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Today, we’ll explore:

v Current philanthropic trends

v Strategies for getting dollars from donors

v Stewardship/donor relations



Where is all the Money?



There is SO MUCH Money Out There!



There was last year, too…



Current Trends in Fundraising

v Impact investing
v Collaborative Philanthropy
v Donor-advised funds are on the rise
v Technology is playing a larger role in philanthropy (online 

apps, crowdfunding, etc.)
v Increase in younger donors & overseas donors
v Hot: cities, women/girls, criminal justice reform, health/public 

health, especially environmental health & access to care, 
dementia & diabetes



Why Nonprofits Struggle to Make Ends Meet



1) Failure to Invest in Fundraising

❖ Nonprofits do not have staff capacity to adequately perform 
all the functions necessary to maximize the organization’s 
fundraising potential. 

❖ Many of these organizations need to raise more money, yet 
do not want to invest additional resources into fundraising. 



2) Failure to Engage the Board

❖ Most Executive Directors cite under-performing boards among 

the top 3 challenges they face

❖ Boards are comprised of volunteers, who may or may not work 

in the nonprofit sector, and often do not have experience, 

skills or expertise in fundraising. 



3) Failure to Engage our Community

v Donors, volunteers, and other members of our 
community have a bevvy of gifts they bring to the 
table, yet we often fail to identify and leverage 
them. 

v Newsflash: The work of our organization does not 
always need to be done by staff!



4) Other Things that Trip us up

v The idea that “overhead” is a dirty word

v Budgeting for break-even

v Scarcity mindset

v Lack of organizational commitment to do what it 
takes to maximize revenue. 



Dollars from Donors



People Power

v Approximately 80% of the philanthropic dollars contributed 
in the United States comes from… INDIVIDUALS. 

v 85% of them earn $50,000 or less/year.

v Unrestricted dollars = financial freedom

v Individual donor work is akin to 
dating – it requires an investment
of time, energy and commitment



Donor-centered Philanthropy

v In order to maximize the number of dollars you 
raise from donors, you need to create a culture of 
philanthropy.

v What does this mean?



What Motivates a Donor to Give?

v Passion about the cause/issue/population

v They want to “do good” in their 
community

v A sense of obligation

v They were taught to



The Top 2 Reasons Donors Give

#2 Your mission is in alignment with their 
vision of how they want the world to be

#1 They were asked! 



The Truth: People Act out of Self-Interest

AGENCIES DO NOT HAVE NEEDS. 

Your clients have needs. 

Your donors have needs. 

Your agency is simply the vehicle through which donors 
are able to contribute to a cause they care about. Please 
stop talking about the mattress!!!



Individual Donor Strategies



Vehicles for Individual Giving

v Appeals
v Solicitation
v Major or Capital donor work
v Planned giving – also called estate planning 

because 95% of all planned gifts are bequests
v Events



Giving Cycle 

RENEWAL IDENTIFICATION

RESEARCH

PLANNING

CULTIVATION

SOLICITATION

STEWARDSHIP



The Giving Ladder

Cultivation & 
Stewardship

Estate Planning 

Capital Gift

Major Gift

Significant Gift

Habitual Donor

Donor



Appeals

❖ An appeal is a device that solicits a gift from an 
individual, business or group. It can take the form of a 
letter, video, email, card...the format’s only limited by 
your imagination!

❖ Frequency

❖ Hard vs. Soft Asks



Solicitations

v Asking your high-end donors face-to-face for a 
major or capital or planned gift.

These need to be made by the board, 
not the staff. The staff person
might do the prep and attend 
the meeting, but it’s the board
member’s job to make the ask.



Major or Capital Gifts

A major gift is sometimes a capital gift and vice-versa.

Unless you work @ a university, these gifts need to be 
solicited by a board member or other donor for a 
specific project or initiative (building reno, scholarship 
fund, endowment, etc.)



Planned Giving (Estate Planning)

Just like it sounds, it’s a gift that’s planned in advance. It’s usually a 
sizable chunk of change; it can be property, a % of an annuity, life 
insurance policy, stock, big ole pile of cash, etc. 

However, ANYONE can leave a gift of ANY 
size to a charity in their will. Resource: 
Planned Giving Group of New England (there
is probably an equivalent near you) 



Special Events

We’ve all been to our share of special events. Some of 
them are great. Others, not so much…

Events are the lowest ROI because of the enormous 
amount of time they take to plan & the up-front costs 
required. It’s best to use them primarily as “friend-
raisers” that bring in some money, as well.



A Little More About Appeals



Know Thy Donor

Who are your donors? Do you know? If not, it’s time to investigate! 
v Do a donor data dump (segmentation and analysis)

v Send a survey: ask the top 5 adjectives they use to describe 
themselves as a person, and the top 5 adjectives they use to 
describe themselves as your donor. Then use these words in all 
of your fundraising and communications materials! 

v Address generational issues.



Talk to Thy Donor

The success of your individual fundraising efforts are 
linked to the frequency of your donor communications. 

❖ For example - 3 newsletters, annual report, 
2 appeals, e-news, social media, etc. 

You need to touch donors at least 7 times/year



Don’t End up in the Recycling Bin!

Establish a Look & Feel - it should be in keeping with the 
agency’s brand, but look slightly different. 

Consider odd sizes, bright colors - anything that will 
make it pop!

The device - size, white space, graphics, etc.



Use the Problem-Solution Format

❖ Focus on the problem your clients are experiencing. Position your 
donors as the natural solution, with your organization as the conduit. 
You are selling TRANSFORMATION (good night’s sleep). 

❖ Tell stories, but keep it personal - the young mother with two children 
who seeks shelter for battered women, the cancer patient who 
received a life-saving bone marrow transplant from a stranger. 
MAKE IT HURT.

❖ Demonstrate how the donor’s contribution will help 
make a real difference. THEY are the hero. 



Components of a Successful Appeal

❖ They focus on the ask, repeating it 2 to 3 times. If it makes sense, use 
specific donation amounts. 

❖ The package has an overall look & theme.

❖ They include a deadline.  

❖ They are sent to existing & lapsed donors!

❖ They use donor segmentation to move people up 
the Giving Ladder!

❖ They use trick of “the 2nd one in”.



Other Considerations

❖ Timing - early November is ideal, it gets best returns. If not, then 
send out at a time that’s convenient for your organization.

❖ Frequency and number -- mail more often and to more people. 
You should send out at least two direct mail pieces (aka 
appeals) per year!

❖ Your database - integrity of data, update, maintenance



But isn’t Direct Mail Dead?

NO.
v Baby Boomers will supply two thirds of North America's charity 

until about 2035 (Jeff Brooks) and Baby Boomers are reliably 
"direct mail responsive.“

v For most nonprofits in the US and Canada, direct 
mail remains by far the #1 best way to find new donors for your 
cause ... as well as the #1 best way to ask your current donors 
to give again.



But What About Online Giving? 

It rises every year, but s-l-o-w-l-y.

v Last year, it set an all-time record ... comprising just 7.6% of US 
giving, excluding grants (Blackbaud, 2018). 

v Direct mail continues to do the heavy lifting for charities across 
North America. The truth is, direct mail DRIVES a lot of so-called 
online giving.



The Art of the Ask



The Rubber Meets the Road

No matter which strategy you choose, you’re going to 
have to ask people for money!



Shifting the Paradigm

Most of us freak out at the idea of asking people to 
money.

What if, instead, you were asked to make a heartfelt 
connection with them?



The Secret

I’m going to let you in on a HUGE secret:

PHILANTHROPY IS A HEART-CENTERED ACTIVITY!



Making a Hearfelt Connection

Start by connecting with your own heart. 

Why did you get into this business? 
Why do you put in long hours for far less than you’d 

make at a for-profit?

Write these answers down.



Heartfelt Connections (2)

Do this with your board. 
Have them close their eyes. 

Ask them:
v Why do you give up your precious 

time to be on the board?
v Why this agency vs. another?
v What do they hope to contribute by 

volunteering?

Have them write down their answers.



Heartfelt Connections (3)

Do this with your donors.

Ask them to get in touch with their hearts; to share their deepest 
hopes with you.

When people’s heart is open, they want to know more. 

Help make the connection between donor and beneficiary. The 
stronger & more direct this line, 

the better.



Heartfelt Connections (4)

Remember – donors have needs.
They give because they have a vision for a different 
kind of world, which you can help them achieve.

You are not ASKING people to support
your mission, you are LETTING them.



Stewardship



Donor Loyalty & Retention

You can lose as much as 30% of your donor base each year! 
Why? Because we are not very good @ stewardship. 
The #1 reason people stop giving is because they feel like their gift 
no longer matters. 
We need to treat every $$ like it’s precious – because it is! 
It’s far easier to keep a donor than to find a new one. 
Effective stewardship & cultivation techniques prevent your donors 
from walking away. 



The Donor Journey

The first thing to remember is that they’re not donors, they’re people. 
We have to know and love our donors as people. Money is the bi-
product of the relationship they are having with us, not a transaction. 

Think about your best and worst experiences as a donor. What made 
you stick around? What made you leave?

What is your donor’s experience like? Have you created an 
intentional donor journey (parallel to customer experience) at your 
organization? What is the ideal relationship you want with your 
donors?



Stewardship

Stewardship means taking good care of the money donors give you 
AND your donors.
Donors need information AND recognition. With your top donors, 
use a personal touch – use hand-written notes, photos, etc. to stay 
in touch. 
Provide donors with multiple access points. 
Provide them with extraordinary experiences! 
Invite them in for a visit, a rehearsal, an open 
house. Get creative & get them in the door!



Donor Expectations

Understand what your donors need & expect. At a bare 
minimum, this includes: 

❖ thanking them for their gifts in a timely manner

❖ informing them about how their money is spent

❖ responding quickly when donors contact the organization

❖ being polite, timely & frequent in your communications.



Love Thy Donor

Many of today’s donors are feeling mishandled, jaded 
and used. That’s because we tend to treat them like 
ATMs and their donations like transactions, rather than 
an extension of our relationship. 

Word-of-mouth is a potent marketing 
technique. What are your donors saying 
about their experience with you?



Transparency & Ethics

Transparency and ethics are important. You can boost
donor confidence by sharing your financials. They don’t 
need to know every last detail, but it helps when they 
know that their donation’s being spent wisely. 

If you’re not already publishing an annual report, now’s 
the time to start (don’t forget to tuck a donation 
envelope inside)!



Vehicles for Stewardship

❖ Communication: newsletters, e-newsletters, email blasts, 
Facebook posts, Twitter feed, special donor communiques

❖ Annual reports

❖ Videos, photos

❖ Letters, case studies or testimonials 
from your clients, and/or other donors

❖ Special, intimate, exclusive events

❖ Anything else you can dream up!



What We Learned

Hopefully, today’s session helped you gain a better 
understanding of: 

v Current philanthropic trends

v Strategies for getting dollars from donors

v How to provide good stewardship



Moving Forward

v Remember that growth is uneven. 
v Take it one step @ a time – try one strategy, see 

how it works, then try another.

If you have questions, get in touch --
I’m here to support you & help you succeed!



If you want to learn more

To learn more, grab a copy of My 
book at: https://www.abc-
clio.com/ABC-
CLIOCorporate/product.aspx?pc=A5
358C

http://https/www.abc-clio.com/ABC-CLIOCorporate/product.aspx?pc=A5358C


The material contained within these pages is propriety. While I am happy to allow you to share this with 
people at your organization, I ask that you not reproduce or disseminate it to others without my express 

written permission. Thanks for respecting my intellectual property!
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