A QUICK-START GUIDE
TO EFFECTIVE FUNDRAISING
FOR NONPROFITS

HOW TO USE DATA TO DRIVE RESULTS I




Introduction

Nonprofits often face problems when developing
effective fundraising campaigns. The issues range from
telling the organization’s story to identifying high-
quality donors that will champion your cause.

As a result, you spend a lot of time and resources just
figuring out where to start. The possibilities seem
endless, not to mention overwhelming. The purpose of
our quick-start guide is to simplify it for you.

The guide will give you insights into 3 critical elements
you need to for effective fundraising.

1. The data you need to gather
2. How the data relates to fundraising
3. Tools to make your data collection easier

When it comes to effective fundraising, no one wants
to waste time and resources. You have a mission to
accomplish. To do that efficiently, you need data that
drives results.

Data gives you the confidence you are headed in the
right direction. Everyone has great ideas. But when it
comes to your mission, you want to know which ideas
can be translated into measurable growth.

So, let's get started!



Is Data Really That
Important?

In short, yes. Data eliminates
the guesswork in decision-
making. It allows everyone in
your organization to look at the
same dashboard of information,
so there is clear direction when
moving forward.

Just as you look at the dashboard
of your car to determine how
fast you are going, when you
need to fill up with gas, and
whether you are moving in the
right direction to reach your
destination (How did we stay
on course without GPS?), data
serves the same purpose for
your fundraising.

Data equips you to implement
strategies for growth and
tests the effectiveness of your
fundraising campaigns.

Takeaway:

Effective

fundraising is
driven by data,
not intuition.




What Data Do | Need?

Gathering data to jump-start fundraising ideas
and strategies can get overwhelming. There is
no shortage of tools that can provide you with
a plethora of information. The problem is not
knowing where to start or how to begin sifting
through all the data.

We want to make it easy and straightforward.
There are 3 areas you need to start researching
to determine an effective fundraising strategy.

1. Donor data
2. Giving behaviors and attitudes
3. Website performance

We will break down each area and provide
you with the recommended tools to analyze
the data.




Donor Data

Nonprofit leaders want to grow their organization,
start new projects, and further their impact. As
a result, they invest time, money, and resources
into making more connections. They believe the
answer is more donors.

The real problem that stands in their way is
funds. To raise funds, you need donors, but not
just any donors—ones that are...

- Committed and interested in your cause
- Passionate about making an impact
- Excited to be a part of what you are doing

Although additional donors will certainly help,
there is lower-hanging fruit that can make a
greater impact. These are your existing donors.

Committed, existing donors are high-quality
givers and should play a significant role in your
fundraising efforts.

How to Identify
High'QuaIity 1. Segment your donor list. Turn your

Donors

attention to your current list of donors. This
could be a large list, ranging from a one-time
donor to monthly donors, spanning across
your organization’s history. Since you could
be starting with an extensive list, you will
need to do more granular research.



2. Focus on consistent donors. Your organization may have its own
definition of “consistent donors.” However, we define consistent
donors as those who give monthly for more than 2 years in a row.

Many organizations have tapped into monthly giving. Monthly giving
makes it easier for donors to have an impact. Because these donations are
automatic, the donation process is as simple as filling out a form one time.

Your organization benefits too. Consistent, monthly donations allow you
to set budgets and free you from high administrative costs. Furthermore,
retention rates for monthly donors are 70-80% compared to 40-50% of
one-time givers.

3. Focus on larger donors. Run a report and identify those who have given
the most over the past 2 years. We recommend running a cumulative
report, which avoids skewed results. For example, if you filtered data to
pull the names of those who gave $S1000, there would be no difference
between a one-time giver of S1000 and a monthly donor of $S1000.
Therefore, filter the data by those who gave the most total in the past 2 years.

Other - Percentage of male and female donors

Donor Data - Education levels

- Percentage of homeowners and renters

- Ages
Beyond identifying - Interests
high-quality donors, - Sources of information
you will need to gather - Percentage of married and single
the following data to - Number of children
help create a picture of - Religious backgrounds
your ideal donor. - Geographic locations

Takeaway: The aggregated data becomes your donor persona or donor
avatar. The donor avatar is a key element when creating content and
branding elements, thus engaging your donors at a deeper level. When
leveraged correctly in fundraising, the result is the growth and expansion
of your organization.



Tools for Gathering
Donor Data

Google Analytics and
Wicked Reports: These
powerful tools allow you
to build audience reports
that provide high-level
data such as an overview
of donors, demographics,
and devices used for
online engagement.

Facebook Insights
tab: The Insights tab
on your business page
provides information
about who liked, saw, or
engaged with your page;
where your page likes
came from; and much
more about your donors.




Giving Behavior and Attitudes

Ultimately, you want donors to have behaviors and attitudes that
demonstrate loyalty to your cause. When this happens, giving increases.

So then, how do you create a donor atmosphere of loyalty that translates
into giving?

If you guessed something related to data, you are correct! Pay attention to
data that can answer the following questions to determine what compels
your donors to give.

- What type of content (videos, text, images) are the donors
engaging with?
- In what areas are donors volunteering?

- What programs, events, and services are donors promoting
and sharing on social media?

- What types of programs, events, and services are generating
the most donations?

- Are donors likely to give after receiving specific nurture
content, such as email updates or thank-you notes?
- When are donors suspending donations

(after 6 months, a year)?

These questions are a starting point when researching giving behavior and
attitudes. Once these are answered, a strategy to leverage what is working
can begin.

You don’t need to reinvent the wheel. Just produce more of the content
your donors are engaging with and sharing on social media, along with
the events they're attending. The behavior data tells you how to adjust your
approach, content, and strategy.



Donors engage with nonprofits through giving, volunteering,
and advocating.

« Giving consists of contributing money, donating goods or services,
purchasing products and tickets for an event, etc.

« Volunteering consists of serving on committees, acting in leadership
roles, sitting on boards, setting up for events and programs, etc.

« Advocating is communicating about your organization directly or
indirectly. This could be done through word of mouth, social media
following, comments, shares, etc.

Even though there are 3 ways donors engage, volunteers and advocates

are more likely to donate funds
once they experience the impact
of their nonfinancial contribution.
Therefore, your volunteers and

Takeaway:

advocates are also low-hanging Whatever the
data revealed,

fruit when it comes to raising funds.

The next step is to create a plan deve|op a p|an
for improvement. Perhaps you o o

discovered there was no follow-up to fill In the

to thank donors after giving at an weaknesses
event. Or maybe you found that k

specific programs generated more and build on the
funds than others. strengths.
Document what you found and

develop a strategy for improvement. Document what was

found, what action
steps you will follow,
and when you wiill
analyze the data again
to determine if changes
increased donations.




Tools to Gather Donor Giving
Behavior and Attitudes “

» Social media monitoring: Also called 4
“social listening,” this involves monitoring
your organization’s social media channels
and paying attention to comments,
feedback, mentions, shares, discussions,
keywords, and phrases your donors are using oy
to gain insights and act on opportunities. "\\d '

« Surveys: Surveys are an excellent tool
for research. You conduct these through
Google forms, tools such as SurveyMonkey,
or basic website webforms. Most websites
have the option to build a survey and \
then embed it into a landing page. L a\

1'/ \ ‘ \

If you have a CRM, we recommend using your CRM webform, as it often
makes for a smoother integration process. CRMs such as Infusionsoft (or
Keap), ActiveCampaign, and Ontraport allow you to do high-level sales and
marketing research and automation.


https://www.google.com/forms/about/
https://www.surveymonkey.com/

Website Performance

The last but certainly not least element you need to collect data about is
your website performance.

Now, depending on the size of your website, this can take you down a lot of
rabbit holes. To simplify, we will look at 3 areas you need to analyze regard-
ing website performance and the way they relate to fundraising.

« User experience: includes site speed, mobile-friendliness,
design, clear CTAs

- Page performance: includes home page, landing pages,

forms, and thank-you pages

- Design and messaging: includes design consistency, clarity of
message, and clearly outlined next steps

Why Is Website Performance Critical?

Your website is one of the first experiences your donor has with your
organization. With billions of people using the web every day, your website
is one of the first places your current and potential donors will visit to check
you out before they give, share content, volunteer, or engage.




User Experience (UX)

A positive UX on your website translates
into more donations. User experience
includes website speed, design, donor
journey, functionality, clear messaging,
storytelling, mobile-friendliness, and much
more.

We have all visited sites that are confusing
to navigate or have subpar load speed. How
do you respond? Most people bounce. Don't
give current or potential donors a reason to
leave your site.

When a donor comes to your site, they need
to feel like they are a part of a community
that is making a difference. An element such
as ensuring your site is mobile-friendliness,
plays a role in their experience.
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Tips for Improving UX

Have clear calls-to-action (CTAs). Don't hide your CTA buttons. The eye
travels in a “Z" across the web page. Your CTA, such as “Donate Now,” needs
to be in the top-right corner. Place your logo and tagline in the top left.
Have the same CTA button placed throughout the page. This makes it
much easier for a donor to give.

Use compelling images. A picture is worth a thousand words. We advise
against stock photos whenever possible. Instead, use photos of...

- People you are serving

- Volunteers

- Events

- People using your products

\ I
Overall, you want to paint a picture of transformation. What wiill ™~
your donor, and the ones you serve, feel like and experience after —
a donation is given? This informs your image needs. P

Ensure links and forms work. Clicking on broken links is
frustrating. Fixing these is a quick and easy way to improve UX.
Likewise, filling out forms that take you to a page you weren't
expecting is confusing. Make sure a thank-you or confirmation
page follows the form submission. This eases any tension a user
might experience (whether they realize it or not). Then they will
know the action taken was completed.

Make checkout easy. One way to do this is to create a login on
your site that contains your donor’s information. When ordering
tickets to an event or buying a t-shirt, that information can be
autofilled. Again, the easier you can make it for your donor to give,
the better.
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Page Performance

Page performance is critical for your most visited
pages. Similar to UX, page performance covers
characteristics like the ease of navigation, scannability,
and loading speed. To determine how well pages are
performing, you can use tools such as Google Optimize
and SEMrush.

If your pages aren’t performing the way you want, run an A/B test with 2
designhs or messages. As mentioned before, social monitoring can provide
insights into what language your donors and supporters are using. Use this
data when conducting A/B tests.



Design and Messaging

Effective design and messaging are all about clarity. It takes less than
3 seconds for your website to make a first impression on your viewer. We
know how critical first impressions are. The more confusing the web page,
the more likely visitors are to bounce.

Have a volunteer look through your home page, landing pages, and product
pages and ask...

- Can | quickly identify the cause, program, or event

this nonprofit is promoting on this page?

- Can | quickly identify what steps | need to take to
engage further and donate?

- Can | quickly identify what my life (or the lives of those
the nonprofit serves) will be like if | donate?

The answers to these questions give

you insights to clarify your design Takeaway:

and messaging. User experience,

A common mistake nonprofits often page performance,
make is having too many words on 3

a page. Most people scan a page deSIgn’ ?nd

and read headlines and bullets. messaging are

They StOp on pOIntS that jump out critical to your overall
at them. Using short headings that .

are easy to read and open a “story website

loop” increases page performance. performance.
Another key factor in messaging :

for nonprofits is impact reporting. The landing and product
You can do this through videos and pages that are tied to your
images on your home and landing fundraising campaign
page. Donors give because they must be optimized.
believe in your cause and want to Optimized and high-

make a difference. Tell them how
they are doing that! Testimonials
are also important—highlight
testimonials from those you are
serving and donors on related
product pages.

performaning websites
increase giving and
champion your cause so
you can grow.



https://cxl.com/blog/first-impressions-matter-the-importance-of-great-visual-design/
https://cxl.com/blog/first-impressions-matter-the-importance-of-great-visual-design/

Tools to Improve Website Performance

SEMrush: Their Site Audit tool contains a performance report and
web page resource checks that provide insights into site speed issues.

Google Optimize, Optimizely, and Visual Website Optimizer (VWO):
These tools help you optimize your pages’ performance through A/B testing.
Through this data, you can improve your donor's entire experience on your
website.

Where to Go from Here

Collecting the necessary data is a major step in your fundraising strategy.
Now it is time to move forward and promote your cause with confidence.

Because of the data, you know...

- Who you need to reach out to first
- High-quality donors
- What messaging to use that ties to giving behavior
and attitudes
- Discovered through social listening and surveys

- What pages need to be improved on your website
- Landing and product pages that promote your
specific fundraising campaign

Now you can develop graphics, ads, emails, and much more for your next
fundraising campaign!

Do you really know if your marketing is wo

king? How would you feel if you
were able to confidently answer that qu '

REQUEST MY
MARKETING AUDIT

G


https://viralsolutions.net/services/free-50-point-marketing-audit/#form 

