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Best Practices for Fundraising
1. Purpose

The purpose of this document is to understand how fundraising works and how to do it.

2. Overview

This document presents the general best practices for conducting fundraising projects in all types of organizations.  

Although there are different factors that can affect one fundraising project from another, this document is important in that it makes recommendations based on successful projects and efforts.  
3. Details

3.1. Fundraising Best Practices & Conventions

	Convention
	Explanation

	1. First understand the general concept of fundraising.
	Find and read documentation on the general concept of fundraising to understand that concept and understand how fundraising works best.  See Appendix A at the end of this document for a listing of resources.  

Fundraising or fund raising (also development) is the process of soliciting and gathering voluntary contributions of money or other resources, by requesting donations from individuals, businesses, charitable foundations, or governmental agencies (see also crowd funding).  Although fundraising typically refers to efforts to gather money for non-profit organizations, it is sometimes used to refer to the identification and solicitation of investors or other sources of capital for for-profit enterprises.  Traditionally, fundraising has consisted mostly of asking for donations on the street or at people's doors, and this is experiencing very strong growth in the form of face-to-face fundraising; but new forms of fundraising such as online fundraising have emerged in recent years, though these are often based on older methods such as grassroots fundraising.

	2. Know your type of organization.
	The type of organization to be funded must be fully understood.  The type of organization can and often will dictate the rules, laws, and regulations that you must follow.  Moreover, these rules, laws, and regulations can vary tremendously from one level of government to another in the same country and most definitely vary from one country to another.  For example, some non-profits can offer tax deduction status on donations to the giver if proper requirements are met.  See Accountability below.
Fundraising is quite often thought to be dominated by non-profit organizations; and to be sure, non-profits do a tremendous amount of fundraising because they must.  However, there are for-profit organizations that do fundraising also. 

Fundraising is a significant way that non-profit organizations may obtain the money for their operations. These operations can involve a very broad array of concerns such as religious or philanthropic groups such as research organizations, public broadcasters, political campaigns, and environmental issues.

Some examples of charitable organizations include student scholarships, merit awards, humanitarian concerns, disaster relief, human rights, research, and other social issues.

	3. Meet all points of accountability at all times.
	Accountability is a major consideration for anyone that is the funding organization and/or the organization looking for funding.  Besides the rules, laws, and regulations, there are the morals and ethics that come into play whether the organization is a non-profit or for-profit.  Liabilities even include court actions and possible prison time for an infraction even if the person is ignorant of the act.  “Ignorance under the law” has never been an excuse and it certainly is not one now!
Non-profit or pro-profit organizations must get the right information.  If you are a non-profit in the United States and you meet the requirements, you can become a tax deductible non-profit by properly filing for and getting a 501(c)(3) status from the IRS (Internal Revenue Service) in the United States.  Some other nations have their own tax deductible arrangements, but you must know what your government entity allows when donating to organizations inside your particular country plus outside of your country – like donating to someone outside the United States.

Get a good attorney and cpa (certified public accountant) to file your organizational paperwork and tax work properly.  No one can survive an error.

	4. Create an Action Plan.
	Without a development action plan, you have no way of knowing where you are going or how to get there.  And also you have no way of gauging throughout the process how close you are to your final destination or whether you are going dangerously off course.

The Process
The planning process is just as important as the final result.  If you create a development action or project plan in a vacuum without any collaboration or input from key stakeholders (i.e., your boss, your colleagues, subordinates, board members, etc.), you are in for serious trouble.

Get buy-in and clarity on the goals, opportunities, potential roadblocks, and resources you will need to successfully execute the plan or project before you begin a draft.

Take time, go off site with key team members (anyone responsible for approving or executing the final plan or project), and strategize about your goals and objectives for the year.  Bring someone else along with you to act as a scribe so you and the stakeholders can stay focused on generating content.  When you assemble the team, do not overlook people like your webmaster or senior database administrator.  You might not think they have much to do with development – until you try to implement an online giving strategy that they are not aware of or bought into.  Same goes for public relations, marketing, and other pertinent personnel.
Once you have gathered input from every needed personal resource including each stakeholder, you are ready to draft the plan.

For a whole presentation on creating a development action plan in fundraising, see Appendix B at the end of this document. 

	5. Research and repeatedly evaluate a fundraising consultant or agency in use or to be used.
	Evaluate fundraising consultants or agencies by asking these 10 questions:
1. What is your philosophy of donor acquisition, donor relationship management, fundraising integration, major gifts?, etc…

2. How have you, the consultant, helped another client maximize their new donor acquisition investment in the past to acquire more high value donors?  (Have them provide results and references.)
3. How have you successfully integrated fundraising channels to help a client (or clients) acquire more new donors, raise more net dollars, and increase awareness?  (Please provide results and references.)
4. What tools do you use to analyze fundraising performance and market trends?

5. How does your pricing model work, and how have you helped other clients more efficiently and effectively spend their marketing and fundraising dollars?

6. Explain the collaborative client/agency or client/consultant process for developing and executing a project.  How do you involve clients in the process?  Who has the final say on each element?

7. Who will be responsible for managing my business on a day-to-day basis, and what is their level of experience?

8. Explain the client’s role in a typical engagement with your organization.  What are our responsibilities?  What kind of time commitments can we expect to make at each phase of a typical project?

9. What happens if something goes wrong?  How do you handle errors?  Where does the ultimate responsibility for the success of my project or engagement reside?

10. What do you see as the greatest opportunities and challenges for our organization in the coming 18 to 24 months?  How would you/your organization help us navigate those challenges and capitalize on the opportunities?

Think it all through and add more questions.  Get answers also in written form.

	6. Build on your board and its members.
	Board member expectations are always an important topic 
Ask any non-profit executive or development staff member and they are likely to give you a list of things the board could do better.  Consultants frequently have a wish list for non-profit boards as well.

Additionally set out to make your board a success…
1. Set clear expectations.  Do this in writing.  Do not assume that a board member or potential board member knows exactly what you need from them or expect of them.  Instead, assume they do not have any idea and that you need to explain everything.

2. Engage them.  You have recruited these people because they have specific skills and abilities.  Do not be afraid to put them to work.  Do not just expect them to read minutes from past meetings and review reports.  Engage them in dialogue.  Bring them the complex issues you are struggling with.  These people might not have experience inside non-profits, but they most certainly should have valuable business experience that could help you.

3. Be transparent.  Do not hide problems or issues.  Your board members must have a clear and accurate understanding of the situation to help you.  

4. Train them.  Remember, your board members are not non-profit experts.  Hopefully they are accountants, marketing managers, attorneys, sales executives, community volunteers, nurses, etc.  Each should have a large amount of personal and business experience that will be valuable to you; but without direction and training, you will not be able to secure their real assistance.  Provide training.  There are laws and regulations that actually require training annually.

5. Appreciate them.  Every human being likes to be recognized for their contribution and appreciated for the work that they do.  Your board members are no different especially since most are not financially compensated for their service to your organization.  Thank them regularly without being obnoxious about it.  The results of your actions will be very positive.

	7. Watch out that your brand and/or presentation does not confuse or destroy the fundraising results.
	So how can your brand confuse or destroy your fundraising results?  Here are the five most common ways…

1. Your language is sanitary.  You go from feeding starving people to nourishing the food insecure.  Or from saving the life of a child who was critically injured to providing care for a child who experienced a traumatic accident.  Do not be politically correct, nebulous, or unclear in your communication for your results will be negative and against what you really want.  Sanitizing the language you use does one thing -   it takes the emotion out of your work; and donors give because you trigger an emotional response in their heart.
2. Your photos stop showing need and only show “accomplishment”.  What are accomplishment photos?  They are photos of happy, smiling kids, healthy people, beautiful, excited animals, etc.  To the donor, they communicate that you no longer have a need.  Showing need reinforces in your donor’s mind, the impact that the donor’s gift will make.  If you have already fixed the problem, why do you need a check?  Instead, show need.
3. You do not say thank you.  There is no excuse for failing to thank a person for his or her donation.  There are too many organizations that either do not send a timely thank you receipt, do not receipt gifts at certain levels, do not thank people for giving in-kind items, and other ungrateful actions or lack of actions.  You finally get someone to take an action that you have worked so hard to trigger (and probably spent a lot of money on), then you royally mess it up by not showing authentic appreciation for their support.  The impression this leaves on your donor is that you are arrogant, unappreciative, and undeserving of their future support.

4. You do not listen.  A donor calls and tells you that she received a mailing that was addressed to her and her deceased husband.  He just died seven months ago.  It is too hard for her to even read his name right now without bursting into tears.  She asks you to take his name off of your list for all future correspondence.  But when you receive her gift, you send the thank you receipt to Mr. & Mrs. Smith.  You were busy.  You forgot to tell the database coordinator about the change in time.  Guess what?  This mistake just showed your donor that you do not really care.  She is now probably done giving to you.  The same thing holds true for donors who ask you to reduce the frequency of mailings/e-mails/phone calls you send them.  If you will not listen to them, why should they support you?

5. You focus on yourself instead of your donors.  Yes, you need to talk about your organization in order to communicate your vision, values, impact, etc.  But all too often, a non-profit will communicate in a style that is entirely internally focused.  You talk about your needs, your goals, your mission, your desires, your hopes, your expectations, your accomplishments.  The potential donor is left asking, if you’re so great, why do you need my money?  You can still communicate all the same points and get the same messages across.  But do it in a way that puts the donor at the center of it all.  Let the donor be the hero, the solution.  

	8. Best Practices for Direct Mail Fundraising.
	Create a mail calendar and solicit donors on a regular basis.  It is recommend to mail a solicitation letter once per month (twice in some months).  Getting in front of donors on a monthly basis gives them ample opportunity to support you when they are ready.  And it keeps your organization top of mind. 

Do not weaken your offer.  People give to you because you have an urgent, compelling need that they can solve.  The further you get from urgent and compelling, the lower your response rates will be.

Matching challenge campaigns will improve both response and revenue.  Tests have shown that matching offers used successfully as many as eight times per year have been successful themselves. 

Segment your donor file prior to mailing to reduce costs and maximize net revenue.  

Increase response rates by including an involvement device in your mail package. 

Give donors multiple response options.  Obviously you should include a reply card and envelope in your mail package.  But in addition to that, be sure to include an online giving option and phone number in case donors want to make a credit card contribution by phone.

Premiums can lift response.  If premiums or gifts for donation are used, be very certain to get the premium or gift out to the specific donor promptly and accurately.   It is worth testing (at least once).

Improve your response and overall revenue by adding an e-mail component to your direct mail campaigns.  Every time you drop mail, you should send a corresponding (same offer and creative treatment) e-mail to any donor for whom you have a valid e-mail address. 

Use variable ask amounts to improve response and average gift.  Instead of asking everyone on your file for the same gift amount(s), customize the ask to each donor’s personal gift history.  Depending on the time of year, consider further customizing to either maximize average gift or increase appeal participation.

Do not pull your middle or major donors out of your direct mail stream.  Regardless of what a well intentioned board or staff member might think, major donors enjoy getting your mail and they will give generously in response to it. 

Give middle and major donors special treatment in the mail.  Consider adjusting mail frequency, and send them higher quality mail packages (closed face envelopes, First Class postage, different inserts, more complex/bundled offers, etc.).

Restrict mail frequency on an individual basis.  Do not stop mailing your entire file because a few donors complained.  Instead, adjust the mail frequency for those complaining donors based on their feedback. 

Once or twice a year, it is fine to send your monthly donors an extra appeal in the mail.  At the very least, include them in your strongest year-end appeal.

Test frequently.  Test things that matter.  But if budget is limited, focus your testing on audience first.  

Remember the P.S.  Sorry to break it to you, but testing reveals that most donors will only skim your letter.  So use the P.S. to restate your core offer and make one final ask.

Customize your thank you letters to tie back to your appeal so that donors feel like they are getting an update on the project that they are invested in. 

Frequency increases awareness and response.  Mail a series of appeals that build upon one another.  While the first mailing will generate the highest response, follow-up mailings can deliver 25% to 50% in additional revenue.

Put an envelope in your thank you letters.  Testing shows that simply adding the reply envelope (no additional ask) can result in a 10% lift in income from your campaign.  For example, if you raise $10,000 in a campaign, your thank you receipts from the campaign should deliver an additional $1,000. 

	9. Best Practices for Email Fundraising.
	Focus on the same core direct response principles that deliver success offline.  Audience, offer, and creative.  In that order.

Segment your e-mail list.  Do not send everyone the same message or offer.  Customize your e-mail campaigns based on the relationship you have with your constituents.  Pay special attention to how you acquired their e-mail addresses.  Event-acquired donors are going to behave differently than direct mail-acquired.  Advocacy supporters and newsletter registrants will behave differently than cash donors.  Be aware of these differences and factors as you build your segmentation strategy. 

List quality is critical to e-mail success.  Lists where addresses are given to you by others are the highest quality e-mails you can get.  Appended (paid) addresses will perform at lower rates than organic, but depending on your level of investment, may still make sense for your organization.

Strengthen your e-mail campaign by integrating both timing and messaging with your other fundraising channels.  For example, coordinate your direct mail, e-mail, online display advertising, SEM, radio and outdoor efforts to provide consistent themes, messages and creative in all channels.  This planned integration should create overall lift for your marketing efforts.

Test frequently.  Take advantage of testing that includes simplicity and lower cost of testing via e-mail to test different audience selects, offers, creative treatments, etc.  Because of the immediacy of e-mail, get quick results of the testing and roll out higher performing initiatives much faster than you can with direct mail or other channels.

Test drive your e-mail campaigns before sending to your constituent list.  Send yourself a test e-mail and go through the entire process to ensure all links work and the e-mail is easy to navigate.  Nothing is worse than sending donors an e-mail that includes broken links – then they can not give if they wanted to.
Do not neglect your landing pages.  You can have the best e-mail strategy, but if your landing pages are not optimized for donation, you lose a lot of money.  Design clean, simple landing pages that are easy to navigate.  Allow the donor to complete the entire transaction in a single page if possible.

If you have good video resources, use them in your e-mail campaigns.  Donors are more likely to engage with your e-mail if it includes video but do not clutter your page.

Increase e-mail response rates by putting your offer in the subject line.  Testing shows that while e-mails with direct subject lines might get opened slightly less frequently than those with indirect subjects, e-mails with direct subject lines had nearly 400% higher response rates.

When writing e-mail copy think memo style, not novel.  Keep your message short, compelling, and to the point. 

As with any other direct response channel, frequency will improve your e-mail results.  Consider sending a follow-up e-mail with slightly different subject line 4 to 5 days after your initial e-mail.  Send your follow-up message to those who did not open your first e-mail and to those who might have opened but did not act on the initial e-mail.

Do not just use e-mail to ask for money.  The quickest way to land in a donor’s junk mail folder is to only e-mail when you need money.  Follow a 3:1 rule - for every direct solicitation e-mail, you need to send three non-solicitation e-mails.  Use e-mail to tell your most compelling stories, thank and recognize donors and volunteers, give constituents opportunities to engage with your brand in other ways (attend events, participate in cause marketing campaigns, advocate for your cause, etc.).

Personalize every e-mail.  With all of the variable data available to you these days, never send any donor receiving a “Dear Friend” e-mail.  Generic e-mails like that will quickly find their way to the waste basket.  Personalize when asking amounts for each donor based on their gift history.

If you send an e-newsletter, use the e-mail to briefly highlight each story (2 to 3 sentences, maximum), and direct donors back to your website to access the full story content.

Make it easy for readers to share your content on social media sites.  Place social media buttons prominently within your e-mails.

Use online petitions, advocacy initiatives, and giveaways to entice donors to give you their e-mail addresses.  Offering constituents something of value in exchange for their e-mail address will increase response rates.

Remember that not all donors read HTML e-mails.  If you are sending HTML e-mail, do not forget to also include text-only versions.   This will expand you reach and ensure more donors see your message.

Approximately a third of all Americans age 30 to 49 check e-mail on their mobile device.  Keep this in mind as you write and design both your e-mail and landing pages.  Keep your content short and simple.

Develop a 3-part e-mail series to use at year-end.  Time your series so that each drop is 5 to 7 days after the other, and the last of the series arrives in mailboxes on the morning of December 31st.  Each e-mail should build on the last, with the final drop highlighting the donor’s “last chance” to make a year-end contribution.

Engage new supporters with a customized e-mail welcome series designed to introduce them to your cause and core programs through compelling story content and convert them to donors as quickly as possible.

Use e-mail to convert non-donors and one-time donors to monthly givers.  E-mail is one of the best vehicles for monthly gift conversion.

	10. Best Practices for Using Social Media in Fundraising.


	Focus on the message, not the medium.  Too often we get caught up in the flashy new objects.  A lot of non-profits and for-profits fail at social media because they view the tool as the goal and not the message.  Do notbe so focused on the latest, coolest new features on Facebook or Twitter that you fail to hone your message for the appropriate audience.

Get comfortable giving up control.  Social media is not a public relations tool you can use to push out your one-sided, brand approved messaging.  It is a platform for dialogue and open communication.  If you seek first to control the conversation, you will most likely fail at social media.  If, however, you seek to engage a community in support of your cause – and are willing to give up some of the control in order to garner that engagement – then you will have at least some degree of success.
Develop a calendar for posting updates and a specific schedule for responding to community feedback.  If you do not post regularly, people will not have a reason to continue coming back to your page.  And if you are not prompt in replying to questions and comments from friends and fans, you will not be taken seriously.

Understand your audience.  Are your fans or followers mostly donors?  Members of your organization? Clients? Alumni?  Understand your audience or you will not be able to tailor message content to them.  Before you spend time and fill-up on eye-catching graphics and other cool stuff, spend it getting to know the people you are connected with.  Getting this part right will pay off big.

Focus on your cause. Social media is most effective when used to rally people around a compelling cause.  Not around a specific organization.  If you lack a compelling cause, find one quickly.  Then offer people exciting, interesting opportunities to engage with your cause.

Facilitate a conversation and equip your fans and followers to share.  For social media to succeed, you need a lot of people having a robust conversation about an issue they care deeply about.  And for your cause to grow significantly, you need to equip these people to share your cause and recruit their friends, colleagues, and family into the fold.   

Provide interesting opportunities.  Do not just view social media as an online billboard for your brand messaging.  Do not waste your time; give people reasons to interact with you. Offer unique, interesting opportunities like competitions, petition signing, advocacy days, team challenges, volunteer and “Gift in Kind” requests.  Ask for money too, so long as the ask is framed with the channel in mind.  
Know what to measure.  Have a handle on what the important metrics are for your organization, and put systems in place to measure those on a regular basis.

Test a social media dashboard.  Dashboards let you update and track multiple social media platforms from one central location. You can easily monitor trends across all your social media properties, schedule future posts, and engage with your community from one single location.  This should make your job easier.

Maintain a consistent voice.  Designate one, maybe two people as your official social media content filters.  Too many people posting for your organization just increases the potential for conflicting messages, confusion, and errors.

Invest wisely in social media.  Social media is not a magic bullet that will cure all your fundraising and communications ills.  Do not take budgeted funds away from proven revenue producing strategies to spend on social media instead.  The ROI (return on investment) in social media just does not justify the emphasis on social media.
You do not have to be everywhere.  There is a mass of social media sites; but you do not need to be on even a majority of them within a single category; and you should not be.  The majority of people that use social media are on Facebook, Twitter, YouTube, LinkedIn and Flickr.  Do not waste your time in an area if you do not have the audience there to warrant it.

Hire someone to focus specifically on social media. This is tough to do in small non-profits, and can even be challenging in big organizations because you can have a difficult time articulating the ROI on this position; but research shows that non-profits that are most successful in social media have a dedicated resource managing their social media program.  Those that are less successful do not.

Get resource and input from everyone, but do not edit by committee.  Get as much information as you can – story resource, special event information (dates for upcoming events and recaps w/photos for events that recently took place), news stories, etc.  When collecting content you want a big tent approach.  Let your assigned staff do their jobs identifying the most relevant and engaging content to share.

Keep it brief.  Like most of the internet, social media is about skimming and scanning.  Share bite-sized content. If you have more to say, tease it out via social media, but link back to your website for full stories, videos, etc.

Beef up your website.  If you are going to be active in social media, people are going to check out your site so have a best practice site in place, designed to engage your audience in many ways.  Focus on providing relevant information and giving visitors at least a few different ways to engage with you.

Be a copycat. Watch what other successful non-profits and for-profit organizations are doing to engage their audiences, and copy them as long as they are not copyrighted.  

Follow back.  Nothing says arrogance like a non-profit that wants fans and followers but refuses to follow back. If you are not willing to do this, you might as well not invest in social media at all.

Capture data.  Use social media to capture as much information as you can about your fans and followers.  Using online petitions, surveys, and other tools, you can capture e-mail addresses and postal addresses.  Once you have the data you can begin to market to these fans and followers through other channels as well, further enhancing your relationship with them.

Promote. Promote. Promote.  Link to your social media properties in the footer of your e-mails, on your website, and in the automated thank you receipt sent from your online giving program.  Put up TV screens with live Twitter feeds at your special events.  Include social media icons in your direct mail and newsletters so your offline readers know how to connect with you online. 

	11. Best Practices for Use of Special Events in Fundraising.
	Successful special events rely on a number of parts, a lot of effort on the part of staff and volunteers, and attention to detail.  Here are some ideas to help achieve success in future events:

Details matter.  Events are about the experience.  You can pull off a masterful event with hundreds or even thousands of people; but if even a few details are off, you risk major problems.  These can be as simple as not having a vegetarian meal option or spelling a donor or sponsor’s name wrong in your program.

Audience, Offer, Experience.  Events are different from other fundraising channels, but core principles are the same.  If you get the right people in the room, focused on your strongest fundraising offer, and provide an engaging and exciting experience, you should do well.

Set goals.  Do not host an event because all the other non-profits in town are doing them.

Count all of the costs.  Many well meaning staff and board members will calculate an event’s fundraising effectiveness based on total dollars raised minus total hard costs spent on an event.  If you want to know whether or not your event really made money, include staff time in the equation.

Test your equipment.  Before your event night, test your A/V equipment, computers, credit card processing terminals, etc.  Nothing is more embarrassing than introducing a wonderful video or slide presentation to your audience only to have it fail 90 seconds in.  And nothing is more frustrating to donors than telling them you accept all major credit cards but then asking them to fill out carbon sheets in triplicate because your credit card terminals are not working
Diversify your income streams.  Do not just rely on ticket sales or auction purchases for your event revenue. Explore other options like corporate sponsorships, advertising, auctions, games, etc.  There are plenty of ways to increase event revenue with a little extra time and creativity.

Provide exclusive opportunities.  This is another great way to generate more revenue for your organization. When I worked in various businesses, there were hosted special pre-event and post-event cocktail parties and mixers for major donors, key prospects, event sponsors and other important individuals.  These work especially well if you have a well known speaker or VIP attending your event.

Big ticket items sell well.  If you’ve planned an auction, make sure you have some big ticket items on the list.  The majority of your items will be in the $30 to $150 range (for most organizations); but to draw people in you should offer great items like jewelry, artwork, hotel getaways, vacations, spa/resort packages and even vehicles.  If you can get these kinds of items donated, wonderful; but if not, you should consider partnering with a company that specializes in high ticket charity auction items.  The more reputable firms will work with you so you only pay for an item if you receive a bid that covers the minimum cost of the item.
Program items sell well too.  Everyone loves to bid on vacations, cars, and luxury spa treatments; but donors also enjoy bidding on program items as well.  For example, if your work is in international relief and development, consider auctioning off a new well or vaccines for an entire village. These are big ticket items that donors will be interested in because they can see immediately what kind of impact there is.

Capitalize on every opportunity.  Do not let an opportunity go to waste!

Vary your price points.  Unless your event is strictly focused on major donors, have a variety of price points that appeal to people at every financial level.
Survey guests.  Very quickly after the event, survey attendees to find out what they liked and what did they not like.you could have done better.  By asking for advice, you deepen the relationship with these donors and friends of your organization.

Be strategic.  If you are having a fancy plate dinner event, be smart about seating - put your strongest donor advocates at tables with some of your best prospects and a gift officer.  Your gift officer’s role should be to make introductions and facilitate conversation between your donors and potential donors.

It’s ok not to do an event.  It can be a difficult decision to not doing an event because certain events might be board or staff favorites; but if events are not advancing your mission, stop wasting time and money on them.

Buy insurance.  You never know when something will go wrong.  Be prepared by purchasing an insurance policy to protect your organization.  Talk with your insurance provider or legal counsel about the best way to protect your organization during your special events.

Not all donors are created equal.  Not all donors can be dumped into direct mail or e-mail programs and have them perform at the same level as direct mail acquired donors or e-mail acquired donors.  Some organizations find success with donors by getting them to attend a second event in the year instead of making regular contributions through other channels.

It’s about the audience.  If you want people to rave about your event and tell everyone they know to mark their calendars for next year’s event, focus on them - make them the center of attention during the event.

Bigger is not always better.  Know your donors well enough to tell what their preferences are because major donors may prefer smaller, more intimate gatherings in the homes of an organization’s CEO, Board Chair or even another well known donor.  These smaller events help you deepen relationships more quickly.

Engage volunteers.  It will take you some time upfront to identify and train these people, but the time and costs save you on the back end.
Technology is your friend.  Portable credit card machines are not that expensive.  When people have the option to easily pay by credit card, they tend to spend more.  Also be aware that depending on your process, if you are capturing credit card numbers on paper you may be violating PCI (payment card issuer) compliance regulations.  The fines for these violations are huge.

Raise more by unveiling a matching challenge.  If you want to generate more revenue at your event, use a matching challenge. You’ll generate more in outright gifts, higher auction income, and even more in multi-year pledges if people know their contributions will be matched.
Bring your best closer.  The closer is the person who makes your official ask at the end of your event.  This person needs to be a passionate believer in your organization, and someone who can clearly and succinctly deliver an ask.

Ask, then shut up.  Once you’ve primed the pump with great stories and testimonials, use the final minutes of your event to make an ask.  You want gifts and pledges made that night, not mailed in after the event or taken as people walk out the door.

	12. Best Practices for the Donation Page online.
	In most cases your donation page is the only online vehicle for a donor or potential donor to use to make a gift to your non-profit.  So please, make sure your page is in good working order and easy to navigate. 

Here are some tips to help you along the way: 

Keep it simple.  The more complicated you make the donation process, the greater opportunity there is for something to break down or for your donors to get confused.
Include trust seals on your giving page.  These would be logos for organizations like the Better Business Bureau, ECFA, Verisign, and Charity Navigator. 

Prominently display your strongest fundraising offer.   Above the fold, follow with the full donation form on a single page.

Use a single page.  Embed the full donation form onto a single page.  Do nott make people go through a multi-step process to complete a transaction if it is not necessary.

Forget registration.  Do not force visitors to register on your site before they make a gift online.

Keep it simple.  Do not use a large number of font types, colors, and graphic images.  Do not use sounds as they take up resources.  The message are not those things.
Implement Google Analytics on your site and donation page so you can track results.

Get rid of fields that don’t matter.  For example, you do not need to ask for things like title or suffix, and in most cases.
Keep the main thing the main thing.  The main thing is getting donations.  Never load up your donation page with a bunch of other options that can distract or confuse donors.

Use charts to tell a quick, simple story.  For example, build credibility by including a pie chart or other simple graphic indicating how donated dollars are spent at your organization.

Correct use of thank you copy.  Have strong thank you copy on your site’s thank you confirmation page.

Custom e-mail thank you receipt.  Similar to your thank you confirmation page, use a custom e-mail thank you receipt for your donation page. Take the opportunity in that first e-mail communication to give your donor the first taste of success from their investment.  Include links to all your social media pages, and provide them with contact information for tours, volunteer opportunities, etc.

	13. Best Practices for Thank You Use and the importance of Donor Satisfaction.
	There are three things that influence a donor’s continued giving: 
1) Your mission must be personally relevant; 
2) You must be a trustworthy organization; and
3) The donor needs to have a positive experience.

In fact, an overwhelming majority of donors said that the way non-profits can fulfill on items #2 and #3 above are to:

· Send a prompt thank you receipt

· Explain the specific mission of your organization

· Give me information about exactly what my gift accomplished

· Make me feel like my gift made a real difference

· Give me details about your organization’s finances.

As you can see, nearly every item on that list can be tied back to your thank you receipting process, and the feedback you give donors after they make a contribution to your organization.

It is important to note that donors also list as one of the top reasons for not making additional gifts to an organization the fact that they felt like the non-profit did not care about their earlier contribution.

Set goals.  Being prompt is important.  Set a goal of getting thank you receipts out within 24 to 48 hours of receiving the gift.  The importance of timely receipting increases with the size of the gift given.  Major donors are more likely to rate timeliness of receipt as very important in their decision to make ongoing gifts than are donors who give at lower levels.

Just say no to generic copy.   Thank you receipt copy should tie back to the specific offer and ask that prompted the initial gift.  You should use this opportunity to tell one specific story about how the donor’s gift made a positive impact in the life of one of your clients.  

Receipt every gift.   Regardless of gift size, send a thank you referencing the gift.  The tax statement for donation deduction in the January of the following year must be done; but this is not the thank you receipt.
Don’t stop at the receipt.  The tax receipt should be the start of your stewardship process.  You should be thinking up dozens of ways to continue to thank and recognize your donors for their ongoing commitment to your organization.

Write handwritten notes.   Not for every gift, but for gifts above a certain amount or from donors that have been pre-screened, a written note specifically for each donor is critical.

Pick up the phone.  Calling to thank donors is critical to retaining long-term donors, major donors and any newly acquired donors who have high potential.
Make it about the donor.  In your thank you receipt and any other stewardship pieces, remember that your donor gave not because of who you are, but because of who they are.  Recognize your donor for how great he or she is.

Establish triggers in your gift processing department.  These triggers are protocols that are used to notify your gift officers, directors, and CEO when any major donor, planned gift donor, or high potential prospect makes a gift regardless of size or designation.  

It is fine to mix channels.  If a donor makes a gift online, many organizations just send an automated e-mail receipt.  Use different, but thorough means to communicate to donors. 

Put an envelope in your thank you receipt mail.  Putting an envelope in a thank you letter is not asking; it is is simply being a good steward of your resources and giving people an opportunity to make an additional gift if they choose to do so.  

Accuracy is critical.  Proofread your thank you letters not just for spelling and grammar.  Make sure you have got names, gift amounts, dates, and fund designations correct.  If you do not know, do not just assume.

Do something special.  Something unexpected.  For example, here are some of the messages that donors get from men in Central Union Mission’s program:

· Thank you for loving your neighbor
· Your donation helped change lives today
· Thanksgiving will be better because of you
· You helped feed someone today
· Your donation kept me off the streets today
· Your donation gave me a place to stay

	14.  Best Practices for upgrading donors.
	Upgrading donors is an essential part of your non-profit’s and even for-profit fundraising program.  
Upgrading begins at the point of acquisition.  Not all donors can be persuaded to upgrade.  Testing indicates that the higher a donor’s initial average gift, the better chance you’ll have at getting her to upgrade.
Build a rock solid thank you process.  Want donors to give more generously, then show them they matter by a) promptly and genuinely thanking them for their past gift(s), b) sharing compelling stories about what their gifts have accomplished, and c) proving you’ve done what you said you’d do with their gifts.  Getting these right will inspire donor loyalty and increase the likelihood that donors will upgrade when you present them with the next compelling opportunity.

Have a big vision.  Donors substantially increase giving because you inspire them to think and act big. That is why middle and major donor programs often take advantage of offer bundles (literally where you combine a number of tangible program needs into one larger fundraising offer), special project campaigns, and capital campaigns.
Remember that upgrading can come in small packages.  Check your reports and segmentation to make sure you’re identifying these people as well.  If cultivated correctly, they can add a lot of income to your organization, both now and in the future.

Increase the relationship and they will upgrade.  Write them special handwritten notes.  Call donors who make gifts at certain levels.  Invite them to your shop for a tour or out for coffee.  These steps will deepen their relationship with your organization and provide them with more positive experiences.  

Invest in a quality high dollar direct mail program. Effective high dollar direct mail is much different.  It is less tactical, more relational. 
Say thank you more frequently.  Engage your board to make thank you calls and write handwritten thank you notes to donors on a regular basis.  You can even make it a standard part of each board meeting.  Do this several times throughout the year.

Embrace telemarketing.  You might personally hate telemarketing, but it is a great tool for upgrading donors.  Telemarketing allows you to build personal relationships through conversation, allows donors to feel like you have heard them, and gives you time to tell more of your story in a highly personalized way than direct mail or e-mail.
Host strategic cultivation events.  The best events tend to be exclusive, like behind the scenes tours of new programs, vision casting trips where you engage donors in forward thinking discussions about “what could happen” with their increased investment, etc.  Equally as effective are intimate gatherings at the home of your CEO, a board member, or an influential or well known donor.  The key to all of these is the feeling of exclusivity and access, of these donors being “insiders”, and having the opportunity to be the first to know/invest in something special.

Upgrade through integration.  Some of the most successful middle donor upgrade campaigns have utilized an integrated direct mail, telemarketing, e-mail, video and face-to-face strategy.  Integration helps you increase the frequency of your touch points, communicate the same message in different and increasingly compelling ways, and leverage each channel to increase overall response.

	15. Best Practices for Cultivating Major Donors
	Major gift fundraising is where transformational philanthropy happens, not Twitter and Facebook.  If you want to accomplish big goals in your organization and impact the world in bold ways as a fundraiser, you need to understand how to cultivate major gifts.

But even before that – before you can cultivate a major gift, you’ve got to be able to identify your best major donor prospects.  For most organizations, your best major donor prospects are those who are already making major gifts to your organization.  They know you, have trust in your organization, and have shown their willingness to make significant investments in your cause.

Scour your donor data.  You can begin a major gift program without conducting an extensive wealth screening of your donors.  If you have captured good data and understand how to analyze it, you can look for patterns of behavior that indicate greater potential.  Things like frequency of giving, cumulative annual gift amounts above certain levels, large single gifts, or consistent upgrading over short periods of time all indicate the potential to make larger gifts.  You can use these data points to organize your donors into categories, and to segment that top category.
Once you’ve completed this level of data screening, then you should consider investing in professional wealth screening services. 

Do not take major gift prospects out of your mail stream.  This is huge and can lead to dramatic shifts in your revenue and donor retention rates.  Should they get a much different creative and offer treatment than the rest of your donors?  Absolutely.  But if you pull them completely out of the mail program, you risk losing thousands (or millions) of dollars in revenue.

The one exception to this would be when a donor specifically asks to be removed. 

Do not rush things.  If you rush the relationship and force an ask before your prospect is ready, you might still get a gift.  Chances are it will be smaller than what you would have received from that person if you had not rushed things.  Rushing a donor says that your needs are more important than the donor’s interests.  Build the relationship first.  Note: Cultivating a major gift prospect can take many months, sometimes even years.  This is normal.  
Face-to-face meetings build relationship.  Personal interaction is important in building trust-based relationships, and this is critical in major gift cultivation.  In-person meetings allow you to build trust and familiarity that helps move your discussions forward at every stage.  Without it, you’re a shadowy figure that does not inspire trust or loyalty.

Getting that face-to-face meeting.  This can be the toughest part of the cultivation process.  One of the best ways to get people to meet with you is to ask for their advice.  Everyone loves to share their opinion.  This approach is a cultivation step to advance the relationship toward a solicitation.  

Have an agenda.  Do not ask to meet with a prospect without having an agenda for the meeting.  And don’t keep it to yourself either.  You are either meeting to discuss something,  or you are meeting to make an ask.  Either way, be upfront about your intentions and provide the prospect with an agenda for the meeting.
Do what you say you will do.  Nothing derails a relationship like failing to make good on your commitments.  If you tell a potential donor that you will do something, you had better make certain you do it.  Extra points if you do it early.
Involve the right people.  If you want to land big gifts, you’ve got to involve the entire team.  Involving your board, CEO, program staff and key volunteers shows your prospect that he or she is important

Go make the ask.  The culmination of all your hard work and painstaking effort during the cultivation process is the ask.  Be specific in what you ask him or her to do.  

Say thank you.  Whether your ask results in a gift or not, thank your prospect.  Thank the prospect for his or her time, partnership, listening and sharing with you, considering your proposal, and certainly for the gift if there is one.  

Review the game tape.  If your donor does not come right out and tell you why he or she said no to your request, then find an appropriate time and place to ask that question.  Simply ask something why.  That is open ended, and gives her yet another chance to be heard.  

	16. Best Practices for Donor Stewardship.
	Stewardship is the responsibility of taking care of something that belongs to someone else.
Here are some tips and resources for improving donor stewardship at your organization:
Treat people well.  The bottom line with stewardship is that you need to treat donors the way you would want to be treated.  Be honest, upfront, and clearly communicate regularly.  Show appreciation and be sincere in all your dealings; and be prompt.

Have a written stewardship plan.  Much like documented major gift cultivation plans or even your annual development plan, there must be a written stewardship plan as a road map for your organization to navigate the stewarding of donor contributions.  This plan should cover the basics as well as the more specifics.  This plan should also describe your process for stewardship recognition and needs to outline ways in which you will report back to donors on their investment and the timing for such reports.

Follow the plan.  If you have gone through the trouble of writing the plan and documenting the process, then follow it.  If there are parts of the plan that are no longer viable for your organization, change them.  

Do not assume.  If you do not know whether a donor wants to receive public recognition for her philanthropy, do not just assume one way or another.  Simply ask the question and find out that you have permission from the donor before doing anything.
Reporting is key.  The biggest, most important thing that the donor wants to know is that you are using the gift wisely and that it is making an impact.  Here are some ways to do this contacting of the donor:

· Monthly newsletters

· Quarterly impact reports (used primarily for special project campaigns)

· Tours (especially good if you’re in a capital campaign and can show progress toward a goal)

· Dedicated website or page on your main site where you post regular updates on your progress

· Monthly coffee chats

· CEO’s weekly or monthly e-mail update (very short, bullet point list of recent accomplishments and things to look forward to)

· Shareholder conference calls (these are hugely successful in political fundraising campaigns and could be valuable for non-profit major and capital gift campaigns as well)

· Annual report

· Visits with program or project management staff

· Informal meetings with board members

Throw good parties.  Most everyone likes to celebrate success.  Create a series of annual events you can use for stewardship and cultivation purposes.  These are not solicitation events; but they are receptions, dinners, backyard BBQ’s, CEO round-table discussions, lecture series’, etc.  They’re geared to report on progress, celebrate your shared successes, focus on the impact donors are making for your cause, and show them that you appreciate them.

Hire someone to focus on stewardship.  Everyone in your organization should be responsible for stewardship at some level; but if you want to be successful in meeting your goals, you must have a specific person responsible for creating the plan and managing the stewardship process.

	17. Revisit Each Part of the Fundraising Effort and Systems.
	The person or organization that simply trusts that everyone is going to do a perfect job every day or that each and every system or mechanism is still working as it was originally developed and tested is not only horribly naïve, they are not being the least bit realistic.  

Always, always, always get out of the office and into the operation and check how the people within your organization are doing their job.  Make each employee a part of the process fixing mechanism so that they will report quickly anything seems to not be working properly.  Also, listen to ideas that employees and donors suggest to make the whole system work better; you can get great ideas from other persons.

You owe it to them, to your donors, and to yourself.


4. Concluding comments

Fundraising planning and actions are critical for for-profit and non-profit organizations both.  The main thing is to do it right and be thorough and fully compliant with all laws and regulations.
Do not forget that there are resources from whom you can get more ideas and help.  Besides the American Institute of Philanthropy, Association of Fundraising Professionals, and Council of Non-profits, you should go and find others in your own region or nation.
Be certain to check the Bibliography in this document in Appendix A with emphasis on the citations for the Foundation Center.
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6.  Appendix B:  Creating Your Development Action Plan

The information in this Appendix B is a compilation of information from an online article for which the url address is http://www.lorijacobwith.com/downloads/AFP_FirstCourseInFundraising-doc.pdf http://en.wikipedia.org/wiki/Data_profiling.  The original source for much of this information can be found at the AFP First Course in Fundraising © Association of Fundraising Professionals
Does anyone really like writing development plans?  They’re tedious, time consuming, sit on a shelf collecting dust for 11 months out of the year — and let’s face it — they’re just not that fun to create.

But if you suffer through the pain, a well written development plan can be really valuable in the long run.

Why you need a plan
When I was a kid I played sports all through high school.  Baseball mostly, but football too.  One of my coaches had a beloved saying that he’d repeat at every practice…If you fail to plan, you plan to fail.

I didn’t realize how true that statement was until many years later.

After all, being a development director without a development plan is like being without a road map or compass when you begin a cross country journey.  You know where you ultimately want to end up, but have no idea how to get there or if you’re even pointed in the right direction to start with.

The same holds true for your fundraising efforts.  Without a development action plan you have no way of knowing where you’re headed or how to get there.  And no way of telling throughout the journey how close you are to your final destination or whether you’re going dangerously off course.

The process
The planning process is just as important as the final result.  If you create a development action plan in a vacuum without any collaboration or input from key stakeholders (i.e., your boss, your colleagues, subordinates, board members, etc.), you’re in for a world of hurt.

Get buy-in and clarity on the goals, opportunities, potential roadblocks and resources you’ll need to successfully execute the plan before you begin a draft.

In fact, take a full day, go off site with key team members (anyone responsible for approving or executing the final plan) and strategize about your goals and objectives for the year.  Bring someone else along with you to act as a scribe so you and the stakeholders can stay focused on generating content.  When you assemble the team, don’t overlook people like your Webmaster.  You might not think he has much to do with development – until you try to implement an online giving strategy that he isn’t aware of or bought into.  Same goes for PR and Marketing, etc.

Once you’ve gathered input and every stakeholder feels like they’ve had a chance to share their point of view, you’re ready to draft the plan.

What to include in the plan
An effective development action plan is aware of the organization’s historical fundraising context (what you’ve achieved in the past, what the hurdles/roadblocks were, and how you overcame them), but forward-looking in its orientation.  It is comprehensive (i.e., don’t leave any fundraising efforts out) focused on action and based on specific, achievable and measurable goals.

Specifically, your plan should include details about each of your organization’s audiences (i.e., regular donors, middle donors, major donors, volunteers, staff, etc.), every current fundraising channel, communication vehicles, key themes/messages, timing estimates and cost and income projections.  It is also wise to incorporate a schedule of regular progress updates throughout the year so you can assess your progress to goal early enough to make course corrections if necessary.

Lastly, your development action plan should include a section indicating the person in your organization that is responsible for each initiative.  There should be no initiative in the plan left to a group or an unidentified person.  Remember, when something is everyone’s job it will end up being nobody’s job.
Check back next week when we go into greater detail on each of the plan components and build out a sample fundraising plan that you can download and start using right away.
This is the second half of my 2 part series on Creating Your Development Action Plan.  In Part 1 we covered why you need a plan and how you should use it.  In Part 2 we’ll cover the key elements you should have in the plan and what those should include.  I’ve also included some templates you can download to use in building your own plan.

Historical Analysis
In this section you’ll describe in detail what happened in the previous year.  Specifically, you’ll want to highlight what worked well, what your challenges were, your total income, costs and net income (both top line and by channel).

This historical analysis then becomes a significant part of the basis for your forward-looking recommendations.  Providing historical data gives you, your executive team and board a clear understanding of what happened in the past, as contextual support for your future recommendations.  It (hopefully) prevents organizations from constructing lofty, unreachable goals with no basis in recent reality.

Goals
Here in the goals section you’ll want to provide a high-level narrative on your goals for the coming year.  These goals should be specific, measurable and realistic.  They should also reflect your historical achievements as detailed in the previous section.  If your goals deviate significantly from your historical accomplishments, you’ll want to specify why the deviation exists as well as the strategies and tactics you’ll be using to make such drastic changes.

Responsibilities
Throughout your plan, you’ll want to include documentation of responsibilities for each goal, program, campaign, etc.  This gives everyone an understanding of expectations and removes any confusion over who should be doing what.

Themes/Messages
In this section you need to reinforce your core fundraising offers and/or case(s) for support.  Chances are this will be consistent from year to year, unless you are entering into a new campaign (either project or capital) which requires new or updated themes and messages.

This is also where you will indicate any planned offer/message testing you’ll be doing in the coming year.

Audiences
Here in the audience section you’ll want to list out each of your unique audiences and provide brief narrative of your plans for acquiring, cultivating, soliciting and stewarding them.  This should include documenting your channel-specific plans to indicate the specific communication channels that will be used with each audience segment.

Potential Audience Segments
     Low-End Donors ($0.01 – $9.99)
     Regular Donors ($10 – $499.99)
     Middle Donors ($500 – $9,999.99)
     Major Donors ($10,000+)
     Planned Gift Donors
     Monthly Donors
     Gift In Kind (GIK) Donors
     Volunteers
     Board
     Staff
     Government

Channels/Programs
In this section you should include a comprehensive listing of all of your fundraising channels and programs.  For each individual program, restate top line results from the previous year followed by your projections for the current year.

Your channel-specific projections should include the total number of projected initiatives (i.e., “We plan to send 12 direct mail appeals, one each per month for the 2012 CY”, etc.), as well as estimated total quantities, income, cost and net income by channel.

Channels
     Direct Mail
     Newsletters
     Telemarketing
     E-mail
     Online
     Social Media
     Public Relations
     Major Gifts
     Planned Giving
     Corporate Relations
     Corporate/Foundation Grants
     Government Grants
     Special Events
Cost/Income Projections
In the cost/income projection section you’ll detail by channel/program what you expect to spend and raise throughout the year.  There are two ways you can do this.  You can either provide a top line projection by program and attach a detailed set of month-to-month projections, or you can simply incorporate the full month-to-month projections into the development plan.

Calendar
In the calendar section you want to provide an overview of when you’ll be deploying each channel/program throughout the year.  Depending on your specific situation, you might have a fiscal year calendar, a calendar year calendar, or both.  I like to use an Integrated Annual Calendar that shows all programs in one place.  If you wanted to, you could even expand this to show each program by audience.

Progress Checks
In the final section of your plan you’ll want to include a schedule of when you’ll review progress to goal throughout the year.  This can be as simple as noting that you’ll review program-specific results on a monthly basis and report to the board or executive committee each quarter.  Or you can get as granular as you’d like in this section, detailing when you’ll analyze performance for every specific initiative or audience throughout the year.


