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Emotional	intelligence	(EQ)	is	a	crucial	skill	for	leaders.	It	helps	you	understand	and	manage	your	own	emotions	while	also	recognizing	and	responding	to	the	emotions	of	others.	Leaders	with	high	EQ	make	better	decisions,	build	stronger	relationships,	and	handle…Nonprofit	leaders	know	the	importance	of	effective	communication	in	achieving	their
missions.	This	article	highlights	five	of	the	best	books	that	offer	insights	into	nonprofit	marketing	and	branding.	Each	of	these	books	has	its	unique	perspective	and	value,	providing	leaders…Nonprofit	operating	reserves	represent	the	unrestricted	funds	an	organization	has	set	aside	to	help	maintain	financial	stability	and	weather	unforeseen
challenges.	They	serve	as	a	safety	net,	allowing	nonprofits	to	continue	functioning	during	economic	downturns	or	when	faced	with	unexpected…Skip	the	B.S.	This	guide	will	walk	you	through	the	basics	of	nonprofit	financial	management	so	that	you	can	make	informed	decisions	about	your	organization’s	future.In	order	to	make	a	nonprofit
organization	better,	it	is	important	to	first	understand	what	areas	need	improvement.	This	can	be	done	through	reviews	and	contemplation.	By	understanding	what	works	and	what	doesn’t,	those	running	a	nonprofit	can	make	changes…Hey	there!	So,	I	recently	stumbled	upon	this	insightful	article	on	Nonprofit	Pro	about	using	ChatGPT	to	write	a
fundraising	letter,	and	it	got	me	thinking.	While	the	article	was	eye-opening,	I	believe	there’s	a	bit	more	to	the	story,…Are	you	a	tenant	navigating	the	complex	world	of	lease	agreements?	Do	you	find	yourself	scratching	your	head	at	the	unfamiliar	jargon	and	key	terms?	You’re	not	alone!	Many	tenants	face	the	same	challenge	of	deciphering	the
language	of	net…Thinking	of	signing	a	net	lease?	There	are	several	factors	you	need	to	consider	before	making	that	commitment.	Let	me	share	a	story	that	illustrates	the	importance	of	these	considerations.	Meet	Sarah,	a	young	entrepreneur	who	decided	to	open	her…If	you	want	your	nonprofit	organization	to	thrive	and	make	a	lasting	impact,
strategic	planning	is	the	key.	This	guide	will	walk	you	through	the	5	steps	of	strategic	planning	for	nonprofits,	providing	valuable	insights	and	actionable	advice	along	the…Our	collaborative	journey	uncovered	a	stark	truth:	governments	cannot	solely	bear	the	burden	of	job	creation,	particularly	in	emerging	markets.	It	was	a	realization	that
transformed	our	approach	and	led	us	to	harness	the	power	of	entrepreneurship	within	the	nonprofit…As	champions	of	change	and	advocates	for	community	advancement,	we	in	the	nonprofit	sector	understand	the	monumental	power	of	strategic	planning	to	drive	organizational	effectiveness.	Yet,	embarking	on	this	journey	is	just	the	beginning—
execution	is	where	our	visions	come	to…When	the	Dreams	Foundation,	a	nonprofit	organization	dedicated	to	empowering	underprivileged	youth	through	education	and	mentorship,	decided	to	open	a	new	community	center,	they	knew	they	needed	to	find	a	space	that	would	suit	their	needs	while	also	being	cost-effective….Exiting	a	triple	net	(NNN)
lease	early	can	be	a	complex	process	for	tenants,	especially	for	nonprofit	operations	staff	and	executives	who	may	not	deal	with	commercial	real	estate	on	a	daily	basis.	This	guide	aims	to	equip	you	with…Are	you	considering	signing	an	NNN	lease	agreement?	While	these	leases	offer	certain	advantages,	they	also	come	with	potential	pitfalls	that	could
significantly	impact	your	business.	Whether	you’re	a	seasoned	tenant	or	a	first-time	lessee,	it’s	crucial	to	understand	the…Are	you	a	tenant	or	a	landlord	facing	an	upcoming	NNN	lease	renewal?	The	process	can	be	complex	and	challenging,	requiring	careful	negotiation	and	strategic	planning.	Both	tenants	and	landlords	have	specific	goals	and
considerations	that	need	to	be	addressed….Are	nonprofit	tenants	responsible	for	property	repairs	in	triple	net	leases?	How	do	maintenance	costs	affect	NNN	lease	agreements?	If	you’re	a	nonprofit	organization	considering	leasing	commercial	space,	understanding	your	maintenance	and	repair	responsibilities	is	essential	for	budgeting	and	long-
term…Are	you	tired	of	high	rent	prices	eating	into	your	business’s	profits?	What	if	there	was	a	way	to	significantly	reduce	your	monthly	lease	costs	without	compromising	on	the	quality	of	your	space?	Enter	the	world	of	triple	net	leases,…Have	you	ever	wondered	why	some	commercial	tenants	have	to	pay	additional	expenses	on	top	of	their	rent?	Well,
the	answer	lies	in	CAM	charges.	But	what	exactly	are	CAM	charges,	and	how	do	they	affect	tenants	and	landlords	in…Are	you	a	tenant	leasing	a	commercial	space	under	a	triple	net	lease	agreement?Do	you	know	your	responsibilities	when	it	comes	to	building	improvements	and	modifications?	Triple	net	leases	offer	tenants	advantages	such	as
sharing	certain	repair	and	maintenance	costs…Have	you	ever	wondered	how	insurance	claims	work	for	tenants	in	NNN	leases?	Are	you	familiar	with	the	lease	insurance	processes	and	the	steps	involved	in	successfully	navigating	the	claims	process?	In	this	comprehensive	guide,	we	will	demystify	the	world…When	it	comes	to	commercial	leases,	one
size	does	not	fit	all.	There	are	different	lease	types	available,	each	with	its	own	terms,	responsibilities,	and	expenses.	But	have	you	ever	wondered	which	lease	type	is	right	for	your	nonprofit	or…Are	you	leasing	a	property	under	a	Triple	Net	(NNN)	lease?	If	so,	it’s	crucial	to	understand	the	insurance	obligations	that	come	with	it.	From	lease	insurance
requirements	to	tenant	insurance	obligations,	navigating	the	world	of	insurance	in	NNN	leases…Do	you	find	yourself	in	constant	conflict	with	your	landlord	over	your	NNN	lease	agreement?	Are	you	struggling	to	navigate	lease	disputes	and	secure	favorable	resolutions?	It’s	time	to	take	control	of	the	situation	and	discover	the	best	practices	for…Are
you	a	tenant	looking	to	negotiate	the	terms	of	your	NNN	lease?	Are	you	aware	of	the	strategies	and	advice	that	can	help	you	secure	favorable	lease	terms?	When	it	comes	to	negotiating	NNN	leases,	there	is	more	to…Did	you	know	that	the	hidden	costs	of	running	a	nonprofit	can	extend	far	beyond	operational	expenses?	One	often	overlooked	aspect	is
the	significant	expenses	associated	with	insurance.	Many	nonprofit	organizations	underestimate	the	impact	that	insurance	costs	can	have	on…Are	you	considering	hiring	a	nonprofit	consultant	to	help	your	organization	reach	new	heights?	The	process	of	finding	and	selecting	the	right	consultant	can	be	daunting,	but	with	the	right	knowledge	and
preparation,	you	can	make	a	confident	and	informed…Volunteers	play	a	vital	role	in	the	success	of	nonprofit	organizations.	However,	managing	and	engaging	volunteers	can	be	a	complex	task.	One	way	to	enhance	volunteer	management	is	by	using	a	nonprofit	CRM	(Constituent	Relationship	Management)	system.	In	this	article,…Effective	program
management	is	crucial	for	nonprofits	to	ensure	the	successful	implementation	and	impact	of	their	initiatives.	By	leveraging	Salesforce	for	program	management,	nonprofits	can	streamline	their	operations,	enhance	data	management,	and	engage	with	stakeholders	more	effectively.	In	this	article,…A	nonprofit	strategic	planning	consultant	is	a
professional	who	specializes	in	helping	nonprofit	organizations	develop	and	implement	strategic	plans.	They	work	closely	with	nonprofit	leaders	and	stakeholders	to	assess	the	organization’s	current	situation,	identify	goals	and	objectives,	and	create	a…What	is	Virtual	Volunteering?	Understanding	the	Concept	Virtual	volunteering	is	a	form	of
volunteering	that	can	be	done	remotely,	using	technology	and	the	internet.	It	allows	individuals	to	contribute	their	time	and	skills	to	a	cause	or	organization	without	being…PEOs	(Professional	Employer	Organizations)	can	play	a	crucial	role	in	helping	nonprofits	with	their	human	resource	management.	By	partnering	with	a	PEO,	nonprofits	can
streamline	their	HR	processes,	reduce	administrative	burden,	and	redirect	their	resources	to	more	strategic	activities.	In…Virtual	volunteer	programs	have	become	increasingly	important	in	today’s	digital	age.	They	offer	numerous	benefits,	such	as	expanding	an	organization’s	reach	and	addressing	the	challenges	of	traditional	volunteer	programs.
Additionally,	virtual	volunteering	allows	for	the	creation	of	meaningful	connections	and…Net	assets	are	a	crucial	concept	in	the	nonprofit	sector.	Unlike	for-profit	businesses,	nonprofits	do	not	have	owner’s	equity	or	retained	earnings.	Instead,	net	assets	represent	the	difference	between	what	the	organization	owns	and	owes.	In	this	article,	we	will…
Texas	is	home	to	a	vibrant	nonprofit	sector,	offering	a	wide	range	of	job	opportunities	for	individuals	passionate	about	making	a	difference.	From	social	services	and	community	development	to	environmental	conservation	and	advocacy,	there	are	numerous	types	of	nonprofit	jobs…Nonprofit	organizations	play	a	crucial	role	in	addressing	social	issues
and	making	a	positive	impact	in	communities.	If	you’re	passionate	about	making	a	difference	and	want	to	work	in	the	nonprofit	sector,	there	are	various	job	opportunities	available.	Here	are…	No	matter	how	hard	a	nonprofit	works	to	raise	support,	awareness,	and	money	for	its	cause,	sometimes,	it’s	just	not	enough	to	inspire	prospective	donors	to
give.	Some	prospective	donors	are	choosing	between	three	to	four	nonprofits	to	which	they’ll	donate	an	annual	gift.	Few	of	them	have	been	donating	to	your	nonprofit	for	a	while,	but	haven’t	felt	truly	appreciated	or	recognized	and	are	slowly	closing	their	wallets.	Some	have	so	much	on	their	plates	that	they’ve	simply	forgotten	about	your	nonprofit
and	its	critical	mission.	These	‘giving	ruts’	are	where	fundraising	incentives	come	into	play.	Many	nonprofits	are	hesitant	to	spend	the	time	or	money	on	developing	strategic	and	creative	reasons	for	individuals	to	give.	But	we	promise	that	fundraising	incentives	are	absolutely	worth	the	investment!	In	this	blog,	we’ll	walk	you	through	everything	you
need	to	know	about	fundraising	incentives,	including	10	ideas	your	nonprofit	can	try.	What	are	Fundraising	Incentives?	Fundraising	incentives	are	any	physical	products,	special	offers,	or	opportunities	a	nonprofit	can	use	to	inspire	its	supporters	to	make	a	donation.	The	best	fundraising	incentives	express	deep	gratitude	for	a	nonprofit’s	supporters,
establish	or	maintain	supporter	trust,	and	illustrate	that	the	nonprofit	cares	about	its	supporters	on	a	personal	level.	Your	team	may	work	tirelessly	to	cultivate,	solicit,	and	steward	both	existing	and	prospective	donors,	but	sometimes	individuals	simply	lack	the	motivation	or	funds	to	engage.	Just	as	corporate	consumers	are	more	motivated	to
purchase	items	when	they	receive	a	discount	code	or	coupon,	donors	may	often	need	an	extra	boost	to	write	that	donation	check.	If	you’re	feeling	hesitant	about	the	benefits	that	a	donation	incentive	ultimately	brings	to	your	nonprofit	–	don’t!	Incentives	increase	donation	numbers	and	amounts,	which	increases	your	nonprofit’s	ability	to	cultivate
positive,	lasting	change	for	people	in	need.	It’s	a	win-win-win	situation!	Do	Fundraising	Incentives	Increase	Nonprofit	Donations?	The	short	answer?	Yes.	They	absolutely	do,	and	they	are	absolutely	ethical	because	they	ultimately	aid	in	giving	back	to	your	mission	and	those	that	you	serve.	The	key	to	making	fundraising	incentives	work	is	really
understanding	your	donor’s	preferences.	Research	has	shown	that	the	donors	who	will	most	appreciate	rewards	for	their	generosity	are	prospective	donors	or	ones	who	have	yet	to	give	in	support	of	your	mission.	Some	supporters	are	concerned	with	their	social	status	and	will	want	to	share	their	giving	behavior	with	their	personal	networks	and	be
recognized	for	their	giving	by	your	nonprofit.	Some	are	more	private	and	do	not	want	to	be	rewarded	because	it	makes	them	feel	as	though	their	gifts	are	less	authentic	or	meaningful.	Maximizing	the	potential	impact	of	fundraising	incentives	is	all	about	knowing	what	types	of	incentives	make	sense,	if	any,	for	which	types	of	donors.	To	determine	this,
try	simply	sending	out	a	survey	to	your	donor	pool,	asking	them	if	upon	giving	a	gift	they’d	like	to	be	recognized	in	some	way.	When	a	donor	gives	for	the	first	time,	ask	them	this	question	in	your	“thank	you”,	and	make	note	of	their	preferences	immediately.	Take	note	of	how	donors	respond	to	recognition:	if	on	social	media,	are	they	commenting,	re-
sharing,	or	liking	the	post?	If	via	a	newsletter	or	email,	are	they	sharing	these	resources	with	their	family	and	friends?	It’s	really	as	simple	as	that.	Plus,	giving	donors	the	chance	to	speak	to	their	incentive	preferences	rather	than	forcing	an	incentive	upon	them,	will	cause	the	donor	to	feel	appreciated	and	that	you’re	going	the	extra	mile	to	meet	their
needs.	10	Fundraising	Incentives	Ideas	for	Nonprofits	1.	Provide	branded	event	merchandise	Who	doesn’t	love	some	fun	merch?	This	type	of	fundraising	incentive	may	be	difficult	to	personalize	but	is	still	an	excellent	gift	option	for	donors.	Consider	offering	different	incentives	to	donors	who	give	at	higher	levels.	For	example,	you	might	give	a
branded,	personalized	gift	basket	to	a	major	donor,	but	accessories	like	pens	or	keychains	to	your	lower-tiered	donors.	Merchandising	is	an	excellent	incentive	strategy	for	in-person	events.	Giving	your	supporters	something	to	take	away	from	the	event	serves	as	a	friendly	reminder	of	your	organization’s	existence	and	critical	mission.	2.	Promote
crowdfunding	Enabling	your	supporters	to	get	directly	involved	in	your	fundraising	strategy	is	a	great	way	to	inspire	them	to	give	themselves.	Feeling	personal	accountability	to	your	mission	and	the	power	of	social	influence	are	great	motivators	for	many	supporters.	Crowdfunding	campaigns	are	when	a	group	of	supporters,	rather	than	just	one	or
two	individuals,	funds	your	nonprofit’s	program	or	project.	Donorbox	is	an	excellent	resource	for	setting	up	a	crowdfunding	campaign,	allowing	you	to	create	one	in	just	15	minutes,	send	campaign	updates	to	donors	and	subscribers,	and	provide	social	proof	for	donors	that	should	catalyze	donation	inflow.	Here’s	a	good	example	of	a	crowdfunding
campaign	you	can	refer	to	for	creating	your	own	–	Peer-to-peer	fundraising	is	a	multi-faceted	approach	to	crowdfunding.	It	involves	enabling	individuals	to	create	personal	fundraising	pages	on	your	nonprofit’s	behalf.	The	individual	then	shares	their	fundraising	campaign	with	their	own	network,	increasing	donations	and	expanding	your	nonprofit’s
range	of	visibility.	3.	Offer	quality	auction	items	Make	both	virtual	and	in-person	auctions	exciting	for	your	supporters!	Engage	in	heavy	in-kind	donation	fundraising	in	the	months	leading	up	to	your	event	to	give	your	team	enough	time	to	solicit,	market,	and	build	momentum	for	the	most	attractive	gifts.	In-kind	donation	fundraising	involves	reaching
out	to	organizations	of	all	types	and	industries	–	stores,	restaurants,	bars,	airlines,	event	spaces,	museums,	cruise	lines,	the	list	goes	on	–	and	asking	for	a	donated	item,	as	opposed	to	a	direct	monetary	gift.	Soliciting	and	receiving	these	gifts	is	only	the	first	step	to	ensuring	a	quality	auction.	You’ll	need	to	be	sure	to	spend	ample	time	marketing	these
auction	items,	as	well.	This	may	include	sending	special	emails	and	social	media	announcements	about	the	items.	Pro	tip:	Be	creative!	Consider	strategies	to	build	momentum	for	your	best	auction	items,	like	providing	sneak	peeks	of	these	items	on	social	media	and	eventually,	a	full	“reveal.”	4.	Create	a	VIP	donors	club	Not	only	do	most	major	donors
love	to	feel	special,	but	they	deserve	to!	Major	donors	regularly	demonstrate	their	strong	affinity	for	your	nonprofit’s	mission.	They	may	have	supported	you	in	a	variety	of	ways	–	from	large,	direct	monetary	gifts,	to	peer-to-peer	fundraising,	advocacy,	and	personal	networking	efforts.	By	creating	an	exclusive	VIP	club	for	your	most	dedicated	donors,
your	nonprofit	can	properly	honor	and	express	sincere	gratitude	for	their	support.	Most	nonprofit	VIP	clubs	come	with	special	perks	and	are	membership-based.	They	require	that	a	supporter	makes	a	donation	of	a	certain	amount	or	higher.	Perks	can	include	things	like	invitations	to	upscale	events,	free	event	parking,	naming	rights,	discounts	on	your
nonprofit	merchandise,	and	more.	For	example,	the	American	Cancer	Society	(ACS)	established	the	“Laureate	Society”	to	honor	individuals	and	family	foundations	that	give	$10,000	or	more	annually.	Member	benefits	include	a	Benefactor	Newsletter	highlighting	ACS	and	stories	of	special	interest,	invitations	to	local	and	national	ACS	events,	a	tour	of
the	ACS	Hope	Lodge	Facility,	and	meet-and-greet	opportunities	with	ACS	researchers.	5.	Enable	gift	matching	Gift	matching	involves	companies	matching	the	amount	of	a	donation	an	employee	makes	to	a	nonprofit.	This	is	a	perk	for	the	employee	–	and	for	the	nonprofit!	The	amount	of	money	that	corporations	will	match	varies.	Many	match	an
employee’s	donation	1:1	up	to	a	certain	threshold.	Researching	companies	that	have	matching	gift	programs	and	marketing	these	programs	to	their	employees	can	be	effective.	This	way,	you	can	multiply	the	number	of	donations	your	nonprofit	receives	each	year.	Pro	tip:	Promote	gift	matching	to	your	prospective	and	existing	donors	in	a	way	that
shows	them	the	double/triple	impact	that	their	donations	will	make.	Here,	the	ability	to	create	a	substantial	impact	for	your	beneficiaries	is	the	incentive	you’re	offering	to	them.	Make	it	clear	by	telling	stories	and	showing	past	impact.	Double	the	Donation	is	a	leading	matching	gift	tool	designed	to	make	matching	gifts	easy.	It	features	a	search	widget
that	enables	donors	to	find	out	if	their	employers	will	match	their	donation,	and	how	much	money	their	employers	will	match.	Donorbox	has	integrated	with	Double	the	Donation	to	make	the	process	simpler	for	nonprofits	and	their	donors.	Learn	more	about	matching	gift	programs	in	this	blog!	6.	Recognize	donors	on	key	channels	Social	media	is	an
extremely	popular,	low-cost	way	to	recognize	your	existing	donors	and	to	incentivize	prospective	donors	to	give.	Before	highlighting	donors	on	social	media,	you	should	receive	permission	to	do	so.	Once	this	permission	is	received,	there	is	a	multitude	of	ways	that	you	can	increase	donation	numbers	and	sizes:	Thank	donors	directly	on	social	media.
Plan	out	your	content	calendar	so	that	once	a	month,	you	make	space	to	recognize	new	donors,	recurring	donors,	or	long-term	donors	separately.	Tag	volunteers	or	donors	in	photos	from	nonprofit	events,	projects,	or	programs.	Ask	questions,	post	surveys,	or	set	up	polls	to	engage	donors	while	receiving	valuable	feedback	for	your	nonprofit.	Share
impact	stories	of	the	impact	of	your	work	that	was	only	possible	for	your	donors.	If	a	donor	(organizational	or	individual)	gave	directly	in	support	of	one	particular	project,	note	this	connection	in	your	post.	Highlight	your	current	fundraising	progress,	current,	and	future	goals,	or	past	performance.	Encourage	donor	comments,	and	respond	to	these
comments!	Donors	will	feel	appreciated	knowing	that	you	didn’t	just	“post	to	post”.	Instead,	your	nonprofit	genuinely	cares	about	developing	genuine	donor	relationships.	7.	Highlight	the	tax	benefits		While	many	donors	give	out	of	the	goodness	of	their	hearts,	it’s	important	to	remember	that	some	give	to	receive	tax	deductions.	If	your	organization	is
a	501(c)(3)	nonprofit,	gifts	of	$250	and	more	are	eligible	for	tax	deduction.	Point	this	out	on	your	materials!	Donorbox	makes	it	easy	to	share	your	501(c)(3)	status	right	on	your	donation	page,	the	way	BluePath	did!	Build	Your	Donation	Page	8.	Create	a	membership	program	A	membership	program	is	a	great	way	to	incentivize	donors	with	tiered
benefits	related	to	the	amount	given.	This	helps	provide	a	steady	income	for	your	organization	while	donors	enjoy	regular	member	perks	and	create	a	deeper,	lasting	relationship	with	your	cause.	Donorbox	makes	it	easy	to	create	a	robust	membership	program	with	multiple	member	tiers,	the	way	Asclepius	Snakebite	Foundation	did!	Their	incentives
included	quarterly	newsletter,	stickers,	conference	registration,	and	more.	9.	Offer	mission-based	incentives	Mission-based	incentives	use	your	nonprofit’s	mission	to	inspire	supporters	to	give.	In	doing	this,	they	validate	the	importance	of	your	mission	and	programs.	And	they	establish	credibility	and	trust	with	supporters.	There	are	many	types	of
mission-based	incentives	your	nonprofit	may	employ	to	inspire	your	supporters:	Showing	how	your	nonprofit	really	operates	behind	the	scenes	is	a	great	way	to	inspire	trust	and	curiosity	in	prospective	donors.	Behind-the-scenes	tours	of	your	office	or	program	facility	are	great	examples	of	this	tactic!	Consider	bringing	your	team	to	these	tours	for	a
meet	and	greet.	Donor	to	Beneficiary	Partnership	programs	are	perhaps	one	of	the	most	intimate	ways	to	involve	donors	in	your	mission.	If	you’re	operating	a	foster	care	nonprofit,	for	example,	you	might	consider	partnering	a	prospective	donor	with	a	child	that	your	nonprofit	is	trying	to	support.	Consider	allowing	your	prospective	donor	to	meet	a
child	or	the	foster	parents	who	are	supporting	that	child.	Remember	to	always	get	permission	from	your	beneficiaries,	first	and	foremost.	Also,	ensure	that	you	engage	in	these	tactics	safely	and	legally.	10.	Run	a	raffle	Raffles	are	low-cost,	momentum-generating,	and	incredibly	exciting	events	for	existing	and	prospective	donors	–	they’re	also	excellent
fundraising	incentives!	Consider	implementing	a	raffle	into	one	of	your	upcoming	fundraising	campaigns.	You	can	offer	either	a	single	grand	prize	for	the	raffle	or	several	prizes,	depending	on	your	resources	and	how	much	money	you’d	like	to	raise	for	the	campaign.	You	can	even	host	a	virtual	raffle	to	keep	the	cost	down!	Check	out	how	New	City
Arts	used	Donorbox	Events	to	sell	tickets	to	their	Spring	raffle.We	love	how	they	included	information	about	each	raffle	basket	right	on	their	events	page.	Donorbox	Events	handled	distributing	tickets	and	receipts	via	email,	allowing	this	organization	to	streamline	their	raffle	process!	Create	Your	Event	Over	to	You	Whether	you’re	an	established
nonprofit	or	just	getting	started,	taking	a	step	back	to	design	and	implement	a	consistent	and	creative	donation	incentives	strategy	is	well	worth	the	investment.	From	auctions	to	societies	and	clubs,	social	media	plugs,	and	emotional	mission-focused	efforts,	fundraising	incentives	will	give	your	donors	a	reason	to	give	back,	time	and	time	again.	To
learn	more	about	nonprofit	fundraising,	tips,	and	best	practices,	please	visit	our	blog.	Donorbox	offers	simple-to-use,	effective	tools	to	raise	more.	Learn	about	all	of	our	features	and	sign	up	today!	Organization	operated	for	a	collective	benefit	"Registered	association"	redirects	here.	For	the	legal	status	in	Finland	and	Germany,	see	Registered
association	(Finland)	and	Registered	association	(Germany).	A	nonprofit	organization	(NPO),	also	known	as	a	nonbusiness	entity,[1]	nonprofit	institution,[2]	not-for-profit	organization,[3]	or	simply	a	nonprofit,[a]	is	a	non-governmental	(private)	legal	entity	organized	and	operated	for	a	collective,	public,	or	social	benefit,	as	opposed	to	an	entity	that
operates	as	a	business	aiming	to	generate	a	profit	for	its	owners.	A	nonprofit	organization	is	subject	to	the	non-distribution	constraint:	any	revenues	that	exceed	expenses	must	be	committed	to	the	organization's	purpose,	not	taken	by	private	parties.	Depending	on	the	local	laws,	charities	are	regularly	organized	as	non-profits.	A	host	of	organizations
may	be	non-profit,	including	some	political	organizations,	schools,	hospitals,	business	associations,	churches,	foundations,	social	clubs,	and	consumer	cooperatives.	Nonprofit	entities	may	seek	approval	from	governments	to	be	tax-exempt,	and	some	may	also	qualify	to	receive	tax-deductible	contributions,	but	an	entity	may	incorporate	as	a	nonprofit
entity	without	having	tax-exempt	status.	Key	aspects	of	nonprofits	are	their	ability	to	fulfill	their	mission	with	respect	to	accountability,	integrity,	trustworthiness,	honesty,	and	openness	to	every	person	who	has	invested	time,	money,	and	faith	into	the	organization.	Nonprofit	organizations	are	accountable	to	the	donors,	founders,	volunteers,	program
recipients,	and	the	public	community.	Theoretically,	for	a	nonprofit	that	seeks	to	finance	its	operations	through	donations,	public	confidence	is	a	factor	in	the	amount	of	money	that	a	nonprofit	organization	is	able	to	raise.	Presumably,	the	more	a	nonprofit	focuses	on	their	mission,	the	more	public	confidence	they	will	gain.	This	may	result	in	more
money	for	the	organization.[1]	There	is	an	important	distinction	in	the	US	between	non-profit	and	not-for-profit	organizations	(NFPOs);	while	an	NFPO	does	not	profit	its	owners,	and	money	goes	into	running	the	organization,	it	is	not	required	to	operate	for	the	public	good.	An	example	is	a	sports	club,	whose	purpose	is	its	members'	enjoyment.[4]	The
names	used	and	precise	regulations	vary	from	one	jurisdiction	to	another.	Nonprofit	organizations	are	not	driven	by	generating	profit,	but	they	must	bring	in	enough	income	to	pursue	their	social	goals.	Nonprofits	are	able	to	raise	money	in	different	ways.	This	includes	income	from	donations	from	individual	donors	or	foundations,	sponsorship	from
corporations,	government	funding,	programs,	services,	merchandise	sales,	and	investments.[5]	With	an	increase	in	NPOs	since	2010[where?],	some	organizations	have	adopted	competitive	advantages	to	create	revenue	for	themselves	to	remain	financially	stable.	Donations	from	private	individuals	or	organizations	can	change	each	year	and
government	grants	have	diminished.	With	changes	in	funding	from	year	to	year,	many	nonprofit	organizations	have	been	moving	toward	increasing	the	diversity	of	their	funding	sources.	For	example,	many	nonprofits	that	have	relied	on	government	grants	have	started	fundraising	efforts	to	appeal	to	individual	donors.[6]	Most	nonprofits	have	staff
that	work	for	the	organization,	possibly	using	volunteers	to	perform	the	nonprofit's	services	under	the	direction	of	the	paid	staff.	Nonprofits	must	be	careful	to	balance	the	salaries	paid	to	staff	against	the	money	paid	to	provide	services	to	the	nonprofit's	beneficiaries.	Organizations	whose	salary	expenses	are	too	high	relative	to	their	program
expenses	may	face	regulatory	scrutiny.[7]	Some	have	the	misconception	that	nonprofit	organizations	may	not	make	a	profit.	Although	the	goal	of	nonprofits	is	not	specifically	to	maximize	profits,	they	still	have	to	operate	as	a	fiscally	responsible	business.	They	must	manage	their	income	(grants,	donations,	and	income	from	services)	and	expenses	so
as	to	remain	a	fiscally	viable	entity.	Nonprofits	have	the	responsibility	of	focusing	on	being	professional	and	financially	responsible,	replacing	self-interest	and	profit	motive	with	mission	motive.[8]	Though	nonprofits	are	managed	differently	from	for-profit	businesses,	they	have	felt	pressure	to	be	more	businesslike.	To	combat	private	and	public
business	growth	in	the	public	service	industry,	some	nonprofits	have	modeled	their	business	management	and	mission,	shifting	their	reason	of	existing	to	establish	sustainability	and	growth.[9]	Setting	effective	missions	is	a	key	for	the	successful	management	of	nonprofit	organizations.[10]	There	are	three	important	conditions	for	effective	mission:
opportunity,	competence,	and	commitment.[10]	One	way	of	managing	the	sustainability	of	nonprofit	organizations	is	to	establish	strong	relations	with	donor	groups.[10]	This	requires	a	donor	marketing	strategy,	something	many	nonprofits	lack.[10]	Nonprofit	organizations	need	to	motivate	staff,	maintain	and	communicate	a	vision,	set	a	strategic
direction,	manage	change	effectively,	and	provide	a	safe	working	environment	for	employees,	volunteers,	and	visitors.	These	issues	are	comparable	to	those	affecting	a	commercial	business	but	factors	which	place	a	nonprofit	organization	at	risk	have	been	identified	such	as	lack	of	direction	or	clear	purpose,	over-centralized	management	and	decision-
making,	and	lack	of	engagement	with	staff.[11]	Some	nonprofit	organizations	provide	public	goods	that	are	undersupplied	by	government.[12]	NPOs	have	a	wide	diversity	of	structures	and	purposes.	For	legal	classification,	there	are,	nevertheless,	some	elements	of	importance:	Management	provisions	Accountability	and	auditing	provisions	Provisory
for	the	amendment	of	the	statutes	or	articles	of	incorporation	Provisions	for	the	dissolution	of	the	entity	Tax	statuses	of	corporate	and	private	donors	Tax	status	of	the	founders	Some	of	the	above	must	be	(in	most	jurisdictions	in	the	US	at	least)	expressed	in	the	organization's	charter	of	establishment	or	constitution.	Others	may	be	provided	by	the
supervising	authority	at	each	particular	jurisdiction.	While	affiliations	will	not	affect	a	legal	status,	they	may	be	taken	into	consideration	by	legal	proceedings	as	an	indication	of	purpose.	Most	countries	have	laws	that	regulate	the	establishment	and	management	of	NPOs	and	that	require	compliance	with	corporate	governance	regimes.	Most	larger
organizations	are	required	to	publish	their	financial	reports	detailing	their	income	and	expenditure	publicly.	In	many	aspects,	they	are	similar	to	corporate	business	entities	though	there	are	often	significant	differences.	Both	non-profit	and	for-profit	corporate	entities	must	have	board	members	or	trustees	who	owe	the	organization	a	fiduciary	duty	of
loyalty	and	trust.[13]	A	notable	exception	to	this	involves	churches,	which	are	often	not	required	to	disclose	finances	to	anyone,	including	church	members.[14]	In	the	United	States,	nonprofit	organizations	are	formed	by	filing	bylaws,	articles	of	incorporation,	or	both	in	the	state	in	which	they	expect	to	operate.	The	act	of	incorporation	creates	a	legal
entity	enabling	the	organization	to	be	treated	as	a	distinct	body	(corporation)	by	law	and	to	enter	into	business	dealings,	form	contracts,	and	own	property	as	individuals	or	for-profit	corporations	can.	Nonprofits	can	have	members,	but	many	do	not.	The	nonprofit	may	also	be	a	trust	or	association	of	members.	The	organization	may	be	controlled	by	its
members	who	elect	the	board	of	directors,	board	of	governors,	or	board	of	trustees.	A	nonprofit	may	have	a	delegate	structure	to	allow	for	the	representation	of	groups	or	corporations	as	members.	Alternatively,	it	may	be	a	non-membership	organization	and	the	board	of	directors	may	elect	its	own	successors.	The	two	major	types	of	nonprofit
organizations	are	membership	and	board-only.	A	membership	organization	elects	the	board	and	has	regular	meetings	and	the	power	to	amend	the	bylaws.	A	board-only	organization	typically	has	a	self-selected	board	and	a	membership	whose	powers	are	limited	to	those	delegated	to	it	by	the	board.	A	board-only	organization's	bylaws	may	even	state
that	the	organization	does	not	have	any	membership,	although	the	organization's	literature	may	refer	to	its	donors	or	service	recipients	as	'members'.	Examples	of	such	organizations	are	FairVote[15][16]	and	the	National	Organization	for	the	Reform	of	Marijuana	Laws.[17]	The	Model	Nonprofit	Corporation	Act	imposes	many	complexities	and
requirements	on	membership	decision-making.[18]	Accordingly,	many	organizations,	such	as	the	Wikimedia	Foundation,[19]	have	formed	board-only	structures.	The	National	Association	of	Parliamentarians	has	generated	concerns	about	the	implications	of	this	trend	for	the	future	of	openness,	accountability,	and	understanding	of	public	concerns	in
nonprofit	organizations.	Specifically,	they	note	that	nonprofit	organizations,	unlike	business	corporations,	are	not	subject	to	market	discipline	for	products	and	shareholder	discipline	of	their	capital;	therefore,	without	membership	control	of	major	decisions	such	as	the	election	of	the	board,	there	are	few	inherent	safeguards	against	abuse.[20][21]	A
rebuttal	to	this	might	be	that	as	nonprofit	organizations	grow	and	seek	larger	donations,	the	degree	of	scrutiny	increases,	including	expectations	of	audited	financial	statements.[22]	A	further	rebuttal	might	be	that	NPOs	are	constrained,	by	their	choice	of	legal	structure,	from	financial	benefit	as	far	as	distribution	of	profit	to	members	and	directors	is
concerned.	In	many	countries,	nonprofits	may	apply	for	tax-exempt	status	so	that	the	organization	itself	may	be	exempt	from	income	tax	and	other	taxes.	In	the	United	States,	to	be	exempt	from	federal	income	taxes,	the	organization	must	meet	the	requirements	set	forth	in	the	Internal	Revenue	Code	(IRC).	Granting	nonprofit	status	is	done	by	the
state,	while	granting	tax-exempt	designation	(such	as	IRC	501(c))	is	granted	by	the	federal	government	via	the	IRS.	This	means	that	not	all	nonprofits	are	eligible	to	be	tax-exempt.[23]	For	example,	employees	of	non-profit	organizations	pay	taxes	from	their	salaries,	which	they	receive	according	to	the	laws	of	the	country.	NPOs	use	the	model	of	a
double	bottom	line	in	that	furthering	their	cause	is	more	important	than	making	a	profit,	though	both	are	needed	to	ensure	the	organization's	sustainability.[24][25]	An	advantage	of	nonprofits	registered	in	the	UK	is	that	they	benefit	from	some	reliefs	and	exemptions.	Charities	and	nonprofits	are	exempt	from	Corporation	Tax	as	well	as	the	trustees
being	exempt	from	Income	Tax.[26]	There	may	also	be	tax	relief	available	for	charitable	giving,	via	Gift	Aid,	monetary	donations,	and	legacies.[27]	According	to	the	National	Center	for	Charitable	Statistics	(NCCS),	there	are	more	than	1.5	million	nonprofit	organizations	registered	in	the	United	States,	including	public	charities,	private	foundations,
and	other	nonprofit	organizations.	Private	charitable	contributions	increased	for	the	fourth	consecutive	year	in	2017	(since	2014),	at	an	estimated	$410.02	billion.	Out	of	these	contributions,	religious	organizations	received	30.9%,	education	organizations	received	14.3%,	and	human	services	organizations	received	12.1%.[28]	Between	September
2010	and	September	2014,	approximately	25.3%	of	Americans	over	the	age	of	16	volunteered	for	a	nonprofit.[29]	In	the	United	States,	both	nonprofit	organizations	and	not-for-profit	organizations	may	be	tax-exempt.	There	are	various	types	of	nonprofit	exemptions,	such	as	501(c)(3)	organizations	that	are	a	religious,	charitable,	or	educational-based
organization	that	does	not	influence	state	and	federal	legislation,	and	501(c)(7)	organizations	that	are	for	pleasure,	recreation,	or	another	nonprofit	purpose.[30]	There	is	an	important	distinction	in	the	US	between	non-profit	and	not-for-profit	organizations	(NFPOs).	While	an	NFPO	does	not	profit	its	owners,	and	money	goes	into	running	the
organization,	it	is	not	required	to	operate	for	the	public	good.	An	example	is	a	club	whose	purpose	is	its	members'	enjoyment.[4]	Other	examples	of	NFPOs	include	credit	unions,	sports	clubs,	and	advocacy	groups.	Nonprofit	organizations	provide	services	to	the	community	such	as	aid	and	development	programs,	medical	research,	education,	and
health	services.	Some	nonprofits	are	both	member-serving	and	community-serving.	Examples	of	these	are	homeowners	associations,	the	American	Red	Cross,	and	Habitat	for	Humanity.	These	types	of	organizations	serve	their	members	specifically	but	also	serve	their	communities	with	broader	services	and	programs.	When	selecting	a	domain	name,
NPOs	often	use	.org,	the	country	code	top-level	domain	of	their	respective	country,	or	the	.edu	top-level	domain	(TLD),	to	differentiate	themselves	from	more	commercial	entities,	which	typically	use	.com.	In	the	traditional	domain	noted	in	RFC	1591,	.org	is	for	"organizations	that	didn't	fit	anywhere	else"	in	the	naming	system,	which	implies	that	it	is
the	proper	category	for	non-commercial	organizations	if	they	are	not	governmental,	educational,	or	one	of	the	other	types	with	a	specific	TLD.	It	is	not	designated	specifically	for	charitable	organizations	or	any	specific	organizational	or	tax-law	status,	but	encompasses	anything	that	is	not	classifiable	as	another	category.	Currently,	no	restrictions	are
enforced	on	registration	of	.com	or	.org,	so	one	can	find	organizations	of	all	sorts	in	either	of	those	domains,	as	well	as	other	top-level	domains	including	newer,	more	specific	ones	which	may	apply	to	particular	sorts	of	organization	including	.museum	for	museums	and	.coop	for	cooperatives.	Organizations	might	also	register	by	the	appropriate
country	code	top-level	domain	for	their	country.	In	2020,	some	nonprofit	organizations	began	using	microvlogging	(brief	videos	with	short	text	formats)	on	TikTok	to	reach	Gen	Z,	engage	with	community	stakeholders,	and	overall	build	community.[31]	TikTok	allowed	for	innovative	engagement	between	nonprofit	organizations	and	younger
generations.[32]	During	COVID-19,	TikTok	was	specifically	used	to	connect	rather	than	inform	or	fundraise,	as	its	fast-paced,	tailored	For	You	page	separates	itself	from	other	social	media	apps	such	as	Facebook	and	X	(formerly	known	as	Twitter).	Some	organizations	offer	new,	positive-sounding	alternative	terminology	to	describe	the	sector.	The
term	civil	society	organization	(CSO)	has	been	used	by	a	growing	number	of	organizations,	including	the	Center	for	the	Study	of	Global	Governance.[33]	The	term	citizen	sector	organization	(CSO)	has	also	been	advocated	to	describe	the	sector	–	as	one	of	citizens,	for	citizens	–	by	organizations	including	Ashoka:	Innovators	for	the	Public.[34]
Advocates	argue	that	these	terms	describe	the	sector	in	its	own	terms,	without	relying	on	terminology	used	for	the	government	or	business	sectors.	However,	use	of	terminology	by	a	nonprofit	of	self-descriptive	language	that	is	not	legally	compliant	risks	confusing	the	public	about	nonprofit	abilities,	capabilities,	and	limitations.[35]	Main	article:
Founder's	syndrome	Founder's	syndrome	is	an	issue	some	organizations	experience	as	they	expand.	Dynamic	founders,	who	have	a	strong	vision	of	how	to	operate	the	project,	try	to	retain	control	of	the	organization,	even	as	new	employees	or	volunteers	want	to	expand	the	project's	scope	or	change	policy.[36]	Financial	mismanagement	is	a	particular
problem	with	NPOs	because	the	employees	are	not	accountable	to	anyone	who	has	a	direct	stake	in	the	organization.	For	example,	an	employee	may	start	a	new	program	without	disclosing	its	complete	liabilities.	The	employee	may	be	rewarded	for	improving	the	NPO's	reputation,	making	other	employees	happy,	and	attracting	new	donors.	Liabilities
promised	on	the	full	faith	and	credit	of	the	organization	but	not	recorded	anywhere	constitute	accounting	fraud.	But	even	indirect	liabilities	negatively	affect	the	financial	sustainability	of	the	NPO,	and	the	NPO	will	have	financial	problems	unless	strict	controls	are	instated.[37]	Some	commenters	have	argued	that	the	receipt	of	significant	funding	from
large	for-profit	corporations	can	ultimately	alter	the	NPO's	functions.[38]	A	frequent	measure	of	an	NPO's	efficiency	is	its	expense	ratio	(i.e.	expenditures	on	things	other	than	its	programs,	divided	by	its	total	expenditures).	Tax	exempt	status	of	NPOs	can	result	in	some	cases,	such	as	mismanagement,	in	negative	value	for	society.[39]	There	have	been
times	of	major	labor	shortages	in	the	nonprofit	sector,	particularly	for	management	positions.[40][41]	While	many	established	NPOs	are	well-funded	and	comparative	to	their	public	sector	competitors,	many	more	are	independent	and	must	be	creative	with	which	incentives	they	use	to	attract	and	maintain	people.	The	initial	interest	for	many	is	the
remuneration	package,	though	many	who	have	been	questioned	after	leaving	an	NPO	have	reported	that	it	was	stressful	work	environments	and	the	workload.[42]	Public-	and	private-sector	employment	have,	for	the	most	part,	been	able	to	offer	more	to	their	employees	than	most	nonprofit	agencies	throughout	history.	Either	in	the	form	of	higher
wages,	more	comprehensive	benefit	packages,	or	less	tedious	work,	the	public	and	private	sectors	have	enjoyed	an	advantage	over	NPOs	in	attracting	employees.	Traditionally,	the	NPO	has	attracted	mission-driven	individuals	who	want	to	assist	their	chosen	cause.	Compounding	the	issue	is	that	some	NPOs	do	not	operate	in	a	manner	similar	to	most
businesses,	or	they	operate	only	on	a	seasonal	basis.	This	leads	many	young	and	driven	employees	to	forego	NPOs	in	favor	of	more	stable	employment.	Today,	however,	nonprofit	organizations	are	adopting	methods	used	by	their	competitors	and	finding	new	means	to	retain	their	employees	and	attract	the	best	of	the	newly	minted	workforce.[43]
Some	believe	that	most	nonprofits	will	never	be	able	to	match	the	pay	of	the	private	sector[44]	and	therefore	should	focus	their	attention	on	benefits	packages,	incentives,	and	implementing	pleasurable	work	environments.	For	some,	a	good	environment	is	more	important	than	salary	and	pressure	of	work.[41]	Other	incentives	that	could	be
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limitation	.	No	warranties	are	given.	The	license	may	not	give	you	all	of	the	permissions	necessary	for	your	intended	use.	For	example,	other	rights	such	as	publicity,	privacy,	or	moral	rights	may	limit	how	you	use	the	material.	Donor	acquisition	is	one	the	biggest	challenges	facing	nonprofits,	and	it’s	not	just	you:	statistically,	today’s	donors	aren’t
quite	as	loyal	as	they	used	to	be.	In	fact,	roughly	70%	of	donors	only	give	once.	To	counter	this	trend,	you’ll	need	to	create	a	steady	flow	of	new	contacts	and	first-time	donors.	Fortunately,	there	are	plenty	of	actionable,	affordable	ways	to	gain	new	donors	that	you	might	not	have	considered	yet.Your	website	isn’t	just	important	for	increasing	gifts	from
online	donors;	it’s	the	main	gateway	to	find	information	about	who	you	are,	what	you	do,	and	how	to	support	your	cause.	Your	website	should	employ	simple	language	to	explain	your	mission,	programs,	and	impact.	It	should	also	be	mobile-friendly	and	supplement	the	text	with	visuals.	Of	course,	you	should	prominently	display	a	button	or	link	to	a
page	that	details	ways	to	get	involved	or	donate.	Every	nonprofit	website	should	have	a	way	to	collect	basic	information	from	visitors,	such	as	their	name	and	email	address.	Capturing	these	details	enables	your	organization	to	re-engage	them	through	email	communications.	Set	up	a	form	on	a	pop-up,	sidebar	or	footer	that	provides	a	frictionless	way
for	these	visitors	to	stay	in	touch.	When	it	comes	time	to	fundraise,	you’ll	have	a	chance	to	ask	for	donations	or	help	spreading	the	word.Volunteers	are	already	huge	champions	of	your	cause.	By	devoting	lots	of	time	and	hard	work,	they	are	advocating	for	the	change	your	organization	wishes	to	create	in	the	world.	Some	also	may	be	willing	to	offer
financial	support	on	a	regular	or	occasional	basis.	Even	if	they	can’t	or	won’t	give,	they	may	have	peers	who	are	inspired	by	your	mission.	Bottom	line:	make	sure	you	share	your	fundraising	appeal	with	volunteers,	regardless	of	whether	they	can	give	this	time	around.	Your	board	of	directors	can	steer	your	organization’s	key	decision	points.	Board
members	can	also	provide	financial	support	in	the	form	of	donations	and	pledges.	Beyond	that,	you	can	ask	your	board	for	referrals	and	introductions	to	potential	donors	in	their	networks,	ask	them	to	send	fundraising	appeals,	or	cultivate	giving	circles.	When	cultivating	major	donor	prospects,	use	your	board	as	validators	of	your	brand’s
trustworthiness.If	your	donor	acquisition	messaging	isn’t	connecting	on	social	media	or	email,	it	might	be	time	to	try	something	different.	Empower	your	biggest	champions—such	as	board	members,	donors,	volunteers,	or	program	alumni—to	become	your	brand	ambassadors.	These	ambassadors	can	be	the	voice	of	your	fundraising	emails,	narrators
of	video	content,	spokespeople	that	take	over	your	social	media	account(s)	for	a	day,	or	even	peer-to-peer	fundraisers.	By	tapping	into	their	networks,	you	can	amass	new	followers	or	gain	support	from	unlikely	donors.Newsletters	enable	your	contacts	to	keep	up	to	date	with	your	organization’s	latest	developments.	Weekly,	monthly	or	quarterly
touchpoints	are	the	perfect	way	to	convey	your	nonprofit’s	successes	and	needs.	When	contacts	subscribe,	they	are	signaling	an	interest	in	your	cause.	It’s	a	low-commitment	way	to	stay	in	touch,	but	can	open	the	door	for	future	financial	support.Modern	nonprofit	donation	pages	have	a	form	where	donors	can	input	their	credit	card	information	and
give	directly.	Does	your	donation	page	list	all	of	the	other	ways	your	donors	can	give?	If	not,	you	may	be	missing	out	on	support	from	highly	generous	donor	demographics.	If	you	accept	stocks,	crypto,	DAF	grants,	planned	gifts,	recurring	gifts	(and	so	on),	make	sure	your	potential	donors	know	about	it.	RELATED:	5	REASONS	TO	OFFER	YOUR
DONORS	MORE	GIVING	OPTIONSHaving	an	authentic	brand	voice	and	an	active	presence	on	social	media	is	key	to	gaining	new	followers,	which	can	greatly	increase	your	chances	of	acquiring	new	donors	during	your	big	fundraising	season.	Posting	regularly	is	the	first	step.	Next,	you’ll	want	to	share	impact	stories,	highlight	ways	to	give,	use
relevant	hashtags	to	expand	your	posts’	reach,	and	comment	on	relevant	news	stories.	Acknowledging	the	contributions	of	supporters	is	also	a	smart	way	to	publicly	signal	that	you	value	your	donors.Developing	connections	into	strategic	partnerships	can	help	nonprofits	grow	their	audience	and	steward	new	donors.	Partnering	with	local	businesses	or
community	organizations	can	unlock	opportunities	for	special	events,	fundraisers,	donor	matches	and	more.	These	partnerships	can	also	make	for	newsworthy	pitches	to	local	media,	which	can	enhance	the	value	of	this	strategic	relationship.There’s	an	old	fundraising	adage	that	says	to	“be	where	your	donors	are.”	While	that	may	sound	overly
optimistic—as	if	there	is	a	single	place	where	your	would-be	donors	all	congregate—there’s	plenty	of	truth	to	the	concept.	For	example,	if	your	organization	is	devoted	to	environmental	conservation,	attend	a	nearby	park	or	beach	cleanup.	Use	volunteer	events,	rallies,	or	even	book	signings	as	opportunities	to	network	and	engage	with	like-minded
people.Your	leadership	can	be	your	best	ambassadors	in	personal	meetings	as	well	as	in	the	public	forum.	By	booking	speaking	events	and	participating	in	panels,	you	can	add	a	layer	of	credibility	to	your	organization	and	articulate	what	makes	your	organization	stand	out	from	the	pack.	Plus,	if	the	event	is	recorded,	you’ll	have	an	evergreen	piece	of
content	to	share	in	future	communications.While	fundraising	galas	are	geared	toward	your	current	supporters,	you	can	invite	prospective	donors	to	open	houses,	raffles,	or	get-to-know-you	events.	Use	these	more	casual	affairs	to	introduce	your	nonprofit’s	impact	and	give	your	leadership	face-to-face	time	with	friendly	faces	that	may	be	willing	to
support	you	in	the	future.Studying	the	donors	of	nonprofits	with	a	similar	mission	(or	located	in	your	area)	is	one	way	to	approach	your	new	donor	outreach.	Most	nonprofit	organizations	produce	an	annual	report;	these	reports	often	list	major	donors	by	giving	tiers	(e.g.	$1000	or	more,	$5000	or	more,	$10000	or	more,	etc.).	From	these	reports	you
can	develop	a	list	of	donor	prospects	to	contact	in	the	future.Prospect	research	is	a	game-changer	for	launching	or	re-energizing	a	major	gifts	program.	Research	tools	provide	insights	into	personal	wealth,	giving	histories,	biographical	information	and	involvement	in	other	nonprofits	(such	as	board	affiliations).	Devoting	time	each	year	to	prospect
research	is	key	to	securing	gifts	from	new	donors,	especially	those	who	have	a	high	giving	potential.Social	media	and	search	engines	offer	paid	advertising	for	nonprofits.	These	ad	placements	are	not	only	high-traffic,	they	can	also	be	highly	cost-effective.	Plus,	you	can	limit	your	spending	to	a	certain	amount	each	day	and	narrow	your	reach	by
targeting	specific	audiences	based	on	email	lists,	interests	or	demographics.Generate	organic	traffic	to	your	website	with	an	inspiring	nonprofit	blog.	Publish	regular	articles	about	current	news	and	trends	related	to	your	mission,	fundraising	results,	updates	from	your	leadership	and	more.	Each	blog	post	can	have	a	“ways	to	give”	call-to-action	at	the
end,	to	encourage	your	readers	to	become	donors.Local	community	new	outlets	are	perfect	places	to	pitch	a	story	about	your	nonprofit’s	mission,	recent	highlight,	or	upcoming	event.	Earned	news	stories	featured	on	TV	or	radio	stations,	social	media,	and	or	print	can	help	you	find	new	supporters	that	are	sympathetic	to	your	cause.Donor	profiles
empower	your	fundraising	team	to	narrow	their	prospect	list,	develop	targeted	social	media	ad	campaigns,	and	craft	tailored	communications.	In	order	to	create	a	donor	profile,	first	segment	your	donors	into	separate	giving	tiers.	Then,	for	each	segment,	you	can	look	at	your	donor	database	or	CRM	to	identify	recurring	demographic	information	such
as	age,	geographic	location,	and	giving	history.Amplify	your	donation	appeal	with	a	limited-time	donor	match	opportunity.	Partnering	with	a	corporate	sponsor	or	one	of	your	major	donors	can	allow	you	to	offer	to	match	donations	up	to	a	certain	dollar	amount.	These	matches	can	incentivize	first-time	donors	to	support	your	cause.	After	all,	who
doesn’t	want	to	double	their	positive	impact	on	the	world?Donors	like	to	know	how	their	donations	will	be	used	by	the	organizations	they	support.	Highlighting	one	or	more	core	impact	numbers	not	only	creates	transparency,	it	also	helps	donors	understand	the	value	of	their	gifts.	A	core	number	could	be	anything	that	exemplifies	your	nonprofit’s
impact,	such	as	the	cost	of	providing	a	hot	meal,	building	a	home,	or	average	value	of	an	academic	scholarship	you	provide.Reaching	new	donors	is	essential	for	achieving	long-term	fundraising	success.	Try	these	approaches	to	open	up	avenues	for	more	donors	to	support	your	organization:	Develop	a	multi-channel	communications	plan	to	convert
contacts	into	donors.	Engage	potential	donors	in	the	networks	of	existing	supporters,	volunteers,	and	board	members.		Target	like-minded	individuals	through	paid	advertising	on	social	media.		Conduct	prospect	research	to	identify	major	gift	donor	prospects.		Optimize	your	website	to	create	a	perpetual	pipeline	of	new	contacts.	Promote	the	various
types	of	donations	that	your	nonprofit	can	accept	from	donors.	Make	a	compelling	ask	by	highlighting	core	impact	numbers.The	more	of	these	strategies	you	can	incorporate,	the	more	likely	it	is	that	you’ll	generate	an	active	pipeline	of	new	contacts	and	donors.	Then,	the	real	benefit	of	new	donor	acquisition	begins:	the	ability	to	steward	them	toward
supporting	your	organization	for	years	to	come.	We’re	pretty	sure	nobody	starts	something	just	to	see	it	fail.	Particularly	not	nonprofit	founders	whose	intentions	were	to	create	impact	and	contribute	to	a	cause.	However,	you	need	more	than	good	intentions	to	run	a	nonprofit	and	keep	it	from	failing	—	and	it	gets	even	scarier.	According	to	M+R
Benchmarks,	nonprofit	donors	gave	4%	less	in	2022	and	1%	less	in	2023.	Put	that	side-by-side	with	the	fact	that	the	number	of	nonprofit	organizations	has	grown	1.4%	annually	for	the	last	20	years.	Do	you	see	the	connection?	Do	you	see	why	it	gets	scarier?	The	number	of	nonprofits	increases	as	yearly	average	revenue	decreases.	During	this
time,	some	nonprofits	had	their	highest	revenue	in	a	long	time.	This	is	why	you	must	push	the	boundaries	on	how	to	find	donors	willing	to	donate	to	your	cause.	This	article	promises	to	do	just	that:	show	you	how	to	find	donors	and	get	them	to	donate	and	do	so	repeatedly.	Before	we	do	this,	let’s	try	to	answer	the	fundamental	question	that	powers	the
psychology	of	fundraising.	Why	Do	Donors	Decide	to	Give?	Alignment	with	Your	Mission	People	donate	because	they	believe	that	your	mission	aligns	with	theirs.	So	they	trust	you	enough	to	take	your	word	for	it	and	put	their	gifts	to	good	use.	It	may	be	illogical	to	trust	a	total	stranger,	but	this	is,	in	fact,	backed	by	science.	The	American	Psychological
Association	gave	some	insights	into	how	gift-giving	is	associated	with	the	brain’s	pleasure,	social	connection	and	trust	centers.	So,	you	might	want	to	appeal	to	this	part	of	people	by	showing	how	you	further	the	causes	they	donate	to	and	how	it	promotes	the	community.	Personal	Experiences	Some	donors	give	because	they	are	empathetic	and	identify
with	would-be	beneficiaries.	They	don’t	want	anyone	else	to	go	through	what	they	did,	or	at	least	with	less	difficulty.	This	is	true	for	11%	of	donors	—	they	cite	their	personal	experiences	as	the	primary	reason	for	being	generous.	This	is	why	you	should	tell	more	stories.	Someone	is	out	there	waiting	to	donate	if	you	establish	a	personal	connection	with
your	story.	Study	your	target	audience	and	be	more	personal	with	your	storytelling.	Tweak	your	storytelling	technique	as	much	as	you	want	until	you	get	the	desired	results.	Hint:	pay	special	attention	to	cultural	sensitivities	as	you	tweak	so	you	don’t	evoke	the	wrong	response.	Faith	and	Religion	Whether	it’s	giving	to	religious	institutions	or	donating
to	a	non-religious	cause,	if	you	dig	deeper,	you	will	often	find	it’s	a	spiritual	practice	for	some	people.	Giving	a	percentage	of	your	earnings	is	a	mainstay	in	several	faith-based	religions.	You	will	often	find	some	donors	giving	more	than	what’s	demanded	in	their	religions	because	they	fear	missing	out	on	rewarding	experiences.	Use	testimonials	in
your	solicitation	emails	to	create	the	desired	effect	of	FOMO.	Social	Dynamics	Remember	how	we	used	to	want	to	do	things	as	kids	because	other	kids	did	them?	It’s	the	same	for	grown-ups	as	well.	Donors	are	influenced	by	what	and	who	they	see.	Seeing	peers	supporting	a	cause	can	be	motivating,	particularly	when	those	individuals	are	respected	or
influential	within	a	community.	Ways	you	can	get	people	motivated	to	give	is	to	leverage	social	proof	by:	Publishing	donor	lists	in	the	local	paper	or	your	newsletters	Hosting	recognition	events	for	donors’	consistency	Taking	this	as	a	ritual	at	a	consistent	interval	will	encourage	others	to	contribute.	Highlighting	stories	of	other	donors	on	social	media
and	how	they	came	to	donate	to	the	cause	can	also	create	a	compelling	call	to	action	that	others	may	follow.	Tax	Benefits	Understanding	the	tax	implications	of	donations	can	also	serve	as	a	practical	incentive	for	many	donors.	Educate	potential	donors	about	how	their	contributions	can	lead	to	tax	deductions	or	credits,	providing	a	tangible	benefit
that	complements	their	altruistic	motives.	For	example,	explaining	the	tax	advantages	of	different	types	of	donations	—	such	as	cash,	securities,	matching	gifts	or	goods	—	can	help	donors	see	the	social	and	emotional	benefits	of	giving	as	well	as	the	financial	ones.	Best	Practices	for	Finding	(and	Retaining)	New	Donors	Understanding	why	donors	give
is	not	enough.	You	need	to	know	how	to	find	donors	for	nonprofit	organizations.	Here’s	how	to	find	and	keep	new	donors:	Use	Your	Donor	Database	Your	donor	database	is	a	critical	asset	in	your	fundraising	toolkit.	It	stores	valuable	data	about	your	donors	and	provides	insights	that	can	be	leveraged	for	more	personalized	and	effective	fundraising
strategies.	Here’s	how	to	make	the	most	of	this	resource:	Research	Potential	Donors’	Interests	and	Affiliations	How	you	research	potential	donors	depends	on	the	cause	you	champion.	For	example,	an	organization	focused	on	environmental	conservation	might	target	donors	with	a	history	of	supporting	sustainability	initiatives.	They	would	research
corporate	donors	known	for	ecological	responsibility	or	individuals	who	have	publicly	advocated	for	or	donated	to	green	causes.	When	you	tailor	your	research,	you	will	likely	find	potential	donors	willing	to	give	and	genuinely	share	your	desire	to	make	an	impact.	You	can	also	use	resources	like	DonateStuff,	Good360,	The	Share	Way,	Million	Dollar
List,	FEC	and	Double	the	Donation	to	streamline	your	search.	We	compiled	a	list	of	top	companies	donating	to	nonprofits	to	make	your	search	easier.	Leverage	Your	Current	Donors	Maximize	the	potential	of	your	existing	donor	relationships	by	deepening	their	engagement	with	your	cause.	The	purpose	of	donor	cultivation	should	go	beyond	one-time
donations.	Think	about	volunteering	and	sharing	your	cause	within	their	network.	That’s	much	more	sustainable	and	reduces	your	active	search	for	donors.	Read	this	article	for	more	detailed	strategies	for	building	such	relationships.	Clean	Up	Your	Donor	Database	When	you	have	great	donor	engagement	strategies	in	place,	you	reduce	operating
costs	and	maintain	an	active	sponsor	and	donor	database.	Here’s	what	we	mean:	some	CRM	solutions	have	tiered	plans.	One	email	or	two	is	all	it	takes	to	pay	for	more	functionalities	you	do	not	need.	Set	a	day	aside	when	you	go	through	your	nonprofit	donor	database	to	remove	outdated	information,	correct	errors	and	merge	duplicates.	Doing	this
regularly	improves	your	campaign	numbers,	ensures	that	your	messages	reach	intended	recipients	and	increases	the	likelihood	of	engagement	and	donations.	Reach	Out	to	Lapsed	Donors	Re-engaging	lapsed	donors	can	revive	your	funding	stream.	Start	by	analyzing	your	database	to	identify	former	donors	who	haven’t	contributed	recently.	Develop
personalized	outreach	strategies	that	remind	them	of	their	past	donations	and	impact.	Share	updates	on	new	developments	and	successes.	Highlight	how	their	renewed	support	can	make	a	difference.	Host	Great	Fundraising	Events	Successful	fundraising	events	do	more	than	just	raise	money.	They	deepen	donor	engagement.	To	hold	a	successful
event,	you	must	begin	with	a	clear	goal.	Have	a	compelling	theme	to	go	with	it	so	that	your	target	audience	can	feel	more	in	tune	with	the	cause.	Every	aspect	of	the	event	—	from	venue	to	entertainment	—	should	align	with	your	nonprofit’s	mission,	or	you	might	send	the	wrong	message.	One	event	can	make	or	break	the	relationship	you	have	with
prospective	donors.	Consider	writing	sponsorship	letters	early	to	maximize	the	event’s	impact	and	revenue.	Marketing	Campaigns	Effective	marketing	campaigns	are	crucial	for	attracting	new	supporters	and	increasing	your	nonprofit’s	visibility.	Your	goal	is	to	make	your	campaigns	resonate	with	potential	donors	by	effectively	communicating	your
mission	and	the	impact	of	their	contributions.	Social	Media	One	way	to	spark	interest	and	encourage	donations	is	through	social	media.	Show	what’s	happening	behind	the	scenes	and	share	success	stories.	Engage	your	audience	with	interactive	content	like	polls,	live	videos	and	Q&A	sessions	to	keep	them	involved	and	informed.	This	kind	of	direct
engagement	makes	your	efforts	more	visible.	It	helps	build	a	committed	community	more	likely	to	support	your	cause	financially.	Email	Campaigns	Email	remains	one	of	the	most	effective	tools	for	directly	communicating	with	potential	and	existing	donors.	Craft	targeted	campaigns	that	tell	compelling	stories	and	clearly	state	how	donations	are	used.
Segmenting	your	email	list	allows	for	more	personalized	messages,	catering	to	recipients’	interests	and	past	interactions.	Solicitation	emails	are	best	effective	when	they	inspire	action,	so	consider	incorporating	best	practices	from	WildApricot’s	guide	on	writing	solicitation	emails.	Paid	Advertising	Invest	in	paid	advertising	to	reach	potential	donors
outside	your	current	network.	Most	paid	advertising	platforms	allow	you	to	target	specific	demographics,	interests	and	behaviors.	Develop	clear,	compelling	ads	that	direct	users	to	a	particular	action,	such	as	signing	up	for	a	newsletter,	registering	for	an	event	or	making	a	donation.	Tracking	the	performance	of	your	ads	will	help	you	understand



which	messages	resonate	best	and	ensure	optimal	use	of	your	advertising	budget.	Companies	like	Google	have	made	it	easier	for	smaller	nonprofits	to	promote	their	causes	through	ads	by	offering	$10,000	advertising	grants.	Share	Impactful	Stories	Tell	stories.	You’re	not	emotionally	connecting	with	potential	donors	if	you	don’t	tell	stories.	When	you
share	testimonials	about	the	lives	changed	through	your	programs,	you	create	a	personal	connection	that	outlasts	one-time	donations.	In	a	recent	study	by	the	Indiana	University	Lilly	Family	School	of	Philanthropy	on	Understanding	How	Donors	Make	Giving	Decisions,	donors	are	more	motivated	to	give	when	they	understand	the	tangible	impact	of
their	contributions	and	feel	personally	connected	to	the	cause.	Use	stories	that	highlight	specific	examples	of	success.	Show	how	their	donations	have	directly	contributed	to	these	outcomes.	Connect	With	Your	Board	Your	board	members	are	not	just	overseers	but	ambassadors	for	your	cause.	They	most	probably	connected	to	a	network	of	individuals
who	want	to	contribute	to	your	programs.	Encourage	them	to	host	small	gatherings	where	they	share	your	organization’s	stories	and	introduce	new	contacts	to	your	nonprofit.	Each	board	member	brings	a	unique	circle	of	influence	that,	when	explored,	can	improve	awareness	and	support	for	your	organization.	Encouraging	active	participation	and
advocacy	among	your	board	can	lead	to	fruitful	partnerships	and	increased	fundraising	opportunities.	Build	New	Giving	Programs	One	way	to	boost	fundraising	is	to	create	a	variety	of	giving	programs	that	appeal	to	different	types	of	donors.	Offering	more	donation	options	increases	your	chances	of	getting	people	to	contribute	meaningfully	to	a	cause
they	feel	connected	to.	Matching	Gift	Programs	A	great	way	to	stretch	donor	contributions	is	by	promoting	matching	gift	programs.	Many	top	companies	match	their	employees’	donations,	so	their	gift	can	have	double	the	impact.	Highlighting	these	opportunities	increases	your	fundraising	potential	and	gives	donors	a	sense	that	their	contribution	is
going	further.	Peer-to-Peer	Fundraising	Another	powerful	strategy	is	peer-to-peer	fundraising.	Here,	you	can	leverage	the	“tell	a	friend”	referral	system,	where	your	supporters	fundraise	on	your	behalf	by	reaching	out	to	friends	and	family.	This	type	of	fundraising	program	has	three	advantages.	You:	Expand	your	organic	reach	Build	awareness	about
your	cause	Raise	more	money	To	take	it	up	a	notch,	you	can	suggest	peer	fundraisers	create	personal	fundraising	pages	and	share	why	your	mission	matters	to	them.	Recurring	Giving	Program	If	you	want	a	reliable	and	steady	flow	of	support,	setting	up	a	recurring	giving	program	is	the	way	to	go.	Recurring	giving	allows	nonprofit	donors	to	donate	a
set	amount	at	regular	intervals,	monthly,	quarterly	or	annually.	This	makes	planning	and	budgeting	a	lot	easier	for	you.	You	can	also	sell	donors	the	idea	of	ease.	That	is,	they	(donors)	can	just	set	it	up	once	and	not	have	to	think	about	it	again.	Plus,	it	deepens	their	connection	with	your	organization.	Let’s	be	honest:	when	people	feel	more	invested,
they’re	often	willing	to	give	even	more	down	the	road.	Make	Donating	Easy	The	easier	you	make	the	donation	process,	the	more	likely	people	are	to	follow	through.	You	want	to	remove	any	obstacles	that	could	cause	hesitation.	Start	by	giving	them	a	strong	and	clear	call	to	action	in	your	donation	letter	—	don’t	be	vague.	Also,	make	sure	the	process
itself	is	simple.	Use	tools	like	WildApricot	to	make	it	easy	for	donors	to	click,	give	and	move	on	without	jumping	through	hoops.	The	smoother	and	faster	you	make	it,	the	more	donations	you’ll	likely	get.	User-Friendly	Website	Your	website	is	the	first	impression	many	people	will	get.	Hence,	it	needs	to	be	easy	to	use	and	visually	appealing.	Keep	it
clean	and	simple.	Don’t	overwhelm	visitors	with	too	much	information	or	a	messy	layout.	Make	it	easy	for	them	to	find	what	they’re	looking	for.	Regarding	visuals,	skip	the	stock	photos	and	show	real	images	of	your	work.	People	want	to	see	where	their	donations	are	going,	and	real-life	photos	build	trust.	A	well-designed,	authentic	website	can	keep
people	engaged	longer,	help	them	understand	your	mission	and	make	them	more	likely	to	support	you.	Leverage	Giving	Season	Don’t	miss	out	on	the	prime	times	for	fundraising!	Key	giving	seasons,	like	the	holidays,	#GivingTuesday,	or	religious	celebrations	like	Christmas,	Ramadan	or	Diwali,	are	perfect	opportunities	to	grow	your	donations.	People
are	often	more	generous	during	these	times	as	they	typically	save	towards	these	periods,	so	it’s	a	great	moment	to	reach	out.	Create	campaigns	that	speak	to	the	season’s	spirit	and	show	how	their	contributions	will	make	a	significant	impact.	For	example,	during	the	holidays,	you	might	focus	on	how	a	donation	can	help	families	in	need	or	fund	crucial
projects	for	the	new	year.	Connecting	your	message	with	the	emotions	of	the	season	will	increase	the	chances	of	both	new	and	repeat	donations.	Donor	Appreciation	It’s	so	important	to	show	your	donors	that	you	genuinely	appreciate	their	support.	A	simple	thank-you	note,	a	mention	in	your	newsletter,	or	an	update	on	how	their	donation	was	used
can	make	a	big	difference	in	how	valued	they	feel.	Personal	touches	go	a	long	way.	But	you	don’t	have	to	stop	there—consider	hosting	appreciation	events	or	giving	them	exclusive	insights	into	your	work.	Donors	who	feel	recognized	and	connected	to	what	you’re	doing	are	more	likely	to	stick	around	and	continue	supporting	your	nonprofit.	Get	More
Donors	and	Boost	Fundraising	Efforts	With	WildApricot	If	you	want	to	take	your	nonprofit’s	fundraising	to	the	next	level,	having	the	right	tools	and	strategies	is	a	must.	That’s	where	WildApricot	comes	in.	WildApricot	is	all	about	helping	nonprofits	run	more	smoothly,	whether	managing	your	donor	database	or	organizing	events.	Try	it	out	with	a	free
60-day	trial	to	see	firsthand	how	it	can	make	a	difference	in	your	fundraising	efforts!	We	manage	accounts	receivable,	accounts	payable,	bank	reconciliation,	payroll	processing	and	other	essential	daily	financial	transactions.LEARN	MOREWe	track	your	restricted	funds,	prepare	your	Statement	of	Functional	Expenses	and	record	allocation	of	program
expenses.LEARN	MOREWe	help	your	organization	prepare	for	external	financial	and	regulatory	audits	by	anticipating	issues	and	assisting	with	Uniform	Guidance	Compliance.LEARN	MORETrust	is	an	integral	component	of	everything	we	do,	resulting	in	a	strong	foundation	for	our	partnerships.	JFW	Accounting	Services’	dedicated	experts	operate	as
an	extension	of	your	team	–	gaining	you	access	to	top	notch	talent	you	can	depend	on	for	only	a	fraction	of	the	cost	of	an	in-house	team.Our	commitment	to	client	satisfaction	results	in	strong,	long-lasting	relationships	with	our	client	partners,	positioning	us	as	industry	leaders	in	accounting	for	nonprofits	and	small	businesses.LEARN	MORE	ABOUT
OUR	APPROACHFrom	years	of	partnering	with	nonprofits	and	businesses	of	all	sizes,	we	know	that	outsourced	accounting	is	a	real	game-changer	when	it	comes	to	growth	and	long-term	success.	Our	team	will	guide	you	through	a	collaborative	process	to	effectively	manage	your	finances,	arming	you	with	accurate	data	and	expert	mentorship.	Our
client	accounting	and	advisory	services	scale	with	your	needs	and	resources.We	design,	install	and	maintain	effective	accounting	systems	that	are	easy	to	use	and	offer	robust	reporting.We	manage	accounts	receivable,	accounts	payable,	bank	reconciliation,	payroll	processing	and	other	essential	daily	financial	transactions.JFW	Accounting	Services’
experts	provide	strategic	insight,	financial	modeling	and	market	analysis	that	guides	your	organization’s	financial	decision-making.NONPROFIT	ACCOUNTING	SERVICESBUSINESS	ACCOUNTING	SERVICESREQUEST	A	CLIENT	ASSESSMENT	“Working	with	JFW	Accounting	Services	has	given	NCHV	the	tools	and	guidance	we	have	needed	to
improve	our	accounting	processes	and	offer	better	accountability	to	our	board	and	donors	regarding	our	finances.	It	is	rare	to	find	an	accountant	you	truly	enjoy	working	with,	but	Jo-Anne	and	her	team	have	become	a	trusted	partners	in	our	organization’s	success.	Her	promptness,	wise	guidance	on	the	implementation	of	accounting	principles,	and
attention	to	detail	have	provided	me	with	better	insights	into	my	organization’s	financial	picture,	improving	my	ability	to	lead	the	organization	with	sustainability	in	mind.”“JFW	Accounting	Services	is	an	important	part	of	my	organization’s	success.	Jo-Anne	is	responsive,	patient,	and	extremely	knowledgeable.	We	consider	her	part	of	the	team	and	are
grateful	for	her	support!	““We	have	worked	with	Jo-Anne	Williams-Barnes	for	over	five	years	and	can	say	unequivocally	that	she	has	been	a	tremendous	asset	to	our	organization.	Her	deep	experience,	accounting	expertise	and	general	know-how	has	significantly	benefited	us.	She	oversees	all	aspects	of	our	finances,	including	our	annual	audit	and	tax
filings	and	we	would	be	lost	without	her.	She	has	a	wonderful	attitude,	is	an	absolute	delight	to	work	with,	I	highly,	highly	recommend	her!”	Fundraising	is	the	lifeblood	of	nonprofit	organizations.	Securing	financial	support	from	donors	is	essential	to	fulfilling	their	mission	and	making	a	positive	impact	on	the	communities	they	serve.	This
comprehensive	guide	will	provide	you	with	the	knowledge,	tools,	and	strategies	needed	to	successfully	attract	and	retain	donors	for	your	nonprofit.	By	understanding	your	target	donors,	developing	a	strong	value	proposition,	creating	a	strategic	fundraising	plan,	crafting	compelling	communications,	building	relationships,	and	evaluating	your	efforts,
you	can	secure	the	financial	support	needed	to	thrive.	Understanding	Your	Target	Donors	Understanding	and	evaluating	your	target	donors	is	the	first	step	to	kickstart	a	successful	fundraising	campaign.	By	segmenting	your	audience,	identifying	their	motivations,	and	understanding	their	demographics	and	preferences,	you	can	tailor	your	efforts	to
resonate	with	prospective	supporters.	Identifying	Donor	Segments	When	we	consider	our	donor	landscape,	four	major	categories	come	into	focus:	individuals,	foundations,	corporations,	and	government	grants.	Individuals	Individual	donors	make	up	a	diverse	group,	ranging	from	small-dollar	supporters	to	major	gift	contributors.	Their	motivations	for
giving	vary,	but	they	often	include	personal	connections,	the	potential	for	community	impact,	or	possible	tax	benefits.	Private	Foundations	Private	foundations	are	typically	set	up	by	wealthy	families.	These	foundations	support	nonprofits	through	grants,	guided	by	a	specific	mission	or	focus	areas.	They	present	valuable	opportunities	for	nonprofit
organizations	in	search	of	funding.	Corporations	Corporations	also	play	a	significant	role	in	our	fundraising	efforts.	They	may	provide	financial	support,	sponsorships,	or	in-kind	donations.	These	businesses	often	pursue	opportunities	that	align	with	their	corporate	social	responsibility	goals,	leading	to	collaborations	with	nonprofits	that	work	towards
shared	social	causes.	Government	Grants	Finally,	we	have	government	grants,	offered	by	federal,	state,	and	local	government	agencies.	These	grants	are	typically	competitive	and	require	adherence	to	specific	guidelines.	Nonprofit	organizations	must	stay	vigilant	for	these	opportunities,	ensuring	alignment	with	their	values	and	goals.	In	sum,
charitable	organizations	need	to	strategize	and	target	those	donor	segments	that	best	meet	their	desired	outcomes	and	goals.	By	understanding	and	effectively	engaging	these	various	donor	segments,	nonprofits	can	successfully	advance	their	missions.	Donor	Motivations	Personal	Connection	Donors	may	be	drawn	to	support	causes	that	have
personally	affected	them	or	someone	they	know.	For	instance,	NGOs	collecting	funds	for	flood-hit	areas	are	most	likely	to	gain	donors	who	are	in	any	way	affected	by	the	harrowing	impact	of	natural	disasters.	Community	Impact	Donors	often	want	to	support	organizations	that	make	a	tangible	difference	in	their	local	communities.	This	requires	an	in-
depth	study	of	the	targeted	communities	and	eventually	tracing	down	donors	associated	with	the	communities	and	their	issues	identified.	Tax	Benefits	Charitable	giving	could	be	the	best	way	to	provide	donors	with	tax	deductions	and	other	financial	incentives.	Recognition	and	Prestige	Some	donors	may	be	motivated	by	the	recognition	they	receive
for	their	philanthropy,	such	as	public	acknowledgment	(on	social	media	or	at	live	events)	or	inclusion	in	donor	clubs.	Donor	Demographics	and	Preferences	Age:	Different	age	groups	may	have	varying	preferences	for	communication,	engagement,	and	giving	methods.	Social	media	and	text-to-give	are	now	some	of	the	most	powerful	giving	tools	of	the
younger	generations.	Income	Level:	Donors	at	different	income	levels	may	have	different	giving	capacities	and	expectations.	Income	levels	may	also	be	identified	by	evaluating	the	cost	of	areas	where	the	prospective	donors	are	residing.	Education:	Donors	with	higher	levels	of	education	may	be	more	likely	to	research	organizations	before	giving	and
may	value	transparency	and	accountability.	On	this	basis,	nonprofit	organizations	can	bring	donors	by	targeting	various	educational	institutes.	Location:	Local,	regional,	and	national	donors	may	have	varying	interests	and	preferences	for	supporting	organizations	that	serve	their	communities.	Understanding	the	radius	within	which	the	nonprofit
organization	aims	to	build	an	impact	helps	identify	the	geographic	locations	of	potential	new	donors.	Maintaining	a	database	with	addresses	and	contact	information	further	aligns	the	whole	process.	Developing	a	Strong	Donor	Value	Proposition	A	strong	value	proposition	is	the	golden	key	to	attracting	and	retaining	donors.	Clearly	define	your	mission
and	vision,	demonstrate	your	impact,	and	communicate	your	unique	selling	points	to	make	a	compelling	case	for	support.	Clearly	Defining	Your	Mission	and	Vision	The	identity	of	any	organization	lies	in	its	mission	and	vision	statements,	both	of	which	play	crucial	roles	in	attracting	a	relevant	pool	of	donors.	The	mission	statement	is	a	concise
communication	of	your	organization’s	purpose.	It	identifies	the	population	you	serve	and	outlines	the	change	you	seek	to	create.	A	well-articulated	mission	and	vision	can	resonate	with	potential	donors,	illustrating	your	dedication	and	the	impact	their	contributions	could	make.	Demonstrating	Impact	Success	Stories:	Share	stories	of	the	people,
communities,	or	issues	your	organization	has	positively	impacted	to	illustrate	your	work’s	effectiveness.	Stories	shared	through	infographics,	videos,	and	snippets	from	real-time	fund-raising	drives	or	events	tend	to	give	a	clearer	picture	of	the	organization’s	ethics	and	values.	Metrics	and	Data:	Use	quantitative	data	to	show	your	organization’s
progress	toward	its	goals	and	the	scale	of	your	impact.	Rolling	out	quarterly,	bi-yearly,	and	annual	reports	with	actual	numbers	and	information	is	a	foolproof	method	to	develop	trust	between	the	organization	and	its	existing	and	potential	customers.	The	reports	must	be	made	available	on	all	relevant	platforms	for	board	members	and	future	donors.
Testimonials:	Include	quotes	and	first-hand	experiences	from	beneficiaries,	partners,	and	other	stakeholders	that	speak	to	your	organization’s	effectiveness	and	value.	It	has	never	been	a	bad	idea	to	include	positive	experiences	shared	by	your	collaborators,	donors,	or	any	other	party	associated	with	donation	drives.	It	helps	potential	donors	to
establish	a	baseline	on	how	valuable	the	experience	could	be	for	them.	Unique	Selling	Points	Highlight	the	innovative	approaches	or	technologies	your	organization	employs	to	address	the	problems	you	seek	to	solve.	Adding	infographics	and	stats	while	conveying	unique	selling	points	helps	the	audience	form	a	relevant	opinion	about	the	organization.
A	strong	and	clear	USP	for	nonprofits	is	a	route	to	developing	a	positive	perception	among	your	target	donors.	Also,	showcase	how	your	organization	collaborates	with	other	organizations	or	entities	to	increase	your	impact	and	reach.	Nonprofit	organizations	must	develop	a	strategy	to	build	a	portfolio	in	this	case.	Making	your	work	available	for	your
audience	to	see	simply	makes	the	entire	procedure	of	targeting	donors	transparent	enough.	Plus,	emphasize	your	organization’s	commitment	to	long-term	solutions	and	financial	sustainability.	Again,	displaying	your	previous	projects	for	the	audience	is	just	as	crucial	here.	Organizations	can	come	up	with	engaging	ideas	to	show	the	impact	of	their
projects	from	the	past.	Creating	a	Fundraising	Strategy	Developing	a	comprehensive	fundraising	strategy	is	crucial	for	guiding	your	efforts	and	maximizing	your	results.	Set	SMART	goals,	create	a	fundraising	calendar,	allocate	resources,	and	diversify	your	funding	sources	to	optimize	your	approach.	Setting	SMART	Goals	Specific:	Clearly	define	your
fundraising	objectives,	such	as	a	target	amount	or	a	specific	project	to	be	funded.	Understanding	your	audience	plays	a	pivotal	role	in	aligning	your	goals	and	vice	versa.	Measurable:	Establish	quantifiable	indicators	that	will	allow	you	to	track	progress	and	measure	success.	A	step-by-step	record	of	each	project	helps	organizations	understand	where
they	stand	and	if	there	is	any	other	step	that	needs	to	be	taken	to	improve	records.	Achievable:	Set	realistic	goals	based	on	your	organization’s	capacity,	resources,	and	past	performance.	Relevant:	Ensure	your	fundraising	goals	align	with	your	organization’s	mission,	vision,	and	priorities.	Above	all,	your	potential	major	donors	should	be	able	to
resonate	with	the	goals.	Time-bound:	Assign	deadlines	to	your	goals	to	create	a	sense	of	urgency	and	facilitate	progress	tracking.	Developing	a	Fundraising	Calendar	Organizing	annual	campaigns	is	a	crucial	aspect	of	our	fundraising	strategy.	Regularly	scheduled	fundraising	events,	such	as	year-end	appeals	or	spring	campaigns,	provide	consistent
opportunities	for	donors	to	give.	It	is	essential	to	plan	these	campaigns	for	months,	taking	care	to	carefully	define	each	planning	process.	Importantly,	these	campaigns	must	align	with	our	organization’s	philosophy,	as	this	will	resonate	with	our	donors’	values	and	further	inspire	their	generosity.	Next,	let’s	talk	about	special	events.	The	collection	of
donations	through	engaging,	entertaining	events	is	a	common	and	effective	strategy	employed	by	many	nonprofit	organizations.	By	planning	and	organizing	events	such	as	galas,	charity	runs,	or	auctions,	you	can	create	a	rewarding	experience	for	donors,	who	not	only	enjoy	the	event	but	also	feel	connected	to	the	cause	they	are	supporting.	Finally,
the	tracking	of	grant	deadlines	is	very	important.	Timely	application	to	grant	opportunities	can	often	be	the	lifeline	that	nonprofit	organizations	need	to	carry	out	their	work.	Many	individuals	and	organizations	follow	pages	and	platforms	with	relevant	information	to	keep	themselves	updated	on	upcoming	opportunities.	Being	meticulous	about	these
deadlines	ensures	we	don’t	miss	out	on	any	potential	funding	sources	that	could	contribute	significantly	to	our	organization’s	mission.	Allocating	Resources	Staffing:	Assign	staff	members	or	volunteers	to	specific	fundraising	tasks,	such	as	prospect	research,	donor	cultivation,	or	event	planning.	Regular	training	of	the	assigned	staff	members	should
also	be	on	the	priority	list	of	organizations	to	stay	on	track.	Budget:	Determine	the	financial	resources	needed	for	your	fundraising	efforts,	including	materials,	technology,	and	personnel	costs.	Budgets	may	vary	depending	on	the	size	and	age	of	a	nonprofit	organization.	Technology	and	Tools:	Invest	in	donor	management	software,	online	fundraising
platforms,	and	other	tools	that	can	streamline	your	efforts	and	improve	donor	engagement.	A	one-time	investment	in	relevant	software	goes	a	long	way	in	the	organization’s	progress.	Diversifying	Funding	Sources	Prospecting	New	Donors:	Actively	seek	out	new	potential	donors	through	research,	networking,	and	outreach	efforts.	You	may	use	various
social	media	platforms	to	achieve	your	goals	in	this	regard.	Cultivating	Current	Donors:	Encourage	current	donors	to	continue	supporting	your	organization	through	regular	communication,	personalized	engagement,	and	stewardship.	Healthy	relationships	with	existing	donors	can	be	established	by	maintaining	contact	through	emails,	SMS
subscriptions,	etc.	Exploring	Planned	Giving:	Promote	planned	giving	options,	such	as	bequests,	charitable	trusts,	or	major	gifts	to	encourage	long-term	support.	Gift-giving	practices	help	maintain	a	soft	spot	in	your	audience’s	heart	and	also	help	in	brand	recall.	In-kind	Donations:	Solicit	in-kind	donations,	such	as	goods,	services,	or	expertise,	to
supplement	your	financial	support.	Crafting	Compelling	Donor	Communications	Effective	donor	communications	are	key	to	inspiring	support	and	fostering	relationships.	Develop	impactful	messages,	tailor	your	approach	to	different	donor	segments,	and	create	visually	engaging	content	to	capture	attention.	Developing	Key	Messages	Emotional
Appeal:	Evoke	emotions	by	sharing	powerful	stories,	images,	or	videos	that	illustrate	the	importance	and	impact	of	your	work.	Emotional	appeals	are	a	great	way	to	attract	donors,	especially	during	the	days	when	special	occasions	such	as	Thanksgiving,	Easter,	etc	are	near.	Urgency:	Convey	a	sense	of	urgency	by	emphasizing	pressing	needs	or	timely
opportunities	for	donors	to	make	a	difference.	Such	appeals	work	best	when	immediate	attention	is	required,	such	as	in	natural	disasters.	Tangible	Outcomes:	Clearly	articulate	the	specific	outcomes	that	donors’	financial	contributions	will	help	achieve,	such	as	the	number	of	people	served	or	the	tangible	impact	on	a	community.	Tailoring	Messages	to
Donor	Segments	Firstly,	personalization	helps	your	communication	match	each	donor’s	unique	interests	and	giving	history.	It’s	about	directly	connecting	with	each	donor,	making	them	feel	seen	and	valued.	Secondly,	a	multichannel	approach	is	key.	By	utilizing	various	communication	platforms,	like	email,	social	media,	and	direct	mail,	you	can
maintain	consistent	and	engaging	contact	with	your	donors,	no	matter	where	they	are.	Lastly,	prioritize	relevance	in	your	messaging.	By	understanding	and	addressing	the	specific	motivations	of	different	donor	groups,	you	can	craft	resonating	messages,	creating	stronger	ties	between	donors	and	your	organization.	Designing	Impactful	Visuals
Infographics:	Create	visually	appealing	infographics	that	convey	complex	information	or	data	in	an	easily	digestible	format.	Avoid	complex	words	or	charts	that	may	distract	from	your	message.	Videos:	Make	compelling	videos	that	showcase	your	organization’s	impact,	share	beneficiary	stories,	or	provide	a	behind-the-scenes	look	at	your	work.	Include
shots	from	donation	drives	and	real-time	imagery	of	the	communities	where	the	impact	was	made.	Most	often,	a	before	and	after	analysis	of	projects	helps	the	audience	understand	the	organization’s	goals.	Social	media	graphics:	Develop	eye-catching	graphics	for	social	media	platforms	that	encourage	engagement	and	sharing.	Keep	your	social	media
accounts	up-to-date	since	a	large	audience	is	now	found	online.	Cultivating	lasting	relationships	with	donors	is	essential	for	sustained	support.	Engage	with	your	community	through	networking,	donor	cultivation	events,	and	effective	stewardship	to	build	strong	connections.	Networking	and	Community	Engagement	Donor	Stewardship	Recognition
and	Appreciation:	Acknowledge	and	thank	donors	for	their	support	through	personalized	communications,	public	recognition,	or	special	events.	Sending	a	token	of	appreciation	in	the	form	of	corporate	gifting	is	a	widely	known	idea	to	thank	and	respect	your	donors.	Sometimes,	even	a	phone	call	appreciating	your	major	donors	could	work	best.
Regular	Updates:	Keep	donors	informed	about	your	organization’s	progress,	successes,	and	challenges	through	newsletters,	emails,	or	social	media	updates.	Donor	Surveys:	Solicit	donor	feedback	through	surveys	or	interviews	to	better	understand	their	preferences,	expectations,	and	experiences	with	your	organization.	Organizations	could	roll	out
survey	forms	through	social	media	platforms,	emails,	phone	calls,	SMS	subscriptions,	or	conduct	one-on-one	meetings	to	collect	authentic	feedback.	Evaluate	the	survey	results	and	develop	strategies	to	fill	in	any	gaps	identified.	Carry	out	surveys	periodically	to	constantly	measure	the	quality	of	fund-raising	campaigns.	Evaluating	Fundraising	Success
Monitoring	and	evaluating	your	fundraising	efforts	is	crucial	for	continuous	improvement	and	success.	Establish	key	performance	indicators	(KPIs),	track	progress,	and	adjust	your	strategies	based	on	data-driven	insights.	Establishing	Key	Performance	Indicators	(KPIs)	Donor	Retention	Rate:	Measure	the	percentage	of	donors	who	continue	to	support
your	organization	from	one	year	to	the	next.	Average	Gift	Size:	Calculate	the	average	amount	donated	per	gift	to	gauge	the	effectiveness	of	your	fundraising	appeals.	Cost	per	Dollar	Raised:	Determine	the	efficiency	of	your	fundraising	efforts	by	comparing	the	costs	associated	with	collecting	donation	amount	to	the	total	amount	raised.	Monitoring	and
Adjusting	Strategies	Conclusion	Attracting	and	retaining	donors	is	vital	for	nonprofit	organizations	to	achieve	their	mission	and	create	lasting	impact.	By	understanding	your	target	donors,	developing	a	strong	value	proposition,	creating	a	strategic	fundraising	plan,	crafting	compelling	communications,	building	relationships,	and	evaluating	your
efforts,	your	organization	can	secure	the	financial	support	it	needs	to	thrive.	Remember	that	fundraising	is	an	ongoing	process	that	requires	constant	adaptation	and	improvement,	so	stay	committed	to	learning,	growing,	and	refining	your	approach	for	long-term	success.	Learning	how	to	raise	money	for	a	nonprofit	organization	can	sometimes	feel
intimidating,	but	it	doesn’t	have	to	be.	If	you’re	not	sure	where	to	get	started,	you’ve	come	to	the	right	place!	Let’s	explore	12	simple	steps	to	follow	to	raise	more	for	your	nonprofit.		12	Simple	Ways	of	Effectively	Fundraising	for	Nonprofits	1.	Create	a	branded	donation	page	Your	first	step	in	any	solid	fundraising	strategy	is	to	get	your	donation	page
in	shape.	Your	page	should	be	secure,	up-to-date,	and	on-brand	–	with	minimal	effort	required	from	your	end!	To	make	the	process	hassle-free,	use	fundraising	software	like	Donorbox	for	an	all-in-one	donation	page	solution,	helpful	resources,	and	lightning-fast	customer	support.	Getting	started	with	Donorbox	takes	just	four	simple	steps.	Sign	up	for
free,	create	your	donation	form,	customize	your	Donorbox-hosted	donation	page	to	add	branding,	and	connect	your	payment	processor	(Stripe	or	PayPal).	That’s	it!	We	love	how	Giving	Tree	Books	added	multiple	colors	to	their	form	and	eye-catching	visuals	on	their	donation	page.	Create	a	Branded	Donation	Page	Best	practices	for	a	donation	page:	
Make	sure	it’s	easy	to	find	on	your	organization’s	website.	Include	an	option	for	recurring	giving	to	make	regular	giving	easy	(more	on	this	below!).	Have	a	goal	meter	on	the	page	to	create	a	sense	of	urgency	among	donors.	Include	social	media	sharing	options	on	the	page	so	donors	can	help	spread	the	word.	Customize	your	page	with	your
organization’s	colors,	fonts,	and	other	brand	elements.	Add	images	and	video	to	make	it	more	engaging.	Bonus	resource:	Read	more	best	practices	in	this	blog	post.	Pro	tip:	Be	sure	to	test	your	page	on	a	mobile	device!	Half	of	U.S.	citizens	alone	spend	approximately	5-6	hours	on	their	smartphones	every	day.	Choosing	the	right	fundraising	software
will	ensure	you	have	a	mobile-ready	strategy!	2.	Set	up	a	donation	kiosk	Not	everyone	has	cash	on	them	these	days.	Roughly	four	in	10	Americans	claim	they	don’t	use	cash	for	any	of	their	regular	weekly	purchases.	That’s	why	savvy	nonprofits	are	modernizing	the	way	they	accept	in-person	donations.	Enter	the	Donorbox	Live™	Kiosk	app.	Use	this
app	to	easily	turn	your	tablet	and	card	reader	into	a	powerful	donation	kiosk	that	collects	donations	from	credit	cards,	smartphones,	and	smartwatches.	You	can	station	this	around	your	building	or	use	it	to	work	the	crowd	at	events.	Each	donation	flows	into	your	Donorbox	account	so	you	can	easily	track	the	success	of	your	campaign	–	perfect	for
analyzing	your	nonprofit	fundraising	strategy.	Best	practices	for	a	donation	kiosk:		Make	sure	your	kiosk	screen	matches	your	branding.	Donorbox	Live™	allows	you	to	add	your	logo	and	customize	the	color	and	call-to-action	text.	Use	donation	kiosks	at	fundraising	events	to	boost	revenue.	This	is	great	for	events	with	silent	auctions	where	guests	are
circulating	and	getting	ready	to	spend	money!	3.	Offer	a	convenient	text-giving	option	Where	is	your	mobile	phone	as	you’re	reading	this?	Chances	are	you’re	either	reading	this	on	your	phone	or	it’s	within	reach.	That’s	why	text	giving	should	be	a	vital	part	of	your	modern	fundraising	strategy.	Text-to-give	allows	donors	to	donate	to	your	cause	simply
by	sending	a	text	message	with	their	mobile	phones.	With	Donorbox	Text-to-Give,	all	you	have	to	do	is	share	your	campaign	ID	or	unique	keyword	and	number	with	your	supporters.	Once	a	donor	sends	a	text,	they’ll	receive	a	mobile-friendly	fundraising	page	link	to	make	their	donation.	Repeating	their	gift	is	even	easier	–	no	need	to	fill	out	a	donation
form	again.	Plus,	enabling	UltraSwift™	Pay	on	your	donation	form	allows	donors	to	checkout	using	their	preferred	digital	wallet.	This	means	they	don’t	have	to	enter	their	contact	information	–	which	saves	them	time	and	effort!	Best	practices	for	text-to-give:		Use	text-to-give	campaigns	selectively	to	avoid	overwhelming	your	donors.	Consider	text-to-
give	campaigns	for	emergency	fundraising	initiatives,	political	campaigns,	church	fundraising,	and	celebrating	significant	milestones.	Keep	your	text-to-give	message	simple	and	on-brand.	It	should	be	short,	easy	to	remember,	and	relevant	to	your	mission.	Bonus	resource:	Become	a	text-to-give	whiz	with	our	free	guide.	4.	Steward	those	donor
relationships	Raising	money	doesn’t	end	once	your	organization	has	received	a	donation.	In	fact,	many	fundraisers	believe	that	this	is	where	the	true	work	of	fundraising	begins	–	stewarding	those	relationships	so	your	donors	give	again	and	again.	Donor	retention	is	a	key	metric	all	nonprofits	should	track	to	measure	the	effectiveness	of	their	donor
engagement.	For	most	nonprofits,	this	is	around	40%.	But…what	practical	steps	can	you	take	to	steward	relationships	and	increase	your	donor	retention	rate?	Having	the	right	tools	is	the	first	step.	Donorbox	CRM	is	a	robust,	AI-driven	solution	that	helps	you	manage	donor	information,	automate	engagement,	and	turn	one-time	donors	into	long-term
supporters.	With	a	built-in	Mail	Center	for	small	group	or	individual	emails	and	Email	Marketing	platform	for	mass	communications,	you	can	communicate	with	and	manage	your	donors	all	in	one	place.	Learn	more	about	everything	Donorbox	CRM	has	to	offer,	then	reach	out	to	our	product	experts	for	a	demo!	Build	Better	Donor	Relationships	Best
practices	for	using	a	CRM:	Choose	a	CRM	with	a	powerful	fundraising	solution	so	you	can	streamline	your	workflows	and	enjoy	all	of	your	data	in	one	place.	Keep	the	data	in	your	CRM	clean	by	choosing	a	solution	that	will	automatically	suggest	duplicate	records	to	remove,	saving	you	time	and	energy.	Invest	in	donor	stewardship	so	you	will	see	a
return	in	the	long	run	with	repeat,	loyal	donors.	5.	Send	appeal	letters	to	supporters	Everyone	likes	getting	mail,	but	many	nonprofits	are	moving	away	from	the	traditional	direct	mail	method.	However,	there	are	some	compelling	reasons	why	you	shouldn’t	remove	it	from	your	fundraising	strategy	entirely.	Did	you	know	that	90%	of	direct	mail	gets
opened?	You	may	have	a	unique	opportunity	to	connect	with	donors	and	all	it	takes	is	a	stamp!	Get	creative	and	send	out	new	types	of	mailers,	including	postcards	with	QR	codes	to	your	online	donation	form.	Just	be	sure	to	include	supporting	materials	that	might	interest	prospective	donors.	For	example,	share	a	brief	success	story	about	your	most
recent	project	or	something	else	that	demonstrates	value	to	your	donors.	A	direct	mail	campaign	can	be	as	simple	or	as	complex	as	you	wish.	Print	fundraising	letters	on	your	letterhead	and	put	everything	together	in-house.	Or	outsource	any	parts	of	this	project	you	might	need	support	with,	especially	if	your	mailing	list	is	large.	This	might	include	a
graphic	designer,	copywriter,	printer,	and/or	mail	house.	Best	practices	for	direct	mail	fundraising:		Combine	direct	mail	with	digital	fundraising.	This	helps	you	cover	all	your	bases	while	providing	options	to	your	donors.	Track	the	success	of	your	mailed	campaigns	by	reviewing	the	funds	raised	compared	with	your	design,	printing,	and	postage	costs.
Bonus	resource:	Looking	for	more	guidance	on	how	to	do	a	mailed	letter	fundraising	campaign?	Check	out	this	blog	post.	6.	Launch	a	crowdfunding	campaign	for	time-bound	projects	A	crowdfunding	campaign	harnesses	the	power	of	a	crowd	to	fun	a	specific	project	or	program.	Each	person	contributes	a	small	amount	toward	an	overall	goal.	A
crowdfunding	campaign	is	great	for	urgent	projects	such	as	funding	a	new	facility,	brand-new	equipment,	mission	trips,	or	renovation	work.	This	popular	nonprofit	fundraising	type	isn’t	going	anywhere.	In	fact,	the	current	average	donation	to	a	crowdfunding	campaign	is	$66	–	which	can	significantly	add	up.	If	crowdfunding	isn’t	a	part	of	your
fundraising	strategy,	the	time	to	add	it.	Donorbox	makes	it	easy	to	create	a	crowdfunding	page,	post	dedicated	updates	to	your	campaign	on	a	separate	tab,	add	a	donor	wall	to	build	social	proof,	add	social	media	sharing	buttons,	and	much	more.	Black	Girls	Code	has	raised	over	$400,000	through	their	Donorbox	crowdfunding	campaign.	We	love	how
they	added	a	video	to	engage	their	supporters!	Explore	Donorbox	Crowdfunding	Best	practices	for	crowdfunding	campaigns:	Include	a	fundraising	meter	on	your	nonprofit	fundraising	page	to	track	your	progress.	Make	sure	your	website	is	mobile-friendly	and	you	have	included	options	to	share	on	social	media!	Be	sure	to	update	your	donors	about
your	project	and	your	progress	along	the	way.	Campaigns	with	updates	raise	126%	more	than	those	with	no	updates.	Choose	fundraising	software	that	can	do	it	all	so	you’re	not	stuck	switching	between	platforms	for	crowdfunding	and	regular/recurring	donors.	Bonus	resource:	Learn	the	art	of	creating	the	perfect	crowdfunding	page	in	this	blog	post.
7.	Host	fundraising	events	and	sell	tickets	One	revenue	stream	many	nonprofit	fundraisers	miss	out	on	is	selling	tickets	to	fun,	brand-focused	fundraising	events.	These	events	provide	an	opportunity	for	prospective	and	current	donors	to	engage	with	your	cause.	Whether	you	host	an	in-person,	virtual,	or	hybrid	event,	selling	tickets	can	help	you	meet
your	fundraising	goals	for	the	year	and	should	be	an	important	part	of	your	fundraising	strategy.	And	Donorbox	Events	can	help	you	do	it!	Build	your	event	page	online	with	as	many	ticket	tiers	as	you	need.	Mark	both	the	fair	market	and	tax-deductible	amount	for	each	ticket	type	to	encourage	ticket	purchasers	to	buy	at	higher	levels.	Plus,	ask	for
additional	donations	on	top	of	ticket	sales	to	boost	your	event’s	success.	They’ll	get	their	receipts	and	tickets	delivered	automatically	via	email.	Check	out	this	example	of	an	event	page	created	using	Donorbox	Events.	Create	an	Event	Page	Online	Best	practices	for	fundraising	events:	Engage	an	event	committee	of	supporters	and	stakeholders	to	help
plan	your	nonprofit	fundraising	event.	Keep	your	event	true	to	your	organization’s	personality	and	donors’	interests.	You	don’t	have	to	host	a	gala	or	a	golf	tournament.	If	your	donors	are	a	“blue	jeans	and	BBQ”	crowd,	embrace	it!	Unique	events	can	be	especially	memorable	and	fun.	Choose	an	event	ticketing	solution	that	automates	the	work	and
gives	you	a	platform	to	manage	all	information	in	one	place.	Sell	t-shirts,	have	a	raffle	game,	include	silent	auctions,	a	bake	sale,	etc.	to	spice	up	your	event	fundraising.	Bonus	resource:	Create	an	event	page	and	make	it	live	for	your	potential	attendees	in	just	three	steps.	Learn	more	here.	8.	Try	peer-to-peer	fundraising	to	encourage	supporters	to
fundraise	Raising	money	for	nonprofits	can	be	more	effective	and	efficient	when	your	supporters	help	champion	your	cause.	After	all,	nonprofit	fundraising	is	all	about	connecting	people	with	the	causes	they’re	most	passionate	about!	Choose	your	best	supporters	–	volunteers,	donors,	friends,	family,	colleagues,	board	members,	etc.	–	and	invite	them
to	try	peer-to-peer	fundraising.	A	common	example	of	peer-to-peer	fundraising	is	a	charity	walkathon.	A	donor	signs	up	to	support	the	cause.	Then,	they	raise	money	from	their	network	of	family,	friends,	coworkers,	and	neighbors.	The	fundraising	software	you	choose	for	your	nonprofit	should	make	this	process	as	simple	for	you	and	your	fundraisers
to	use	as	possible.	With	Donorbox	Peer-to-Peer,	you	can	create	a	peer-to-peer	campaign	and	invite	your	supporters	right	from	your	account	in	just	a	few	minutes.	Your	fundraisers	will	then	be	guided	to	create	and	customize	their	own	fundraising	pages.	It’s	the	most	effective	way	to	boost	your	outreach	as	a	nonprofit	and	multiply	donations	through
the	power	of	your	supporters’	network.	We	love	how	this	organization	allowed	anyone	to	sign	up	to	fundraise	for	their	campaign.	This	makes	it	super	easy	for	donors	to	multiply	their	impact!	Get	Started	With	Donorbox	Peer-to-Peer	Best	practices	for	peer-to-peer	fundraising:		Equip	your	peer-to-peer	fundraisers	with	photos,	graphics,	and	templates
for	emails	and	social	media.	Opt	for	an	online	peer-to-peer	solution	that	automates	the	process	of	inviting	supporters	and	helps	them	create	customized	donation	pages	on	their	own.	Encourage	friendly	competition	by	recognizing	your	top	fundraisers	in	a	special	way,	or	giving	them	some	special	swag	items	from	your	organization.	Bonus	resource:
Just	starting	out	with	your	first	peer-to-peer	campaign?	Check	out	this	step-by-step	guide	to	using	Donorbox	Peer-to-Peer.	9.	Turn	one-time	donors	into	recurring	donors	Also	sometimes	called	“sustaining	donations,”	these	are	gifts	that	a	donor	agrees	to	give	on	an	ongoing	basis.	Recurring	donations	provide	donors	with	an	easy,	hassle-free	way	to
support	causes	they	love.	Recurring	giving	programs	are	the	bread	and	butter	of	nonprofit	fundraising,	as	they	provide	nonprofits	with	a	consistent,	steady,	and	predictable	source	of	income.	The	Donorbox	Recurring	Donations	feature	is	easy	to	add	to	your	campaign.	While	creating	your	donation	form	on	Donorbox,	simply	check	the	recurring
intervals	you’d	like	to	have	on	the	form	and	you’re	done.	You	can	choose	four	of	the	following	intervals:	one-time,	daily,	weekly,	biweekly,	monthly,	quarterly,	and	annually.	Then,	embed	your	form	on	your	website	or	host	it	on	Donorbox.	Plus,	recurring	donors	can	log	in	to	their	own	Donorbox	account	at	any	time	to	change	their	donation	–	saving	you
time	on	the	backend.	Here’s	an	example	of	a	nonprofit	using	a	Donorbox	recurring	donation	form	on	their	website.	With	Donorbox,	you	also	have	the	option	to	highlight	your	preferred	recurring	interval	on	your	donation	form	(like	in	the	example	below	–	a	tiny	heart	icon	next	to	the	interval).	Create	a	Recurring	Donation	Form	The	latest	report	by
Double	the	Donation	shows	that	57%	of	donors	are	now	enrolled	in	recurring	giving	–	an	increase	of	over	11%	from	the	previous	year.	Best	practices	for	recurring	giving:	Promote	this	giving	option	in	your	organization’s	newsletter,	social	media	posts,	and	other	communications.	Thank	your	recurring	donors!	It	can	be	easy	to	overlook	these	loyal
donors	since	their	giving	happens	automatically.	Make	it	a	habit	to	connect	with	them	in	a	personal	way	now	and	say	thank	you.	Bonus	resource:	Turning	your	one-time	donors	into	recurring	donors	seems	daunting.	Here’s	a	blog	post	to	help	you	get	started.	10.	Seek	out	corporate	sponsorships	and	partnerships	Corporations	with	corporate	social
responsibility	programs	have	agreed	to	devote	resources	to	making	the	communities	they	operate	in	better.	Often,	this	leads	to	opportunities	for	nonprofits	to	seek	out	sponsorships	or	partnerships	with	these	companies.	Consider	whether	you	have	an	upcoming	event,	program,	or	initiative	that	might	be	appealing	to	a	corporate	funder.	This	is	the
perfect	time	to	solicit	event	sponsorships.	Partnerships	can	include	ongoing	programming	and	support	in	a	variety	of	ways.	In	exchange	for	supporting	your	organization,	these	companies	receive	free	advertising	and	reputation	boosting	through	recognition	on	digital	and	print	materials,	signage,	invitations,	and	more.	There	are	also	sometimes	tax
incentives	associated	with	in-kind	gifts.	Best	practices	for	corporate	sponsorships	and	partnerships:	Be	mindful	of	tax	implications	related	to	sponsorships.	The	IRS	has	rules	about	what	counts	as	an	advertising	purchase	versus	a	sponsorship.	Ask	prospective	partners	which	recognition	benefits	are	most	important	to	them.	Within	reason,	you	can
create	a	model	or	package	that	suits	their	goals.	Get	it	in	writing!	To	prevent	any	confusion,	be	sure	a	representative	from	each	organization	signs	an	agreement	detailing	the	arrangement.	Bonus	resource:	Learn	how	to	secure	corporate	sponsorships	with	a	step-by-step	approach.	11.	Launch	a	phone-a-thon	This	effective	fundraising	strategy	involves
connecting	with	donors	the	old-school	way	–	by	picking	up	the	phone!	During	a	phone-a-thon,	you	place	calls	to	donors	and	ask	them	to	support	your	cause.	You	may	ask	for	a	specific	amount,	or	ask	them	to	match	or	increase	their	gift	from	the	previous	year.	Organize	a	phone-a-thon	in-house	using	your	existing	staff	members	to	save	money.	Or
engage	a	company	to	handle	the	heavy	lifting	(and	the	calls)	for	you.	While	the	goal	of	the	call	might	be	to	secure	a	donation,	you	can	learn	a	lot	in	the	process.	During	a	phone-a-thon,	you	might	ask	donors	why	they	choose	to	support	your	work.	You	might	also	ask	them	what	other	causes	they	support.	One	favorite	question	is:	“What	is	the	most
meaningful	gift	you’ve	ever	given,	and	what	was	so	special	about	it?”	You’ll	learn	a	lot	about	your	donor’s	philanthropic	values	from	this	question!	And	you’ll	form	a	genuine	connection	that	can	lead	to	greater	long-term	support.	Pro-tip:	Record	this	information	in	your	Donorbox	donor	management	database.	You	can	add	communication	records	so	you
know	exactly	what	you	talked	about	and	when.	This	helps	you	build	donor	relationships	–	and	keeps	you	from	reaching	out	too	much	and	becoming	a	nuisance.	Best	practices	for	a	phone-a-thon:	Don’t	be	afraid	to	pick	up	the	phone!	You	might	be	surprised	how	many	donors	are	craving	connection.	Create	targeted	fundraising	scripts	to	ensure	success.
A	solicitation	call	is	also	an	opportunity	to	steward	the	donor	for	their	past	giving.	Be	sure	to	share	your	gratitude	for	their	past	support!	Build	trust	and	connection	by	sharing	who	you	are	and	what	your	role	is	within	your	nonprofit.	You	can	also	share	what	motivates	you	to	stay	involved	with	the	cause.	Bonus	resource:	Need	help	getting	started?
Check	out	this	guide	to	running	a	successful	phone-a-thon.	12.	Start	a	membership	program	Membership	programs	have	many	benefits.	They	ensure	a	predictable	revenue	for	your	nonprofit	organization,	help	you	create	a	loyal	supporters	base,	and	ensure	you’re	able	to	offer	benefits	to	your	members.	These	benefits	may	include	exclusive	access	to
your	updates	and	newsletters,	member-only	events	to	help	raise	more	money	and	acknowledge	their	support,	and	special	programs	to	make	them	feel	a	part	of	your	mission.	Donorbox	Memberships	is	our	easy-to-use	membership	tool	that	helps	you	build	more	connections	with	your	donors.	Add	unlimited	membership	tiers	to	the	form	to	fully
customize	your	program	for	monthly	or	annually	recurring	memberships.	Plus,	you	can	create	a	form	that	aligns	with	your	brand	and	even	embed	it	right	on	your	website.	Your	members	can	also	log	in	to	their	accounts	on	Donorbox	and	manage	their	membership	plans.	And	you	can	easily	manage	member	data	and	membership	payments	on	the
backend!	Check	out	the	monthly	membership	campaign	below	created	on	Donorbox.	Start	Your	Membership	Campaign	Best	practices	for	memberships:	Choose	your	membership	levels	wisely.	Consider	asking	your	best	supporters,	volunteers,	and	board	members	what	benefits	they’d	want	to	have	in	return	for	a	lasting	relationship.	Promote	your
membership	program	via	social	media,	emails,	and	advertisements	to	attract	more	potential	members.	Do	not	forget	your	members	after	they’ve	signed	up	for	your	membership	program!	Engage	them	regularly	beyond	the	benefits	on	offer.	Host	fun	and	meaningful	events	to	recognize	their	support	and	encourage	them	to	bring	in	more	members.
Choose	a	user-friendly	membership	tool	that	doesn’t	charge	a	hefty	initial	or	monthly	amount.	Bonus	resource:	Here’s	everything	you	need	to	know	about	running	a	successful	membership	program.	Looking	for	fundraising	ideas?		Check	out	our	playlist	to	discover	fresh	ideas	to	inspire	your	fundraising.	Subscribe	to	our	YouTube	channel	to	get
practical	tips	and	advice	from	nonprofit	experts.	Start	Raising	Money	Online	Today	With	a	variety	of	ways	to	raise	money	for	your	nonprofit,	your	biggest	challenge	might	be	deciding	which	fundraising	ideas	to	pursue	first!	Remember,	nonprofit	fundraising	is	a	marathon,	not	a	sprint.	Take	your	time	to	build	a	strong	giving	program	over	the	long
term.	With	persistence,	optimism,	and	the	right	tools,	you	can	take	your	fundraising	efforts	to	the	next	level!	Donorbox	is	an	online	fundraising	solution	that	helps	nonprofits	raise	money	and	boost	outreach	through	its	advanced	solutions	such	as	crowdfunding,	peer-to-peer	fundraising,	recurring	donation	forms,	text-to-give,	memberships	campaigns,
event	ticketing,	and	more.	Learn	more	about	our	features	here.	At	Donorbox,	we	specialize	in	making	nonprofit	fundraising	logistics	easy	for	busy	professionals.	Check	out	our	Nonprofit	Blog	for	more	free	resources	and	fundraising	ideas.	Subscribe	to	our	newsletter	for	fundraising	tips	and	tricks	delivered	to	your	inbox	every	month.	Nonprofits	are
organizations	that	operate	for	the	collective	public	and	private	interest	without	aiming	to	generate	profits	for	the	founders.	Unlike	businesses,	nonprofit	organizations	are	exempt	from	federal	income	taxes	under	subsection	501(c)(3)	of	the	Internal	Revenue	Service	(IRS)	tax	code.	Tax-exempt	enables	nonprofits	to	save	thousands	of	dollars	to	facilitate
their	operations	effectively.	However,	to	become	exempt	from	federal	taxes,	nonprofits	must	meet	certain	criteria,	including	operating	exclusively	for	charitable,	religious,	educational	purposes,	and	more.	In	addition,	every	income	generated	should	be	turned	over	to	the	organizations	or	individuals	legally	recognized	as	legitimate	charities.Nonprofits
must	apply	for	tax-exempt	status	with	the	IRS	and	be	approved	to	become	tax-exempt.	In	other	words,	merely	creating	and	incorporating	a	nonprofit	organization	in	your	state	does	not	qualify	it	as	a	tax-exempt	organization	but	establishes	it	as	a	legal	business	entity.	How	Can	a	Nonprofit	Be	Tax	Exempt?Many	people	think	setting	up	a	nonprofit
organization	will	automatically	make	it	tax-exempt.	But	unfortunately,	that	is	not	the	case.	For	your	nonprofit	organization	to	attain	tax-exempt	status,	there	are	some	processes	you	must	undergo.	And	it	would	help	every	nonprofit	leader	know	the	right	procedures	to	follow	when	filing	for	tax-exempt	status.	Below	are	the	guideline	for	obtaining	tax-
exempt	status	for	your	nonprofit.	IncorporationStart	with	incorporating	your	nonprofit	within	your	state,	and	get	your	Article	of	Incorporation	handy.	When	filing	for	tax-exempt,	the	IRS	would	request	your	Article	of	Incorporation.Apply	for	Your	EINHaving	gotten	your	Article	of	Incorporation,	the	next	you	would	do	is	to	get	your	Employer
Identification	Number,	irrespective	of	whether	you	have	employees.	To	obtain	your	EIN,	you	should	file	Form	SS-4	with	IRS.Detail	Your	Nonprofit	MissionYou	should	provide	an	in-depth	explanation	of	your	nonprofit’s	purpose	in	your	Article	of	Incorporation.	In	other	words,	the	mission	your	nonprofit	is	created	to	serve	must	be	convincing	enough	to
the	IRS	when	considering	your	application	for	tax-exempt	status.File	Form	1023	with	IRSYou	must	electronically	file	Form	1023	to	recognize	exemption	from	federal	income	tax.	However,	not	filing	your	application	properly	may	lead	to	rejection.	In	other	words,	submitting	the	application	does	not	guarantee	exemption	will	be	recognized.	Your	bylaw
and	Article	of	Incorporation	are	required	when	filing	Form	1023.What	is	a	990	Form	for	Nonprofit?Every	tax-exempt	organization	must	file	an	annual	information	return	with	the	IRS.	Form	990	is	the	major	tool	used	by	the	IRS	to	gather	information	about	tax-exempt	organizations	and	serves	as	a	tool	for	educating	organizations,	including	nonprofits,
about	tax	law	requirements	to	promote	compliance.	In	addition,	nonprofit	organizations	also	utilize	Form	990	to	share	information	with	the	public	about	their	mission	and	programs.	Plus,	many	states	depend	on	Form	990	to	carry	out	regulatory	oversight	to	checkmate	organization	organizations	claiming	exemption	from	state	income	tax.Nonprofits
file	Form	990	to	report	information	about	their	finances,	leadership,	and	other	activities.	IRS	verifies	this	information	to	ascertain	whether	nonprofits	should	keep	their	tax-exempt	status.	Primarily,	Form	990	gives	the	IRS	a	snapshot	of	nonprofits’	finances	and	sums	up	the	nonprofit’s	mission,	and	indicates	who	are	the	board	of	directors.Most
importantly,	since	the	government	makes	Form	990	publicly	available,	it	enables	the	public	to	know	whether	the	organization	is	trustworthy,	thereby	making	it	easy	for	nonprofits	to	access	a	line	of	credit	when	it	becomes	needful.	However,	if	a	nonprofit	fails	to	file	Form	990	in	three	consecutive	years,	the	IRS	automatically	revokes	its	tax-exempt
status.Federal	Tax	Filing	Requirments	for	Nonprofits	OrganizationsTypically,	nonprofit	organizations	must	file	annual	returns	with	the	IRS.	However,	the	IRS	may	assess	penalties	if	a	nonprofit	fails	to	file	as	required	or	files	late.	Plus,	if	a	nonprofit	does	not	file	an	information	return	as	stipulated	by	the	IRS	tax	code,	it	automatically	loses	its	tax-
exempt	status.Any	nonprofit	organization	that	typically	has	$50,000	or	more	in	gross	income	required	to	file	an	exempt	information	return	must	either	file	Form	990,	Form	990-EZ	or	Short	Form	Return	of	Organization	Exempt	from	Income	Tax.		The	return	is	due	on	the	15th	day	of	the	5th	month	after	the	end	of	the	nonprofit’s	fiscal	year.	Still,	the	due
date	may	be	extended	for	six	months,	but	an	organization	can	only	be	allowed	only	an	extension	of	six	months	for	a	tax	year.In	addition,	small	nonprofit	organizations-those	whose	gross	receipts	are	normally	below	the	threshold-	are	not	required	to	file	an	annual	return	but	may	be	required	to	file	an	annual	electronic	notice	using	e-Postcard.What	is
the	Due	Date	for	Nonprofit	Tax	Returns?According	to	IRS,	the	due	date	for	nonprofits’	tax	returns	is	the	15th	day	of	the	5th	month	after	the	end	of	your	organization’s	accounting	period.	For	example,	a	nonprofit	calendar	year	taxpayer	is	expected	to	file	Form	990	or	990-EZ	by	May	15th.	Although,	the	due	date	may	be	extended	for	six	months	without
showing	the	cause.	Nonprofits	can	also	extend	the	due	by	filing	Form	8868	before	the	due	date;	however,	organizations	are	only	allowed	an	extension	of	6	months	for	a	return	for	a	tax	year.Final	ThoughtBecause	nonprofits	commonly	operate	for	charitable	and	other	beneficial	purposes,	the	income	they	generate	is	exempt	from	tax	under	the	IRS	tax
code.	However,	when	nonprofits	engage	in	economic	activities	that	are	considered	to	be	unrelated	to	their	exempt	purposes,	it	may	result	in	taxable	income.	However,	it’s	worthwhile	for	nonprofits	to	always	have	a	cash	backup	in	order	to	cater	to	their	numerous	programs	especially	when	cash	flow	is	temporarily	down.		At	Financing	Solutions,	a
leading	provider	of	business	loans	for	nonprofits	in	the	form	of	a	501c3/not-for-profit	line	of	credit.	If	you	are	looking	for	a	loan	for	your	nonprofit	you	should	consider	our	line	of	credit	product.	More	donations	for	your	nonprofit	are	out	there.	Last	year	in	America	alone,	donors	gave	$499.3	billion	to	charities.	Are	you	doing	everything	you	can	to	bring
some	of	this	money	to	your	nonprofit?		If	you’re	not	sure	where	to	start,	we	have	six	tried-and-true	methods	to	increase	your	donations	so	you	can	support	your	mission.	6	Ways	to	Increase	Donations	for	Your	Nonprofit	1.	Tell	a	story	Remember,	although	donations	show	up	as	a	monetary	value,	the	potential	donors	you	are	targeting	are	real	people.
You	should	appeal	to	their	emotions	and	experiences	by	creating	compelling,	relatable	content.	Instead	of	explaining	the	logistics	behind	your	organization,	focus	on	telling	the	story	of	how	you	were	able	to	help	a	single	individual.	This	will	allow	you	to	showcase	the	impact	your	organization	has	already	made,	and	make	it	easier	for	potential	donors	to
understand	the	impact	their	own	donations	can	make.	Check	out	our	guide	to	telling	the	perfect	fundraising	story	for	a	more	in-depth	look	at	how	to	craft	a	story	that	will	bring	in	more	donations.		Although	you	can	tell	an	engaging	story	in	writing,	we	recommend	creating	videos,	which	have	been	proven	to	be	the	easiest	form	of	content	to	consume
and	understand,	as	well	as	the	most	effective	method	for	telling	an	organization’s	story.		You	should	post	your	story-based	videos	on	social	media,	your	website,	and	your	donation	page.		We	love	how	Tapestry	shared	their	compelling	fundraising	story	right	on	their	Giving	Tuesday	Crowdfunding	campaign	page.	They	surpassed	their	goal	because	their
donors	were	able	to	see	their	mission	in	action!		Get	Started	With	Donorbox	Bonus	Resource:	Watch	this	webinar	to	know	how	to	utilize	visual	storytelling:	2.	Contextualize	donations	As	we	just	mentioned,	in	order	to	get	more	donations,	you	should	help	potential	donors	understand	how	their	own	donations	can		make	an	impact.	As	such,	you	should
make	sure	that	you	are	clearly	indicating	how	your	organization	is	utilizing	its	donations.	You	can	do	this	easily	using	your	Donorbox	donation	form	by	inputting	explanations	of	what	recommended	donation	amounts	can	provide.		Check	out	how	Water	Warriors	clearly	illustrates	the	impact	of	each	donation	level	on	their	donation	form.	This	encourages
donors	to	give	more	because	they	can	see	what	those	additional	dollars	can	do!		Improve	Your	Donor	Journey	3.	Help	donors	do	the	work	for	you	While	you	should	be	putting	in	your	own	marketing	efforts	in	order	to	promote	your	organization,	there	is	no	harm	in	encouraging	your	donors	to	do	some	of	the	work	for	you.	There	are	two	main	ways	to	do
this.		3.1	Sharing	on	social	media		By	allowing	donors	to	share	their	contributions	on	Facebook,	Twitter,	LinkedIn,	or	other	social	media	platforms,	not	only	will	you	reach	an	extended	audience,	but	you	will	also	gain	credibility.	Individuals	are	more	likely	to	donate	to	an	organization	if	they	know	someone	that	has	gone	through	the	process	of	donating
to	them	before	and	believe	it	is	legitimate	and	secure.	After	someone	donates	through	your	Donorbox	donation	form,	they	can	easily	share	your	campaign	with	the	click	of	a	button.		3.2	Peer-to-Peer	fundraising		If	you	have	top	supporters	who	want	to	help	you	fundraise,	they	can	easily	use	Peer-to-Peer	fundraising	functionality	to	do	so	–	and	bring	in
even	more	donations	for	your	organization.		Donorbox	Peer-to-Peer	is	super	easy	for	you	and	your	supporters.	Simply	enable	the	feature	on	your	campaign	and	either	invite	supporters	directly	via	email	or	allow	anyone	to	sign	up	to	fundraise	on	your	behalf.	Then	your	supporters	will	receive	an	email	linking	them	to	their	fundraising	page,	which	they
can	customize	to	tell	their	own	compelling	story.		From	there,	they	share	their	fundraising	page	with	their	network	and	begin	collecting	donations.	Any	donations	they	receive	automatically	flow	into	your	Donorbox	account	–	meaning	you	don’t	have	to	lift	a	finger	to	bring	in	even	more	money	for	your	campaigns.		Check	out	this	step-by-step	guide	to
learn	more	about	Donorbox	Peer-to-Peer.		4.	Make	it	easy	to	donate	All	things	considered,	if	your	donation	interface	is	too	complicated	or	your	checkout	takes	too	long,	potential	donors	might	opt	out	halfway	through	the	donation	process.	To	not	lose	these	donors,	your	donation	checkout	process	should	be	fast	and	user	friendly.	For	example,
Donorbox’s	optimized	donation	form	can	be	embedded	into	your	webpage	so	that	your	donors	can	checkout	faster	without	having	to	leave	your	website.	In	fact,	with	a	quick	time	test,	we	were	able	to	determine	that	the	Donorbox	checkout	process	is	thirty	seconds	faster	than	that	of	a	competitor’s,	whose	donation	buttons	redirect	donors	to	a	separate
donation	page.	Donorbox’s	advanced	customization	options	also	allow	you	to	make	your	donation	forms	as	simple	as	possible,	all	while	ensuring	you	get	all	the	information	from	your	donors	that	you	deem	necessary	(email	address,	phone	number,	etc.).	Plus,	enable	UltraSwift™	Pay	on	your	Donorbox	donation	form	so	donors	can	check	out	using	their
preferred	digital	wallet.	This	saves	them	from	having	to	input	their	contact	information,	making	the	checkout	process	even	quicker.	Then	they	can	easily	repeat	their	donation	by	logging	into	their	Donorbox	donor	portal	with	QuickDonate™.		5.	Accept	recurring	donations		The	best	way	to	increase	your	donations	is	to	allow	donors	to	make	automated,
recurring	donations.		And	this	can	pay	off	in	a	big	way.	Think	about	it	–	your	donor	may	not	be	able	to	donate	a	large	sum,	but	they	can	give	several	smaller	donations	that	add	up.	In	fact,	recurring	donors	give	an	average	of	42%	more	than	one-time	donors	per	year.		With	Donorbox,	accepting	recurring	donations	is	easy.	Simply	choose	the	donation
intervals	that	make	the	most	sense	for	your	organization	and	add	them	to	your	donation	form.	You	can	also	choose	a	default	interval	and	a	preferred	interval,	which	is	marked	with	a	heart.		For	example,	check	out	how	The	City	highlights	recurring	donations	on	their	donation	form,	with	monthly	set	as	both	the	default	and	preferred	interval.		Start
Accepting	Recurring	Donations	Once	a	donor	makes	a	recurring	donation	on	Donorbox,	they’ll	receive	an	email	prompting	them	to	set	up	their	own	Donorbox	account.	From	there,	they	can	edit	or	cancel	their	recurring	donation	at	any	time	–	saving	you	time	and	effort!	6.	Thank	your	donors	Getting	new	donors	is	great	–	getting	them	to	donate	again
and	again		is	even	better.	Once	somebody	has	submitted	a	donation	to	your	organization,	you	should	send	them	a	thank-you	message	to	show	appreciation	for	their	contribution	and	validate	their	decision	to	donate.	Donorbox	allows	you	to	customize	an	automated	thank-you	email	that	is	sent	to	all	of	your	donors.	A	tax-compliant	donation	receipt	is
attached	to	this	thank-you	email	so	your	donors	have	everything	they	need	come	tax	season.		You	can	then	follow	up	with	a	more	personalized	thank-you	letter	so	your	donors	know	how	much	you	appreciate	them.		Pro-tip:	Stay	in	touch	with	your	donors	to	demonstrate	how	their	donation	has	made	a	difference.	You	can	do	this	by	sending	an	annual	or
impact	report,	or	even	simply	reporting	in	your	newsletter.	Remember,	your	donors	want	to	know	that	their	contributions	are	making	a	difference.	This	encourages	them	to	keep	giving!	Conclusion	Your	nonprofit	needs	resources	to	keep	doing	its	important	work	–	but	sometimes	it	can	be	hard	to	bring	in	the	necessary	donations.	Increasing	your
nonprofit’s	donations	involves	careful	strategy,	planning,	and	some	experimentation.		But	you	don’t	have	to	do	it	alone!	We’ve	shared	six	powerful	ways	to	bring	in	more	donations	by	connecting	with	your	donors	and	getting	them	to	give	again	and	again.		Donorbox	has	the	tools	and	features	you	need	to	maximize	your	donations.	From	easy	tools	that
help	donors	give	again	and	again	to	powerful	fundraising	features	like	Crowdfunding	and	Peer-to-Peer,	Donorbox	has	you	covered.	Plus,	sell	tickets	to	fundraising	events	to	further	boost	your	revenue	with	Donorbox	Events	and	conquer	in-person	giving	with	the	Donorbox	Live™	Kiosk	app.		For	more	fundraising	tips,	check	out	our	Nonprofit	Blog.
Subscribe	to	our	newsletter	to	receive	the	best	collection	of	our	resources	every	month	in	your	inbox!	Nonprofits	are	unique	because	the	focus	is	on	accountability,	not	profitability.	However,	just	because	there	is	no	rush	to	distribute	profits,	a	healthy	financial	position	is	required	for	the	organization	to	continue	to	grow,	thrive,	and	carry	out	the
original	mission,	or	purpose,	of	the	nonprofit.	Financial	statements	are	one	of	the	most	important	tools	that	the	leaders	of	a	nonprofit	organization	can	use	to	ensure	the	future	health	of	the	entity.		Since	nonprofit	financial	statements	differ	from	traditional	financial	reports,	we’ve	put	together	this	simple	guide	to	reading	those	essential	statements.	A
nonprofit’s	Statement	of	Activities	is	an	adopted	income	statement,	or	profit	and	loss	report.	The	Statement	of	Activities	measures	the	impact	of	the	company’s	revenues	and	expenses	and	gives	users	the	total	change	in	net	assets.	The	activity	reported	on	this	statement	covers	a	specified	period	of	time,	usually	one	month	or	one	year.		Change	in	Net
Assets	=	Revenues	–	Expenses	The	revenues,	or	income,	collected	by	most	nonprofit	organizations	include:	Operational	revenues	–	from	membership	dues,	assessments,	and	service	revenuesContributions	–	Donations,	owner	contributions,	investments,	gifts	–	categorized	as	restricted	or	unrestrictedGrants	–	Released	funds	from	grant	agencies	or
foundations,	categorized	as	restricted	or	unrestrictedFundraising	income	–	Revenue	from	all	fundraising	efforts,	sometimes	categorized	by	program	or	project	Typical	expenses	listed	on	a	Statement	of	Activities	include:	Fundraising	expensesGeneral	management	and	administrative	expensesProgram	costs	–	categorized	by	program	or	project	The
change	in	net	assets	gives	the	total	profit	for	a	period	of	time.	In	nonprofit	organizations,	that	total	change	gives	insight	into	how	much	money	is	available	to	reinvest	into	the	organization’s	mission.	Another	option	for	excess	profits	is	for	nonprofits	to	set	up	reserve	funds	for	future	expenditures.		When	reviewing	the	Statement	of	Activities,	interested
parties	should	pay	special	attention	to:	The	amount	of	restricted	versus	unrestricted	fundsChanges	in	actual	revenues	in	comparison	to	prior	periodsChanges	in	expenses	over	time	or	missing	expensesVariances	in	revenues	and	expenses	from	the	annual	budgetThe	use	of	generated	fundraising	revenues	The	Statement	of	Financial	Position	resembles
a	for-profit	entity’s	Balance	Sheet.	While	the	statement	of	activities	focuses	on	the	money	coming	into	and	out	of	the	organization,	the	Statement	of	Financial	Position	brings	attention	to	the	assets	and	liabilities	of	the	company	to	provide	users	with	the	total	net	assets.	The	assets	and	liabilities	listed	on	a	nonprofit’s	Statement	of	Financial	Position	are
listed	as	of	a	certain	date,	typically	the	end	of	the	prior	month	or	year-end.		Assets	=	Liabilities	+	Net	Assets	An	organization’s	liabilities	include	any	money	that	is	owed	to	another	party.	Liabilities	include	expense	payable	balances	for	money	that	is	owed	for	services	or	products	received,	like	payroll,	payroll	taxes,	and	outstanding	supplier	balances.
Loans	and	notes	payable,	through	banks	or	individuals,	are	also	listed	in	the	liability	section	of	the	Statement	of	Financial	Position.		Net	Assets	represent	the	amount	of	equity	a	nonprofit	has.		Included	in	net	assets	is:	Total	fund	balances	–	separated	by	appropriate	restricted	and	unrestricted	fundsEarnings	–	total	calculated	on	current	year-to-date
revenues	after	expenses	are	paid	A	nonprofit’s	assets	include	everything	the	organization	owns.	Assets	are	listed	on	the	Statement	of	Financial	Position	in	the	following	categories:	Cash	–	Separated	by	operating	accounts,	savings	accounts,	and	reserve	balancesFixed	assets	–	Including	equipment,	machinery,	computers,	software,	furniture,	fixtures,
vehicles,	and	other	fixed	assetsAccumulated	depreciation		The	statement	of	financial	position,	or	balance	sheet,	gives	insight	into:	Financial	Health	Metrics,	including	the	current	ratio,	which	indicates	the	nonprofit’s	ability	to	pay	its	obligationsChanges	in	liabilities,	or	debtMaterial	changes	in	cash	balancesThe	value	of	fixed	assets	owned	by	the	entity
and	the	need	for	any	upcoming	repairs,	replacements,	or	additions	The	statement	of	cash	flows	for	an	organization	is	typically	prepared	by	a	CPA	at	the	close	of	a	financial	audit,	but	some	entities	prepare	the	report	internally	annually.	This	financial	statement	shows	a	summary	of	where	the	organization’s	money	was	allocated	and	spent	over	a
determined	amount	of	time,	typically	one	year.	A	formal	statement	of	cash	flows	is	different	from	daily	cash	management	reports	or	cash	forecasts	because	it	separates	the	movement	of	cash	into	three	categories.		The	money	that	comes	in	and	goes	out	for	ordinary	operations,	like:	RevenuesOperating	expenses	including	general	administrative
expenses,	salaries	and	benefits,	utilitiesFundraising	and	program	expenses	Money	that	flows	in	and	out	of	the	organization	due	to	activities	related	to	debts	and	borrowing	activity,	like	loan	and	note	payments	made	each	month	as	well	as	any	income	from	stocks	and	bonds.	The	money	that	was	spent	on	capital	investments,	like	real	estate,	equipment,
and	other	fixed	assets	and	also	any	money	received	from	the	sale	or	benefit	of	those	investments.	Any	cash	activity	that	doesn’t	fall	into	the	operating,	financing,	or	investing	categories,	gets	summarized	in	the	supplemental	section	of	the	statement	of	cash	flows.	This	part	of	the	statement	may	include	expenses	related	to	interest	payments,	income
taxes,	and	any	non-cash	transactions.	Nonprofit	financial	statements	are	a	useful	tool	for	nonprofit	leaders	to	grow	and	manage	their	businesses.	The	most	common	nonprofit	financial	reports	include:	Statement	of	Activities	–	Like	an	income	statement,	shows	how	much	money	is	left	from	revenues	after	all	expenses	are	paidStatement	of	Financial
Position	–	Like	a	balance	sheet,	shows	how	much	the	organization	owns	and	owesStatement	of	Cash	Flows	–	Shows	the	movement	of	money	into	and	out	of	the	organization	Having	organized	and	accurate	financial	reports	is	the	key	to	running	an	efficient	nonprofit	organization.	If	you’re	ready	to	step	up	the	financial	reporting	game	at	your	nonprofit,
give	JFW	Accounting	Services	a	call	today	to	learn	how	we	can	help.	Jo-Anne	Williams	Barnes,	is	a	Certified	Public	Accountant	(CPA)	and	Chartered	Global	Management	Accountant	(CGMA)	holding	a	Master’s	of	Science	in	Accounting	(MSA)	and	a	Master’s	in	Business	Administration	(MBA).	Additionally,	she	holds	a	Bachelor	of	Science	(BS)	in
Accounting	from	the	University	of	Baltimore	and	is	a	seasoned	accounting	professional	with	several	years	of	experience	in	the	field	of	managing	financial	records	for	non-profits,	small,	medium,	and	large	businesses.	Jo-Anne	is	a	certified	Sage	Intacct	Accounting	and	Implementation	Specialist,	a	certified	QuickBooks	ProAdvisor,	an	AICPA	Not-for-
Profit	Certificate	II	holder,	and	Standard	for	Excellence	Licensed	Consultant.	Additionally,	Jo-Anne	is	a	member	of	American	Institute	of	Certified	Public	Accountant	(AICPA),	Maryland	Association	of	Certified	Public	Accountants	(MACPA),	and	Greater	Washington	Society	of	Certified	Public	Accountants	(GWSCPA)	where	she	continues	to	keep	abreast
on	the	latest	industry	trends	and	changes.	Company	donations	can	be	some	of	the	largest	gifts	a	nonprofit	will	receive,	but	how	do	you	get	them?	The	process	of	finding	and	receiving	these	donations	is	fairly	simple	but	not	always	quick.	Nonprofits	should	not	look	at	these	company	gifts	as	a	single	donation	but	as	a	relationship	that	needs	to	be	built
and	encouraged.	In	this	article,	we’ll	walk	you	through	the	10	steps	to	secure	company	donations.	We’ll	also	take	a	look	at	six	major	companies	that	offer	nonprofit	donation,	volunteer,	and	sponsorship	programs.	10	Steps	to	Get	Donations	from	Companies	1.	Create	a	shortlist	of	companies	While	companies	like	Walmart,	Amazon,	and	Google	may	feel
like	the	best	places	to	solicit,	to	get	the	best	results	you	want	to	start	where	you	already	have	connections.	But	companies	are	overwhelmed	with	nonprofits	asking	for	donations,	so	you	may	be	out	of	luck	without	a	personal	connection.	It	is	best	practice	to	go	through	your	donor	list	and	find	the	companies	that	have	donated	or	volunteered	for	your
organization	in	the	past.	This	way,	you	may	already	have	the	right	contact	person	as	well.	You	can	also	leverage	any	corporate-nonprofit	partnerships	you’ve	established	in	the	past.	Pro	tip:	If	you	are	using	a	donor	management	tool,	you	probably	already	know	where	your	donors	work.	Leverage	your	earnest	donors	and	supporters	for	getting
connected	with	the	right	person	for	soliciting	donations.	You	should	ask	your	volunteers	as	well.	2.	Identify	your	channel	When	soliciting	companies	for	donations,	you	never	want	to	address	a	letter	with	“To	whom	it	may	concern”	or	“Dear	Friend.”	The	likelihood	of	that	letter	getting	read	is	slim.	Instead,	you	need	to	find	the	best	person	to	contact
regarding	your	donation	request.	This	person	will	depend	on	the	size	of	the	organization	and	your	request.	If	you	are	soliciting	a	larger	organization,	you	may	want	to	find	a	marketing	or	volunteer	manager.	If	it	is	a	smaller	company,	you	can	go	directly	for	the	CEO.	Your	choice	here	is	essential	to	get	noticed	at	all.	3.	Recover	lapsed	donors	When	was
the	last	time	a	company	donated	to	your	nonprofit?	Researching	past	donations	can	be	a	great	start	to	finding	company	gifts.	If	it	has	been	a	while	since	the	company	gave	to	your	nonprofit,	there	is	a	high	chance	of	turnover.	This	means	your	contact	person	is	likely	no	longer	with	the	company,	and	you	will	need	to	make	a	call.	If	you	are	a	new	staff	or
board	member,	you	can	use	this	as	an	opportunity	to	introduce	yourself.	Pro	tip:	Find	out	why	the	company	is	no	longer	giving	to	your	nonprofit.	Before	you	ask	for	donations,	do	your	research.	Sometimes	even	asking	directly	helps.	Did	you	not	share	the	impact	with	them	last	time?	Were	they	expecting	something	in	return	for	the	donations?	Did	they
feel	unappreciated?	Try	and	address	their	concerns	before	you	ask	for	support.	Donorbox	has	an	article	on	how	to	appeal	to	lapsed	donors	that	may	help	in	this	situation.	Read	more	about	how	to	connect	with	these	donors	here.	4.	Personalize	your	donation	request	Asking	for	donations	can	feel	awkward	at	first.	After	all,	why	would	a	company	like
Walmart	or	Dick’s	Sporting	Goods	want	to	donate	to	your	nonprofit	at	all?	This	is	the	type	of	question	you	need	to	answer	in	your	solicitation.	Companies	are	constantly	solicited	for	donations,	so	your	solicitation	will	not	get	very	far	without	a	good	reason	for	donating.	When	writing	your	solicitation	letter,	you	need	to	tailor	your	ask	to	each	company.
If	you	have	a	connection	with	the	company,	and	that	is	the	person	you	are	soliciting,	you	want	to	remind	them	of	how	you	first	met.	But	if	the	person	you	are	addressing	is	someone	else,	now	is	the	time	to	name-drop.	In	case	the	company	has	given	or	volunteered	for	your	nonprofit	in	the	past,	you	should	add	this	in	your	solicitation	letter.	The
likelihood	of	getting	a	second	donation	is	always	easier	than	a	first.	Don’t	forget	about	corporate	sponsorships!	This	is	a	great	way	to	get	support	for	your	organizations	while	giving	companies	attractive	benefits.	5.	Explain	the	impact	of	the	donation	Explaining	how	their	donation	will	make	a	difference	is	vital,	especially	if	they	have	never	heard	of
your	nonprofit	before.	Just	like	individual	donors,	companies	want	to	hear	about	success	stories	and	see	images	of	what	their	donations	can	do.	Your	nonprofit	should	have	several	of	these	stories	available.	When	soliciting	companies	for	their	donations,	you	want	to	add	a	reason	for	their	assistance.	Will	their	gift	fund	the	building	of	a	school?	Uniforms
for	a	child’s	sports	team?	Or	help	provide	healthcare	to	the	community?	These	stories	add	a	personal	touch	to	your	solicitation	letter	and	increase	the	chances	of	getting	a	donation.	Pro	tip:	Remember,	especially	with	larger	companies,	the	person	you	are	addressing	will	likely	have	to	get	permission	from	their	superiors	to	make	the	gift.	Create	a	great
pitch	deck	that	you	can	use	to	present	about	your	nonprofit	and	its	impact	on	this	person.	They’ll	appreciate	your	efforts	and	transparency.	In	fact,	they	might	use	your	examples	and	success	stories	to	approach	the	higher	authorities.	6.	Provide	different	donation	options	Some	companies	cannot	give	cash	donations	but	can	still	be	counted	on	for
different	types	of	offerings.	Other	companies	may	be	able	to	provide	more	significant	contributions	but	need	a	larger	incentive.	Here	is	another	place	where	targeting	the	company	can	make	a	difference.	Do	you	have	a	local	company	that	sells	a	good	or	service	you	can	use	for	your	beneficiaries	or	your	next	event?	For	instance,	do	you	need	items	for	a
silent	auction	or	raffle?	Companies	are	often	more	willing	to	give	in-kind	gifts	than	cash.	Smaller	companies	may	also	be	willing	to	donate	volunteer	hours	instead	of	cash.	If	your	organization	could	help	fix	up	a	location	or	run	an	event,	a	company	donation	of	volunteers	could	come	in	handy.	Finally,	is	there	a	company	that	has	given	donations	in	the
past	but	can	donate	more?	An	excellent	way	to	solicit	a	larger	donation	can	be	by	creating	a	matching	gift	campaign.	Connect	with	companies	you	already	have	connections	with	and	see	if	they	would	be	interested	in	making	an	even	bigger	impact.	Let	them	know	about	the	campaign	and	how	a	large	donation	from	them	would	bring	in	hundreds,	if	not
thousands,	of	dollars	from	other	sources.	7.	Explain	what	you	can	offer	in	return	When	soliciting	donations,	it	is	always	best	practice	to	let	them	know	how	they	will	be	compensated.	Companies	do	not	give	donations	out	of	the	goodness	in	their	hearts.	It	is	a	business,	and	without	a	good	reason	for	donating,	you	will	not	receive	the	gift.	Pro	tip:	Tax



benefits	and	positive	community	interactions	are	the	first	reasons	these	companies	have	to	give.	Remind	them	of	the	benefits	of	giving	to	a	nonprofit,	like	how	their	donation	will	be	seen	by	their	customers.	Marketing	perks	like	including	logos,	names,	and	images	on	online	banners	or	at	an	event	are	the	most	common	ways	to	acknowledge	company
gifts.	Adding	their	company	name	to	your	donor	solicitation	letters	is	also	appealing	to	companies	since	it	is	free	advertising	to	your	entire	donor	base.	You	can	also	include	their	name	and	donation	in	your	annual	report	or	add	it	to	a	physical	or	online	donor	wall.	8.	Always	follow	up	Soliciting	companies	is	rarely	a	one-step	process.	Larger	companies
may	have	several	people	to	go	through.	Even	smaller	companies	may	take	time	to	convince.	And	each	step	of	the	way,	you	need	to	keep	donor	cultivation	in	mind.	You	should	expect	every	company	solicitation	to	take	the	following	three	steps.	8.1	Letter	or	email	Your	first	step	will	be	a	letter	or	email	detailing	how	their	donation	can	make	a	difference
and	how	they	can	benefit	from	their	donation.	This	gives	the	company	a	physical	reminder	to	use	during	the	next	two	steps.	8.2	Call	If	you	have	not	received	the	donation	after	your	letter	or	email,	now	is	not	the	time	to	stop.	Give	them	a	month	or	two	to	receive	the	letter	and	think	about	how	they	will	give.	After	a	reasonable	wait	time,	you	can	call	the
organization	to	speak	with	the	person	you	have	sent	the	solicitation	letter	to.	If	your	contact	person	has	left	the	organization	or	is	no	longer	in	the	position,	a	call	could	make	all	the	difference.	8.3	In-person	Larger	donations	will	need	an	in-person	visit.	You	should	be	treating	these	companies	the	same	way	you	would	a	potential	major	donor.	Schedule
a	meeting	with	your	contact	person	and	explain	how	their	donation	will	be	used.	Detail	how	much	a	matching	gift	campaign	can	bring	to	your	organization	and	the	ways	their	organization	will	be	marketed	to	the	community	as	a	whole.	9.	Always	say	“thank	you”	Acknowledging	a	donation	within	48	hours	should	be	second	nature	to	your	nonprofit,	but
even	companies	that	cannot	give	this	year	should	be	thanked	for	their	time.	Think	of	your	solicitations	like	an	interview.	You	have	introduced	your	nonprofit	to	the	company	and	can	always	connect	with	them	in	the	future.	It	is	best	practice	to	send	a	thank	you	email	or	letter	after	an	interview.	The	same	should	be	done	with	every	company	you	have
contacted	for	a	donation.	Their	time	is	precious	to	them,	and	acknowledging	that	can	go	a	long	way.	If	a	company	has	donated,	a	call	from	a	board	member	can	help	build	this	relationship.	This	call	is	especially	vital	if	the	company	has	made	a	significant	donation.	10.	Send	updates	and	nurture	the	relationship	An	acknowledgment	of	their	gift	is	only
the	first	step	in	thanking	companies	for	their	donation.	To	build	upon	these	relationships,	you	want	to	send	them	regular	updates	on	how	their	donations	made	an	impact	and	how	your	nonprofit	is	making	a	difference	in	the	community.	These	updates	can	be	a	great	way	to	continue	relationships	with	companies	that	have	made	large	donations.	If	their
donations	are	being	used	for	a	matching	gift	campaign,	you	should	send	them	updates	on	how	much	their	gifts	have	brought	in	during	and	after	the	campaign.	You	should	always	send	them	your	annual	report,	too!	The	first	company	donation	is	only	the	beginning.	You	want	this	relationship	to	continue	and	to	turn	into	a	community	partnership
whenever	possible.	Emails,	social	media	posts,	calls,	and	in-person	meetings	should	be	regularly	scheduled	to	further	build	this	relationship.	6	Best	Examples	of	Companies	Who	Donate	to	Nonprofits	Larger	companies	get	solicited	from	nonprofits	all	the	time,	so	competition	for	these	donations	is	fierce.	Still,	a	few	companies	may	offer	exactly	what
your	nonprofit	is	looking	for,	and	you	should	definitely	check	them	out.	Here	are	six	big	companies	that	donate	to	nonprofits.	1.	Google	Google	is	so	large	that	its	name	is	now	used	as	an	action.	“Googling”	something	to	find	more	information	is	now	part	of	our	vernacular.	That	is	why	Google	Ads	can	make	a	huge	difference	in	your	nonprofit	marketing.
Google	is	now	offering	grants	for	Google	ads.	Your	nonprofit	could	receive	up	to	$10,000	in	free	Google	ads	every	month.	Google	for	Nonprofits	is	a	dedicated	initiative	by	Google	to	help	nonprofits.	Through	this	program,	they	offer	special	nonprofit	features	of	their	existing	products	to	support	eligible	nonprofits.	So	even	if	you’re	not	getting	direct
monetary	benefits,	you’ll	still	be	benefiting	a	lot.	Apart	from	the	ad	grants,	in	this	initiative,	Google	is	offering	special	giving	features	on	YouTube,	Google	Workspace	for	nonprofits,	and	Google	Earth	and	Maps	to	share	impact.	In	turn,	nonprofits	need	to	meet	the	eligibility	criteria	and	request	a	Google	for	Nonprofits	account.	2.	Comcast	Comcast	has
been	promoting	giving	back	to	the	community	for	several	years	with	their	Comcast	Cares	Day.	During	this	one	day	every	year,	all	Comcast	employees	donate	their	time	to	a	nonprofit.	Nonprofits	benefit	from	the	help	of	these	volunteers	to	fix	up	a	location	or	support	their	beneficiaries.	Comcast	Cares	Day	can	also	be	an	excellent	way	to	build	a
relationship	with	the	company.	Many	nonprofits	that	have	benefited	from	using	volunteers	through	their	Cares	Day	have	also	received	sponsorships	and	other	donations	from	the	company.	3.	eBay	eBay	makes	it	easy	for	nonprofits	to	fundraise	on	their	website	through	the	eBay	for	Charity	program.	Nonprofits	need	to	register	on	the	site	with	IRS
documents	and	their	EIN.	Once	they’re	eligible,	they	start	receiving	funds	from	sellers	and	shoppers	who	support	their	cause.	Sellers	choose	a	charity	they	support	and	designate	a	portion	of	their	selling	price	to	them.	Similarly,	the	shoppers	can	donate	an	amount	of	up	to	$25	during	checkout	to	their	favorite	charity.	They	can	also	choose	symbolic
gifts	that	give	back	to	the	community.	4.	Walmart	Walmart	stores	are	all	over	the	country,	and	most	communities	rely	on	them	to	provide	the	essentials.	Nonprofits	in	these	communities	can	benefit	from	having	a	Walmart	in	their	area	too.	Walmart	grants	are	an	excellent	option	for	smaller	local	organizations	or	local	chapters	of	larger	nonprofits.
Walmart	stores	offer	community	grants	ranging	from	$250	–	$5,000	to	local	nonprofits	in	their	area.	They	have	an	open	application	process	that	runs	from	February	to	December	for	these	grants,	and	nonprofits	can	apply	up	to	25	times	in	a	grant	cycle.	5.	Disney	Disney	has	more	than	one	nonprofit-specific	program	to	help	strengthen	its	impact	on	the
community.	With	Double	the	Donation,	they	have	created	a	matching	gift	program	to	match	donations	from	a	minimum	of	$25	up	to	$15,000.	Disney	has	a	dedicated	volunteer	grant	program	called	VoluntEARS.	Their	cast	members	can	apply	for	a	grant	of	up	to	$2,000	for	their	chosen	nonprofit.	The	amount	depends	on	the	number	of	hours	they’ve
volunteered	in	a	year.	They	also	reward	individual	volunteers	with	a	grant	amount	of	up	to	$2,500	for	being	the	VoluntEARS	of	the	year.	The	company	also	offers	financial	assistance	and	in-kind	donations	to	causes	and	organizations	working	for	–	Disaster	preparedness	and	relief	Military	families	Environmental	organizations	Children’s	health	and
hospitals	Organizations	promoting	a	healthy	lifestyle	6.	Dick’s	Sporting	Goods	Dick’s	Sporting	Goods	can	be	a	great	solicitation	option	for	Booster	Clubs	looking	for	company	donations.	A	nonprofit	with	a	youth	sports	team	located	near	Dick’s	Sporting	Goods	can	receive	a	donation	of	up	to	$25,000	from	the	company.	Your	Booster	Club	may	be	for
basketball,	cheerleading,	fencing,	rowing,	or	more.	Dick’s	sporting	goods	supports	all	team	sports	if	they	are	located	in	their	community.	Bonus	Resource:	Subscribe	to	our	YouTube	channel	to	get	actionable	and	practical	fundraising	ideas	and	tips	from	nonprofit	experts!	Final	Thoughts	Company	donations	can	benefit	a	nonprofit	in	several	ways.
Whether	you	are	looking	for	event	sponsorships,	in-kind	donations,	grants,	or	large	matching	gifts,	connecting	with	these	companies	is	a	long	process.	Company	relationships	can	be	cultivated	to	grow	into	community	partnerships	that	benefit	both	organizations.	We	hope	this	article	gives	you	a	good	starting	point	to	build	these	relationships	and	find
company	donations	to	help	your	nonprofit	grow.	Donorbox	helps	thousands	of	organizations	boost	their	fundraising	with	a	robust	suite	of	tools	and	features.	Learn	more	and	sign	up	today!	For	more	fundraising	tips,	check	out	the	rest	of	our	Nonprofit	Blog.	Subscribe	to	our	newsletter	for	a	monthly	dose	of	blog	content	delivered	straight	to	your	inbox!
When	requesting	donations,	it’s	key	to	tailor	your	appeals	to	the	person	or	group	you	are	asking.	Studies	show	that	around	72%	of	consumers	only	engage	with	marketing	that	is	personalized	to	their	unique	needs	and	interests,	and	those	preferences	can	carry	over	into	communications	about	fundraising.	While	you	can	(and	should)	adjust	your
approach	to	each	donor	as	much	as	possible,	marketing	campaigns	and	fundraising	asks	should	also	be	adjusted	depending	on	which	entity	you	are	requesting	the	donation	from.	The	three	main	people	or	groups	you’ll	request	funding	from	include:	Individuals.	Individuals	contribute	a	significant	share	of	overall	funding	for	most	organizations.	They
can	donate	in	many	different	ways,	including	online	donations,	fundraising	on	your	organization’s	behalf,	contributing	to	recurring	giving	programs,	and	more.	Additionally,	they	can	give	at	different	levels,	ranging	from	small,	one-time	gifts	(e.g.,	$10)	to	major	gifts	(e.g.,	$100,000).	To	fundraise	among	individuals,	you’ll	need	to	learn	about	their
unique	motivations	for	giving	as	well	as	their	giving	capacity	and	affinity.	Then,	appeal	to	these	traits	in	your	marketing.	Businesses.	When	businesses	give	to	a	nonprofit,	they	are	engaging	in	corporate	philanthropy,	or	the	practice	of	contributing	to	social	good	through	charitable	donations.	Businesses	most	often	give	through	matching	gifts,
corporate	and	volunteer	grants,	or	in-kind	donations	of	free	goods	or	services.	To	ask	for	donations	from	a	business,	your	nonprofit	can	reach	out	to	form	a	partnership	with	the	company	and	spread	awareness	of	matching	gift	opportunities	among	your	individual	donors.	Foundations.		Foundations	typically	donate	grants	to	similar	nonprofits	in	order
to	help	them	further	their	missions.	Usually,	your	nonprofit	will	need	to	reapply	for	these	grants	each	year.	Applying	for	grants	is	an	art	form	in	and	of	itself,	and	research	and	preparation	are	key.	To	apply,	you’ll	need	to	seek	out	foundations	with	a	history	of	supporting	causes	like	yours,	strive	to	make	a	professional	impression	on	the	application,
and,	if	you	receive	the	grant,	be	able	to	prove	that	you	used	funds	effectively.	While	each	of	these	groups	provides	an	important	piece	of	funding	for	organizations,	your	marketing	efforts	will	likely	target	individual	donors	most	often.		Now,	let’s	explore	10	ways	to	leverage	marketing	and	other	communication	strategies	to	motivate	donors	to	give
consistently.	Donor	acquisition	can	be	extremely	time-consuming	and	expensive.	While	nonprofit	organizations	should	always	actively	recruit	new	supporters,	you	need	to	maintain	a	healthy	balance	between	acquisition	and	retention.	To	make	the	most	of	your	available	resources	and	get	more	value	out	of	your	fundraising	efforts,	focus	on	existing
supporters.	A	2024	Fundraising	Effectiveness	Project	study	found	while	overall	fundraising	grew	by	4.1%,	retention	rates	declined.	By	focusing	on	connecting	with	these	donors,	showing	them	how	their	investment	in	your	cause	is	making	a	tangible	impact,	and	offering	alternative	ways	to	get	involved,	you	can	support	steady	or	increased	retention	at
your	organization.		Your	mid-level	donors	are	those	who	give	and	participate	more	than	the	average	donor	but	don’t	provide	major	gifts.	These	donors	have	made	multiple	donations,	donated	regularly	throughout	the	year,	and	engaged	in	other	ways	(e.g.,	volunteering	or	attending	events).	The	amount	mid-level	donors	give	will	vary	for	each	nonprofit,
but	benchmark	metrics	indicate	a	range	of	$1,000	to	$10,000	annually.	Mid-level	donors	are	an	often	overlooked	group,	but	they	offer	consistent,	loyal	support.	Some	advantages	of	focusing	on	mid-level	supporters	include:	High	retention	rates:	This	segment	of	donors	typically	has	a	stronger	connection	to	your	cause	and	organization	than	a	newer,
one-time	donor	would,	as	demonstrated	by	repeated	contributions	and	engagement.	The	ability	to	recruit	from	existing	donors:	Mid-level	donors	come	from	your	existing	pool	of	supporters.	This	pre-existing	connection	makes	it	easier	for	your	nonprofit	to	solicit	additional	contributions,	build	trust,	and	deepen	the	relationship.	Fast	return	on
investment:	This	donor	segment	can	be	more	responsive	to	targeted	campaigns	and	personalized	appeals,	offering	your	organization	a	higher	return	for	less	effort.	Increased	giving	potential:	Mid-level	donors	often	have	greater	financial	capacities	and	willingness	to	give,	opening	the	door	for	larger	gifts	in	the	future.	Because	they	are	so	passionate
about	your	cause,	they	may	also	be	more	likely	to	participate	in	planned	giving.	Additionally,	you	can	leverage	cutting-edge	artificial	intelligence	and	automation	tools	to	engage	these	supporters.	For	example,	use	AI	to	analyze	donor	data	and	personalize	messages	at	scale	by	including	details	about	the	donors’	preferences	and	behaviors.	Or,	provide
better	donor	experience	by	automating	messages	like	acknowledgements	and	thank-yous.	Sustained	or	recurring	giving	is	a	huge	boon	for	nonprofit	organizations.	Because	supporters	have	committed	to	making	a	set	number	of	donations	throughout	the	year,	you’ll	have	a	reliable	and	consistent	stream	of	funding	available.	With	a	robust	recurring
giving	program,	you’ll	grow	both	your	funding	and	relationships	with	donors.	Some	of	the	key	benefits	of	sustainer	programs	are	that:	Contributions	are	automated.	Typically,	you’ll	charge	a	saved	credit	card	at	set	intervals	so	you	receive	a	steady	flow	of	donations	during	that	period	of	time.	Sustainer	programs	make	it	easy	to	give.	Engaged	donors
can	contribute	to	your	cause	without	having	to	write	out	a	check	or	remember	to	make	a	digital	payment	every	few	months.	They	are	easy	to	promote.	If	you	already	have	a	sustainer	program	in	place,	don’t	forget	to	highlight	it	in	your	newsletters,	emails,	and	other	communications.	Donors	may	not	realize	that	option	is	available	to	them,	and	a
friendly	reminder	can	pay	off.	Keep	in	mind	that	just	because	donations	are	automated	doesn’t	mean	your	organization	should	fall	behind	on	follow-up	communications	and	expressions	of	gratitude.	It’s	essential	to	stay	engaged	with	sustainer	donors,	thank	them	for	their	contributions,	and	show	them	how	they	are	supporting	your	cause.	Supporting	a
charitable	or	non-secular	organization	is	a	deeply	personal	commitment	for	most	people.	When	supporters	donate	to	a	charity,	it’s	because	they	firmly	believe	in	that	cause	and	want	to	see	the	organization	succeed.	Reward	this	personal	commitment	to	furthering	your	cause	by	personalizing	your	communications	with	each	donor.	Every	email,	mailing,
and	newsletter	should	be	tailored	for	each	individual,	including	the	requested	or	recommended	donation	amount.	If	you	analyze	donor	data	and	see	that	a	patron	has	given	$100	in	the	past,	for	example,	you	can	use	that	figure	as	a	baseline	in	your	ask.	Then,	detail	the	specific	ways	a	similar	or	slightly	increased	donation	will	help	your	cause.	By
making	donors	feel	like	they	are	part	of	a	larger	cause	and	can	directly	contribute	to	achieving	those	goals,	you’ll	encourage	them	to	increase	the	value	and	frequency	of	their	gifts.	It’s	easy	for	previous	donors	to	put	off	making	another	contribution	until	a	later	time.	However,	“later”	can	often	turn	into	“never”	without	persistent	follow-up	from	your
organization.		Your	nonprofit	can	help	supporters	break	out	of	complacency	by	creating	a	sense	of	urgency	with	their	donation	requests.	That	may	be	extremely	easy	to	convey,	depending	on	the	cause,	especially	for	nonprofits	that	are	focused	on	helping	people	in	need.		For	example,	the	Minnesota	Zoo	Foundation	(MZF)	participated	in	the	2023
“Give	to	the	Max	Day,”	an	annual,	state-wide	day	of	giving	organized	by	GiveMN.	To	rally	support,	MZF	worked	with	Allegiance	Group	+	Pursuant’s	direct	response	team	to	create	a	series	of	nine	emails	and	a	web	pop-up.		These	emails	leveraged	a	sense	of	urgency	to	motivate	supporters	to	give,	using	language	like	“Give	Now	to	Help	Us	Win!”	They
also	incorporated	time-sensitive,	compelling	calls	to	action,	like	“Give	Now,”	“Double	My	Gift,”	and	“Donate	Today.”	As	a	result,	MZF	exceeded	its	fundraising	goal	by	37%,	generating	a	total	of	$137,317	in	fundraising	revenue.	Many	nonprofit	organizations	provide	suggested	donation	amounts	when	reaching	out	to	supporters.	However,	patrons	are
less	likely	to	increase	the	value	of	their	gifts	if	there’s	no	clear	description	of	how	those	donations	will	be	used.	Let’s	say	a	large	environmental	conservation	organization	implements	this	tactic.	The	nonprofit	might	list	suggested	donation	amounts	on	its	donation	form	alongside	a	description	of	what	each	donation	could	provide:	$50	–	can	purchase
supplies	for	a	community	clean-up	event	for	20	volunteers	$150	–	funds	the	monitoring	of	a	wildlife	habitat	for	one	month,	including	trail	camera	costs	and	data	analysis	$300	–	supports	the	implementation	and	maintenance	of	a	native	plant	habitat	Providing	a	breakdown	of	various	donation	tiers	and	how	each	level	supports	different	aspects	of	your
organization	can	help	spur	gift-giving.	The	more	detailed	and	concrete	these	descriptions	are,	the	more	likely	people	are	to	increase	the	size	of	their	donations.	It	may	sound	obvious,	but	many	nonprofits	simply	never	ask	contributors	to	increase	their	donations.	Supporters	could	be	entirely	willing	to	give	more	to	their	favorite	charities	but	assume
that	the	amount	they	currently	provide	is	sufficient.	Sometimes	it	can	be	more	effective	to	request	an	increase	in	the	frequency	of	donations	rather	than	an	increase	in	the	amount	of	each	contribution,	so	consider	testing	different	approaches	to	find	the	right	strategy	for	your	donor	base.	Be	judicious	about	which	donors	you	approach	with	these
requests	and	when	you	choose	to	do	so.	Repeatedly	asking	supporters	to	contribute	more	money	to	your	cause	can	cause	friction	and	turn	away	even	dedicated	patrons.	Always	be	mindful	of	the	financial	hardships	and	responsibilities	your	supporters	face	when	requesting	donations.	To	increase	the	size	of	donors’	gifts	without	putting	extra	strain	on
donors,	spread	awareness	of	any	matching	gift	programs	that	might	be	available	to	your	donors.	It’s	an	easy	way	to	dramatically	increase	contributions,	but	some	donors	may	not	be	aware	that	such	programs	even	exist.	Thanking	supporters	for	their	donations	is	always	a	good	practice	for	nonprofit	organizations.	Providing	thank-you	gifts	for	major
donors	and	other	patrons	can	go	a	step	further	in	showing	your	appreciation	and	gratitude.	Many	nonprofits	offer	branded	clothing	or	accessories	as	donor	appreciation	gifts,	but	you	should	explore	more	creative	and	unique	donor	gifts	to	build	engagement.	No	matter	what	type	of	gift	you	choose,	align	donor	appreciation	gifts	with	your	cause.	An
animal	advocacy	group,	for	instance,	might	send	pictures	of	an	animal	that	was	saved	due	to	its	patrons’	contributions.	A	children’s	hospital	could	deliver	handwritten	thank-you	cards	or	artwork	made	by	the	patients	who	benefitted	from	the	funding.	Putting	in	a	little	extra	effort	to	create	thank-you	gifts	for	sponsors	shows	your	biggest	donors	how
much	their	support	means	to	your	organization.	However,	this	doesn’t	necessarily	mean	increasing	spending	on	thank-you	efforts—donors	want	to	know	their	contributions	are	going	toward	your	cause,	not	address	labels	or	gifts.	Explore	our	guide	on	how	to	thank	and	retain	donors	to	learn	more.	Understanding	who	your	major	donors	are	and	their
contribution	activity	can	help	direct	outreach	strategies.	Building	a	comprehensive	donor	database	offers	clear	insight	into	donor	relationships.	Collect	and	track	data	like:	The	total	dollar	value	individuals	have	contributed	The	frequency	of	their	donations	How	they	chose	to	contribute	Specific	communications	that	have	been	sent	their	way	This
information	can	be	used	to	determine	the	most	effective	ways	to	engage	specific	supporters	or	types	of	donors	and	encourage	them	to	increase	their	contributions.	As	noted	earlier,	major	donors	have	a	huge	impact	on	any	nonprofit	organization’s	future	prospects.	Managing	relationships	with	high-value	patrons	should	be	a	top	priority,	and	in	many
cases,	requires	a	dedicated	position	to	oversee	major	donor	relationships.	Major	gifts	officers	communicate	directly	with	prospective	donors	and	current	supporters	to	actively	increase	gift	giving	and	fundraising.	That	may	include	putting	together	proposals	for	specific	contributions,	developing	outreach	programs	to	increase	engagement,	and
contacting	high-value	donors	regularly	to	keep	them	in	the	loop.	Major	gifts	officers	must	be	warm	and	engaging	to	interact	with	donors	during	in-person	events	while	also	being	meticulous	and	detail-oriented	to	manage	outreach	strategies.	Finding	the	right	candidate	for	the	job	is	certainly	worth	the	effort,	as	these	positions	help	nonprofits	raise
more	funds	and	improve	relationships	with	major	donors.	Making	the	ask	is	one	of	the	most	important—yet	scary—parts	of	getting	donations	for	your	fundraisers.	However,	there	are	some	steps	you	can	take	to	mitigate	stress	and	make	your	solicitations	more	effective.	Consider	the	following	tips	and	best	practices	as	you	prepare	your	asks:	Doing
your	research	is	key.	Aim	to	learn	as	much	as	you	can	about	your	donor	before	making	the	ask	so	you	can	tailor	your	solicitation	to	their	preferences,	financial	status,	charitable	interests,	and	more.	Start	with	supporters	who	have	some	history	with	your	organization.	Because	they	already	know	about	your	work	and	have	shown	that	they	are	interested
in	and	willing	to	back	your	cause	financially,	they’re	the	most	likely	audience	to	donate	to	your	campaign.	Keep	in	mind	that	they	may	want	to	hear	about	the	impact	of	that	past	support	and	prepare	some	relevant	impact	metrics	to	share.	Research	these	donors’	giving	history	to	understand	how,	when,	why,	and	how	much	they	give,	then	adapt	your
ask	accordingly	to	motivate	them	to	take	action.		Using	what	you’ve	learned	about	donors,	align	your	efforts	to	their	communication	preferences.	The	way	you	reach	out	should:		Be	appropriate	for	the	fundraising	ask.	For	instance,	you	wouldn’t	want	to	send	a	text	message	requesting	a	major	gift,	for	example.		Adhere	to	the	donor’s	individual
communication	preferences.	Using	familiar	channels	along	with	strategic	timing	will	ensure	they	actually	see	and	engage	with	the	message.		Offer	a	clear	path	to	your	donation	form.	Digital	media,	like	an	email	or	social	media	post,	should	provide	a	link	to	donate,	and	physical	media,	like	direct	mail,	can	include	a	QR	code	to	the	page.	Not	only	does
this	increase	the	likelihood	that	supporters	respond	positively	to	your	ask—ideally	by	donating—but	it	also	shows	that	your	organization	values	them	enough	to	learn	and	adapt	to	their	preferences.	The	amount	you	ask	a	donor	for	will	vary	greatly	depending	on	the	size	of	your	organization,	the	donor’s	giving	power,	and	their	willingness	to	donate	to
your	cause.	This	is	why	it’s	so	important	to	research	your	donors—it	will	help	you	see	how	much	they	tend	to	donate	and	gauge	how	receptive	they’ll	be	to	upgrades.	You	can	unearth	more	insights	about	a	donor’s	wealth	and	affinity	for	your	cause	by	conducting	wealth	screenings.	With	a	wealth	screening,	you’ll	gather	information	about	the	donor’s:
Net	worth	Household	income	Stock	and	real	estate	holdings	Employer/affiliations	with	businesses	Political	contributions	Along	with	providing	a	guide	for	how	much	they	may	be	able	to	donate,	a	donor’s	political	contributions	and	involvement	with	other	charitable	organizations	can	reveal	more	about	their	values	and	which	causes	they	are	passionate
about.	Remember	to	look	out	for	non-financial	involvement,	too,	like	volunteering	or	serving	on	a	board.	Use	storytelling.	Storytelling	adds	personal,	authentic,	and	emotional	touches	to	your	fundraising	solicitations.	Rather	than	simply	asking	for	funding	to	support	a	general	program	or	vague	cause,	tell	the	story	of	a	specific	beneficiary	that	has	or
will	benefit	from	that	funding.	To	do	so,	you	might	include	the	following	in	your	solicitations:	Detailed	success	stories	that	illustrate	the	beneficiary’s	journey	and	experience	with	your	organization	Short	testimonials	from	beneficiaries	from	each	of	your	projects	or	programs	and	donors	who	have	seen	the	impact	of	their	support	firsthand	The
connections	between	donors	and	success	stories	that	show	how	their	individual	donations	make	an	impact	Impact	metrics	that	illustrate	your	organization’s	progress	(e.g.,	the	change	in	the	number	of	people	you’ve	been	able	to	serve,	thanks	to	donations)	When	using	real	stories,	always	remember	to	take	an	ethical	approach.	Use	positive,	inclusive
language,	obtain	informed	consent,	share	honest	and	unembellished	stories,	and	allow	the	subject	to	review	and	approve	their	story	before	you	share	it.	Transparency	matters	to	donors—they	want	to	know	they	can	trust	your	word	about	how	money	will	be	used.	GuideStar,	a	registrar	of	501(c)(3)	organizations,	offers	a	Seal	of	Transparency	for
nonprofits	that	go	above	and	beyond	to	provide	the	public	with	details	about	their	programs,	financials,	goals,	and	more.	GuideStar	found	that	the	organizations	that	had	a	Seal	received	53%	more	contributions,	showing	that	transparency	is	well	worth	your	time.		While	you	may	not	be	able	to	secure	a	Platinum	Seal	of	Transparency	overnight,	there
are	small	ways	to	boost	transparency	when	asking	for	donations.	Work	with	your	nonprofit	accountant	to	provide	clear	financial	information,	such	as	a	high-level	breakdown	of	your	funding.	Often,	this	information	is	included	in	your	annual	reports	and	public-facing	financial	statements.	Additionally,	share	your	specific	goals	for	the	campaign	and	how
you	plan	to	achieve	them.	Be	honest	about	any	challenges	you’re	facing,	how	you	will	overcome	them,	and	how	donations	can	help	you	get	there.	No,	it’s	not	necessary	to	hold	501(c)(3)	status	to	fundraise.	Any	individual	or	organization	can	fundraise	no	matter	their	tax	status.	However,	the	difference	is	that	501(c)(3)	status	makes	organizations	tax-
exempt,	meaning	they	won’t	have	to	pay	taxes	on	fundraising	revenue.	The	501(c)(3)	status	also	makes	donations	tax-deductible,	which	can	be	an	important	factor	in	motivating	donors	to	give.	To	maximize	the	funds	you	raise	and	limit	the	complexity	of	future	financial	processes	and	tax	filings,	it	might	be	best	to	wait.	During	times	of	economic
hardship,	you’re	more	likely	to	encounter	hesitant	donors.	It’s	crucial	to	be	understanding	of	these	objections	and	show	compassion	for	donors	who	may	be	in	stressful	financial	situations	themselves.	Actively	listen	to	donors’	feedback,	concerns,	or	objections,	and	find	constructive	ways	to	address	them	and	move	forward.	Here	are	some	common
statements	you	may	hear	from	hesitant	donors	and	how	you	can	address	them:	“I	can’t	afford	to	give	right	now.”	Reinforce	that	your	nonprofit	values	every	gift	it	receives,	and	consider	demonstrating	the	cumulative	impact	of	smaller	donations.	If	the	supporter	truly	can’t	donate,	share	non-financial	ways	to	support	your	cause	like	volunteering	or
spreading	awareness	online.	“I’ve	already	given	[X	amount].”	Step	back	and	evaluate	the	supporter’s	contributions.	Based	on	what	you	know	about	them,	gauge	whether	that	contribution	is	at	the	top	of	their	capacity	and	affinity	range.	If	not,	consider	gently	nudging	them	toward	another	contribution	by	indicating	how	urgent	your	needs	are,	how
their	donation	would	help	you,	or	unforeseen	or	special	circumstances	that	required	you	to	make	another	ask	(e.g.,	a	natural	disaster).	“My	donation	is	small	and	won’t	make	a	difference.”	First,	share	the	tangible	benefits	of	a	small	donation—for	example,	maybe	$5	will	provide	three	meals	at	your	community	kitchen.	Reinforce	that	your	work	is	built
on	collective	efforts	rather	than	individualism,	and	every	donation	you	receive	strengthens	that	collective.	Share	ways	supporters	can	boost	the	impact	of	their	support,	such	as	by	submitting	a	matching	gift	request	to	their	employer.	“I’m	unsure	about	your	cause	and/or	the	work	you	do.”	Point	the	donor	to	some	educational	materials	on	your	website,
such	as	your	About	page	or	landing	pages	dedicated	to	specific	programs.	Have	these	resources	on	hand	to	share	when	these	questions	arise.	Remember	that	some	supporters	just	aren’t	able	or	willing	to	give,	and	that’s	okay.	Recognize	when	you’ve	received	a	hard	“no,”	accept	it	gracefully,	and	preserve	the	relationship	for	the	donor	so	you’re	ready
for	the	next	campaign.	As	mentioned	above,	the	timing	of	your	solicitations	will	depend	on	donors’	preferences.	For	example,	you	may	share	a	solicitation	during	the	weekend	when	they	aren’t	busy	with	work.		However,	there	are	also	ways	to	strategically	time	your	fundraising	campaigns	to	boost	revenue.	Consider	asking	for	donations:	During	or
after	events.	Events	energize	your	supporter	base	and	get	them	excited	about	furthering	your	mission.	Express	that	donating	is	one	of	the	best	ways	to	do	so.	During	Giving	Days.	Giving	Days	are	24-hour	campaigns	designed	to	raise	a	significant	amount	of	funding	within	a	short	period	of	time.	You	can	create	your	own	Giving	Day	or	simply	ramp	up
your	efforts	for	Giving	Tuesday.	In	response	to	urgent	needs	or	emergencies.	If	there	is	a	crisis,	disaster,	emergency,	or	other	time-sensitive	need	that	impacts	your	beneficiaries,	act	swiftly	to	secure	donations	that	provide	immediate	support.	Infuse	a	sense	of	urgency	in	your	appeals.	During	affinity	months.	There	may	be	an	affinity	month,	such	as
Black	History	Month	and	Women’s	History	Month,	that	aligns	with	your	cause.	This	is	a	great	opportunity	to	highlight	the	work	you	do	and	request	additional	support.	Many	organizations	also	push	fundraising	at	the	end	of	the	year.	Many	donors	tend	to	feel	especially	generous	during	this	season	of	giving.	Share	holiday	greetings	and	well	wishes	and
ask	donors	to	allocate	a	portion	of	their	holiday	spending	to	your	cause.	Working	with	a	marketing	agency	that	specializes	in	nonprofit	marketing	allows	organizations	to	level	up	their	communication	strategies	(and	gives	them	more	time	to	cultivate	one-on-one	relationships	with	supporters).	Allegiance	Group	+	Pursuant	is	a	full-service	marketing	and
fundraising	agency.	We	strive	to	support	your	nonprofit	by	growing	its	supporter	base,	increasing	fundraising	revenue,	and	boosting	loyalty	among	donors.	Our	team	of	experts	is	dedicated	to	helping	organizations	like	yours	grow	through	your	marketing	efforts,	with	an	emphasis	on	diversity,	equity,	inclusion,	accessibility,	and	respect.	At	Allegiance
Group	+	Pursuant,	we	offer	any	combination	of	the	following	services	to	support	your	cause:	Direct	marketing	Direct	mail	Web	and	app	development	Strategy	and	planning	UX,	brand,	and	design	Analytics	and	insight	Loyalty	and	incentives	program	To	learn	more	about	our	marketing	services	(and	our	fundraising	tools),	reach	out	to	our	team	today!
During	economic	shifts	and	downturns	in	charitable	giving,	it’s	more	important	than	ever	to	focus	on	your	base	of	loyal	supporters.	Using	the	best	practices	in	this	guide,	you	can	invest	your	time	and	resources	into	growing	positive	relationships	with	your	existing	donors	to	ensure	continued	support	and	even	encourage	upgrades.	If	you’re	looking	for
help	from	nonprofit	marketing	and	fundraising	experts,	reach	out	to	Allegiance	Group	+	Pursuant.	To	enhance	your	marketing	strategy	and	fundraising	results,	explore	these	additional	resources:	Acquiring	passionate	new	donors	is	important	for	nonprofit	organizations,	both	to	fill	the	gaps	left	by	lapsed	donors	and	to	ensure	your	support	network
grows	over	time.	But	finding	new	donors	with	the	potential	to	be	valuable,	long-term	supporters	of	your	cause	can	be	challenging.	You	need	a	holistic	donor	acquisition	plan	that	uses	a	variety	of	effective	strategies	for	attracting	and	securing	interested	donor	prospects.	In	this	guide,	we’ll	cover	the	basics	of	acquiring	donors	and	explore	13	proven
strategies	for	doing	so.	Donor	acquisition	is	the	multi-stage	process	of	finding	and	converting	prospective	donors	to	support	your	nonprofit.	Through	donor	acquisition,	nonprofits	turn	interested	individuals	into	dedicated	financial	supporters	of	their	causes.	Acquisition	plays	a	major	role	in	the	overall	fundraising	and	donor	cultivation	cycle.	In	the
cultivation	cycle,	four	different	stages	work	together	to	make	up	the	donor	acquisition	process:	Identification:	Before	you	can	acquire	new	donors,	you	need	to	identify	your	target	audience.	In	major	gift	fundraising,	this	means	identifying	individual	prospects	to	cultivate,	but	you	only	need	to	determine	a	broad	target	audience	for	general	donor
acquisition.	Research:	Researching	prospective	donors	may	involve	diving	into	specific	individuals’	giving	habits	or	exploring	the	interests	and	demographics	of	your	target	audience	more	generally.	Use	research	to	understand	potential	donors’	motivations	and	craft	marketing	content	that	speaks	to	them.	Cultivation:	During	the	cultivation	stage,
you’ll	work	to	introduce	donors	to	your	cause	and	build	initial	relationships	that	inspire	them	to	give.	This	stage	is	vital	and	often	time-intensive	for	major	donor	fundraising,	but	it	may	be	accomplished	just	by	sharing	information	about	your	work	with	smaller	prospective	donors.	Solicitation:	The	solicitation	stage	is	when	you	finally	make	your
fundraising	ask	and	secure	a	donation	from	a	prospect,	officially	turning	them	into	a	new	donor.	The	final	stage	of	the	cycle,	stewardship,	includes	all	of	the	efforts	you	take	to	retain	the	donors	you’ve	acquired.	Although	donor	retention	is	easier	and	more	cost-effective	than	finding	brand-new	donors	to	welcome	into	the	fold,	donor	acquisition	is	still
important,	especially	for	newer	nonprofits	that	don’t	have	many	donors	yet.	Aim	for	a	balance	between	donor	acquisition	and	retention	unless	your	nonprofit	currently	needs	to	prioritize	one	or	the	other.	To	create	and	maintain	a	successful	donor	acquisition	strategy,	it’s	important	to	set	goals	and	continually	monitor	your	progress.	Most	nonprofits	do
this	by	tracking	a	few	key	performance	indicators	(KPIs)	that	tell	them	about	the	efficacy	and	cost-effectiveness	of	their	donor	acquisition	efforts.	A	few	common	donor	acquisition	KPIs	include:	Donor	acquisition	rate:	This	metric	tells	you	how	much	of	your	current	donor	base	is	made	up	of	newly	acquired	donors.	Select	a	time	period,	then	use	this
formula	to	calculate	your	donor	acquisition	rate:	[#	of	new	donors	/	Total	number	of	donors]	x	100	=	donor	acquisition	rate	Cost	to	acquire:	Also	known	as	your	donor	acquisition	cost,	this	metric	represents	how	much	your	nonprofit	spends	to	acquire	a	single	donor.	After	running	a	donor	acquisition	campaign,	note	your	spending	and	calculate:	Total
amount	spent	on	acquisition	/	#	of	donors	acquired	=	cost	to	acquire	Average	donation	amount:	Donor	acquisition	isn’t	just	about	the	number	of	donors	you	receive	—	it’s	also	crucial	to	measure	how	valuable	new	donations	are	by	calculating	your	average	donation	amount.	To	do	so,	use	this	formula:	Total	revenue	from	new	donors	/	#	of	gifts	from
new	donors	=	average	donation	amount	By	looking	at	all	of	these	metrics	together,	you	can	get	insight	into	how	well	your	donor	acquisition	strategies	are	working,	if	you’re	bringing	in	enough	fundraising	revenue	to	justify	the	costs,	and	what	your	ultimate	return	on	investment	(ROI)	is.	If	you	see	a	low	ROI	or	find	that	you’re	only	bringing	in	minor
donors,	try	out	different	strategies	aimed	at	securing	donors	who	can	give	larger	gifts.	Now	that	you	know	the	basics,	explore	the	top	donor	acquisition	strategies	and	choose	several	that	align	with	your	nonprofit’s	budget	and	goals.	Ideally,	you	should	use	many	different	tactics	to	cast	a	wide	net	and	discover	which	ones	work	best	for	your	audience
over	time.	The	software	your	nonprofit	uses	impacts	every	aspect	of	your	operations,	from	project	management	to	event	planning	to	new	donor	acquisition.	Before	you	try	out	any	other	acquisition	strategies,	ensure	that	you	have	a	solid	foundation	by	using	the	right	tools.	Specifically,	your	donor	database	and	fundraising	toolkit	should	include	the
following	key	features	to	help	you	boost	donor	acquisition:	Supporter	profiles	where	you	can	record	details	about	each	prospective	donor’s	contact	information,	charitable	interests,	and	communication	preferences	Marketing	automation	that	enables	you	to	easily	create	personalized	email	appeals	and	track	prospects’	engagement	with	them	Peer-to-
peer	fundraising	technology	so	your	existing	donors	can	help	you	acquire	new	donors	by	fundraising	on	your	behalf	and	sharing	your	cause	with	friends	and	family	Custom	reporting	dashboards	that	help	you	track	donor	acquisition	KPIs	and	monitor	your	campaigns’	progress	at	a	glance	Remember	that	new	donor	prospects	might	already	be	familiar
with	your	organization.	Some	of	the	most	promising	prospects	often	come	from	your	existing	support	base,	whether	they’re	frequent	volunteers	or	individuals	who	are	in	your	database	because	they	signed	a	petition.	Having	a	robust,	intuitive	donor	database	is	key	for	identifying	and	converting	these	potential	donors.	Make	an	intentional	effort	to	find
new	donors	within	your	support	base	and	the	networks	of	existing	donors.	Include	volunteers	in	your	nonprofit’s	fundraising	appeals	to	convert	them	into	donors,	and	empower	loyal	supporters	to	reach	out	to	their	peers	about	your	cause.	The	connections	that	your	closest	supporters	have	with	their	family	members,	friends,	and	colleagues	can	be	a
powerful	avenue	for	getting	new	donors.	For	instance,	a	board	member’s	nephew	might	be	passionate	about	your	cause	and	have	substantial	means	to	give.	Or,	the	employer	of	a	few	of	your	volunteers	might	be	looking	for	a	nonprofit	to	support	as	part	of	their	CSR	program.	Consider	the	people	who	are	the	most	dedicated	to	your	purpose	and	may
have	extensive	networks	you	can	connect	with,	such	as:	Board	members	Major	donors	Long-time	recurring	donors	Staff	members	Frequent	volunteers	Ask	these	dedicated	supporters	to	network	on	your	behalf,	whether	through	a	peer-to-peer	fundraising	campaign	or	just	by	discussing	your	nonprofit’s	work	with	them.	Remember	to	thank	these
supporters	for	any	new	donors	they	bring	to	your	organization	to	strengthen	these	existing	relationships,	too.	While	all	prospects	are	important	to	your	organization’s	purpose,	major	donor	prospects	warrant	extra	time	and	attention	due	to	how	large	their	potential	donations	could	be.	This	is	why	it’s	crucial	to	include	dedicated	strategies	for
identifying	major	donors	within	your	donor	acquisition	plan	and	to	utilize	prospect	research	tools.	The	best	way	to	do	so	is	through	prospect	research,	the	process	of	searching	your	donor	database	and	external	sources	for	markers	that	indicate	a	prospect	could	be	interested	in	giving	a	major	gift.	Start	by	looking	through	your	existing	pool	of
supporters	for	the	following	markers:	Financial	capacity:	Look	for	prospects	with	lucrative	careers,	business	affiliations,	real	estate	holdings,	and	other	indicators	of	wealth.	Use	Google	searches	and	explore	other	nonprofits’	websites	to	see	if	they	have	significant	giving	histories	at	other	organizations,	too.	Affinity	for	your	cause:	Major	donor
prospects	should	have	experiences	and	values	that	indicate	a	passion	for	your	cause.	Look	for	past	involvement,	political	contributions,	and	charitable	interests	that	align	with	your	work.	Philanthropic	interest:	Make	sure	that	every	prospect	has	a	history	of	involvement	with	philanthropic	causes.	Explore	donor	lists	in	other	organizations’	annual
reports,	artistic	playbills,	and	fundraising	event	programs	to	discover	interested	prospects.	Keep	in	mind	that	every	major	donor	prospect	should	have	some	kind	of	existing	connection	to	your	nonprofit.	They	may	be	acquainted	with	one	of	your	board	members,	or	they	may	have	attended	a	joint	fundraising	event	you	hosted	with	another	nonprofit.
Your	best	chances	of	major	donor	acquisition	lie	with	those	you	already	have	an	established	connection	with.	Your	nonprofit’s	brand	may	not	be	the	first	thing	you	think	of	when	you	consider	donor	acquisition,	but	it’s	an	important	part	of	an	effective	long-term	strategy.	Essentially,	your	brand	determines	how	prospective	and	current	donors	perceive
and	relate	to	your	purpose.	If	your	branding	is	engaging,	memorable,	and	clearly	cause-relevant,	prospects	will	be	more	likely	to	learn	more	about	your	cause	and	eventually	donate.	To	make	sure	your	branding	is	helpful	for	donor	acquisition,	evaluate	your	nonprofit’s:	Name,	tagline,	and	purpose	statement	Visual	brand,	including	your	logo,	fonts,	and
colors	Voice	and	tone	Each	of	these	elements	should	work	together	to	create	a	strong,	cohesive	brand	that	stands	out	and	leaves	a	positive	impression	on	donor	prospects.	Decide	if	you	need	to	improve	any	of	your	branding	elements,	then	update	the	branding	across	your	website,	outreach	emails,	direct	mail,	social	media,	and	any	other
communication	channels	you	use	for	getting	new	donors.	Once	your	branding	is	solidified,	look	at	your	website	and	make	any	necessary	changes	to	optimize	it	for	donor	acquisition.	Your	nonprofit’s	website	is	often	the	first	place	prospective	donors	will	go	to	learn	more	about	your	cause	or	make	the	decision	to	donate,	so	take	the	following	steps	to
increase	its	appeal	to	new	donors:	Make	your	site	and	donation	form	mobile-responsive:	Over	60%	of	web	traffic	comes	from	mobile	users,	so	it’s	crucial	to	make	your	website	accessible	and	user-friendly	for	supporters	using	smartphones	or	tablets.	All	website	elements	should	be	sized	properly	using	responsive	design,	which	makes	your	website	fit
and	function	on	any	device	size.	Pay	special	attention	to	your	donation	page	to	make	sure	mobile	users	can	give	easily.	Use	real,	compelling	images	of	your	impact	on	beneficiaries:	The	right	photos	can	communicate	the	important	work	you	do	quickly	and	show	prospective	donors	what	their	contributions	can	accomplish.	Feature	your	beneficiaries	if
possible,	but	make	sure	to	get	their	permission	first	using	a	photo	policy	or	release	form.	Include	direct,	clickable	calls	to	action	(CTAs):	Lead	users	toward	donating	using	CTA	buttons	that	are	impossible	to	miss.	Create	simple,	clickable	CTAs	that	encourage	donors	to	learn	more	and	give.	Include	them	in	your	website’s	navigation	bar,	homepage,
About	page,	and	any	other	places	prospective	donors	are	likely	to	visit.	Simplify	your	donation	page	and	limit	form	fields:	For	online	donation	forms,	less	is	more.	Ask	for	a	minimal	amount	of	information	from	new	donors	to	make	the	giving	process	as	fast	and	easy	as	possible.	Limit	fields	to	necessary	information	like	the	donor’s	first	and	last	name,
payment	information,	and	email	address.	Refresh	your	About	page	with	new	donors	in	mind:	Interested	prospects	may	go	straight	to	your	About	page	to	learn	more	about	your	nonprofit’s	cause,	purpose,	and	history.	Update	this	page	to	ensure	it	addresses	any	questions	or	concerns	prospective	donors	might	have	about	your	organization.	After
making	these	changes,	run	your	optimized	website	by	a	few	of	your	current	supporters	and	prospects	to	see	what	they	think.	Take	any	feedback	into	consideration	to	make	your	website	as	appealing	to	new	donors	as	possible.	Combining	both	traditional	and	digital	communication	channels	provides	multiple	touchpoints	for	interaction	and	increases
your	chances	of	reaching	as	many	prospects	as	possible.	Adopt	a	multichannel	communications	strategy	to	acquire	donors	through:	Word-of-mouth	marketing	Direct	mail	Email	campaigns	Social	media	Blog	posts	on	your	website	Video	marketing	For	the	best	results,	meet	your	prospective	donors	where	they	are.	Find	out	what	social	media	platforms
they	use,	where	they	get	their	news,	and	what	other	organizations	they	support.	Then,	focus	your	donor	acquisition	strategy	on	these	channels	and	others	that	are	popular	with	your	target	demographics.	Be	sure	to	maintain	positive,	donor-centric	language	across	channels	to	show	how	important	and	impactful	donors	are	to	your	cause.	For	instance,
when	asking	a	prospective	donor	to	come	to	your	next	walk-a-thon	event,	you	might	use	copy	like,	“With	each	step,	you	can	make	a	difference	to	youth	in	need.”	Donors	want	to	know	that	their	hard-earned	money	is	going	towards	a	worthy	and	significant	cause.	Show	new	donors	that	giving	to	your	organization	is	a	worthwhile	act	by	explicitly	stating
what	a	donation	will	be	put	toward.	This	helps	prospective	donors	visualize	the	change	they	could	make	and	gives	them	a	better	understanding	of	how	your	nonprofit	drives	impact.	One	of	the	best	places	to	include	transparent	impact	details	is	on	your	donation	page	itself.	To	see	this	donor	acquisition	strategy	in	action,	take	a	look	at	the	suggested
donation	amounts	on	UK	nonprofit	Save	the	Children’s	website:	This	organization	stresses	the	importance	of	even	small	donations	and	emphasizes	how	much	more	of	an	impact	donors	can	make	with	recurring	giving.	Go	beyond	required	legal	transparency	by	demonstrating	both	financial	and	ethical	transparency	for	new	donors.	Incorporate	true
stories	and	impact	numbers	into	your	marketing	materials,	and	make	your	annual	returns	accessible	through	your	website	to	help	reassure	new	donors	that	you’re	a	trustworthy	organization.	Donation	tiers	with	set	values	can	help	first-time	donors	gauge	what	the	typical	amount	to	donate	is	and	encourage	them	to	give	more	than	they	might	on	their
own.	These	donation	tiers	can	take	the	form	of	suggested	giving	amounts	as	we	discussed	above,	or	you	can	go	further	by	listing	designated	tiers	on	your	website	with	creative	names	like	“The	Top	Givers’	Club.”	Tiers	may	act	as	donor	membership	levels	with	special	perks,	or	they	can	just	be	used	to	inspire	more	donations.	Either	way,	tie	the	names
for	your	donation	tiers	to	your	nonprofit’s	purpose.	For	instance,	if	you’re	an	animal	shelter,	you	could	offer	tiers	such	as	“Pawsitive	Partner”	or	the	“Four-Legged	Founders	Club.”	Recurring	or	monthly	donations	are	some	of	the	best	contributions	your	organization	could	ask	for,	as	they	help	you	earn	more	from	individual	donors	over	time	while
making	it	easier	for	them	to	give.	Recurring	donations	are	clearly	effective	for	donor	retention,	but	they	can	also	help	you	draw	in	new	donors.	How	does	recurring	giving	work	as	a	donor	acquisition	strategy?	By	giving	new	donors	the	option	to	give	smaller	amounts	on	a	regular	basis,	you	can	provide	them	with	an	easy	way	to	start	giving	to	your
organization	that	doesn’t	take	much	out	of	their	budgets.	To	inspire	recurring	gives	and	increase	donor	acquisition	in	the	process,	start	by	adding	a	convenient	recurring	gift	option	to	your	donation	page.	Set	recurring	giving	as	the	go-to	option,	or	add	a	checkbox	to	your	donation	form	that	supporters	can	check	to	easily	turn	their	donation	into	a
monthly	gift.	Then,	highlight	recurring	giving	in	your	marketing	materials	across	channels	and	emphasize	the	benefits	for	new	and	existing	donors.	Similar	to	GivingTuesday	but	on	a	smaller,	more	individualized	scale,	Giving	Days	are	concentrated	fundraising	efforts	to	raise	a	certain	amount	of	funds	in	one	day.	Since	Giving	Days	are	virtual	and	fast-
paced,	they	work	well	for	boosting	donor	acquisition	and	expanding	your	reach	beyond	the	local	area.	This	is	an	ideal	opportunity	for	gathering	contact	information,	encouraging	engagement,	and	getting	feedback	on	your	work	in	addition	to	getting	new	donors.	You	can	host	a	Giving	Day	by	taking	the	following	simple	steps:	Choose	a	date	far	enough
in	advance	that	you	have	time	for	both	planning	and	marketing.	Set	a	fundraising	goal.	Use	a	Giving	Day	platform	to	design	a	profile	or	microsite	where	existing	and	new	donors	can	give.	Start	promoting	your	Giving	Day	on	social	media,	your	website,	and	beyond.	Additionally,	make	a	plan	for	how	to	engage	with	new	donors	after	your	Giving	Day
ends.	Use	personalized	emails,	direct	mail,	or	even	text	messages	to	start	building	relationships	and	soliciting	further	support	after	the	event	ends.	Download	our	free	guide	to	Giving	Day	success.	While	many	donors	give	at	different	times	of	the	year	due	to	personal	preferences	and	budget	availability,	there	are	specific	times	when	individuals	are
more	likely	to	be	in	the	giving	spirit.	For	instance,	as	the	year	draws	to	a	close,	most	people	have	a	firmer	grasp	of	their	financial	situations	and	know	how	much	money	they	can	reasonably	set	aside	to	donate	to	charity.	As	a	result,	GivingTuesday	and	the	holiday	season	are	great	opportunities	to	broadcast	your	organization’s	purpose	to	potential
donors	who	enjoy	taking	part	in	the	dedicated	season	of	giving.	In	addition	to	the	year-end	giving	season,	analyze	the	donation	data	in	your	CRM	to	identify	other	trends	and	peak	giving	times	that	are	unique	to	your	organization.	Lean	into	these	donor	acquisition	opportunities	by	increasing	your	marketing	activity	around	those	times	or	hosting
special	campaigns	or	events	aimed	at	getting	new	donors.	Many	corporations	seek	to	develop	their	culture	of	philanthropy	through	nonprofit	partnerships.	These	corporate	partnerships	can	offer	a	substantial	amount	of	financial	support	to	your	nonprofit	in	the	form	of	programs	like:	Matching	gift	programs	Employee	payroll	deductions	Charitable
spending	accounts	Dollars	for	Doers	grants	Team	volunteering	opportunities	Grantmaking	programs	Nonprofit	partnerships	and	sponsorships	Any	of	these	corporate	giving	activities	can	provide	valuable	donor	acquisition	opportunities.	Whether	you	co-host	an	event	with	a	local	business	or	receive	a	corporate	foundation	grant,	you	should	work
diligently	to	identify	potential	donors	within	the	companies	you	partner	with.	To	do	so,	promote	volunteer	opportunities,	encourage	donations,	and	invite	participating	employees	to	upcoming	events.	Finally,	don’t	be	afraid	to	ask	your	board	members	to	help	with	fundraising	and	donor	acquisition.	Invite	deeper	engagement	from	your	board	by	sharing
more	ways	for	them	to	get	involved	in	your	purpose.	These	might	include	helping	with	major	donor	cultivation,	fundraising	event	planning	efforts,	or	introductions	to	new	donor	prospects.	Urge	them	to	discuss	your	nonprofit’s	impact	in	conversations	with	friends	and	colleagues	and	take	the	initiative	to	get	involved	with	any	donor	acquisition	efforts
they	have	an	interest	in.	After	asking	board	members	to	take	action,	keep	them	informed	with	frequent	updates	and	consistent	communication	to	ensure	they	have	everything	they	need	to	advocate	for	your	organization.	As	you	try	out	these	donor	acquisition	strategies	and	start	getting	new	donors,	consider	how	you	can	keep	them	around	for	the	long
haul.	Employ	stewardship	techniques,	such	as	sending	personalized	communications,	throwing	donor	appreciation	events,	and	soliciting	donor	feedback	through	surveys	to	inspire	meaningful	support	for	years	to	come.	Using	the	right	donor	management	software	can	make	a	big	difference	in	your	donor	acquisition	success	as	you	put	these	strategies
into	practice.	Make	sure	your	platform	suits	your	needs,	and	explore	other	software	options	like	Bonterra	Fundraising	+	Engagement	if	your	current	database	needs	an	upgrade.	Acquire	more	donors	with	the	top	donor	management	software.	Demo	Bonterra	Fundraising	+	Engagement	Securing	funding	for	your	nonprofit	isn’t	just	about	asking	for
money,	it’s	about	building	relationships,	showcasing	impact,	and	creating	multiple	revenue	streams	that	sustain	your	mission.	Yet	many	nonprofits	struggle	with	outdated	fundraising	approaches	that	leave	money	on	the	table	and	donors	disconnected	from	their	cause.	This	comprehensive	guide	explores	12	proven	fundraising	methods	that	blend
traditional	approaches	with	digital	innovations	to	help	you:	Create	sustainable	funding	streams	that	reduce	financial	uncertainty	Build	stronger	donor	relationships	that	lead	to	increased	funds	Leverage	technology	to	expand	your	reach	and	streamline	your	fundraising	efforts	P.S.	Teams	using	AI-powered	grant	writing	tools	like	Grantboost	can	now
manage	their	entire	monthly	grant	workload	in	the	time	it	once	took	to	complete	just	one	application.	This	tool	is	revolutionizing	the	grant	writing	process,	making	it	faster	and	easier	for	music	education	programs	to	apply	for	grants.	Stick	around	to	learn	more!	TL;DR	Launch	peer-to-peer	fundraising	campaigns	that	empower	supporters	to	raise
funds	on	your	behalf,	generating	2-3x	more	new	donors	than	traditional	methods	Host	signature	fundraising	events	like	galas,	community	walks/runs,	or	virtual	events	to	raise	funds	while	building	community	Implement	direct	mail	campaigns	with	personalized	stories,	clear	calls	to	action,	and	QR	codes	linking	to	online	donation	options	Sell	online
courses	and	digital	products	related	to	your	mission	to	generate	revenue	while	educating	supporters	Use	crowdfunding	for	special	projects	with	clear	goals,	compelling	visuals,	and	meaningful	perks	at	different	donation	levels	Develop	a	major	donor	program	by	identifying	prospects,	cultivating	relationships	through	personalized	engagement,	and
making	specific	asks	Apply	for	grants	from	foundations,	corporations,	and	government	agencies	that	align	with	your	mission	and	programs	Online	Fundraising	Strategies	Digital	fundraising	continues	to	grow	steadily,	with	online	giving	projected	to	increase	by	4.2%	in	2024	and	3.9%	in	2025.	Let’s	explore	the	most	effective	online	strategies	to	raise
money	for	a	nonprofit.	Create	a	User-Friendly	Donation	Website	Your	donation	website	isn’t	just	a	place	to	collect	donations,	it’s	often	the	first	impression	donors	have	of	your	organization	and	a	critical	tool	for	converting	interest	into	action.	The	foundation	of	effective	online	fundraising	includes:	Streamlined	donation	process	to	ensure	donors	can
complete	their	transaction	in	three	clicks	or	fewer.	From	the	landing	page,	they	should	be	able	to	select	their	donation	amount,	enter	payment	details,	and	receive	confirmation	without	extra	steps	or	distractions.	Mobile	responsiveness	as	33%	of	online	donations	were	made	from	mobile	in	2023.	Ensure	that	all	form	fields	and	buttons	are	44px	to	48px
in	height	for	easy	tapping,	and	ensure	that	your	design	adapts	to	different	screen	sizes	with	no	horizontal	scrolling.	Multiple	payment	options	including	credit	cards,	ACH	transfers,	and	popular	digital	wallets	such	as	PayPal,	Apple	Pay,	and	Google	Pay.	This	allows	donors	to	choose	their	preferred	payment	method,	improving	conversion	rates.
Suggested	donation	amounts	with	clear	impact	statements	(e.g.,	“$25	provides	meals	for	10	children”)	Compelling	visuals	that	show	your	work	in	action	rather	than	generic	stock	photos.	Use	real	images	of	your	beneficiaries,	events,	or	community	impact	to	create	an	emotional	connection.	Display	testimonials	from	donors	or	beneficiaries,	charity
ratings	badges	(like	Charity	Navigator	or	Guidestar),	and	a	donation	counter	(e.g.,	“100	donors	this	month”).	This	builds	trust	and	urgency,	making	potential	donors	more	likely	to	give.	Recurring	donation	options	prominently	displayed	(monthly	giving	accounts	for	31%	of	online	revenue).	Highlight	the	benefits	of	monthly	giving,	such	as	the	long-term
impact	their	ongoing	support	will	have,	and	position	the	recurring	option	in	a	visible	place	on	the	donation	form.	How	to	optimize	your	donation	page:	Test	your	donation	flow	by	having	board	members	and	volunteers	attempt	to	donate	Add	a	prominent	“Donate”	button	in	your	navigation	that	stands	out	with	contrasting	colors	Include	the	option	to
cover	processing	fees	(approx	70-75%	of	donors	will	opt	in	when	asked)	Read	Next:	The	Best	AI	Grant	Writing	Tools	to	Streamline	Your	Proposal	Writing	Launch	Peer-to-Peer	Nonprofit	Fundraising	Campaigns	Peer-to-peer	fundraising	harnesses	the	power	of	your	supporters’	personal	networks,	allowing	them	to	fundraise	on	your	behalf.	Why	peer-to-
peer	fundraising	works:	Steps	to	launch	an	effective	peer-to-peer	campaign:	Select	the	right	platform	that	offers	customizable	pages,	social	sharing	tools,	and	real-time	progress	tracking	Create	comprehensive	fundraiser	toolkits	including	email	templates,	images,	and	storytelling	frameworks	Set	realistic	individual	and	campaign	goals	based	on	your
fundraiser	network	size	Implement	gamification	elements	such	as	digital	badges,	leaderboards,	and	progress	thermometers	Provide	ongoing	coaching	and	support	through	regular	check-ins	and	recognition	Campaign	types	that	work	well	with	peer-to-peer:	“A-thon”	events	like	walks,	runs,	bike	rides,	or	dance	marathons	Challenge-based	campaigns
such	as	polar	plunges	or	step	challenges	DIY	fundraisers	tied	to	birthdays,	memorials,	or	personal	milestones	Team-based	competitions	between	departments,	schools,	or	community	groups	Applying	for	multiple	grant	opportunities?	Simply	paste	or	input	grant	opportunity	details,	and	the	AI	will	extract	and	analyze	the	information	to	craft	effective,
tailored	responses—saving	you	time	and	ensuring	your	proposals	align	with	each	grant’s	specific	requirements.	Establish	Recurring	Donation	Programs	Monthly	giving	programs	provide	the	financial	stability	nonprofits	need	while	making	it	convenient	for	donors	to	provide	ongoing	support.	Recurring	donors	stay	engaged	for	more	than	eight	years	on
average,	compared	to	just	1.68	years	for	one-time	donors.	How	to	build	an	effective	recurring	giving	program:	Create	a	dedicated	monthly	giving	program	with	a	distinctive	name	and	identity	Highlight	the	impact	of	sustained	giving	with	concrete	examples:	“Your	monthly	gift	of	$25	provides	10	meals	each	month	to	families	in	need”	“Join	our	monthly
giving	circle	to	fund	one	week	of	shelter	each	year”	Make	the	signup	process	frictionless	by:	Offering	both	credit	card	and	ACH	payment	options	(ACH	donors	are	retained	20%	longer)	Pre-selecting	the	“monthly”	option	on	donation	forms	Provide	exclusive	benefits	for	monthly	donors	such	as	special	content,	recognition,	and	early	access	to	events
Implement	a	robust	retention	strategy	with	welcome	communications,	regular	updates,	and	a	plan	for	handling	failed	payments	Pro	tip:	Frame	monthly	giving	in	terms	of	affordable	daily	amounts.	“$30	per	month”	becomes	“just	$1	per	day”	to	provide	clean	water,	education,	or	other	tangible	benefits.	Traditional	Fundraising	Methods	That	Still	Work
While	digital	strategies	are	essential,	traditional	fundraising	methods	remain	powerful	when	executed	well.	Corporate	Partnerships	Corporate	partners	can	provide	significant	funding	while	helping	businesses	meet	their	corporate	social	responsibility	goals.	Types	of	business	partnerships	to	pursue:	Event	sponsorships	for	galas,	runs/walks,	or
community	programs	Cause	marketing	campaigns	where	purchases	trigger	donations	In-kind	donations	of	products,	services,	or	expertise	Employee	giving	and	volunteer	programs	that	multiply	individual	impact	Matching	gift	programs	that	double	employee	donations	How	to	create	successful	business	partnerships:	Research	and	target	the	right
companies	whose	values	align	with	your	organization’s	mission	Create	tiered	sponsorship	packages	with	clear	benefits	at	each	level	Focus	on	mutual	value	by	highlighting	brand	alignment,	audience	access,	and	employee	engagement	Maintain	strong	relationships	through	regular	impact	reporting	and	recognition	Example	partnership	structure:
LevelInvestmentBenefitsBronze$2,500Logo	on	website,	social	media	mention,	event	tickets	(2)Silver$5,000Bronze	benefits	+	newsletter	feature,	program	ad,	event	tickets	(4)Gold$10,000Silver	benefits	+	speaking	opportunity,	press	release,	branded	content,	event	tickets	(8)Platinum$25,000+Custom	partnership	with	exclusive	naming	rights,	major
visibility,	VIP	access	Host	Signature	Fundraising	Events	Well-executed	events	build	community,	create	memorable	experiences,	and	deepen	relationships	with	supporters.	Types	of	fundraising	events	with	proven	success:	Galas	and	formal	dinners	with	silent/live	auctions	Athletic	events	like	runs,	walks,	golf	tournaments,	or	cycling	events	Educational
programs	featuring	expert	speakers	or	panels	Experiential	events	such	as	wine	tastings,	cooking	classes,	or	tours	Virtual	or	hybrid	events	that	expand	reach	beyond	geographic	limitations	Steps	to	create	a	successful	fundraising	event:	Set	clear	goals	beyond	just	dollars	raised	(new	donors,	major	gift	prospects,	media	coverage)	Build	a	comprehensive
budget	including	venue,	catering,	marketing,	and	contingency	funds	Create	multiple	revenue	streams	within	the	event	(sell	tickets,	sponsorships,	online	auction,	merchandise)	Develop	a	detailed	marketing	plan	with	email	campaigns,	social	media,	and	ambassador	outreach	Focus	on	excellent	attendee	experience	with	smooth	registration,	compelling
storytelling,	and	easy	giving	options	Pro	tip:	Create	a	“signature”	annual	event	that	becomes	associated	with	your	organization	and	that	supporters	look	forward	to	each	year.	Implement	a	Direct	Mail	Nonprofit	Fundraising	Strategy	Despite	the	digital	revolution,	direct	mail	fundraising	remains	a	powerful	fundraising	channel,	particularly	for	acquiring
new	donors	and	reactivating	lapsed	supporters.	Elements	of	effective	direct	mail	fundraising	appeals:	Compelling	outer	envelope	that	encourages	opening	Powerful	letter	with:	Personal	greeting	using	the	donor’s	name	Emotional	story	that	illustrates	your	impact	Clear	explanation	of	the	need	and	urgency	Specific	ask	with	suggested	gift	amounts
tailored	to	the	donor’s	giving	history	A	“P.S.	section”	that	reinforces	the	call	to	action	(the	most-read	part	of	the	letter	Response	device	with	pre-filled	donor	information,	clear	gift	options,	and	QR	code	linking	to	online	donation	Additional	inserts	with	impact	infographics,	photos,	or	testimonials	Best	practices	for	direct	mail	campaigns:	Segment	your
audience	for	more	targeted	messaging	(e.g.,	by	donation	history,	demographics,	or	engagement	level)	Test	different	elements	like	ask	amounts,	stories,	or	formats,	tailored	to	each	segment	Create	an	integrated	campaign	with	email	and	social	media	support	Track	response	rates	and	ROI	by	campaign	and	segment	to	refine	future	efforts	Digital-Age
Fundraising	Innovations	As	technology	evolves,	new	fundraising	channels	emerge	that	can	help	nonprofits	reach	donors	more	effectively.	Text-to-Give	Campaigns	Text-to-give	technology	makes	donating	as	simple	as	sending	a	text	message,	removing	friction	from	the	giving	process.	Setting	up	an	effective	text-to-give	campaign:	Choose	the	right
platform	based	on	ease	of	use,	CRM	integration,	and	pricing	Create	memorable	keywords	that	are	short,	relevant,	and	campaign-specific	Promote	your	text-to-give	option	through	events,	social	media,	and	print	materials	Optimize	the	mobile	donation	experience	with	minimal	form	fields	and	one-click	payment	options	Best	practices	for	text-to-give:
Send	immediate	confirmation	with	a	sincere	thank	you	Follow	up	with	impact	stories	within	48	hours	Use	text-to-give	during	live	events	with	real-time	displays	of	progress	Consider	text	messaging	for	ongoing	communication	with	donors	who	give	this	way	BTW,	Grantboost’s	AI-powered	platform	assists	nonprofits	in	creating	tailored	grant	proposals.
You	can	quickly	generate	proposals	that	align	with	both	your	specific	needs	and	the	requirements	of	the	grant	opportunity,	ultimately	saving	time	and	increasing	the	chances	of	success.	Online	Course	and	Digital	Product	Sales	Creating	and	selling	digital	products	related	to	your	expertise	allows	nonprofit	organizations	to	generate	revenue	while
fulfilling	educational	aspects	of	their	mission.	Types	of	digital	products	nonprofits	can	create:	Online	courses	teaching	skills	related	to	your	mission	Webinars	with	expert	speakers	on	relevant	topics	E-books	and	guides	that	share	specialized	knowledge	Templates	and	toolkits	for	practical	application	Exclusive	research	reports	with	valuable	data	Steps
to	develop	successful	digital	products:	Identify	your	unique	expertise	and	areas	where	you	can	provide	valuable	knowledge	Research	market	demand	through	surveys,	social	media	polls,	and	keyword	research	Start	with	a	minimum	viable	product	(MVP)	to	test	interest	before	a	major	investment	Build	a	marketing	funnel	with	free	“teaser”	content	that
demonstrates	value	Price	strategically	based	on	value	provided,	not	just	the	cost	of	creation	Crowdfunding	for	Special	Projects	Crowdfunding	harnesses	the	power	of	many	small	donations	to	fund	specific	projects	with	clear	goals	and	timelines.	When	to	use	crowdfunding:	Capital	purchases	like	equipment,	vehicles,	or	technology	Facility
improvements	or	expansions	Special	programs	with	defined	costs	and	outcomes	Emergency	response	to	unexpected	needs	or	opportunities	Steps	to	create	a	successful	crowdfunding	campaign:	Choose	the	right	platform	based	on	fees,	features,	and	nonprofit-specific	tools	Set	a	realistic	funding	goal	and	timeline	(30-45	days	is	often	optimal)	Create
compelling	visual	content	including	photos,	videos,	and	infographics	Develop	a	multi-channel	promotion	strategy	across	email,	social	media,	and	personal	networks	Offer	meaningful	perks	at	different	levels	from	digital	rewards	to	experiences	Best	practices	for	crowdfunding:	Show	progress	visually	with	funding	thermometers	and	updates	Create
time-based	incentives	like	matching	gift	periods	Share	donor	comments	and	testimonials	to	build	social	proof	Provide	regular	updates	during	and	after	the	campaign	Grant	Funding	Strategies	Grants	from	foundations,	corporations,	and	government	agencies	can	provide	significant	funding	for	nonprofits.	Identifying	Grant	Opportunities	Finding	the
right	grant	opportunities	is	crucial	for	success.	Not	every	grant	is	a	good	fit	for	your	organization.	Sources	of	grant	funding	to	explore:	Private	foundations	(family	members,	community	members,	or	independent)	Corporate	foundations	and	giving	programs	Government	grants	(federal,	state,	and	local)	Community	foundations	with	donor-advised	funds
Giving	circles	and	collaborative	funders	How	to	find	relevant	grant	opportunities:	Use	specialized	grant	databases	such	as	Foundation	Directory	Online	or	Grants.gov	Research	funders	that	support	similar	organizations	by	reviewing	annual	reports	and	tax	returns	Develop	a	systematic	research	process	with	calendars	and	alerts	for	deadlines	Evaluate
fit	before	applying	by	assessing	alignment	with	funder	priorities	and	interests	Pro	tip:	Develop	relationships	with	program	officers	before	applying	whenever	possible.	A	brief	introductory	call	or	email	can	provide	valuable	insights	about	funder	priorities.	BTW,	Grantboost’s	AI-powered	grant	writing	tool	can	help	you	analyze	grant	opportunities	in	no
time.	Just	paste	or	input	the	grant	details,	and	the	AI	will	extract	and	analyze	the	information	to	craft	effective	responses!	Writing	Compelling	Grant	Proposals	A	successful	grant	proposal	combines	clear,	concise	writing	with	compelling	storytelling	and	solid	data.	Key	elements	of	effective	grant	proposals:	Executive	summary	that	captures	the	essence
of	your	request	Need	statement	that	establishes	urgency	and	importance	with	data	and	stories	Program	description	with	specific	goals,	implementation	plan,	and	timeline	Evaluation	plan	that	demonstrates	accountability	with	specific	metrics	Budget	that	shows	responsible	financial	planning	with	detailed	justifications	Common	grant	writing	mistakes
to	avoid:	Generic	proposals	not	tailored	to	specific	funders	Overuse	of	jargon	and	technical	language	Focusing	on	organizational	needs	rather	than	community	impact	Vague	or	unrealistic	objectives	that	can’t	be	measured	Budget	inconsistencies	or	unexplained	expenses	P.S.	Grantboost	offers	cost-effective	plans	to	simplify	the	grant	writing	process.
With	a	Free	Plan	at	$0/month	and	a	Pro	Plan	at	just	$19.99/month,	our	platform	helps	you	create	tailored,	high-quality	proposals	quickly	and	affordably,	saving	you	time	and	resources	while	helping	you	reach	your	fundraising	potential.”	Read	Next:	Managing	Grant	Reporting	and	Relationships	Securing	a	grant	is	just	the	beginning.	Managing	the
funds	responsibly	and	building	relationships	with	funders	is	crucial	for	long-term	success.	Best	practices	for	grant	management:	Create	systems	for	tracking	requirements	including	reporting	deadlines	and	documentation	Document	impact	with	both	data	and	stories	that	align	with	proposal	objectives	Maintain	regular	communication	with	funders
beyond	required	reports	Address	challenges	proactively	by	notifying	funders	early	about	significant	changes	Express	appreciation	consistently	through	personalized	acknowledgments	Building	a	Major	Donor	Program	Major	gifts	often	represent	the	largest	portion	of	individual	giving	for	nonprofits.	Creating	a	structured	approach	to	identifying,
cultivating,	and	soliciting	major	donors	is	essential	for	fundraising	success.	Identifying	and	Cultivating	Major	Donors	Where	to	find	major	gift	prospects:	Current	donors	who	give	consistently,	even	if	smaller	amounts	Board	members	and	their	networks	Event	attendees,	particularly	at	higher-priced	functions	Volunteers	with	significant	involvement
How	to	identify	major	gift	potential:	Analyze	your	existing	donor	database	for	consistent	giving	history	and	increasing	gift	amounts	Conduct	wealth	screening	using	prospect	research	tools	and	public	records	Create	a	prospect	rating	system	based	on	capacity,	propensity,	and	interest	Develop	individual	prospect	profiles	with	personal	background	and
giving	history	Effective	cultivation	strategies:	Schedule	one-on-one	meetings	to	learn	about	donors’	philanthropic	interests	Offer	meaningful	engagement	opportunities	such	as	behind-the-scenes	tours	or	advisory	roles	Provide	personalized	communications	related	to	their	specific	interests	Create	exclusive	experiences	with	organizational	leadership
and	beneficiaries	Making	the	Ask	and	Stewardship	Preparing	for	a	successful	solicitation:	Determine	the	right	amount	based	on	giving	history	and	capacity	research	Identify	the	right	project	or	program	that	aligns	with	the	donor’s	expressed	interests	Select	the	right	person(s)	to	make	the	ask	based	on	relationship	strength	Practice	the	solicitation
conversation	with	a	clear	case	for	financial	support	and	answers	to	potential	donors	Elements	of	an	effective	solicitation	meeting:	Begin	with	genuine	appreciation	for	past	support	and	involvement	Share	a	compelling	story	that	illustrates	the	need	Make	a	direct,	specific	ask	with	comfortable	silence	after	Listen	actively	to	the	donor’s	response	Confirm
next	steps	regardless	of	the	immediate	answer	Stewardship	best	practices	after	a	gift:	Immediate	acknowledgment	within	24-48	hours	through	calls	and	notes	Personalized	recognition	based	on	donor	preferences	Regular	impact	reporting	specific	to	funded	projects	Ongoing	engagement	between	solicitations	with	exclusive	updates	and	personal
connections	Diversifying	Revenue	Streams	for	Sustainability	Financial	sustainability	requires	multiple	revenue	sources	that	can	weather	economic	fluctuations	and	changes	in	the	funding	landscape.	Membership	Programs	and	Benefits	Membership	programs	create	a	community	of	supporters	while	providing	reliable	recurring	revenue.	Steps	to	create
an	effective	membership	program:	Define	your	membership	value	proposition	with	clear	benefits	and	opportunities	Design	tiered	membership	levels	for	individuals,	families,	and	local	businesses	Create	compelling	member	benefits	such	as	exclusive	access,	recognition,	or	discounts	Develop	efficient	management	systems	for	sign-ups,	renewals,	and
benefit	redemption	Social	Enterprise	and	Earned	Income	Social	enterprise	models	allow	nonprofits	to	generate	revenue	through	mission-aligned	business	activities.	Types	of	nonprofit	earned	income	strategies:	Product	sales	related	to	your	mission	Fee-for-service	programs	for	individuals	or	organizations	Consulting	or	technical	assistance	leveraging
your	expertise	Space	or	equipment	rental	utilizing	your	assets	Steps	to	develop	a	social	enterprise:	Identify	potential	earned	income	opportunities	based	on	your	expertise	and	market	needs	Conduct	feasibility	analysis	examining	costs,	pricing,	and	operational	requirements	Create	a	business	plan	with	clear	value	proposition	and	financial	projections
Launch	with	a	minimum	viable	product	(MVP)	to	test	and	refine	your	offering	Planned	Giving	and	Legacy	Programs	Planned	giving	represents	one	of	the	largest	growth	opportunities	for	nonprofit	fundraising.	Common	types	of	planned	gifts:	Bequests	through	wills	or	trusts	Charitable	gift	annuities	providing	income	to	donors	Life	insurance	policies
with	the	nonprofit	as	beneficiary	Retirement	plan	designations	avoiding	tax	implications	Building	a	planned	giving	program:	Start	with	bequest	promotion	as	the	simplest	approach	Identify	potential	planned	giving	prospects	among	loyal,	older	supporters	Develop	educational	resources	explaining	different	gift	types	Create	a	legacy	society	to	recognize
planned	gift	donors	P.S.	With	Grantboost’s	customizable	outputs,	you	can	easily	generate	tailored	grant	proposals	that	follow	industry	best	practices,	ensuring	your	applications	are	both	professional	and	authentic	to	your	organization’s	voice.	This	means	less	time	spent	editing	and	more	time	focused	on	what	truly	matters.	Read	Next:	Smart
Fundraising	Starts	with	Grantboost!	Effective	nonprofit	fundraising	combines	strategic	planning,	relationship	building,	and	the	right	tools	to	streamline	your	efforts.	By	implementing	a	diverse	mix	of	fundraising	strategies,	from	digital	campaigns	to	traditional	events,	you	can	create	sustainable	funding	for	your	mission.	Key	takeaways	from	this	guide
include:	Diversify	your	fundraising	approaches	with	both	online	and	offline	strategies	to	reach	different	donor	segments	and	protect	against	fluctuations.	Focus	on	building	relationships	and	telling	compelling	stories	that	connect	donors	emotionally	to	your	cause	rather	than	simply	asking	for	money.	Invest	in	user-friendly	technology	that	makes



donating	easy	and	provides	valuable	data	to	improve	your	fundraising	efforts.	Create	opportunities	for	recurring	giving	to	establish	predictable	revenue	streams	that	support	long-term	planning.	Continuously	test,	measure,	and	refine	your	fundraising	strategies	based	on	performance	data	and	donor	feedback.	For	nonprofits	looking	to	streamline	their
fundraising	efforts,	Grantboost’s	AI-powered	writing	assistant	can	significantly	reduce	the	time	spent	on	grant	writing	while	increasing	success	rates.	With	features	like	customizable	outputs	based	on	your	organization’s	unique	voice	and	proven	grant	writing	strategies	built	into	the	platform,	you	can	focus	more	energy	on	your	mission	while	still
securing	the	funding	you	need.	Read	Next:	75	Creative	Fundraising	Ideas	for	Nonprofits	to	Inspire	Giving	Skip	to	contentNo	costs	to	set	up	or	keep	in	place.	Payoff	credit	line	whenever	you	are	ready.	Perfect	for	businesses,	nonprofit	organizations	(charity)	or	churches.Reputable	company	with	A+	BBB	&	5-STAR	Google	rating	since	2012.	Much	Easier
and	Faster	than	a	bank	line	of	credit,	bank	loan,	CDFI	or	Credit	Union.	We	are	well	known	in	the	industry.An	unsecured	business	line	of	credit.	Inexpensive	to	use.	Helps	manage	small	business	cash	flow.	Perfect	for	nonprofit	cash	flow	when	reimbursable	grants	come	into	play.	We	are	the	leader	of	lines	of	credit	to	small	nonprofit	organizations	in	the
US.Specializing	in	small	businesses,	nonprofits,	churches,	and	FedEx	ISPs.	Proud	provider	of	minority	and	women-owned	business	lines	of	credit.	Commercial	Banks	just	don't	loan	to	small	businesses	or	nonprofits.	Our	nonprofit	financing	product	is	very	helpful	to	managing	uneven	cash	flow.The	fastest	line	of	credit	setup	in	the	industry,	48-72	hours.
Line	requests	wired	to	your	bank	in	minutes.	Secured	account	portal	access	24	x	7.	So	much	easier	and	faster	then	a	working	capital	loan.No	collateral,	personal	guarantee,	or	restrictions	required.	Credit	line	renews	yearly	&	easily.	Perfect	for	business	or	nonprofit	short	term	financing.	Having	built	businesses	ourselves,	we	are	not	from	the
traditional	banking	or	Wall	Street	crowd.	We	know	how	hard	it	is	to	be	approved	for	a	traditional	bank	loan.	Financing	Solutions	is	a	leading	provider	of	lines	of	credit	to	nonprofits,	small	businesses,	churches,	and	Fedex	ISPs	in	the	United	States.We	have	an	“A+”	rating	from	the	Better	Business	Bureau,	and	our	reviews	are	5	stars	on	Google	reviews.
Unlike	our	competitors,	when	you	reach	out	to	us,	you	will	talk	to	real	people.	Our	small	business	line	of	credit	is	easy	to	access	at	any	time.With	no	paperwork	to	fill	out,	we	can	quickly	give	you	a	good	idea	if	you	will	be	approved	for	a	business	line	of	credit.	If	you	want	to	move	forward,	the	remaining	process	is	fast	&	easy,	only	requiring	a	few
simple-to-get,	business	cash	flow	documents.We	approve	many	businesses,	nonprofits,	churches,	and	FedEx	ISPs	who	thought	they	would	never	be	able	to	get	a	business	line	of	credit	because	we	look	at	your	organization	from	many	angles.	Get	your	free	instant	quoteWe	have	a	small	business	line	of	credit	with	Financing	Solutions	since	2017	and	it
has	been	great.	There	is	a	seasonality	to	our	business	so	it	comes	in	handy	in	the	spring.Our	FS	Nonprofit	Line	of	Credit	has	saved	us	many	times	helping	us	bridge	the	gap	between	our	reimbursements,	expenses,	and	operating	grants.	We	were	ecstatic	to	find	FS	because	bank	loans	for	nonprofits	require	collateral	and	personal	guarantees	while
Financing	Solutions	does	not.I	have	used	Financing	Solutions	Business	Line	of	Credit	off	and	on	since	2016	and	it	always	comes	in	handy	when	there	is	a	delay	in	our	client	payments.	It	really	works	as	a	short-term	working	capital	loan	on	demand.	Are	you	trying	to	get	donations	for	your	organization?	It	can	feel	difficult	to	begin	to	gain	traction	on	any
new	fundraising	endeavor.	With	some	simple	tactics	and	some	keen	execution,	your	nonprofit	can	be	well	on	its	way	to	getting	more	donations	than	ever.	In	this	article,	we’ll	look	at	11	simple	tactics	for	how	to	get	donations	as	well	as	the	best	practices	to	keep	in	mind	when	implementing	these	fundraising	methods.	Let’s	dive	in—and	get	your
organization	more	donations!	How	to	Get	Donations	It	can	feel	intimidating	to	get	started.	What’s	the	best	way	to	get	donations	and	make	long-lasting	relationships	with	those	new	donors?	Remember	that	Rome	wasn’t	built	in	a	day,	and	learning	the	best	way	to	get	donations	can	take	a	while.	With	the	right	ideas	and	tools,	you	can	smoothly	begin
soliciting,	accepting,	and	utilizing	donations.	Here	are	some	simple	tactics	that	are	vital	to	any	successful	fundraising	strategy.	1.	Set	up	a	donation	page	This	might	seem	obvious,	but	your	first	step	toward	collecting	donations	is	to	create	an	online	donation	page.	This	is	where	your	Donorbox	account	comes	in	handy.	When	you	sign	up	for	a	free
Donorbox	account,	the	first	thing	you	do	is	create	a	customized,	branded	donation	form	that	you	can	easily	embed	into	your	website	without	any	knowledge	of	coding	needed.	Pro	tip:	You	should	make	your	donation	page	as	simple	as	possible	for	your	donors,	so	think	about	what	kind	of	information	you	absolutely	have	to	have	from	donors	(name,
email)	and	what	kind	of	information	would	be	nice	to	have	(address,	employment	info).	Decide	how	you	can	make	the	most	streamlined	form	possible	to	keep	your	potential	donors	from	getting	burned	out	before	they	complete	their	donation.	Donorbox’s	donation	forms	are	designed	to	both	look	great	on	your	website	and	be	easily	navigated	by	your
donors.	Here’s	an	example	of	how	Code	for	America	integrates	their	Donorbox	donation	form	into	their	website:	Remember	that	in	the	mind	of	the	donor,	your	organization’s	donation	form	represents	how	your	organization	operates.	If	giving	is	a	smooth,	seamless	experience,	your	donors	will	think	your	organization	is	top-notch	and	worthy	of	their
gift.	Get	Started	With	Donorbox	2.	Enable	recurring	donations	Now	that	you	have	your	online	donation	form	set	up,	remember	to	add	a	crucial	option:	recurring	donations.	Recurring	donations	are	automated	donations	given	at	a	certain	interval	of	time.	On	average,	a	recurring	donor	will	give	42%	more	annually	than	a	one-time	donor.	With	Donorbox,
you	can	customize	your	donation	form	to	offer	the	following	intervals	as	options	for	your	donors:	Weekly	Monthly	Quarterly	Annually	You	can	mark	your	organization’s	preferred	donation	intervals.	Don’t	be	afraid	to	let	your	donors	know	how	their	donations	can	do	the	most	good!	Changing	up	the	donation	intervals	on	your	donation	form	is	easy.	From
your	dashboard,	simply	go	to	edit	your	donation	form	and	mark	which	intervals	you’d	like	to	offer.	With	the	drop-down	options,	select	which	interval	you	want	to	set	as	the	default	and	which	interval	you	want	to	recommend	(whichever	is	your	preference).	Pro	tip:	Remember	that	you	want	to	keep	your	donation	form	as	simple	as	possible,	so	try	to
choose	2-3	intervals	that	make	sense	with	your	fundraising	schedule.	If	you	can’t	decide	which	intervals	to	use,	start	with	all	4	options	and	then	analyze	the	giving	patterns	of	your	donors	to	decide	what	works	best	for	your	organization.	3.	Send	segmented	email	campaigns	If	your	organization	is	already	sending	emails,	you’re	off	to	a	great	start.	If	you
want	to	take	your	fundraising	a	step	further,	consider	segmenting	some	of	your	email	campaigns.	Segmenting	emails	means	breaking	up	your	email	list	into	groups	based	on	certain	criteria.	The	goal	of	segmenting	is	to	target	your	audience	in	the	best	way	possible	with	the	right	message.	Some	common	criteria	for	nonprofit	email	segmenting	include:
Age.	Depending	on	who	you’re	trying	to	reach	with	a	certain	campaign,	you	may	need	to	generate	slightly	different	materials.	Giving	history.	Someone	who	has	already	invested	in	your	organization—with	a	donation—has	a	slightly	different	expectation	for	content	than	someone	who	has	yet	to	donate.	Plus,	a	previous	donor	might	feel	overwhelmed
with	too	many	solicitation	emails,	whereas	someone	who	is	thinking	about	donating	might	need	all	the	help	they	can	get	to	follow	through	and	give	to	your	organization.	Location.	Are	you	hosting	an	event	in	your	area	but	you	have	supporters	on	the	other	side	of	the	country?	You	want	to	let	all	of	your	supporters	know	what	you’re	up	to,	but	you	might
only	target	those	closest	to	you	for	more	information	about	the	upcoming	event.	Targeting	with	segmented	email	campaigns	means	you	can	get	more	potential	donors	to	donate	by	focusing	your	energy	on	the	groups	that	need	it	the	most.	Pro	tip:	No	matter	what	segment	of	your	list	you’re	connecting	with,	your	emails	will	have	a	higher	open	rate	if
they	demonstrate	their	value	immediately.	Since	your	email	will	be	competing	with	an	average	of	88	emails	a	day,	many	of	which	might	be	other	nonprofits,	it’s	important	to	grab	their	attention	with	the	right	techniques.	4.	Leverage	text-to-give	campaigns	We’ve	all	seen	text-to-give	campaigns	run	by	larger	organizations.	Even	the	country	of	Ukraine
has	run	a	successful	campaign	to	raise	more	than	one	million	dollars	in	three	days.		But	text-to-give	can	work	for	organizations	of	any	size.	Because	everyone	is	on	their	smartphones	these	days,	you	want	to	offer	as	many	ways	for	a	donor	to	give	on	their	mobile	device	as	possible.	That’s	why	leveraging	text-to-give	is	so	important.	It’s	a	fast,
comfortable	way	for	potential	donors	to	give	to	your	cause	when	it’s	still	on	their	minds.	Donorbox’s	text-to-give	feature	streamlines	the	process	for	both	you	and	your	donors.	You	can	create	a	campaign	on	Donorbox,	choose	one	of	the	two	text-to-give	plans,	and	activate	the	feature	from	the	dashboard	itself.	Your	donors	will	then	text	your	unique
campaign	ID	to	the	text-to-give	number	and	they	receive	a	link	to	your	online	donation	form	where	they	can	quickly	and	easily	complete	their	donation.	This	is	what	it	looks	like	for	your	donors:	Whenever	a	donor	is	ready	to	give	to	your	organization	again,	Donorbox’s	repeat	donation	feature	makes	it	easy.	All	they	have	to	do	is	text	the	keyword	“YES”
to	the	same	number	and	they’ll	be	asked	if	they	want	to	give	the	same	amount	again.	Once	they	reply	“CONFIRM,”	they’ve	donated	again	to	your	organization—without	even	leaving	their	text	messaging	app.	Our	short	code	plan	gives	you	a	shorter	number	(801801)	that’s	easier	for	your	donors	to	remember	and	type	in	and	a	custom	keyword	for	a
specific	campaign.	Tips	to	maximize	text-to-give	fundraising:	Here	are	some	ways	to	get	the	word	out	about	text-to-give	so	your	organization	gets	the	full	benefits	of	this	tool:	Share	your	Campaign	ID,	the	text-to-give	number,	and	the	simple	instructions	to	give	everywhere.	It	should	be	on	any	physical	materials	you	hand	out,	on	your	website	(so
donors	remember	it’s	an	option	in	the	future),	and	if	you	have	a	site	or	office,	it	should	be	posted	around	the	building.	At	your	next	event,	use	it	as	the	primary	mode	for	collecting	donations	(with	other	options	available,	of	course).	Promote	it	as	a	fun,	new	thing	to	try	that	really	helps	your	mission.	Remember	to	be	mission-oriented	in	your
communications.	Try	to	think	of	a	specific	reason	text-to-give	helps	you	support	your	mission.	With	text-to-give,	you	get	your	funds	quickly—no	waiting	for	cash	or	checks	to	hit	your	account.	What	can	be	accomplished	by	those	quick	donations?	Think	of	some	concrete	scenarios	and	use	them	to	convince	your	donors	that	giving	via	text	is	a	great
option.	Utilizing	every	option	available	to	you	means	you’re	giving	donors	every	possible	option	to	support	you.	To	get	donations,	you	have	to	have	attractive	and	easy	ways	to	give—and	text-to-give	will	only	become	more	popular	in	the	future.	5.	Ask	for	donations	at	community	events	Are	you	hosting	any	upcoming	events?	A	5K,	an	auction,	a
community	learning	event?	These	are	great	opportunities	to	ask	for	donations.	Here’s	why.	Your	event	has	a	registration	form	and/or	a	participation	fee.	If	your	event	already	requires	the	participants	to	fill	out	a	form	or	pay	a	fee,	it’s	a	great	idea	to	ask	for	donations	on	the	registration	form.	People	are	more	likely	to	give	when	they	already	have	their
wallets	out	or	are	already	providing	their	information.	Your	event	is	beneficial	to	the	community	you’re	serving.	If	there	are	donors	at	your	event	and	they	can	clearly	see	the	value	your	organization	is	creating,	they’ll	be	all	the	more	inspired	to	give.	Your	event	promotes	excitement	around	giving.	If	you’re	hosting	a	fun	event	with	fundraising	in	mind,
find	ways	to	make	giving	exciting!	At	an	auction,	cheer	whenever	someone	makes	a	bid.	This	both	congratulates	them	for	amping	up	the	price	of	what	could	be	a	significant	donation	to	your	organization	and	encourages	others	to	partake	in	the	fun.	If	someone	is	at	your	event,	chances	are	they’re	interested	in	your	organization’s	work.	Use	that
momentum	to	get	more	donations	and	hopefully	establish	long-lasting	relationships	with	new	donors.	6.	Mail	out	fundraising	materials	Don’t	sleep	on	direct	mail!	Although	other,	more	digital	ways	of	connecting	with	potential	donors	are	only	going	to	become	more	important,	you	can’t	forget	about	the	tried	and	true	power	of	mailing	out	fundraising
materials.	Although	mailing	can	be	expensive,	if	you	get	a	little	creative	you	can	still	take	advantage	of	this	useful	way	to	get	new	donations.	Pro	tip:	Consider	using	smaller	mailings	like	well-designed	postcards.	This	cuts	back	on	your	material	and	postage	cost	(less	material,	less	weight)!	Your	donors	will	also	be	able	to	see	your	branding,	mission
information,	and	solicitation	without	having	to	tear	through	an	envelope.	If	you’re	in	the	US,	consider	applying	for	a	nonprofit	mailing	permit	that	allows	you	to	mail	with	a	special	nonprofit	discount.	Take	advantage	of	every	opportunity	to	save	some	cash	and	get	more	donations!	7.	Promote	your	cause	on	Facebook	Facebook	is	an	excellent	tool	for
fundraising.	Part	of	this	is	due	to	the	fundraising	options	Facebook	has	built-in	like	the	ability	for	your	supporters	to	host	their	own	fundraisers,	the	ability	to	collect	donations	through	a	Facebook	Live	video,	Facebook’s	Tuesday	Giving	matching	program,	and	more.	But	to	use	Facebook	to	its	full	advantage,	it’s	important	to	understand	how	Facebook
advertising	works.	Here	are	some	things	to	consider	when	it’s	time	to	promote	your	cause	on	Facebook:	Use	organic	posts.	Sometimes,	sharing	the	word	about	your	new	campaign	is	as	easy	as	posting	about	it.	The	term	“organic”	means	you	haven’t	spent	any	money	to	promote	it—it’s	a	post	on	your	organization’s	page	that	can	gain	traction	based	on
how	popular	it	is	with	your	subscribers.	Use	boosted	posts.	With	Facebook’s	boosting	option,	you	can	pay	to	give	your	content	more	views.	This	feature	also	allows	you	to	target	specific	groups—much	like	you	would	with	segmented	emailing—based	on	geographic	location,	websites	visited,	or	even	by	email	list.	This	gives	you	the	power	to	make	your
ad	and	your	boosting	budget	count.	Add	a	donate	button.	Take	the	additional	steps	to	install	the	clear,	call-to-action	button	at	the	top	of	your	organization’s	Facebook	page	that	allows	your	donors	to	give	to	your	organization	through	Facebook.	To	do	this,	you	have	to	sign	up	for	Facebook	Payments	first	and	register	with	Facebook	as	a	nonprofit
organization.	Pro	tip:	Use	donation	management	software	to	keep	track	of	your	Facebook	donations	so	all	your	donation	details	can	be	organized	and	easy	to	find.	With	Donorbox,	you	can	manually	enter	any	Facebook	donations	you	receive	into	your	donor	management	system.	Just	go	to	“Add	Offline	Donation”	from	your	Donorbox	campaign
dashboard:	No	matter	what	kind	of	post	you	use,	remember	to	link	your	Donorbox	campaign	so	your	followers	can	quickly	find	where	to	donate.	8.	Showcase	the	impact	of	donations	People	are	more	willing	to	give	if	they	think	their	gift	will	make	a	real	difference.	Don’t	be	afraid	to	show	them	exactly	what	their	donation	can	do—buy	school	lunches	for
a	class	of	students,	cover	the	cost	of	new	clothing	for	a	family	who	lost	everything	in	a	natural	disaster,	or	pay	for	clean	drinking	water.	Once	your	campaign	is	over,	be	sure	to	show	off	all	you	accomplished!	Donors	want	to	see	their	dollars	in	action,	so	be	sure	to	share	images,	charts,	and	any	data	you’ve	collected	to	prove	how	you	turned	those
donations	into	meaningful	action.	9.	Use	social	proof	to	build	trust	What	do	we	mean	by	“social	proof”	here?	It’s	just	what	it	sounds	like	–	proof	that	others	are	doing	it,	too.	Potential	donors	are	more	likely	to	give	if	they	see	other	people	give,	especially	if	those	other	people	are	their	friends,	family,	colleagues,	or	neighbors.	You	can	take	advantage	of
social	proof	by	letting	people	post	to	social	media	after	they’ve	given	to	your	organization.	With	Donorbox,	social	sharing	buttons	are	automatically	added	to	your	campaign’s	donation	form	so	donors	can	let	their	network	know	they’re	proud	to	support	you.	Donorbox	also	has	an	automated	donor	wall	that	updates	with	donor	names.	This	means	donors
get	recognition	and	that	their	name	is	out	there—and	potential	donors	can	see	just	how	many	others	trusted	your	organization	with	their	hard-earned	money.	10.	Blog	about	your	activities	Creating	a	blog	for	your	organization’s	website	can	do	a	couple	of	things.	For	one,	you	can	keep	the	public	up-to-date	about	any	new	initiatives	like	a	new	campaign
and	any	needs	your	organization	has	to	carry	out	its	mission.	You	can	also	use	your	blog	to	publish	mission-oriented	content	that	new	donors	can	find	on	Google.	Through	Search	Engine	Optimization	(SEO),	you	can	write	blog	posts	that	show	up	whenever	someone	searches	for	something	related	to	your	mission.	The	key	is	to	create	quality	content
that’s	factual,	interesting,	and	appeals	to	your	donor’s	emotions.	Blogging,	when	handled	the	right	way,	can	generate	not	only	new	donations	but	also	life-long	donors.	11.	Incentivize	giving	Some	donors	respond	well	to	clear	incentives	for	giving.	If	there’s	a	clear	reward	for	giving—besides	helping	your	awesome	cause!—there’s	a	good	reason	to	give
that	grants	some	kind	of	immediate	benefit.	If	you’re	a	501(c)	nonprofit,	you	already	have	the	added	benefit	of	donations	to	your	organization	being	tax-deductible	for	the	donor.	This	is	a	great	fact	to	advertise	to	give	would-be	donors	the	extra	push	to	give	this	year.	But	get	a	little	creative	to	think	about	other	incentives	you	can	offer,	like:	Physical
items.	Are	you	fundraising	for	something	local,	at	an	event,	or	in	your	facility?	Give	t-shirts	to	anyone	who	gives	over	a	certain	threshold.	You	could	also	make	branded	keychains,	mugs,	masks,	etc.	Something	fun	that	immediately	gives	a	potential	donor	a	reason	to	give—free	stuff!	Digital	items.	These	require	a	little	more	creativity,	but	with	the	right
mindset,	you	can	come	up	with	an	incentive	that’s	valuable	to	your	donors.	Do	you	have	space	on	your	website	for	advertisements?	You	could	offer	advertising	space	to	anyone	who	gives	over	the	threshold.	Once	your	blog	is	up	and	running,	you	could	give	a	special	shoutout	to	outstanding	donors	there	and	on	your	social	media	page.	Whatever
incentives	you	come	up	with,	be	sure	to	be	clear	about	your	terms	so	a	potential	donor	knows	exactly	what	to	expect.	5	Best	Practices	for	Getting	Donations	1.	Be	specific	Whether	you’re	running	an	email	campaign	or	leveraging	text-to-give,	give	your	potential	donors	a	specific	reason	to	donate	to	your	organization.	The	more	focused	your	ask,	the
more	donors	will	feel	compelled	to	give.	Try	to	add	some	context	to	your	ask.	How	will	their	donations	help	you	achieve	your	mission?	Be	an	open	book	about	your	expenses	and	your	budget.	Here	are	some	examples	of	clear,	mission-specific	language	to	use	when	soliciting	new	donors:	$25	will	fund	fresh,	clean	water	for	four	families.	Giving	to	our
building	fund	means	you	support	our	goal	to	outfit	our	museum	with	the	newest	technology,	giving	our	young	visitors	the	ultimate	educational	experience.	With	our	annual	granting	program,	we	spend	$1,000	a	day	helping	our	community.	Can	you	chip	in	$50	to	join	us	in	our	mission	of	housing	everyone	in	our	community?	Don’t	be	afraid	to	be
specific!	Your	donors	will	appreciate	the	transparency	and	you’ll	get	exactly	what	you	need.	2.	Create	urgency	Remember	that	your	communications	are	competing	with	a	lot	to	get	a	potential	donor’s	attention.	Urgency	helps	you	capture	their	attention	and	can	help	convince	them	to	donate.	When	you’re	about	to	launch	a	new	fundraising	campaign,
ask	yourself	these	questions	to	help	develop	this	necessary	sense	of	urgency:	What	do	we	need	right	now	in	order	to	be	successful	in	our	mission?	What’s	our	fundraising	goal	to	meet	that	need?	What	will	or	won’t	happen	if	we	don’t	meet	that	goal?	Whatever	your	answers,	it	will	pay	to	be	transparent	about	them	with	your	donors.	Pro	tip:	Remember
that	you	don’t	want	to	come	off	as	negative—giving	to	your	organization	should	make	donors	feel	good,	not	stressed!	They	should	complete	their	donation	and	feel	like	they	helped	you	meet	an	urgent,	mission-based	need.	3.	Inspire	emotion	People	give	because	they	want	to	help.	They	want	to	know	that	they	are	doing	something	good.	That	their	gift	is
necessary	and	powerful.	Studies	show	that	supporting	others	triggers	a	stronger	sense	of	self-esteem	and	purpose.	Our	brains	are	hard-wired	to	want	to	help	and	to	feel	better	about	ourselves	when	we	do.	Your	organization	has	a	mission	to	help.	Be	honest	about	why	your	mission	is	important	and	connect	with	the	emotions	of	your	audience.	4.	Make
it	easy	to	donate	online	Once	you	make	the	ask,	don’t	complicate	things	by	making	online	giving	difficult!	Here	are	some	important	things	to	consider	when	it	comes	to	simplifying	the	online	donation	process.	Make	the	donate	button	easy	to	find!	Typically,	you	should	put	your	donate	button	on	every	page	of	your	website,	usually	in	the	upper	portion
of	each	page.	It	should	stand	out	from	any	other	text	or	images	on	the	page.	Placing	it	above	the	navigation	bar	is	a	good	practice	to	make	it	noticeable.	Properly	link	your	donate	button.	What	good	is	the	button	if	the	link	takes	users	to	the	wrong	page?	When	a	potential	donor	clicks	that	link,	they	should	be	taken	straight	to	your	secure	online
donation	form.	Get	an	SSL	certificate.	This	allows	your	site	to	be	listed	as	HTTPS,	which	is	more	secure	than	just	HTTP.	This	is	important	both	to	keep	your	donor’s	information	secure	and	to	prevent	their	browser	from	telling	them	your	site	is	unsafe.	Don’t	miss	out	on	online	donations	because	you	didn’t	take	this	extra	step.	Have	a	clear	link	or
button	in	your	emails.	A	potential	donor	should	easily	be	able	to	locate	the	link	that	takes	them	to	your	secure	donation	form.	Streamlining	the	online	giving	process	as	much	as	possible	will	reward	you	with	more	donations.	The	more	donors	can	quickly	find	your	donation	form,	the	easier	they	can	give	to	support	your	urgent	need!	5.	Thank	donors
One	way	to	get	donations?	Build	a	good	relationship	with	existing	donors!	Show	donors	your	genuine	appreciation	for	their	gifts	to	inspire	them	to	give	again.	With	Donorbox,	your	customized	thank-you	email	is	sent	automatically	whenever	a	donation	is	received.	This	means	your	donors	feel	your	appreciation	right	away,	which	is	key	both	to	tap	into
that	good	feeling	that	giving	inspires	and	to	confirm	that	their	donation	was	successful.	Beyond	these	thank-you	emails,	get	creative	with	your	thanking!	Set	up	a	virtual	donor	wall	with	Donorbox	so	your	donors	automatically	get	recognition.	Give	them	shout-outs	on	your	social	media	accounts.	If	you	get	creative,	the	possibilities	for	thanking	donors
are	endless.	Use	Donation	Software	to	Get	More	Online	Donations	Getting	more	donations	requires	using	the	right	tactics	of	course,	but	the	right	tools	are	just	as	important.	Ultimately,	these	tactics	rely	on	a	solid,	online	donation	system.	To	get	more	donations,	you	need	to	have	a	clear,	good-looking	donation	form	that	your	donors	can	easily	find
through	text,	Facebook,	email,	and	in-person.	That’s	where	Donorbox	comes	in.	Keeping	all	of	your	fundraising	efforts	together	with	the	same	piece	of	software	means	less	work	for	you	and	a	more	cohesive	experience	for	your	donors,	no	matter	where	they	find	your	donation	button.	For	more	fundraising	tips,	check	out	the	rest	of	our	nonprofit	blog.
Finding	donors	for	your	nonprofit	isn’t	just	about	luck—it’s	about	strategy.	You’re	about	to	dive	into	an	article	that’ll	provide	you	with	tried	and	tested	methods	to	attract	donors	and	generous	hearts	to	your	cause.	We’ll	cover	everything	from	harnessing	the	power	of	social	media	to	hosting	fundraising	events	and	even	how	to	connect	with	corporate
sponsors.	You’re	not	alone	in	your	quest	to	make	a	difference.	There	are	countless	individuals	and	businesses	out	there	who	are	eager	to	support	initiatives	like	yours.	The	key	is	to	know	how	to	reach	them	and	engage	them.	Ultimately,	you	want	to	convince	them	that	your	nonprofit	is	worth	their	time	and	money.	By	the	end	of	this	article,	you’ll	have
a	clearer	understanding	of	how	to	find	donors	for	your	nonprofit.	We	will	equip	you	with	practical	strategies	you	can	implement	immediately.	So,	get	ready	to	take	your	nonprofit	to	new	heights	and	make	a	greater	impact	than	ever	imagined.	Introduction	Let’s	dive	into	the	nitty-gritty	of	finding	donors	for	your	nonprofit.	It’s	not	just	about	finding	any
donor.	It’s	about	finding	the	right	ones.	You	should	find	those	generous	hearts	that	believe	in	your	cause	and	are	willing	to	support	it.	Your	nonprofit	is	not	just	seeking	money.	It’s	aiming	for	impact,	so	you’ll	need	the	right	kind	of	support.	One	practical	strategy	you	can	immediately	employ	is	utilizing	a	donor	list	provider.	These	services	offer
comprehensive,	detailed	lists	of	potential	donors,	offering	a	much-needed	shortcut	on	your	journey	to	attract	funding.	Consider	the	following	when	choosing	a	donor	list	provider:	Reputation:	Are	they	well-regarded	in	the	nonprofit	sector?	Data	Quality:	How	accurate	and	up-to-date	is	their	information?	Cost:	Is	their	service	cost-effective	for	your
nonprofit?	Knowing	your	audience	is	crucial	to	reach	and	engage	potential	donors	effectively.	Understand	who	they	are,	what	they	care	about,	and	their	preferred	contact	method.	A	well-researched	and	targeted	approach	can	make	all	the	difference	in	your	fundraising	efforts.	Why	Finding	Donors	is	Important	for	Your	Nonprofit	Finding	donors	is	a
crucial	task	for	your	nonprofit.	It’s	not	just	about	money.	It’s	about	securing	the	future	of	your	organization	and	expanding	your	impact.	Increasing	Funding	Opportunities	The	more	donors	you	have,	the	more	funding	opportunities	your	nonprofit	can	benefit	from.	Every	donor	you	connect	with	represents	potential	funds	for	your	cause.	But	it’s	not	just
about	quantity.	The	quality	of	your	donors	matters	as	well.	For	example,	a	donor	deeply	passionate	about	your	cause	will	likely	become	a	repeat	donor.	Here’s	where	a	donor	list	provider	can	be	a	game	changer.	They	offer:	Remember,	it’s	not	just	about	finding	donors.	It’s	about	finding	the	right	donors.	Expanding	Program	Impact	The	more	donors
you	have,	the	more	you	can	expand	your	programs	and	increase	your	impact.	More	donors	means	more	resources.	And	more	resources	means	you	can	do	more	to	fulfill	your	mission.	For	instance,	you	can:	Launch	new	programs	that	align	with	your	mission.	Expand	existing	programs	to	reach	more	people.	Invest	in	resources	to	make	your	programs
more	effective.	In	essence,	finding	donors	isn’t	just	about	survival.	It’s	about	growth.	It’s	about	making	a	significant	difference.	And	that’s	what	your	nonprofit	is	all	about.	So,	start	looking	for	those	donors.	Start	making	a	bigger	impact	because	your	cause	deserves	it.	And	so	do	the	people	you	serve.	Identifying	your	Target	Audience	Your	journey	in
securing	your	nonprofit’s	future	starts	by	identifying	your	target	audience.	It’s	a	crucial	step	towards	finding	donors	that	align	with	your	mission	and	values.	Defining	your	Nonprofit’s	Mission	and	Values	Understanding	your	nonprofit’s	mission	and	values	is	the	first	step	in	identifying	your	target	audience.	This	knowledge	is	your	guiding	light,
allowing	you	to	attract	donors	whose	values	align	with	yours.	Ask	yourself:	What	is	our	mission?	What	values	do	we	uphold?	Who	would	resonate	with	our	cause?	Analyzing	your	Current	Donor	Base	Your	current	donors	are	a	goldmine	of	information.	Analyze	your	existing	donor	base	to	understand	who	they	are,	what	motivates	them	to	support	your
cause,	and	how	you	can	find	more	people	like	them.	Consider	their:	Demographics	Giving	habits	Engagement	levels	Tapping	into	a	donor	list	provider	can	be	a	boon	in	understanding	your	current	donor	base.	This	valuable	tool	helps	you	gain	insights	into	your	donors’	preferences,	allowing	you	to	tailor	your	outreach	efforts	effectively.	Researching
Potential	Donors	After	defining	your	mission	and	analyzing	your	current	donor	base,	it’s	time	to	research	potential	donors.	Look	for	individuals	or	organizations	who	share	your	values	and	may	be	interested	in	supporting	your	cause.	Finding	donors	is	about	survival,	making	a	bigger	difference,	and	fulfilling	your	nonprofit’s	mission.	As	you	embark	on
this	quest,	keep	your	mission	at	the	forefront.	Understand	your	current	donors,	and	watch	for	potential	supporters.	This	will	secure	your	nonprofit’s	future	and	expand	your	impact.	Building	Relationships	with	Potential	Donors	Finding	donors	for	your	nonprofit	is	no	small	task.	It’s	more	than	just	a	numbers	game.	Securing	new	donors	and	maintaining
relationships	with	existing	ones	demands	a	strategic	approach.	Let’s	explore	some	crucial	tactics	for	building	solid	relationships	with	potential	donors.	Creating	a	Compelling	Story	People	connect	with	stories.	When	reaching	out	to	potential	donors,	it’s	crucial	to	have	a	compelling	narrative	about	your	nonprofit.	Wrap	your	mission,	values,	and	impact
into	a	story	that	resonates	with	your	target	audience.	What	difference	are	you	making?	Who	benefits	from	your	work?	How	does	your	organization	change	lives?	Craft	your	story	so	potential	donors	can	see	the	value	they’re	adding	when	they	contribute.	Developing	a	Donor	Cultivation	Plan	To	engage	donors,	you	need	a	plan.	A	donor	cultivation	plan
outlines	strategies	to	connect	and	attract	donors,	and	nurture	those	relationships	over	time.	Your	plan	should	include:	Identifying	potential	donors	from	your	donor	list	provider.	Researching	these	individuals	to	understand	their	interests	and	giving	patterns.	Creating	personalized	outreach	strategies.	Remember,	it’s	about	building	relationships,	not
just	asking	for	money.	Providing	Opportunities	for	Engagement	Engagement	is	vital	to	building	lasting	relationships	with	donors.	Look	for	ways	to	involve	potential	donors	in	your	mission.	This	could	include:	Inviting	them	to	events	or	tours.	Sharing	success	stories	and	updates.	Providing	volunteering	opportunities.	When	donors	feel	involved,	they’re
more	likely	to	support	your	cause.	So,	keep	them	engaged,	and	watch	your	donor	base	grow.	Keep	sight	of	consistency	and	persistence	as	you	work	on	these	strategies.	Building	relationships	takes	time.	But	with	the	right	approach,	you’ll	be	on	your	way	to	securing	your	nonprofit’s	future.	Crafting	an	Effective	Donation	Campaign	After	securing	a
robust	donor	list	from	your	provider,	it’s	time	to	drive	your	mission	forward.	But	how?	By	crafting	an	effective	donation	campaign.	Let’s	dive	into	the	critical	components	of	a	successful	fundraising	campaign.	Setting	Realistic	Fundraising	Goals	First	things	first,	what	are	your	financial	targets?	When	you’re	setting	goals,	it’s	crucial	to	be	realistic.	Here
are	a	few	things	to	consider:	Understand	your	past	fundraising	performance	Factor	in	your	donor	list’s	growth	potential	Consider	the	average	donation	size	It’s	not	just	about	the	numbers.	Set	goals	that	align	with	your	mission	and	vision.	Choosing	the	Right	Fundraising	Methods	Next,	you’ll	need	to	choose	your	fundraising	methods.	There	are
countless	ways	to	raise	funds,	but	the	key	is	finding	what	works	best	for	your	organization	and	donors.	Here’s	a	quick	rundown	of	some	popular	methods:	Online	donations	Sponsorship	programs	Charity	events	Crowdfunding	Always	remember	to	tailor	your	methods	to	your	supporters’	preferences	to	attract	donors.	Implementing	a	Multi-Channel
Approach	Finally,	it’s	time	to	take	your	campaign	to	the	streets	–	and	the	web.	Implementing	a	multi-channel	approach	is	vital	to	reaching	as	many	potential	donors	as	possible.	Here	are	some	channels	to	consider:	Social	media	platforms	Email	newsletters	Direct	mail	Phone	calls	By	leveraging	a	multi-channel	approach,	you’re	not	only	reaching	more
potential	donors,	but	you’re	also	making	it	easier	for	them	to	donate.	So	don’t	wait!	Start	crafting	your	effective	donation	campaign	today.	Recognizing	and	Thanking	your	Donors	After	securing	your	donors,	showing	appreciation	for	their	support	is	vital.	Recognizing	and	thanking	your	supporters	is	a	crucial	part	of	building	lasting	relationships.
Creating	Personalized	Acknowledgment	Strategies	One	of	the	most	effective	ways	to	thank	your	donors	is	through	personalized	acknowledgments.	This	shows	donors	that	you	value	their	contribution	and	aren’t	just	treating	them	as	another	name	on	your	donor	list.	Here	are	a	few	strategies	you	can	use:	Send	personalized	thank-you	notes	or	emails.
This	could	be	done	by	your	team	or	those	who	benefit	directly	from	the	donations.	Make	a	phone	call	to	express	your	gratitude.	If	you’re	using	a	donor	list	provider,	they	may	offer	personalized	thank-you	services	as	part	of	their	package.	Hosting	Donor	Appreciation	Events	Donor	appreciation	events	are	another	fantastic	way	to	recognize	your	donors.
These	events	provide	an	opportunity	for	donors	to	see	firsthand	the	impact	of	their	contributions.	Here	are	a	few	types	of	events	you	could	host:	Informal	get-togethers	Formal	dinners	Special	tours	of	your	facility	or	projects.	The	goal	is	to	make	your	donors	feel	valued	and	appreciated.	Sharing	Impact	and	Success	Stories	Finally,	sharing	impact	and
success	stories	is	a	powerful	way	to	thank	your	donors.	Show	them	that	their	contributions	are	making	a	real	difference.	You	could:	Share	stories	in	newsletters	or	on	social	media.	Include	success	stories	in	your	annual	report.	Post	updates	on	your	website	regularly.	Ultimately,	showing	appreciation	to	your	donors	keeps	them	engaged	and	makes
them	more	likely	to	continue	supporting	your	nonprofit.	It’s	about	securing	donors	and	building	relationships	with	them.	Final	Thoughts	You’ve	now	got	the	tools	to	find	and	attract	donors	for	your	nonprofit.	It’s	not	just	about	securing	funds	but	expanding	your	impact	and	fulfilling	your	mission.	A	donor	list	provider	can	be	valuable	in	connecting	you
with	potential	donors.	But	it’s	your	job	to	engage	them	effectively.	Craft	a	compelling	story	and	a	solid	donor	cultivation	plan.	Consistency	and	persistence	are	key	to	building	these	relationships.	Once	you’ve	secured	your	donors,		show	appreciation.	Personalized	acknowledgments,	donor	appreciation	events,	and	sharing	success	stories	all	play	a	role
in	maintaining	these	relationships.	Lastly,	when	crafting	your	donation	campaign,	set	realistic	fundraising	goals.	Choose	the	proper	methods	and	use	a	multi-channel	approach.	With	these	strategies	in	place,	you’re	well	on	your	way	to	securing	your	nonprofit’s	future	and	making	a	big	difference	in	your	community.	Keep	pushing	forward.	Every	donor
you	secure	brings	you	one	step	closer	to	achieving	your	mission.	This	spotlighted	blog	post	is	courtesy	of	Accurate	Append.	Disclaimer:	This	post	may	contain	affiliate	links.	These	links,	if	used	and	purchases	made,	we	may	earn	a	small	commission.	These	affiliate	programs	do	not	impact	the	recommendations	we	make	or	the	resources	we	refer	you	to.
Our	focus	is	on	providing	you	the	best	resources	for	your	nonprofit	journey.Nonprofits	are	a	type	of	organization	that	is	different	than	for-profit	organizations.	Nonprofits	have	the	goal	of	benefiting	society	in	general,	and	they	do	not	need	to	make	a	profit	or	increase	equity	for	shareholders.To	put	it	more	succinctly,	a	for-profit	business	is	financed	by
private	investors	and	therefore	gives	equity	or	profit	to	them	in	turn,	while	nonprofits	are	funded	by	donations	made	by	individuals,	corporations,	or	foundations.	Return	on	investment	(ROI)	from	a	for-profit	organization	has	the	potential	to	be	greater	although	the	social	impact	of	a	nonprofit	will	likely	be	greater.There	are	many	types	of	nonprofits,
but	we	will	focus	on	what	most	people	think	about	when	they	hear	“nonprofit.”This	article	will	discuss	the	difference	between	nonprofit	and	for-profit	organizations.	Then	we’ll	review	the	structure	of	nonprofits	and	typical	functions	and	roles	within	a	nonprofit.	We’ll	make	a	quick	stop	to	discuss	three	management	structures,	board	governance,	and
common	board	committees.Finally,	we’ll	include	some	reasons	why	you	may	not	want	to	become	a	nonprofit	organization!A	nonprofit	organization	is	one	that	does	not	have	shareholders,	profits,	or	equity	to	worry	about.	Nonprofits	are	also	called	“not-for-profit”	organizations	because	the	money	they	make	goes	back	into	their	mission	and	can’t	be
distributed	among	owners	as	for-profit	companies	do.Nonprofits	are	usually	registered	as	corporations	in	the	state	where	they	operate	with	a	specific	purpose	of	benefiting	society	as	a	whole	through	charitable	work.There	are	many	types	of	nonprofits	besides	the	typical	501(c)3,	such	as	:501(c)12:	A	nonprofit	corporation	that	has	a	specific	purpose	of
providing	business	or	professional	organization	for	its	members.501(c)13:	An	organization	formed	to	promote	social	welfare	by	organizing	and	conducting	educational	activities	within	the	community	(like	churches).501(c)14:	This	category	includes	organizations	such	as	Social	and	recreational	clubs,	literary	associations,	business	leagues	or
professional	organizations.501(c)18:	This	category	includes	religious	groups	like	churches	that	function	as	nonprofits.501(c)19:	A	nonprofit	organization	created	for	the	benefit	of	a	state	or	local	government	by	providing	goods	or	services	exclusively	to	such	governments	(like	public	libraries).A	nonprofit	uses	funds	obtained	from	donors	to	carry	out
their	work.	Nonprofits	are	known	for	the	tax-exempt	status	that	comes	with	the	donation	of	funds	and	property,	but	there	is	a	lot	more	to	it	than	this!What’s	important	to	note	about	nonprofits	is	the	goal:	while	they	may	have	some	profit	as	well	as	equity	goals	like	any	other	business,	one	goal	must	be	a	positive	social	impact,	society	benefit,	or	public
good.	This	means	that	nonprofits	cannot	exist	solely	to	make	money	or	increase	share	value.	It	has	charitable	rootsIn	contrast	to	commercial	businesses	that	exist	primarily	because	of	shareholder	interests	(shareholders	want	an	organization	that	will	create	a	return	on	investments),	nonprofits	need	not	focus	on	those	things	under	their	own	set	of
laws.As	mentioned	above,	one	of	the	biggest	differences	between	nonprofit	and	for-profit	organizations	is	that	nonprofits	are	not	created	to	make	a	profit.	This	means	it’s	up	to	donors	to	provide	monetary	donations	in	order	to	cover	expenses.Nonprofits	can	also	help	cover	expenses	by	charging	fees	for	their	programs	or	services.Nonprofits	also	have
different	structures	than	for-profit	companies	in	order	to	carry	out	their	mission	without	worrying	about	distributing	equity	among	shareholders.Nonprofits	are	usually	more	altruistic	and	are	formed	to	make	a	positive	social	impact,	while	for-profit	companies	are	usually	formed	to	make	money.Finally,	nonprofits	rely	heavily	on	volunteers	while	for-
profit	companies	typically	pay	their	employees	more	money	than	they	get	from	grants/donations.Nonprofits	are	structured	as	a	corporation	in	the	state	they	operate	within.	This	means	they	have	to	follow	certain	rules	and	guidelines	for	their	structure,	including:a	board	of	directorsofficers	like	the	president,	secretary,	and	treasurerat	least	one
director	is	required	to	be	an	“interested	person”	(which	means	they	are	on	the	same	level	as	those	who	will	benefit	from	the	nonprofit’s	work)Nonprofit	organizations	also	typically	have	one	of	three	main	structures:Management	by	Board	with	Executive	Director/CEO	(Operating	Board)Management	by	CEO	with	Advisory	BoardNonmanagement
structureWhich	type	of	structure	your	organization	will	use	depends	largely	on	its	mission	and	organizational	culture	–	all	three	models	can	work	well!Let’s	dig	into	each	type	of	nonprofit	management	structure.This	type	of	structure	is	more	common	in	nonprofits	with	a	small	staff	and/or	one	person	who	has	most	of	the	decision-making	power.
However,	the	Board	makes	operational	decisions.The	board	hires	an	executive	director	to	manage	day-to-day	operations,	which	they	monitor	closely	through	regular	meetings.	While	this	may	seem	like	too	much	work	for	volunteers,	it	can	be	effective	if	there	are	only	two	or	three	people	running	things	at	any	given	time.The	downside?	It’s	easy	for
disagreements	between	members	on	the	board	and/or	the	Executive	Director	(especially	about	how	important	particular	tasks	should	be	done)	to	get	out	of	hand	quickly	without	anyone	really	being	able	to	do	anything	about	it!In	this	type	of	nonprofit,	the	CEO	is	overseeing	a	larger	staff	and	has	more	decision-making	power	over	overall	operations.
The	board	may	act	as	advisory	members	or	advisors	to	provide	guidance	on	specific	issues	that	come	up	like	financial	management,	HR	policies,	or	long-term	strategy.This	structure	can	work	well	for	nonprofits	with	many	employees	where	there	are	many	different	tasks	happening	at	once	from	fundraising/trustee	relations	to	event	planning.Typically,
the	CEO	is	trusted	to	lead	the	organization,	make	most	operational	decisions,	and	recommend	strategy	and	organizational	direction.If	the	CEO	has	a	major	disagreement	with	the	board	about	how	to	operate,	there	may	not	be	much	that	can	be	done	about	it.The	other	downside?	The	Board	doesn’t	have	as	strong	of	an	influence	on	day-to-day
operations	and	long-term	strategy	as	in	other	structures!	This	could	also	be	a	plus	for	the	model.This	is	the	most	democratic	of	nonprofits.	The	board	and	staff	are	all	volunteers,	with	one	person	often	serving	as	a	co-chair	or	chairperson	of	the	Board	to	coordinate	operations.In	this	structure,	everyone	has	an	equal	voice	in	how	decisions	should	be
made	–	you	may	have	conflicts	between	members	about	what’s	most	important	for	your	organization!The	upside?	You’re	able	to	take	things	“one	day	at	a	time”	without	having	to	worry	too	much	about	long-term	strategy	because	it’s	not	necessary	when	there	isn’t	someone	else	looking	over	your	shoulder	telling	you	what	needs	to	get	done	first!	It	can
also	work	well	if	only	two	people	are	working	on	day-to-day	operations.But	this	is	also	the	downside	of	this	structure.	Nonmanagement	organizations	tend	to	lack	vision,	direction	and	growth,	keeping	nonprofits	small	and	less	well	funded	with	less	social	impact.Depending	on	the	size	and	culture	of	the	organization,	nonprofits	typically	have	a	few	key
roles	that	are	crucial	to	their	success.	For	example:Board	Members	(provide	guidance	on	specific	issues)Executive	Director/CEO	(manages	day-to-day	operations)Director(s)	or	Program	Manager(s)	for	specific	programs	or	services	offered	by	nonprofits	–	these	directors	often	oversee	staff	members	within	each	program.	They	may	also	be	responsible
for	long-term	planning	as	well	as	routine	operation	tasks	like	fundraising	campaigns	and	strategic	partnerships	with	other	organizations.Chief	Financial	Officer	(responsible	for	financial	management	and	reporting).	This	person	is	usually	in	charge	of	managing	budgets,	expenses,	salaries,	donations	received	from	external	sources,	etc.).	The	CFO	can
either	work	closely	with	an	executive	director	or	can	serve	as	an	independent	consultant.	The	CFO	is	usually	the	person	in	charge	of	making	decisions	about	grants	and	foundations	but	should	report	to	the	board	or	executive	director	if	they	are	not	responsible	for	that	role	themselves.Fundraising	Director/Manager	(responsible	for	soliciting	donations
from	other	organizations,	individuals,	government	agencies).	This	includes	building	relationships	with	potential	donors	so	your	nonprofit	doesn’t	have	to	rely	solely	on	a	small	number	of	large	gifts.	It	also	means	being	able	to	identify	which	strategies	will	work	best	for	securing	funding	within	different	areas	–	such	as	corporate	giving	programs	over
individual	donor	campaigns.Nonprofit	managers	often	juggle	these	multiple	roles	at	once!	In	smaller	nonprofits,	they	may	be	fundraising	directors,	program	managers,	and	human	resource	directors	all	at	the	same	time.Board	committees	are	groups	of	people	within	the	board	who	work	together	to	carry	out	specific	tasks.	For	example,	a	fundraising
committee	might	have	someone	in	charge	of	invitations	and	greetings	cards	for	events	as	well	as	donations	from	foundations.Finance	Committee	–	this	is	responsible	for	looking	at	all	financial	matters	including	budgets	and	grants/soliciting	funding.	Sometimes	this	committee	also	handles	audit	committee	obligations.Program	Planning	Committee	–
assists	with	long	term	planning	(this	includes	developing	organizational	strategy)Fundraising	or	Development	Committee	–	handles	donor	relationships	and	donor	outreach	programs,	campaigns,	etc.).	This	group	may	also	be	known	by	other	terms	such	as	development	council	or	fundraising	councilGovernance	Committee	–	responsible	for	reviewing
documents,	providing	policy	input	on	legal	matters/government	regulations,	and	advising	the	board	on	ethical	issues.Audit	Committee	–	reviews	all	financial	reports	and	takes	appropriate	action	if	necessary.	This	committee	is	sometimes	called	an	audit	or	finance	review	committee	(ARC)	butThe	nonprofit	sector	is	the	third-largest	employer	in	this
country,	but	it’s	also	the	most	volatile.	Nonprofits	are	26	times	more	likely	to	fail	than	for-profit	businesses	and	nonprofits	make	up	99%	of	all	charities.Nonprofits	have	been	shown	to	grow	at	a	rate	that	is	slower	than	their	counterparts	because	they	have	less	fundingAccording	to	Forbes	magazine,	“the	average	life	expectancy	of	an	organization	was
just	22	years”Nonprofits	may	be	more	complicated	to	run	and	there’s	a	higher	risk	of	failureNonprofit	organizations	have	been	shown	to	lack	vision,	direction,	and	growth.	Nonprofits	are	often	small	with	less	social	impact	than	their	counterparts	in	the	for-profit	sectorNonprofit	employee	turnover	is	higher	than	it	is	within	the	for-profit	business
world.A	nonprofit	is	an	organization	that	carries	out	the	public	good.	Nonprofits	are	different	from	for-profit	organizations	because	they	don’t	generate	a	profit	and	rely	on	donations	to	keep	running.There	can	be	many	reasons	why	you	may	not	want	to	become	a	nonprofit	organization:	lack	of	vision,	direction,	and	growth;	slow	rate	of	growth;
vulnerability	to	failure	rates	amongst	nonprofits.Typical	roles	in	a	nonprofit	include	Executive	Director/CEO	who	manages	day-to-day	operations,	Directors	or	Program	Manager(s)	who	oversee	staff	members	within	each	program	under	their	management,	Chief	Financial	Officer	responsible	for	financial	management	and	reporting	activities	as	well	as
Board	Members	providing	guidance	on	specific	issues	such	as	finance,	safety,	and	governance.	Acquiring	new	donors	is	an	investment.	It	can	cost	nonprofits	$1.50	to	raise	$1.00	from	a	new	supporter.	On	top	of	this,	economic	uncertainty,	changes	in	donor	behaviors,	and	a	shift	in	trust	from	institutions	to	individuals	emphasize	how	critical	it	is	for
nonprofits	to	adapt	their	strategies	to	align	with	today’s	best	practices.	In	the	current	climate,	getting	donors	to	donate	must	involve	a	multichannel	approach	and	efforts	to	meet	them	where	they	are.	To	help	identify	prospective	donors	and	cultivate	your	next	wave	of	lifelong	supporters,	we’ve	rounded	up	eight	techniques	to	expand	your	donor	base
and	foster	loyal	relationships.		Explore	effective	ways	to	source	donations	across	various	giving	levels	and	learn	how	GoFundMe	and	Classy	from	GoFundMe’s	innovative	tools	can	help	make	outreach	easier.		1.	Conduct	prospect	research	Prospect	research	involves	gathering	and	analyzing	detailed	information	about	potential	donors	to	understand
who	they	are,	what	drives	them,	and	how	they	might	connect	to	your	cause.	Information	you	may	collect	in	your	donor	database	includes:	Philanthropic	history:	Investigate	past	giving	behaviors	for	insights	into	future	generosity,	such	as	monetary	and	in-kind	donations	to	other	nonprofits,	participation	in	volunteer	opportunities,	political	giving,	and
other	support	of	similar	causes.	Wealth	screening:	Identify	financial	capacity	with	wealth	markers,	such	as	net	worth,	real	estate	holdings,	stock	holdings,	and	business	affiliations.	Charitable	motivations:	Delve	into	the	“why”	behind	a	prospective	donor’s	giving.	Which	causes	do	they	care	about?	What	inspires	their	generosity?	Personal	backgrounds:
Get	to	know	individual	donors	to	tailor	your	approach	by	gathering	information	on	demographics,	hobbies,	marital	status,	communication	preferences,	and	professional	and	educational	backgrounds.	Nonprofits	can	tap	different	databases,	historical	records,	and	other	research	methods	to	collect	specific	information,	storing	it	in	their	customer
relationship	management	(CRM)	platform	to	create	complete	donor	profiles.	This	approach	to	donor	management	can	help:	Drive	hyperpersonalized	content.	Inform	major	donor	outreach.	Identify	planned	or	deferred	donors.	Discover	new	donor	cohorts.	Prospect	research	is	the	first	step	toward	expanding	your	nonprofit’s	reach	and	impact.	Classy’s
comprehensive	suite	of	tools	can	then	help	turn	your	research	into	action	with	options	like	flexible	donation	pages	and	donation	forms	tailored	to	your	unique	brand,	goals,	and	donor	preferences.	Plus,	gain	access	to	in-depth	fundraising	intelligence	and	analytics	to	keep	your	finger	on	the	pulse	of	your	campaigns	and	make	refinements	as	needed.	2.
Leverage	peer-to-peer	fundraising	The	2024	Edelman	Trust	Barometer	report	found	that	48%	of	people	trust	recommendations	from	friends	and	family	when	making	decisions	compared	to	33%	for	ads	and	17%	for	the	news.	GoFundMe’s	The	Social	State	of	Giving	report	supports	this,	finding	that	most	Gen	Zers	and	Millennials	follow	impact	creators
online.	In	fact,	one	in	four	Gen	Zers	said	they	donated	as	the	result	of	a	social	media	creator,	and	51%	said	they	would	trust	impact	creators	to	make	donations	on	their	behalf.		Given	that	people	trust	other	people	more	than	organizations,	leveraging	current	donors’	interpersonal	relationships	to	cultivate	interest	and	support	for	your	nonprofit	is	an
excellent	avenue	for	donor	acquisition.	One	of	the	most	effective	ways	to	do	this	is	through	peer-to-peer	fundraising,	which	allows	supporters	to	advocate	for	your	cause	and	expand	your	reach	in	a	cost-effective	way.		Encourage	long-time	supporters	to	assist	you	with	this	type	of	gift	fundraising,	letting	them	know	how	much	of	an	impact	it	can	have
on	your	organization.	Once	individuals	give	a	one-time	donation	through	a	friend’s	peer-to-peer	campaign,	use	their	contact	information	to	send	a	welcome	series.	Offer	quick	ways	they	can	continue	to	engage	with	your	cause	and	tell	compelling	stories	that	drive	them	to	take	further	action.	3.	Connect	through	social	media	Social	media	continues	to
be	a	powerful	tool	for	finding	nonprofit	donations.	GoFundMe’s	The	Social	State	of	Giving	report	found	that	40%	of	respondents	share	causes	or	fundraisers	by	posting	about	them	on	their	social	media	channels.	This	is	particularly	true	for	younger	generations,	with	half	of	Gen	Zers	posting	about	fundraisers	weekly.		Nonprofits	can	leverage	this
enthusiasm	to	expand	their	message’s	reach	and	acquire	new	donors.	First,	gauge	your	staff’s	capacity	to	expand	your	social	media	presence	and	identify	which	social	media	platforms	best	align	with	your	goals	and	supporters’	preferences.	For	example,	you	can:	Capitalize	on	the	traffic	potential	of	Facebook	to	boost	cause	awareness.	Share
campaigns	on	LinkedIn	for	higher	conversion	opportunities.	Unlock	traffic	with	a	multiplatform	approach	spanning	popular	channels	like	TikTok	and	Instagram.	To	encourage	online	donations,	follow	social	media	best	practices,	such	as:	Create	social	media	business	profiles.	Schedule	posts	around	the	times	and	days	your	audience	is	most	active.	Stay
ahead	of	new	trends	and	algorithm	shifts.	Prioritize	brand	and	posting	consistency	across	platforms.		Emphasize	short	video	content	and	powerful	imagery.	Incorporate	digital	advertising	into	your	strategy	when	budget	allows.	Additionally,	leverage	Classy’s	social	sharing	integration	with	Meta,	which	makes	it	easier	for	donors	to	find,	share,	and
support	causes	on	their	preferred	social	channels.	You	can	use	the	integration	to:	Inspire	donor	action	through	Instagram	stories	and	in-feed	Facebook	posts	that	have	a	donation	button	and	dynamic	progress	metrics.	Stand	out	in	the	feed	with	a	fresh,	polished	look.	Gain	access	to	rich	donor	data	and	insights	with	funds	processed	exclusively	through
Classy.	Increase	credibility	among	donors	with	posts	that	render	as	official	fundraisers.	4.	Engage	corporate	partners	In	addition	to	providing	major	gifts,	sponsorships,	and	grantmaking	opportunities,	corporate	partners	can	allow	access	to	their	networks,	offering	introductions	to	a	receptive	audience.	For	example,	corporate	partnerships	can
include:	Connections	to	board	members	with	philanthropic	interests	Highlights	about	your	nonprofit’s	work	at	corporate	events	Opportunities	to	share	your	work	during	networking	opportunities	or	lunch	hours	Introductions	to	other	companies,	philanthropists,	or	prospective	donors	within	the	corporation’s	network	Matching	gift	programs	for
employees	to	encourage	new	donors	through	the	chance	to	have	an	even	greater	impact	Classy’s	corporate	giving	software	bolsters	the	donor	acquisition	potential	of	corporate	partnerships	with	co-branded	giving	pages,	partner-driven	events,	peer-to-peer	fundraising	opportunities	that	inspire	friendly	competition	between	departments,	and	more.	5.
Optimize	donation	experiences	Smooth	donation	experiences	encourage	new	supporters	to	complete	their	transitions.	They	can	also	build	trust	and	confidence	in	your	brand.		In	an	increasingly	mobile	world,	one	critical	element	is	streamlining	your	campaigns	for	use	on	phones,	tablets,	e-readers,	and	other	mobile	devices.	Invite	people	who	aren’t
familiar	with	your	campaigns	to	test	the	mobile	journey	to	your	donation	forms	from	various	social	media	platforms	and	email	requests.		Note	points	of	friction,	load	times,	clunky	formatting,	or	broken	links	that	may	impact	your	donor	acquisition	efforts.	You	may	also	want	to:		Reduce	the	number	of	required	form	fields.	Increase	font	and	donation
button	sizes.	Eliminate	unnecessary	text	and	competing	calls	to	action.	Compress	image	sizes	to	reduce	loading	times.	Classy	Studio,	our	easy	and	flexible	campaign	builder,	takes	donation	experiences	to	the	next	level.	With	the	ability	to	customize	your	story,	brand,	and	campaigns,	you	can	create	hyperpersonalized,	connected	experiences	across
various	interactions	that	activate	your	community	at	scale.	To	ensure	our	customers’	success,	we	released	a	campaign	catalog	of	Studio	templates	that	have	been	tested	for	effectiveness	and	engagement.	Simply	request	the	template	of	your	choice,	and	we’ll	upload	it	directly	into	your	account.	Additionally,	Embedded	Studio	enables	nonprofits	to
incorporate	pop-up	and	in-line	donation	forms	directly	on	their	websites,	allowing	supporters	to	donate	without	leaving	their	current	page.	According	to	our	internal	platform	testing,	the	approach	has	shown	a	28%	lift	in	revenue	per	site	visitor.	6.	Time	your	campaigns	effectively	Once	you	develop	your	fundraising	campaigns	and	identify	which
distribution	platforms	will	best	support	your	donor	acquisition	goals,	schedule	your	content	for	when	donors	are	the	most	likely	to	engage	with	it.		Use	data	from	your	past	campaigns—as	well	as	the	latest	best	practices	for	email	and	different	social	media	channels—to	determine	the	optimal	send	times	for	the	highest	engagement	and	donation
volume.	You	can	also	use	weekends	to	share	touchpoints	that	keep	donors	connected	to	your	cause	when	they’re	more	likely	to	have	some	downtime.	To	ensure	your	acquisition	initiatives	get	in	front	of	the	right	audiences	at	the	right	times:	Review	campaign	traffic	daily,	weekly,	and	monthly	to	tailor	promotions.	Compare	email	open	rates	to	send
time	to	target	engagement.	Plan	a	midyear	analysis	to	optimize	your	fundraising	strategy	ahead	of	the	peak	year-end	giving	season.	Between	the	season’s	spirit	of	generosity	and	potential	tax	advantages,	year-end	is	a	particularly	potent	time	to	acquire	new	donors.	Ramp	up	your	end-of-year	donor	cultivation	efforts	with	more	frequent	social	media
updates,	personalized	thank-you	notes	to	lapsed	donors,	and	small	gifts	or	swag	to	motivate	new	donors	to	engage	with	your	nonprofit.		You’ll	also	want	to	participate	in	Giving	Tuesday	to	get	your	giving	programs	in	front	of	prospective	audiences.		7.	Expand	your	reach	through	diverse	channels	While	acquisition	channels	like	social	media,	direct
mail,	and	email	are	tried-and-true	options,	it’s	crucial	to	expand	your	reach	wherever	you	can	when	looking	for	new	supporters.		Update	your	information	on	nonprofit	rating	sites	like	Charity	Navigator,	BBB	Wise	Giving	Alliance,	and	Candid’s	GuideStar.	This	way,	when	prospective	donors	search	for	details	about	your	nonprofit,	they’ll	get	a	complete
look	and	a	vote	of	confidence	for	your	brand.	Another	effective	strategy	is	claiming	your	Nonprofit	Page	on	GoFundMe.	These	pages	enable	supporters	to	easily	find,	donate,	and	fundraise	for	nonprofits	on	the	GoFundMe	platform.	Your	team	can	easily	onboard	and	manage	your	organization	on	the	site	and	access	relevant	supporter	data	to	improve
your	discoverability,	find	new	potential	supporters,	and	benefit	from	more	supporter-led	fundraising	efforts.	It’s	also	worth	checking	out	GoFundMe’s	new	streaming	widgets,	which	integrate	seamlessly	with	platforms	like	Twitch,	TikTok,	and	Instagram,	allowing	you	to	collect	donations	in	real	time	from	your	viewers.	Fans	can	actively	contribute	to
causes	while	enjoying	your	live	content	or	that	of	impact	creators	or	other	supporters.		8.	Use	events	to	build	donor	relationships	Fundraising	events	are	an	excellent	way	to	build	relationships	with	first-time	donors.	They	provide	a	memorable	introduction	to	your	cause.	Plus,	Classy’s	Fundraising	Event	Experience	report	found	that	91%	of	fundraising
event	attendees	will	likely	take	further	action	with	a	nonprofit	organization	after	a	positive	event	experience.		A	great	way	to	acquire	new	donors	through	events	is	to	let	current	supporters	bring	a	plus-one.	You	can	even	offer	discounted	ticket	bundles	to	encourage	members	of	your	community	to	bring	their	friends.		Other	ways	to	get	the	most	out	of
donor	acquisition	efforts	at	events	are	to:	Foster	in-person	networking	between	attendees	and	staff	members.	Host	fun	activities	in	trendy	or	attractive	venues	to	draw	in	new	supporters.	Gift	attendees	with	free	branded	swag	or	perks.	Send	thank-you	notes,	make	phone	calls,	and	offer	other	stewardship	after	the	event,	like	a	post-event	survey,	to
show	how	much	you	value	new	attendees’	input.	Make	sure	new	supporters	know	their	next	opportunity	to	give	or	get	involved.		For	hybrid	events,	ensure	your	virtual	component	thoughtfully	complements	your	in-person	efforts.	Classy	Live	can	enhance	attendee	involvement,	boost	fundraising	efforts,	streamline	event	communications,	and	increase
revenue	for	your	cause,	whether	in	person,	hybrid,	or	virtual.	Rocky	Mountain	Public	Media	used	Classy	Live	to	improve	event	processes	for	its	annual	Live	at	the	Vineyards	event,	raising	30%	more	than	the	previous	year	from	over	1,400	attendees.	Peloton4Parkinson’s	also	used	the	platform	to	host	its	yearly	day-long	spin	ride,	which	engages	virtual
and	in-person	attendees,	surpassing	its	fundraising	goal	by	14.4%.	Try	new	strategies	to	find	donors	for	nonprofit	organizations	Knowing	how	to	find	donors	for	a	nonprofit	is	a	critical	first	step	to	building	an	effective	fundraising	strategy.	With	these	multichannel	approaches	that	meet	donors	where	they	are,	you	can	be	confident	that	your	nonprofit
maximizes	key	and	untapped	acquisition	opportunities.	Once	you	feel	confident	about	securing	donations	for	your	nonprofit,	explore	donor	retention	strategies	to	maximize	your	acquisition	investments	and	build	an	ever-stronger	community	of	support	for	your	cause.	Copy	editor:	Ayanna	Julien


