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The Online Fundraiser’s Toolkit

What’s in your toolkit?  What are you measuring? Or tracking?



Before you ask – get ready



Getting Ready:

Your Website



Would You Donate to Your Website?

For many online donors, your website is 
your organization.

Does it say what you want it to say?



Are You Making the Case?

More people will donate if you ask them 
to, and you give them compelling reasons 
why they should help

Ask them to help.  Tell them why.
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Are You Backing Up Your Words?

Surveys show that donors really want to 
know what you’re going to do with the 
money.  And what you’ve done with it in 
the past.the past.

Give them some actual figures.
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Getting Ready:

Getting People to Your Website



A Button is Not A Strategy

An online donation tool does not create 
donations any more than taking credit 
cards over the phone does.

Online donation tools are irrelevant if donors 
aren’t on your site



Reach Out Through Email

Email pulls people to your website

Ask them to 
donate, or 
to act, or to act, or 
just to view 
something 
on your 
website.

Give them a reason to come – and, 
ideally, to donate
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Market Your Website

Put your URL on your business cards, 
on your letterhead, on event information, 
in your email footer – everywhere you 
can

Post articles on your 
website and then website and then 
promote them widely

Optimize your site so that people 
can find it through search engines
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How else could you market your site?



Are You Findable?

To improve your e-philanthropy metrics, make sure the right people can find you.



Search Engine Optimization
Tip #1

� Google (35-45%) and Yahoo (30-35%)
� Title tags
� Alt tags

Headings and other title tags� Headings and other title tags
� Content
� Keyword research



Help the right people find you



Title tags – you want 7-11 words



Include keywords in alt tags



Use Viral Marketing to Generate 
New Prospects



Build your email list
Tip #2

� Internal site marketing
� Incentives
� Privacy policy – doubles conversions
� Easy unsubscribe� Easy unsubscribe
� Other online marketing tactics



Top Five Things
You Need To 
Know About 
Raising Money Raising Money 
With Email
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A Question for You

� When was the last time you saw, heard 
or read something from a good cause 
(not your own!) that prompted you to do 
something?  something?  
� How did you get the message?
� What was the message?
� Why did you act?



Target Marketing

We need to see the world from the 
point of view of our audience 

rather than ourselves



This is a numbers game … do the math

� If you want your email to generate 10 
gifts, then:
� at least 1000 people need to receive your message� at least 1000 people need to receive your message
� at least 250 people need to read (“open”) your email 

message
� at least 50 people need to click on the link to the 

donation page



What you should know

1. It’s all about the list
2. Three ways to raise the money

� Timing
� Campaigns
� Creativity� Creativity

3. Write good email
4. Integrate with everything else
5. Follow the numbers
� (And everything in between)



Timing

To be successful with email 
fundraising, you must send the 
right message right right message to the right 
person at the right time .



Creativity

There’s a lot of noise out there! You 
gotta be LOUD to be heard! 



Friend-Raising Cycle

CommunicateCommunicateAttractAttract

1. Communicate
2. Attract

� Develop a reason for someone to 
contact you online

� Promote it to your target audience(s)
� Capture email addresses religiously
� Dynamic information (timely and topical)

EducateEducateInvolveInvolve

Dynamic information (timely and topical)
� Personalized (target specific interests)
� Frequent (quarterly doesn’t work)

3. Educate
� Clearly explain your mission
� Demonstrate impact 

4. Involve

•Capture interests
•Promote volunteerism and events
•Solicit feedback



Attracting people online …
� Who is interested?

� They probably share many characteristics with your 
current constituents

� They may already be in your database

� How can you reach them?

� Events

Direct mail (marketing)� Direct mail (marketing)

� Viral campaigns

� Links to partner sites

� What can you do the interest them (the hook!)?

� Use a compelling mission message

� Be specific about a “call to action”

� How do you capture them once they visit?

� GET email addresses and USE them!

� Gradually expand what you know about them based 
on additional encounters



Communicate effectively 
� Targeted

� Should match the known (or presumed) 
interests of the audience

� Use a focused message (don’t dilute 
communications with too many topics)

� Regular and Frequent
Get on a schedule� Get on a schedule

� Condition constituents to expect to hear from 
you

� Make it often; daily may be too much, but 
quarterly is not enough

� Compelling
� Be clear and concise

� Offer click-through for more detail

� Be visual if possible

� Impact (benefit) oriented



Educate

� Why are you relevant?
� Make you mission compelling

� Differentiate yourself from others

� Share success stories that 
demonstrate the impact of your 
programsprograms

� Paint visual pictures

� Tie message to your target 
audience

� Be transparent
� Highlight accountability

� Communicate “best practices”

� Showcase leadership 



Involve

� Ask for them to join in 
� Volunteer

� Advocate

� Participate in an event

� Subscribe to a newsletter

� Give feedback on areas they have � Give feedback on areas they have 
expressed interest in

� Acknowledge their interests 

� Offer additional information

� Get feedback on how to improve
� Surveys and polls

� Readily offer email contacts

� Ask for support – it’s time to 
fundraise



Some ideas (and actions) to take home …

1. Start conducting your own informal research

� How effectively do we capture and use email 
addresses?

� What do we know about our constituent 
interests?

� How well do we currently communicate our 
mission?

Test how to engage small groups more 2. Test how to engage small groups more 
effectively, then test some more

� Try offering your newsletter electronically

� Extend event invitations through email

� Use your home page to assess interest levels

� Measure responses 

3. “Imbed the Web” in everything you do

� Merge online and offline in all business practices

� Make an email address almost mandatory



Contact Info

Mary Gross, Director
InfoTAP/Nonprofit Management Solutions

mgross@infotap.orgmgross@infotap.org
858-292-5702



Lessons from the ASPCA
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The ASPCA Online Strategy
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How Do Visitors Get to 
the Website
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Homepage Updates
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Timely Features



Interaction Items
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Registration Items
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e-Mail
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e-Mail vs. Direct Mail
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Interact with Customized e-Mail
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Interact with Customized e-Mail
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Renewal Notices/Reminders
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Our Success
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