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Presenter Notes
Presentation Notes
Welcome, welcome! 👋 We're so glad you're here. Feel free to say hi in the chat and let us know where you're tuning in from!"
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"Alright, let's kick things off! 🚀 We've got a jam-packed session planned for you, so buckle up and get ready to dive in!“ 


😉 A big shoutout to Charity Engine for their generous support of AFP and our webinar today."
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Presentation Notes
For those who don't know me, I've spent years leading nonprofits as a CEO, and now I'm dedicated to helping organizations like yours achieve even greater success through philanthropy consulting. 

As we approach the close of the year, it's the perfect time to reflect, strategize, and ensure we're set up to make the biggest impact possible. Today, I'm thrilled to share some proven tips and best practices to help you maximize your year-end efforts. 

Let's get started!"



Audience Poll

Who at our webinar today is thinking
about or “re-thinking™ about thelr
calendar year-end campaigne
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Yes
No 
Maybe
Not sure that’s why I’m here


"Before we dive deeper, I'd love to hear from YOU. We've prepared a quick survey to better understand your current year-end goals.  Your insights will help me tailor the rest of the presentation to your needs. It should only take a few minutes, and your participation is greatly appreciated! Let's make this a collaborative experience!“ Meanwhile, if you have not done so already, tell us in the chat where you zooming in from.



What Are We Talking About Today?

Calendar Year-
end Campaign

Planning Year-end

Campaign

Fiscal year
end Campaign

December 31
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Reasons Why Fundraisers in the United States Should Focus on Giving in December
Year-End Giving Tradition: Many donors, especially individuals, have established traditions of giving during the holiday season, driven by a spirit of generosity and reflection.
Tax Considerations: December is the last opportunity for donors to make charitable contributions that can be deducted from their current year’s taxes, incentivizing last-minute giving.
Holiday Bonuses: Many individuals receive year-end bonuses, providing them with additional disposable income that they may choose to donate.
Giving Tuesday Momentum: The global Giving Tuesday campaign, held on the first Tuesday after Thanksgiving, often kicks off a strong season of charitable donations that carries through to the end of the year.
Increased Outreach by Nonprofits: Nonprofits typically ramp up their fundraising efforts in December, creating more opportunities for donors to give and making the cause more visible.
Matching Gift Campaigns: December often features matching gift campaigns where donations are doubled or tripled, encouraging more significant contributions from donors.
Deadline Urgency: The sense of urgency as the year ends motivates donors to complete their giving before the deadline.
Corporate Matching Gifts: A significant portion of donations in December comes from corporate matching gift programs like Benevity, making it essential to promote and leverage these opportunities.
IRA Required Minimum Distributions (RMDs): Donors over the age of 73 are required to make minimum withdrawals from their IRAs to avoid penalties, making December a prime time for these donations.
Volume of Giving in the Last Week of December: According to data from Network for Good, 12% of all annual giving occurs in the last three days of the year, emphasizing the importance of focusing fundraising efforts during this period.
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Ten Reasons Why Year-End is Optim§l
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Year-End Giving Tradition
Tax Considerations
Holiday Bonuses

Giving Tuesday Momentum
Increased Outreach by Nonprofit Community
Matching Gift Campaign Opportunity

Deadline Urgency

Corporate Matching Gifts

IRA Required Minimum Distributions (RMDs)

10. Volume of Giving in the Last Week of December
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30% is a Good
Reason to Think , _
About December B S ciannua giving

happens in December |

Source: CharityEngine

Q CharityEngine


Presenter Notes
Presentation Notes
I wanted to highlight that Charity Engine has numerous helpful resources available on their site.

Conduct a Data-Driven Donor Engagement Audit
Analyze Past Interactions: Use Charity Engine CRM data to evaluate the success of engagement strategies over the past year, looking at metrics such as open rates, click-through rates, donation frequencies, and average gift sizes.
Create Audience Segmentations: Prevent donor fatigue and re-engage SYBUNTs (donors who gave Some Year But Unfortunately Not This Year) by identifying trends and creating specific audience segmentations.
Develop a Donor Journey Map: Visualize donor touchpoints and track engagement rates, identifying patterns and gaps to adjust campaign strategies accordingly.



Planning is a Holiday Tradition!

/
Yefar-End

Giving Statistics

L [ ]
Giving Tuesday
Around $3.1 billion was raised in
the US.in 2023.

October

Over 50% of all nonprofits
start planning an end-of-year
campaign in October.

Recession-Proof

Even as giving wobbles, savvy
nonprofits see steady year-end results.



Educational Moment for Boards and Staff

2023 contributions: $557.16 billion
by source of contributions

im hillinrs for dollars — all figures are rounded)

No matter how you slice the
pie, even if you were to isolate
individual giving alone, the
total in the USA was ~ 75% of
$557.16B in 2023 and ~ 30% is
raised in December or $112.3B
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| think we can agree that
December is a big number

5374.40

Source : Giving USA 2024 Report
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Sometimes board members ask, why are we doing this?



ONE SiZE DOES
NOT FIiT ALL

Not Just One
Size Fits All
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You may do 1 letter and 2 emails
Letters with ask strings, email, CTA challenge, impact report
Letters with ask strings and many letter versions, 24+ emails, CTA challenge, impact report, email footer for staff and board



Strategic Calendar Impact

Calendar Year-End Appeal

| |
Proactive Staff/ Board Donor Outreach :

]

| |

I I Fiscal Year-End Appeal

I | I I

I | | I
I | Ll I I
1 I | | | I
1 | I | |
| Impact Report 1 I Spring Newsletter :
| | | | | | , I I
1 I | ! 1 | I Advocacy E-Car!1paign I
I I | Mo ! T I : I
| I | : | | | : [ (.
' ! ! L B : I ' I
I I | Mol I . : (.

Q1, FY24 ) Q4, FY25

-m- CharityEngine


Presenter Notes
Presentation Notes
Two six month semesters each culminating in a campaign.
FY20
Q1 = Planning and Engaging Board
Q2 = October Fall Chronicle Mailing at the moment but seeking funding for four
	Nov December is Calendar Year End Appeal (this should be the highest level as it generate the most revenue)
Q3 = Spring Lapsed Donor Appeal
	Spring Chronicle
Q4 = Calendar Year End Appeal



Case Study



Case Study: Form a Core Team

The DOD and or ED are the captains of the
team

Opportunity to “de” mystify” fundraising
Secure strategic input on programs and
Impact

Demonstrate the art and science of
philanthropy in metrics and tracking

Share successes and build partnerships
Educate your org on investment and returns

Gain an expanded appreciation for your
mission
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Leadership and Campaign Strategy 
Created an expanded campaign team and used team approach with weekly status meetings
DOD, admin  Maryellen
Group input from Eliza, Jaqueline, Amanda, and Dr. M.
Added new team member, Christina, to process gifts, track results, report results
Added consultant Maryellen to help with strategy
Redesigned campaign by adding two challenges 
Match of $25,000 from a major donor (upsell from a donor with a specific ask)
Sweetener # of gifts with Celtics basketball raffle
Investments and process changes
Invested in CRM, White Pages, Donor Search
Gift processing included check log for cross-checking/controls/accuracy
Started earlier
Storytelling 
Asked more
Major donor strategy
Added data-centered approach to measuring campaign results, impact, and effectiveness
The campaign was a top priority for the entire NAMI Mass team elevating awareness of philanthropy in the NAMI Mass mission
Started in early Fall and need to start even earlier next year (July)
Added impact report follow-up detailing mission impact (data)

Plan Regular Campaign Meetings (Tuesdays Recommended)
Standing Agenda:
Progress report on weekly, monthly, and overall goals.
Historical comparisons.
Channel performance analysis.
Brainstorming and problem-solving.
Technology Check-In: Ensure that all digital tools, Charity Engine CRM, and data integrations are functioning as planned.





Case Study: First Establish a Baseline

Item FY22 FY23 difference
Revenue $102,093 $162,534 +59% or
+$60,441
Gifts 112 370 +258 or 3x
the gifts
Letters Sent 2,721 6,042 +3,321
Emails 10 17 +7
Campaign cost $6,500 $20,885 ($14,385)
Per letter cost S2.39 51.80 reduced
# of gifts from email - 200 -
Response rate (email) - 1.80% -
# of gifts from letters - 112 -
Response rate (DM) - 1.85% -

CharityEngine


Presenter Notes
Presentation Notes
I want to share a case of an org that was doing one generic “dear friend” letter and 10 emails. 

The biggest changes to grow their campaign by 60%

Established an aggressive goal
Set a regular weekly meeting
Recruited a major donor at $20,000 to grow to $25,000 and be the challenge donor


Case Study: Establish the Calendar

Preparation

Launch
Impact
report

DECEMBER

JANUARY

\ /

Anchor Holidays
Multi-channel deployment
Countdown

Finale
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Case Study: Set a Weekly Meeting

Hint: Tuesdays are best because you have time to book gifts from over the weekend

Role Job at the meeting

Director of Development Lead the meeting and engage
the team for input

Development Coordinator Reads out the results and is the
tracker and reporter

Program Director Reflect on the results and offer
content for the campaign

Finance person/other leader Critical connection with Finance
for booking pledges and or
reconciliation with on-line giving

-m- CharityEngine



Case Study: Compose a Clear Challenge
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Double your money Monthly donors Double gifts
— dollar-based
challenge
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Triple the gifts Consider a sweetener/accelerator
— unit-based announced on Giving Tuesday
challenge

‘al

New donors
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Case
Study:

Decide on
Channels
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Presenter Notes
Presentation Notes
Competitive positioning matters greatly if you are in a sector that is being bombarded with social media appeals. 

Campaign Channels
Added Five Maples direct mail house (although the letter went late)
Sent 3,000 more letters than last year
Leveraged custom ask strings (discovered the need for data cleanup)
Letters were personalized
Added Walk team donors to the mailing list
Designed and sent 16 emails (well-designed, professional)
Donor storytelling (three stories were the stars of the show) about NAMI mission
Asked volunteers/board/friends with an expanded pool of stories 
Build a tool box; don’t be prescriptive and be open to a variety of stories
“In their words; in their way”
Broaden and reframe definition of NAMU Mass “stakeholders” for stories
Volunteers
Politicians 
Transparency in the recruitment process
Start early
On-going effort/practice �Incorporate
Continued use donate button
Compelling call to action with data support of impact
Regular cadence of email deployment
Added a blurb to News You Can Use
Used video with a new leader with a charming ask
Giving Tuesday game plan within a larger campaign email email cadence; call to action resulting in $6k
505 unsubscribes to 10k general list
Direct solicitation phone calls
Karen called
Christina called
Dr. M called



Case Study: E-Mail Themes and Messages

Highest response rates:

@, 0 & @

: Patient egrsohdl,, Announcement of the Mails and social Countdown emaiils
Journeys “olopices sweetener posts with videos at the end

7 days left

3 days left

24 hours left

’ ‘ Three hours left

Board members calling to thank

for “previous year" giving Drawing for sports memorabilia
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Case Study: Outcomes

ll'

Reached a new high

&

> <o

Proved that a challenge
and multi-channel
integrated campaign
can work

/
N
&

Set the org up to focus on
donor acquisition and
cultivation in the February
though April fimeframe
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Year-End Appeal as a Funnel to Major Gifts

Research Development : :
and Rating and NI\;_:JO? eGC":;S
Connections Ranking P

On-line gifts

Appeal letter gifts

Newsletter gifts Cycle

' Repeats
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Development Department Manages the Funnel

Rating and ranking of donors

Organized into rated

groups/portfolio
Impact Report

Acknowledge
and Thank You

Plan for

BEHIND THE SCENES DEVELOPMENT DEPARTMENT

upgrades

Major gift
solicitation

Repeats
annually

Ultimately could
lead to estate
giving
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Courage is what it
takes to stand up
and speak.
Courage is also
what it takes to
sit down and
listen.

- Winston Churchill
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I knew an annual fund person who send 14 letters annually.

1 per month and 2 for the year end overlay  and 1 for monthly giving. She had a few donors who gave/respond to every appeal.




How Could the Board be Involved?

100% giving participation (could be an
email)

Thank you calls, handwritten notes

Introductions to their contacts
Hosting lunches for you to “ask”
Report out at the board meeting with
metrics

Serving as “chair” of the campaign

Mounting a financial challenge

Being “cheerleaders’” for the staff
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Technology Tools 2024
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Leverage AI in Fundraising Campaigns
Predictive Analytics: Use AI to analyze donor data and predict which donors are most likely to give, how much they might donate, and the best time to reach out to them.
Personalized Communication: AI can help create personalized email content and social media messages tailored to individual donor preferences and past behaviors.
Donor Segmentation: AI can automatically segment your donor base into highly specific groups based on behavior, demographics, and giving history, enabling more targeted and effective campaigns.
Chatbots and Virtual Assistants: Implement AI-driven chatbots to engage with donors on your website, answer their questions in real-time, and guide them through the donation process.
Automated Reporting: AI tools can automate the process of generating reports on campaign performance, saving time and providing real-time insights.
Content Generation: AI can assist in generating ideas and drafting content for campaign emails, social media posts, and even donor thank-you notes, ensuring consistent and timely communication.
Enhanced Donor Retention: AI can identify patterns in donor behavior that may indicate a risk of losing a donor, allowing your team to intervene with tailored outreach to retain them.
Efficiency in Data Management: AI can help clean, update, and manage donor databases, ensuring the data in Charity Engine CRM is always accurate and up-to-date.
Donor Engagement Audit: AI can enhance the process of conducting a data-driven donor engagement audit by quickly analyzing large volumes of data, identifying trends, and generating insights that would take much longer to uncover manually.
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Campaign Connections |

Weekly Zoom Conference Call to Discuss COmpGigns R

Starts on October 26 at noon EST and you're invited!

SCAN ME
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What's Next:

Maryellen Gleason Principal

mgleason®@alignphilanthropy.com Cell: 602-418-0588

/ILICN

PHILANTHROPY
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