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Today, we’ll present and discuss:

Creating an impact-driven, donor-centric 
fundraising message.

Developing a right-sized fundraising goal & 
plan to engage board, staff & volunteers.

Incorporating easy, low-cost retention & 
cultivation ideas. 



PART
Creating an impact-driven fundraising message

(that gets people to respond to you)
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You need to cause an interruption, not 
just deliver a message.  A donor should 

not only know why they are hearing 
from you, but anticipate the value of 

the information you are sharing.





Donors all make gift decisions differently and you 
must creatively integrate all of them

Rational Reasons (Head): “What I am being asked to do 
makes sense and I understand why it’s important.” 

Emotional Reasons (Heart): “I identify with this mission and 
programs because I know someone who...and I want to help.”

Transformational Reasons (Halo): “This is a big problem and I want 
to leverage my resources to fulfill the vision and change the world.”

TEMPLATE



Your message needs to embrace the notion that 
donors give through your organization, not to it.

The founder or the facility doesn’t drive giving or retention, 
the mission and impact you make does.

Donors are hiring you to do the good in the community 
they want to happen but don’t have time to do, directly.

Always answer the question and when you do, become 
relevant, “Why is your mission important to me?” 

TEMPLATE



Don’t project your own metrics, needs or milestones into 
your message – they don’t drive giving or retention.

“Our fiscal year ends...” and “Close budget shortfall of...” 
uninspire, unless your mission is to balance a budget.

Opportunity for to create and sustain immediate 
program impact creates urgency, not  months calendar.

“If everyone participates with a gift of...” only demonstrates you 
can do math, not fulfill the promise of your mission and program.

TEMPLATE



Tell the story you want donors and prospects tell 
their friends – that’s what matters.

Quantify impact and opportunity, create your Needs Target 
with three, concentric circles.

Tell donors and prospects what they become after they support 
your mission and programs

TEMPLATE

Tell a story about someone who benefits from your mission 
instead or just articulating what you need. 



Total

Target

Past



Tax deductibility is already a known fact and it 
doesn’t drive most giving

Only .008% of donors who give gifts under $1,000 report 
doing so in order to get a tax deduction

Reminding donors and prospects of deductibility wastes 
precious communication real estate to communicate impact

Talking about it implies you believe it’s important and what 
motivates people to support your mission. 

TEMPLATE



What do you need to know?

Create one message that targets donors – not staff –
and can be leveraged across all channels, content, 

and is counted in characters.



PART
Creating a right-sized goal, plan, and recruiting 

buy-in from board, volunteers, and others



Aligns resources around what’s possible & what works.

Allows you to begin managing, not just reacting.

Focuses and motivates a board, volunteer base.

Instills confidence to existing & will-be funders.

Provides structure to ideation & planning.
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The Value of a Plan

Eric McQuesten

“Chief Everything Officer”



Plan Creation

P2P Training

Board Training

Giving Campaign



How Did 
He Do It?





STEP 0
(Before planning) make a commitment.
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Critical Success Factors

100% of the board & staff must make a gift
Support the organization according to means and motivation

100% of the board & staff must engage 
Thank donors personally to improve retention

Complete everything to which you commit.
Don’t commit to anything you can’t start or complete on time

Make a consistent effort (not a big one-time)
Success isn’t about earth-shaking effort, it’s about consistency



BRIAN LAUTERBACH IN 2001:

26 YEARS OLD 



STEP 0.5
Calculate donor retention rates & focus on 

gift retention before acquisition.
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“Taking positive 
steps to reduce 
gift and donor 
losses is the least 
expensive strategy 
for increasing 
fundraising 
income.”



STEP 1
Select goals – dollars, donors, awareness –

in a written development plan.

(yes, write it down)
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STEP 2
Create your calendar for 

the fall & year-end.
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Your plan is more than strategies and goals, it also is a 
calendar, sequencing all of the interdependent steps.

1. Create timeline

2. Secure board commitment

3. Create content & channels

4. Create challenge grant

5. Create segments

6. Ready website

7. Move to production

8. Configure automated acknowledgment

9. Deploy campaign

10. Send acknowledgments



One email or post does not a campaign make.
(and no, you won’t annoy people)

CHANNEL & POST TIMING Email Social Board/Staff

Day 1, Morning X X X

Day 2, Afternoon X

Day 3, Morning X X X

Day 3, Afternoon X

Day 3, Evening X X



Remember, there’s no bad time to raise money.

Send one email at 2:00 p.m…
when readers are back from brunch or errands and are at home, 
presumably preparing for the evening;

Send one at 5:30 p.m…
when readers are in-waiting to begin evening plans and might not have 
much to do, excepting passing time on their phone; and

Send one at 8:30 p.m…
when readers are back home from dinner and either settling in for the 
evening or again, waiting to join friends, family.



Do you have a plan in place 
to communicate the impact 
of each gift to your mission 

& programs?



STEP 3
Determine segments.
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Create a “segment of one” with an appropriate ask.



STEP 4
Select communication

channels.
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BRIAN LAUTERBACH IN 2001:

26 YEARS OLD 













You have to do a little bit of 
everything to reach 

everyone, but start with 
channels that can reach the 

most for the lowest cost.



STEP 5
Leverage technology.
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Create Giving/Campaign Pages



Create & Schedule Emails



STEP 6
Execute!!

(and make sure your board does, too)
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STEP 7
Measure results.
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Measure results – can take a variety of forms.



STEP 8
Thank donors. 
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PART
Incorporating easy, low-cost 
retention & cultivation ideas.
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YEAR DONORS AVG GIFT REVENUE

2017 100 $200 $20,000

2018 41 $224 $8,960

2019 16 $251 $4.016

2020 6 $282 $1,692

2021 2 $315 $630

Overlaying national averages, gift attrition of 63%, 
gift increases of 12%...



Follow donors, prospects on social media

Allows you to comment on news and stories for which you 
have subject matter expertise

Builds your network for #GivingTuesday and easy outreach 
thereafter (for future efforts)

The simple act of following suggests you’re thinking about the 
donor or prospect and you value what they say to their networks



Conduct a virtual briefing or town hall

Respond to a emerging need or news story that relates to 
your mission, invite donors and prospects to call- or dial-in

Have someone who benefits from your mission and 
programs speak about their experience

Outline your plan to address the opportunity or need – how you’re 
going to take action



Create a simple, clickable newsletter

Find a story or online content that addresses between 2-4 
programs in your mission 

Embed links in an email with an appealing image that drives 
a click or shows the program in action

Review which donor, prospect clicked on which link/story to make a 
first-pass assessment of what’s most important to them



Invite them to see or tour a program in action

The simple act of inviting is a powerful gesture, even if they 
do not attend

Those that attend are truly interested in your programs, 
services – and not wine and passed hors d'oeuvres

Demonstrates to invitees that their dollars support programs and 
impact, not entertainment.



Send an update email

Tell donors and prospects what you achieved this summer 
and what’s ahead this Fall

Preview themes and/or messages you want to integrate 
into the appeals you’ll eventually make

Keep it under 100 words, use an image that shows their dollars/ 
your programs at work.



Conduct a donor thankathon

Who doesn’t like to be thanked for making a gift, given the 
primary reason for giving is how it makes a donor feel?

Easy way to engage the board in fundraising – an activity 
for which they don’t feel pressure to ask for money

You only need to prepare a simple script, leaving voicemails, and 
can do this at a board meeting you extend by 30 minutes



Questions &
Next Steps


