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Why is digital fundraising important?

Online revenue is growing, and made up nearly 13% of 
total revenue in 2020

Source: 2020 Blackbaud Charitable Giving Report

0.00%

2.00%

4.00%

6.00%

8.00%

10.00%

12.00%

14.00%

2012 2013 2014 2015 2016 2017 2018 2019 2020

Percentage of Total Fundraising from Online Giving



3

Integration is key

More channels = better donors
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…so what do I do with 
all these digital channels?

Integrate communications to avoid confusion and save time

t



5

Use content schedules to map out communications across 
all channels
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Email Best Practices

 Lightboxes can be leveraged for email 
collection

 Limit what fields you require

Email is still the leading source of direct response online revenue

 Attract web visitors with user-
friendly sign-ups
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Maximize lead generation and drive traffic

• List chaperones

Email Best Practices

• Email appends

• Cause-related petitions

• Digital ads

• Retargeting 
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Collect email addresses everywhere, even in direct mail

Email Best Practices
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Anatomy of an email
• Envelope information

Email Best Practices

• Email body: case for support 
and call to action (donate)

• Landing page
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Roll out a welcome series to engage after sign up

• Email 1 – Welcome Email

Email Best Practices

• 4-7 days later – Quiz, video, 
discount code, etc.

• 4-7 days later – Action alert

• 4-7 days later – Acquisition 
ask

• 4-7 days later – Sustainer ask
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Don’t just ask for donations… cultivate, engage and 
educate to keep supporters close to your mission

Email Best Practices
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Invite interaction by asking subscribers to give feedback, 
share content or take action

Email Best Practices
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Thank your subscribers early and often for their time, 
energy, donations, and support!

Email Best Practices
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Apply the same good fundraising strategies as other channels

Define the audience
• Segments – who are you mailing? Why? 

• What else have they responded well to? 
• What else are they going to receive?

Email Best Practices

Develop the creative strategy
• Case for giving
• Call to action
• Ask string(s)
• Creative theme
• Technical/functionality

Develop designs most appropriate for online

Define your testing parameters
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Make it easy for your supporters so they will 
stay engaged and be more likely to give

Branding is consistent from email to landing page
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Mobile-responsiveness is critical for emails and donations forms

Make it easy for your supporters so they will 
stay engaged and be more likely to give
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Responsive design for email templates 
and donations forms is critical

Make it easy for your supporters so they will 
stay engaged and be more likely to give
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Preview communications on multiple platforms, use subject line testers



19

Utilize web best practices on donation forms:

Make it easy for your supporters so they will 
stay engaged and be more likely to give

tappable buttons
preselected donation amount
text hierarchy
brand colors
strong visuals



20

Add mobile wallet options to increase conversion

Make it easy for your supporters so they will 
stay engaged and be more likely to give
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Email Techniques

• Celebrity signers 

• “Status Pending” techniques 

• “Insider” spreadsheets
or memos 

• Progress meters 

• Animation 
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• Image-heavy formats

• Listicles 

• Video previews 

• Countdown clocks 

• Social proof tactics 

Email Techniques
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• Personalize communication 
with personal details:
- name 
- last gift date
- other information available 
in your database

• Dynamically add information 
in the email body or within 
images

Email Techniques
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Test and optimize, but do so wisely

• Countdown clock

• Donation form layout

• Animation vs. still
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• HTML vs. text

• Callout placement

• Ask string order; 
preselected amount

• Other ideas: 
hopeful vs. sad 
imagery, message 
length, 
signer/sender 
name, preheader 
text

Test, test, and then test some more!
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Check your donation form completion rate; 
address page abandonment with triggered follow-up emails

• 66% open rate!
• Avg. gift 40% higher than 

organic web donations
• Recouped $100,000 in first year

Abandoned Cart Emails
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Recruit, steward & upgrade monthly donors

• Promote across your 
website

• Consider your ask string –
the industry benchmark 
average is $25/month!

• Convert new donors to 
monthly giving to pre-empt 
lower retention

• Add a sustainer upsell to 
donation pages or lightbox

• Don’t forget to upgrade 
existing sustainers
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• Add monthly ask to email 
welcome series and 
acknowledgment emails

• Consider matching the first 
three monthly gifts or 
incentivizing monthly giving 
with a premium

• Make sure you have a process 
in place to process monthly 
gifts, update credit cards, 
and segment sustainers

Recruit, steward & upgrade monthly donors



29

And don’t forget to steward your existing sustainers

• Offer EFT payment option to 
increase retention and reduce 
processing expenses

• Include current sustainers in big 
appeals 2-3 times a year (e.g., 
year-end – make your 13th gift of 
the year!). Otherwise, rest them​ 
from other campaigns

• Consider whether to offer other 
exclusive benefits

• Ask for an upgrade at least once 
a year

Recruit, steward & upgrade monthly donors
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Leverage web & email to 
promote mid-level giving

• Create a specific form for the mid-level program that lists higher ask strings and special 
benefits for this group

• Send yearly invites to increase the amount donors give annually
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Digital ads for fundraising 
& list building

• Paid search and social media have been especially effective

• Consider retargeting, lookalike audiences, co-op audiences
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Incorporate organic social media
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Source: M+R Nonprofit Benchmarks 2019

• Text messaging volume increased by 14% overall in 2019

Leverage text messaging

• Text supporters about fundraising or events as a complement to other outreach
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include mobile 
number field on 
donation forms

email outreach to 
generate mobile 
list

include with 
your website 
email sign up

• Collect mobile numbers on donation forms, your website, and via email outreach

Leverage text messaging
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• Text message click-through rates were 
4.2% for fundraising messages and 9.8% 
for advocacy messages, both far higher 
than comparable email metrics

• Peer-to-peer message 
recipients received 
1.4 messages per month 
in 2019 and responded 14% 
of the time

Leverage text messaging
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Measure & analyze your metrics
to inform future strategies

Website
• Conversion rate – sign 

ups, donations, actions
• Exit pages
• Path and time on site
• Mobile traffic
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Emails
• Open rate
• Click-through rate
• Response rate
• Average gift
• Delivery and 

bounce rates
• Unsubscribe rate

Measure & analyze your metrics
to inform future strategies



38

Ads
• Impressions
• Click rate
• Action rate
• Cost per lead
• Channel productivity
• Return on ad spend

Measure & analyze your metrics
to inform future strategies

Social
• Followers
• Likes
• Engagement
• Post timing/

frequency
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Analyze & benchmark against the industry 
& your own results



Thank you!
Catherine Wallwork

Digital Account Director

Avalon Consulting Group
805 15th St NW, Suite 700

Washington, DC 20005

catherinew@avalonconsulting.net  
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