
Welcome!



What’s your WHY?



When you raise more money, 

you can change more lives.



Meet Jessie Miller



Session 1: The 
120-Day 
Foolproof Fall 
Fundraising 
Calendar



Session 2: Get 
People 
Warmed Up 
and Ready to 
Give



What inspires 

YOU?



Why people give



People give to



3-part formula for success



3:1 Ratio



Simply put --

Make ‘em happy!



So, how are your donors feeling?



Try these:

 Genuine gratitude

 Heartwarming stories of success

 Video of your work in action

 Surprise and delight!



This is how!



This is how!



This is how!



This is how!



This is how!
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This is how!
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 Post more often

 Engage with invitations, polls, humor, 

or controversial issues

 Use a combination of evergreen and in-

the-moment posts

 PLAN it out so you can hand it off

Maximize your 

social media



Something funny…



Random holidays…



Random holidays…



Education…



Engagement…



Engagement…



Example plan



About Your Donor Newsletter…



About Your Donor e-Newsletter…

 Most underutilized tool you have

 Easy to do it wrong, but easy to do it right!

 Write for your audience’s interest, not yours

 KISS it!

 Stories, stories, stories

 NO ask!



Here’s a good one!
Subject: The latest news from the barn!



Here’s another good one!

Subject: Looking straight at you!



And another good one!
Subject: Kids vs trash monsters (Egypt update)



Not so good…
Subject: January e-newslettter

…+ 7 more sections with 6 more calls to action



Newsletter Review Breakout Session!

Download the file “Newsletter Review Exercise”  



Meet our sponsors!



Lunch time!



Session 3: 
Make Your 
Website 
Donor 
Friendly



Let’s evaluate some donation pages!



Good Thank You page
https://www.goodliferefuge.org/thank-you-donation-general



Stretch break with Kim Day!



Session 4: 
Online 
Campaign or 
Appeal?



Good ask vs bad ask

Good Ask Bad Ask

Short and to the point Too long, too many 

unnecessary details, rambles

Easy to understand Confusing, sometimes has 

multiple asks

Focused on those served 

and their needs

Focused on the nonprofit’s 

needs

Lots of emotion Not much emotion

Donation amount means 

something

Donation goes into a black 

hole



Ask for this… Not that.

Care for a dog/cat for 

a day

Give to our annual 

fund

Provide lunch for a 

child for a year

Help us reach our goal

Give a homeless 

person a safe, warm 

bed

Fund our budget



Don’t make donors burn calories 

trying to figure out what you 

want them to do.



Core Number

$x/(unit of service) to get this result: ______



Core Number makes it easy!

Estimated total expenses/estimated total units 
of service = Core Number

For example, estimated total expenses: $95,000

Estimated total dogs adopted out: 1,500

$95,000/1,500 = $63.33/dog

If each dog stays 14 days, then

$63.33/14 = $4.52/day



Find Your Core Number

$x/(unit of service) to get this result: ______

$6.20 to provide a day’s worth of food, shelter, and medical 

care for a homeless dog or cat

$11.25 to provide an emergency food box for a family in need

$24.27 to provide food and education to a child in Africa



The key is…

Present smaller, solvable problems to make your 

donor feel like a HERO!



Great example!



Raising money (of 
course!)

Specific needs

Educating your donors 
and prospects

Giving donors a chance 
to fulfill their 
philanthropic desires 
and feel good

appeals are great for:



a good appeal

 Catches the reader’s attention

 Connects emotionally with the reader

 Looks inviting 

 Skimmable

 Personalized

 Makes a specific ask



Clear & crisp
Subject: Sandy, want to drive the clown car?



Short & To the Point
Subject: How Many Girls Are Going to School?



Not Bad, But…



Core Number in action



Core Number in action



Campaigns are great for:

 Raising money (of course!)

 Raising awareness about your cause

 Bringing in new donors

 Reaching larger goals (like raising money for a 

building or funding a program)

 Sustaining a key message over several weeks



Campaigns are commonly used for:

 Capital needs (new building, renovations, 

etc.)

 Funding a program with a BHAG

 Year-end fundraising



Compelling ask
Subject: Welcome Pete & Pete!



Follow up Ask



Appeal Review Breakout Session!

Download the file “Appeal Review Exercise”  



Meet Becky Roy



Session 5: 
Compliance 
for Online 
Fundraising



There’s a LOT to do!



To Succeed This holiday season, 

you need to be good at:

 Marketing and messaging

 Copywriting and storytelling

 Building relationships

 Designing an attractive website, newsletter, 

and social media posts

 Planning EVERYTHING!


