


Topics: 
 
•  Which donors are attracted to us? 
•  Foundations 
•  Corporations 
•  Major donors 
•  Regular donors 

•  Do we have the skills? 
•  Do we have the tools? 
•  Do we have the time and support? 
•  How do we nurture relationships? 
•  How to present to the Board? 
•  Pick one activity and do it well 



Types of Donors: 
      
                       Rule of Thumb 

Foundations (family, corporate) efficient 
Corporations efficient 
Major donors efficient 
Regular donors (email, direct mail, 
contests, social media, ads) 
-  Acquiring new donors 
-  Renewing existing donors 

 
 
expensive 
efficient 

Events average - expensive 
Government grants efficient 



Foundations: 
 
What you need: 
•  Time to research   
•  Time to write proposal 
•  A specific program (harder to get funding for operations) 

Research: 
Grant Connect  (Canadian foundations, US foundations in Canada, 
                         200 corporate foundations, low price,  
                         free at Toronto libraries ) 
 
Select top 10-15 prospects and develop a relationship 
 
See Boot Camp Part 2 for more information. 
 
 



Corporations: 2 budgets 
 
Donation  
•  based on employee wishes (employee matching, employee request, 

in-kind donations, employee volunteers) 
•  tax receipt 
  
Sponsorship  
•  based on brand needs (visibility for their brand, tie their brand 

to a good cause, no tax receipt).   
•  you need to offer them visibility (logo on trucks, brochures, 

website)   
•  there is a risk to you, if corporate reputation fades 
 
Need a presentation package that answers 
•  What is in it for the corporation? 
•  What is the risk in associating with your nonprofit? 
•  How will you measure success? 
•  Specific request and timing 
 



Major donors 
 
•  Calculate your threshold (eg donors over $200 or $1000?) 
•  Difficult to recruit, train and manage volunteer canvassers, 

ideally who have already donated to you (credibility) 
•  Difficult to research prospects (10 prospects for every donor).  

For each prospect, you need a customized plan (level of gift, 
reason for giving, who will do the ask) 

•  Good presentation material 
•  Recognition program for donors 
•  Stewardship program to follow up with donors 
•  Good database to track every interaction 
 
Planned giving  (donor names you in their will) 
•  Long term commitment to maintain donor (before money arrives) 
•  Need policies on what you will accept (securities, property), how 

you invest the money, how you spend the money (need a lawyer) 
•  Sensitive subject (need tact) 

See Boot Camp Part 3 for more information. 



Regular donors 
Email (E-newsletters) 
•  Inexpensive and flexible 
•  Rule of thumb:  $40 raised or 29 actions per 1000 emails 
 
Events 
•  Very easy to not make money (upfront investment, divert staff time away 

from other duties) 
•  Good way to “friend raise” – to build mailing lists, need a thorough follow-

up plan to solicit afterwards 
•  Allow volunteers to run events (to reduce costs) 
•  Do one event and build awareness over years (vs multiple events) 
 
Social media 
•  Needs to be part of a larger social media strategy - fundraising requests 

should be <10% of all messages. 
•  Need an integrated, multichannel approach, need understanding of best 

practices, need fundraising database (eg Raiser’s Edge) 
•  Reaches younger donors, convenient for donors 
•  Rule of thumb: 285 FB, 112 Twitter followers per 1000 email database 

Crowdfunding  (Global Giving, Indiegogo)  
•  Need a stand-alone project that has emotional appeal  
•  Still requires significant staff time to promote 



Regular donors cont’d 
 
Direct mail 
•  Add to your own list or exchange with similar nonprofits 
•  Need good database to track donations, sent receipts, thank you notes 
•  Good way to test different messages and packages 
•  Contracting out is not allowed by agencies in Canadian Christian Charities 

Memberships 
•  Create feeling of belonging  
•  Need to offer benefits, need a database to maintain contact 

Telemarketing 
•  Not recommended (follow DoNotCall guidelines, recipients still annoyed) 

Lotteries and contests 
•  Most charitable lotteries raise little money 
•  Large lotteries with significant marketing and major prizes can make 

money 
•  Needs volunteers to sell tickets and donate prizes 

Advertising (print, radio) 
•  Expensive, hard to target audience 



Do we have the skills? 

Foundations administrative 
Corporations administrative 

people skills 
Major donors people skills 

organized to follow up 
Regular Donors clear writing for constant communication 



Do we have the tools? 
 
Fabulous website (✗  Case for Support) 

•  Clear and concise messages 
•  Compelling description of the need 
•  How you uniquely address the need 
•  What would happen if you weren’t there 
•  Why should someone give to you 

 
Brochure 
 
Other printed handouts specific to project 
 
PowerPoint presentation 
 
Sample templates for donor letters 
 
Acceptable accounting and financial controls 
 
Donor database  (manual or Excel, MailChimp) 
 
Gift policies (shares, in-kind, naming contracts) 



Do we have the time and support? 
 
 
 
Sufficient staff, volunteers (1 FTE) 
 
Board support  

•  Introduce staff to their network 
•  Open doors outside their network 
•  Go on an donor visit with staff member 
•  Telephone calls to thank donors 
•  Bring friends to events, host events 
•  Personally donate 



Ways to nurture relationships 
 
Keeping an existing donor is cheaper than finding a new donor. 
 
The larger the donation, the more attention the donor gets. 
 
Have an plan for year round communication: 
•  Thank you call from a Board member (or handwritten thank you note) 
•  Public recognition of donation 
•  Personalized mailings - not requesting money 
•  At year end, summarize what you accomplished (don’t send annual report) 
•  Social and informative gatherings 
•  Recent articles in media 
•  Story of a recent client (written or video) 
•  Tour of facilities 
•  Focus groups, surveys 
 
Caution:  resist temptation to create printed newsletters 
•  Time consuming for staff to create enough content 
•  Hard to create interesting content (helpful info vs bragging) 
•  Expensive to design, print and mail. 
!  consider a short (<400 words) e-newsletter quarterly 



How to present results to the Board 
Example #1 – separate costs and time 

Source Revenue Fundraising 
Costs 

Fundraising 
+ Marketing 

Time 

Target  
Next year 

Foundations $50,000 $0 15% " 
Corporations $25,000 $0 20% = 
Major Donors $10,000 $0 0% " 
Regular Donors $10,000 $1,000 

Xmas mailing 
20% 

Social media 
# 

Events $40,000 $20,000 20% # 
Government 
Grants 

$50,000 $0 5% = 

Operating 
revenue 

$50,000 $10,000 20% = 

Total $235,000 $31,000 100% " 



How to present results to the Board 
Example #2 – all volunteer 

Source Revenue Volunteer 
hours 

Revenue/
hour 

Target  
Next year 

Foundations $50,000 100 $500/hr " 
Corporations $25,000 100 $250/hr = 
Major Donors $10,000 0 excellent " 
Regular Donors 
-  Facebook 
-  Twitter 
-  enewsletter  

$10,000  
20 
20 
50 

$100/hr # 

Events $40,000 
Less costs 

100 $200/hr # 

Government 
Grants 

$50,000 10 $5000/hr = 

Operating 
revenue 

$50,000 100 $500/hr = 

Total $235,000 500 $470/hr " 



Pick one activity and do it well 
Cause Audience Activity Tools 
family counselling major donors 

 
foundations 

parlour meetings 
 
write applications 

PPTX 
 
website 

addiction major donors LunchNLearns PPTX 

women’s health women 
 
corporations 
 
foundations 

postal code mail drop 
 
ED solicitation 
 
write applications 

leaflet 
 
ask letter 
 
website 

international aid volunteers church groups PPTX 

seniors’ advocacy 
(no CRA) 

major donors bequests brochure 

travelling museum 
(no CRA) 

schools 
 
corporations 

increase bookings 
 
sponsor new exhibit 

brochure 
 
ask letter 




