEBSITE

19%

DIRECT 

MAIL/POST

9%

OTHER

13%



ÁARE YOU ANALYZING RESULTS BASED ON YOUR 

SPECIFIC AUDIENCE?



ÁDIRECT MAIL IS STILL EFFECTIVE, BUTé

ÁDONõT NEGLECT EMAIL



MONEY RAISED ONLINE LINKED 

TO AN EMAIL APPEAL

35%

NONPROFIT ORGS THAT 

DONõT USE EMAIL

45%

SOURCE: CLASSY.ORG



ÁDIRECT MAIL IS STILL EFFECTIVE, BUTé

ÁDONõT NEGLECT EMAIL

ÁSEND FROM A PERSON, NOT A GENERAL 

MAILBOX

ÁSEGMENT YOUR LIST



INCREASE IN 

OPEN RATES

14.4%

SOURCE: MAILCHIMP

INCREASE IN 

UNIQUE OPENS

10.3%

INCREASE IN 

CLICKS

62.8%

DECREASE IN 

UNSUBS

8.5%



ÁDIFFERENT DONOR PROFILES

ÁVOLUNTEERS

ÁBLOG SUBSCRIBERS

ÁDONATION FREQUENCY

ÁDONATION AMOUNT

ÁCAMPAIGNS THEY'VE DONATED TO

ÁACQUISITION CHANNEL



ÁDIRECT MAIL IS STILL EFFECTIVE, BUTé

ÁDONõT NEGLECT EMAIL

ÁSEND FROM A PERSON, NOT A GENERAL 

MAILBOX

ÁSEGMENT YOUR LIST

ÁREVIEW YOUR DATA

o OPEN RATE

o CLICK-THROUGH RATE

o UNSUBSCRIBE RATE



ÁDONõT TRY TO DO IT ALLñHAVE A PLAN!



WHATõS YOUR GOAL?

WHOõS YOUR AUDIENCE?



63%

41%

31%
29%

22% 21%

11%

0%

10%

20%

30%

40%

50%

60%

70%

Facebook Instagram Snapchat Pinterest LinkedIn Twitter TikTok

SOURCE: THE INFINITE DIAL
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FACEBOOK USE, 12-34

64%

FACEBOOK USE, 35-54

74%

SOURCE: THE INFINITE DIAL



WHATõS YOUR GOAL?

WHOõS YOUR AUDIENCE?

WHAT RESOURCES DO YOU HAVE FOR SOCIAL?



ÁDONõT TRY TO DO IT ALLñHAVE A PLAN!

ÁSTIMULATE ENGAGEMENT: TAG FOLLOWERS 

WHEN APPROPRIATE, ASK QUESTIONS

ÁCONSIDER PAY-TO-PLAY A NECESSITY

ÁOPTIMIZE FOR MOBILE: LESS TEXT, MORE 

VIDEO

ÁUSE A CONTENT CALENDAR

ÁKEEP A CLOSE EYE ON ANALYTICS 

(E.G. FACEBOOK INSIGHTS)



òDONOR DEVELOPMENT/NETWORKINGó



òHOW WE CAN CONTINUE DONOR 

RELATIONS IN THE TIME OF 

QUARANTINESó



ÁBE VISIBLE AND BE GENEROUSñITõS ABOUT 

NETWORKING

o CONSISTENTLY SHARE CONTENT

o INTERACT WITH YOUR AUDIENCEõS 

CONTENT

o HELP WHEN YOU CAN



òHOW DO YOU FIND PEOPLE WHO ARE PASSIONATE 

ABOUT YOUR MISSION?ó







ÁCHECK OUT GOOGLE FOR NONPROFITS

o AD GRANTS: UP TO $10K/MONTH OF FREE 

GOOGLE SEARCH ADS TO ELIGIBLE NONPROFITS

ÁLEVERAGE TARGETING OPPORTUNITIES

o GEOTARGETING

o RETARGETING

o AUDIENCE MODELING




