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ABOUT
MOBILECAUSE

At MobileCause, we offer more than
comprehensive fundraising software. We also
provide one-on-one strategy and support to
grow your nonprofit like never before.

With MobileCause, you can:
* Acquire new donors v .~ e
« Retain current donors | - |
* |Inspire recurring donations
* Increase average gift size

« Strengthen donor relationships
Lower the cost of fundraising
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SPEAKERS

Moderator | Scott Couchman Panelist | Pamela Grow Panelist | Corey Blake
Training Manager Fundraising Expert & Digital Fundraising Strategist
MobileCause Author MobileCause
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WE B I NAR Q Why is Year-End Fundraising so Important?
AGENDA

Warming Up Your Donors

Planning Out Your Email and Direct Mail

Cb Telling Your Authentic Story

() Tailoring and Calendaring Your Communications
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POLL

» Does your nonprofit currently have a plan for
~ year-end fundraising?

N

1. Yes
2. No
3. Kinda, sorta....
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COUNTDOWN TO YOUR BEST.
YEAR-END GIVING CAMPAIGN .

. &=
-
‘ .
Pamela Grow ® P . )
Fundraising Expert & ¢
Author
> ®
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The Year-End Giving Overview
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Why is Year-End Fundraising So Important?

30% of annual giving occurs in December

28% of nonprofits raise between 26-50%
of the annual funds from their year-end ask

12% of annual giving occurs on the last
three days of the year
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Nonprofit Year-End Strategies

54% of nonprofits start planning
their Year-End appeal in October o O

59% of nonprofits make between 1-3

“touches” for their year-end campaign . Direct Mail is the most popular
medium for year-end asks

« Email and in-person asks are

45% of nonprofits don’t have |
second and third most popular

a digital strategy

Source: Neon CRM
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How People Give

Volunteers are twice as likely to donate
as non-volunteer supporters

%3 of donors do no research before giving

(they give to orgs already known or referred by friends and family

55% of people who engage with nonprofits on
social media end up taking some sort of action

Sources: Neon CRM, NP Source
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Getting Your Supporters Involved

Provide easily digestible tasks any board member,

o ndraising Ment volunteer, introvert, extrovert or the most time-strapped
e e can comfortably manage in a short period of time

Board Member_ Dete:

Appetizer
Write personal notes on appeal letters

e *  Write thank you notes

Hand-write thank you notes BEFORE the campaign
Other:

Main Course

e * Buy supplies, snacks, stamps

Hand-address envelopes to major donors for year-end ap-

peal

Make donor thank you calls

Invite a prospect for a program/facilities tour

Buy stamps for year-end appeal letters/thank you's
Accompany staff member on donor visit

G « Address envelopes

Dessert
Create social media posts and share
Make thank you calls to donors
‘Write thank you notes to donors
Donate food for mailing party

e e am———  Provide connections

-
@ icn & Morer™

Crmars Anmcmtegeeert - Aty AEEXD

 Make introductions

For a list of volunteer opportunities your volunteers can select,
download the
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Let’s Begin the Countdown!
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Warm Up Your Donors

1

Pre-suasion is a
method of priming an
audience to receive

your message more

openly.

- Robert Cialdini

“Prime” Your Donors

Why?

Makes people feel important

Makes people feel appreciated

Makes people feel selfishly fulfilled

Who doesn’t want to feel more important,

appreciated and selfishly fulfilled? And wouldn’t
you be more generous if you did?

Source: Next After
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Warm Up Your Donors

“Prime” Your Donors

How?

* One-page impact update

« A personal thank you/update call

* A ‘just because’ thank you postcard

* An emall
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Analyze Your Data

« How did you do last year overall?

* By segment?

I u « What channels did you use last year?
« What's your renewal rate?

« What's your breakdown at various giving levels?

How can you breakdown all year-end giving?

Consider a data audit

Review your data with an eye to segmentation
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embracerace

RAISING A BRAVE GENERATION

Yes, | know that the
time is now.

| want to help raise a brave
new generation!

Please find enclosed my gift of...

5$30 ©$50 o $100° *Make a bigger difference!
| St vk vt o

o 5250 o) $500 ‘our new EmbraceRace parenting-race

online curriculum, You'll be first to
N - use the materials in 2020 and provide
o My special gift of $

your valuable feadback to shape &
nEw generation.

O I have enclosed my check OR O | prefer to give by credit card
(Maka checks payable to ‘Proteus Fund' and write ‘EmbraceRace’ in the merms fine.)

eve EXPIRATION BATE: ,......0ovvs v os s s e an s sensnn

SHGNATURE:

EMAIL ADORESS: ..

Please use the enclosed reply envelope OR glve securely online at www.embracerace
Questions? Please emall us at Hugs@EmbraceRace.org

[First Namc] [Last Namc]
[Address1]

[Address2]

[City] [State] [Zip]

Thank y

EmbraceRace | 15 Research Drive. Suite B, Amherst, MA 01002 | embracerace.org
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Name(s):
City:

Address:

Zip: Phone:

State: __ i

Email: —_— —_—
‘GIVING OPTIONS

Q 1 would like to make » one-time gift of:
Qsa2s Q sso Qs100 0 $250 Q other 8.

O 1 would like to be a monthly Evergreen Steward with & reoccuring credit card gift of:
Q30 0 $20 Q$30 Q $so0 Q other 8.

O 1would like wolunteer with field stewardship (planting, invasive plant removal, ete).

O My check is enclosed O Please charge my credit card Visa/MC/Discover/AmEx

Credioand Focstian T oL e e

- Exp.Date: __ =

Nogae Gl eds e Seth S v s ete st e ok e

Signature: Security Code:

Please send me information about:
Q Planned giving through my will or estate
Q How I might preserve my land
0O Contributing stocks or securities

we other thoughts to share about ‘?a

SEamas Gy
¥

1(c)(3) non-profit organization

NOT THIS

\
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Plan Out Your Email Series

Is There a Magic Number of Emails?

Year-End Campaign Email Checklist

v" Is the message going to the right v Are you giving proper incentive to take
audience? action now?
v" Is the offer (the “why”) relevant to v" Is it simple for donors to give?

the issues that matter to them?
v" Is the call to action clear?

v" Does the offer resonate with this
audience? v Do donors believe you are trustworthy and
the giving process is secure?
v" Are you maximizing the perceived
value of offer and minimizing the » The more emphatic the “yes” to each of
perceived cost? these, the more emails you can send.

Source: NextAfter

Source: NextAfter
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Show Extra Love for Your Best Donors

Pareto Principle

20% of your donors

RO

80%
of income
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Show Extra Love for Your Best Donors

Your Best Donors Get Special Packs
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Halfway through the Countdown!

Let's keep counting down to
Your Best Year-End Giving Campaign

/ Wy,

L0 e % P
® ) - vy .. : N\ ‘ \\\
- g i -~ p Q?‘Iﬁ‘\\\&‘ \

» 7’

22 | Countdown to Your Best Year-End Giving Campaign // Tweet @MobileCause @ MobileCause



COUNTDOWN TO YOUR BEST.
YEAR-END GIVING CAMPAIGN

L=
.
Corey Blake ® -8
Digital Fundraising Strategist .
MobileCause ’ ’ 3
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Tell Your Authentic Story

“ When you tell people facts, they criticize. When you tell people stories, they listen.”
- Alexander Schure (Founder of Pixar)

THINGS THAT A CHARITY
WANTS TO TELL ADONOR

Why we need your money

Why we think you should
support us

How you can support us

HOW WE
HELPED
We’'re on soclal media and SOLVED A

Our mission, values and belleves

in the news PROBLEM

How great we are and
our new approach

Why we think we're different

Source: bluefrog fundraising
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Tell Your
Authentic Story

The Backbone of Great Storytelling

* Think: Less company recap, more Hollywood
Blockbuster

* Introduce your characters and their obstacles

* Propose a solution to the challenges your cause
and org faces

» What does achieving your mission look like?

« Let donors know how they can play the hero

For more information on Storytelling, download the
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Confirm the Online
Giving Experience

Ensure Giving is Simplified

* Have a large, colorful ‘donate’ button on the home
page

« Make your CTA clear

« Capture only the essential donor info fields

* Optimize for Mobile: 84% of nonprofits are still
using donation pages that are not optimized for
mobile devices

Nonprofits see abandonment rates
of 50%-70% on their donation page

Source: NP Engage
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Confirm the Online
Giving Experience

Test the Donor Experience

« Can you easily find where/how to donate?
« Make a donation

* Do payments process?

« Did you receive automated email and text
confirmations?

Confirm thank you and tax receipt language
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Segment Your
Donor Data

* Break up your master donor list
into three to five smaller lists based
on giving history or psychographics
« Donor segmentation examples:
> Recurring donors vs. one-time donors

> First time donors vs. repeat donors

> Giving level
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Segment Your
Donor Data

Incorporating Data into Your YE Campaign

: ".'-—‘% ——— =

n 2018t
We Accomp\‘\shed so much 0

« Tailor your messaging to appeal to each
specific audience

« Craft your story for each communication
channel

« Send donors to different donation pages
based upon giving level

* Encourage one-time donors to become
recurring donors
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Build Your
C P 'g Calend
2-3 Months 1 Month 1-3 Days Dec 31 1-3 Days 1-2 Weeks
before year-end before year-end before year-end year-end after year-end after year-end
. | @ — @0
 Tailor your messaging to appeal to N N> N 2 NG 7/
e : Set-up Promote Remind Inspire Thank Engage
each specific audience
() Lists of all donors, (O Videos, photos, and () Send a personal () Send a last-minute (O Send thank you () Announce
ambassadors, testimonials appeal from your text and email videos via text, upcoming
volunteers, showcasing what director asking for a encouraging email, and social campaign dates
] . = participants and donations have final donation donors to make a and details to new
[ ] AS Wlth m OSt S u CceSSfu | fu n d ra I S I n g sponsors from the accomplished in the across all channels final gift to ensure () Share year-end donors
last year for last year your goal is totals and highlight
. t t rt d | ' segmentation () Promote a special reached key donors, (O Share the different
() Send 3 il i i i b dors, d
campalgns, get startea early: O neyerens | | samnesonnt” ety e rch iy o
giving donation posts encouraging your goal participants
form and set goal people to make a (O Plan an internal
year-end gift (O Share photos, recap to discuss
O Text-to keywords ) videos, and highlight improvements
* Increase your response rates by mesne || S
. . social sharing your website links
promoting your campaign across all e || O prrerorven
) giving keyword channels
channels O Mo
- B ic about p Ing 'y
e Strateg IC a o Ut ro mOtI n O u r @ “Ask every donor in your database to make a final donation in the month of December. On the morning of the 31st
=] . send a text message letting them know how much you have left to reach your goal and ask them for a final push.”
keyword or providing a link PRO TIP
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Build Your
Campaign Calendar

Create Your Communication Calendar
« Ultilize a multichannel campaign

* Boost frequency of messages as you
approach the 31st

» Social media is effective, but you
need to post often

* Preschedule texts, social media and
emails so you send frequently without
being tied to your computer
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22 23 24 25 Christmas 26 27 28
Morning E/S S
Mid-day
29 30 31 New Year’s Eve 1 January 2 3 4
Morning Morning
E E/SIT
Mid-Day Mid-day
S/T SI/IT
Evening
S
Key Channel Type
M Mail ® Ask
S Social ® Exposition
E Email Impact
T Text Stewardship
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The All-important Thank You

Thanking donors isn’t just a nice thing to do, it reinforces your connection
and combats some stunning donor attrition rates

First-time donors who receive a personal
900/0 thank-you within 48 hours are four times
more likely to give again.

of first-time donors are being lost by

some nonprofits on an annual basis Your Thank You Should Be:

v Personal

59 OA) v Timely

v" Heartfelt and Genuine
of annual donors drop off the radar v Demonstrate Impact of Giving

each year on average v' Showcase Results from Campaign

32 | Countdown to Your Best Year-End Giving Campaign / Tweet @MobileCause & MobileCause



The All-important
Thank You

10:36 AM

Q Hollywood YMCA

Home Ab
out g
o Photos Reviews

) Hollywood YMCAis ,
celebratlng commumly

Add a video to your automated thank you email s e ey

ths weske end at
0Ngoing support,
the community) 41

© Johnsens for vy, Tteering
the Color Fast for I Kids. Their
as re. alyhelpettvan sform

Establish a Donor Spotlight

Tell the story of a passionate supporter
Tag donors on social media (with permission)

Interview donors on Facebook Live or
Instagram Stories

Redirect them to web page, special content,
or video
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Feeling overwhelmed on
how to execute these
strategies and more?

Our Digital Fundraising Strategists help you craft,
set up and implement these strategies and more:

« Crafting Storytelling and Year-End Appeals
* Building Your Campaign Calendar
» Creating a Branded Year-End Giving Page

« Setting Up Mobile Messaging, Social Media &
Email Communications
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Grab the confetti and put on your dancing shoes, KRS

because these Year-End Giving Campaign tips F %
)“\0

and strategies will surely get you prepped for your §¥a
best fundraising year yet. g

s

__ - — '
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» Do you like what you heard? Would you like more
~ information on: (Check all that apply)

N

1. MobileCause
2. Pamela Grow
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QUESTIONS . -
& ANSWERS






