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Download the slides from Download the slides from www.fundraising123.orgwww.fundraising123.org

http://www.fundraising123.org/
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What weWhat we’’ll coverll cover

• Why do online fundraising
• What you need to do it (tools, tactics)
• How to do it (the secret sauce)
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Why?Why?



Individuals 
$222.89 
75.6%

FoundationsFoundations 
$36.50$36.50 
12.4%12.4%

BequestsBequests 
$22.91 $22.91 

7.8%7.8%

CorporationsCorporations 
$12.72$12.72 
4.3%4.3%

Because most giving is from individualsBecause most giving is from individuals

2006 charitable giving from Giving USA2006 charitable giving from Giving USA 
Total = $295.02 billion Total = $295.02 billion 
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Sources: Fund-Raising Cost Effectiveness (James 
Greenfield), Cost-Effectiveness of Nonprofit Telemarketing 
Campaigns (Keating, Parsons & Roberts) and Network for 
Good.

Because it costs less to get that $ onlineBecause it costs less to get that $ online

Giving Through Network for Good is More Efficient than Traditional Means*

Costs to Raise $1

$0.63
$0.25

$1.25

$0.00

$0.50

$1.00

$1.50

$2.00

Direct Mail
Acquisition of
New Donors

Direct Mail
Renewal of

Existing Donors

Professional
Telemarketing

Network for
Good / Online

C
os

t t
o 

ra
is

e 
$1

$.07



7

Because you can compete for $ onlineBecause you can compete for $ online

• Small to medium-sized nonprofits account 
for 70% of giving via Network for Good
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How much can a small nonprofit raise?How much can a small nonprofit raise?

• Budget: under $250,000
• 1284 nonprofits
• $9.2 million raised
• Monthly average: $603
• Annual average: $7,200

– Network for Good
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Because you get new donors, bigger giftsBecause you get new donors, bigger gifts

• Average age – around 39

• They are generous

*Network for Good Study, “The Young and Generous”

Source: Target Analysis Group, eNonprofit Benchmarks Study from Advocacy 
Institute and Network for Good.  

Note: Industry Online figures for 2004 and 2005 are based on September-to- 
September reporting periods.

Average Gift Size Network for Good vs. Industry
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Because people look for you onlineBecause people look for you online

• More than 65% of 
donors visit 
websites before 
making a donation 
to a nonprofit 
(Kintera study)

• Online giving 
doubling every 
two years

Source: Estimates from e-PhilanthropyFoundation.org.

e-Philanthropy
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What do you need to start?What do you need to start?
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The bare necessitiesThe bare necessities

1. WEBSITE: A decent website with guessable 

URL 

2. DONATENOW: The ability to accept online 

donations on your website

3. EMAIL SIGN-UP: The ability to collect email 

addresses on your website 

4. EMAIL OUTREACH: Email marketing to drive 

traffic back to your website?
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A little more about emailA little more about email

Still sending your newsletter from Microsoft Outlook? Six 
Reasons you need an email service provider:

1. Your emails may look terrible. 

2. You may get blacklisted

3. Say hello to your recipients’ spam, junk or bulk mail folder. 

4. Send emails to thousands of recipients, and you'll get all the 
bounce-backs and auto-replies from them. So much for free time! 

5. You might be breaking the law. According to the CAN-SPAM law, if 
someone requests to be removed from your list, you must do so 
within 10 business days.

6. You won't know if anyone is reading your emails, or what they like.
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• We’re a nonprofit like you

• Our mission is to make it easier for nonprofits to 
raise money online, and for people to give online

• We’ve processed over $240 million in donations 
for over 40,000 nonprofits

• We have all the tools I just mentioned

• We manage all of the online fundraising on 
Facebook and MySpace

A shameless plug for Network for GoodA shameless plug for Network for Good
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A step by step guideA step by step guide
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Ten Steps to SuccessTen Steps to Success

1. Get the tools. (Check).
2. Put your button and website everywhere.
3. Create and fuel your email engine.
4. Now make sure people give: AUDIENCE.
5. Answer: why me?
6. Answer: what for?
7. Answer: why now?
8. Answer: who says?
9. Thank early and often.
10.Do the advanced stuff (SEO, social media).
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#2: Big DonateNow button, everywhere#2: Big DonateNow button, everywhere
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#3: Create and build the email engine#3: Create and build the email engine

• Enticing email sign up 
– On your site
– At your events
– Via current subscribers

• Excellent email marketing
– A few best practices
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Grow your Email List with TellGrow your Email List with Tell--AA--FriendFriend
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What makes a good email?What makes a good email?

• Get serious about the subject line
– February Newsletter

– 5 Tips for Supporting Someone in Treatment 

• Focus “above the fold”
– Top four inches that show in preview pane
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What makes a good email campaign?What makes a good email campaign?

• Personalizing beyond “Dear Bob”
– Personalization boosts response

– Segment within audiences 

– First name is nice; showing you understand 
them is better

• Testing, testing, testing
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What Other Email Fundraising Tactics Work?What Other Email Fundraising Tactics Work?

• Multiple Appeal Series. Messages sent as part of a cohesive, 
multiple appeal campaign over the course of three weeks 
outperform one-time appeals, resulting in both a higher response 
rate and a higher average gift. 

• Deadline-Driven. Appeals and series that included a deadline by 
which gifts must be made tended to be more effective than open- 
ended appeals without specific deadlines.

• Matching Gift. The idea of making a donation that will be doubled by 
another donor (or group of donors) is motivational to many online donors. 
A matching gift campaign also provides the perfect rationale to introduce 
a deadline and to send out multiple appeals, both good ways to boost 
returns. 

Source: Online Fundraising Tactics – What Works?

http://www.fundraising123.org/article/online-fundraising-tactics-%E2%80%93-what-works
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#4: Make sure people give #4: Make sure people give –– THE AUDIENCETHE AUDIENCE

• The biggest mistake you can make is 
making it about you.  It’s about the 
audience.
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That audience issueThat audience issue……

Where we go wrong in marketingWhere we go wrong in marketing
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Amazing? Not so much.Amazing? Not so much.
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Reality checkReality check

• Amazing?  Not so much in our audiences’ 
minds.

• Amazing? We’re not the only ones. 
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Marketing is a three ring circus, not a stageMarketing is a three ring circus, not a stage

You Are
Good at It

Important to 
Audience

No One Else
Is Doing 

The “stage” - 
where we are 
stuck 99% of the 
time

Credit: Inspired in 
part by Jim Collins
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• Why Me? (Donor-centric)

• Why Now? (Urgent)

• What For? (Tangible)

• Who Says? (Messenger)

#5#5--#8: The 4 questions for the 3#8: The 4 questions for the 3--ring circusring circus
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Why me?  What donors wantWhy me?  What donors want

• To be recognized – talk with them, not at 
them

• To be inspired
• To feel connected to others and to 

something bigger than themselves
• To make a difference that makes them feel 

good
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Why me?Why me?

Kyle Paxman canceled her wedding six weeks before it was to 
take place, but decided to turn the planned party into a fund- 
raising event for charity, reports The New York Times.

Ms. Paxman invited her guests to write checks to CARE, the 
international aid group, and to the Vermont Children’s Aid 
Society.  She selected CARE after seeing an ad for the charity 
that showed women striding across a desert, and four of them 
saying to the camera, “I am powerful.” The idea of supporting 
strong women was particularly appealing to her, she says, as 
she was declaring her independence from the man she planned 
to marry.

http://philanthropy.com/cgi2-bin/click.pl?url=http://www.nytimes.com/2006/09/08/us/08jilted.html
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#6: What for?#6: What for?

• Where’s the money going?
• What will happen if I act?
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#7: Why now?#7: Why now?

• Where is the sense of urgency?  Because 
the dry cleaner closes at six.
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#8:  Who says? Hopefully, someone else.#8:  Who says? Hopefully, someone else.
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#9: Cultivation.#9: Cultivation.

• Thank people over and over.
• Show them the result: inspiration over time 

trumps need.
• Give them credit for what you did.
• Ask them how they want to receive more 

good news.



38

#10: The advanced stuff#10: The advanced stuff
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Find them and listen. Find them and listen. 
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Help them find you.Help them find you.
S

ponsored

Organic
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ContactContact

• Website: www.networkforgood.org/npo
• Learning Center: www.fundraising123.org
• Blog: www.nonprofitmarketingblog.com
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Take risks.  ItTake risks.  It’’s less risky.s less risky.
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