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Introduction
2020 brought a lot of change. But with change comes 
opportunity.

You tried new things and some worked surprisingly well.

So why are you going back to your stale fundraising strategies? 
Don’t fall back into the same rut you were in. Take this 
opportunity to reinvent and expand your fundraising to stay 
relevant, productive, and sustainable.

Together, let’s rethink change. Because change is opportunity. 
And opportunity changes lives.
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Analyze Your Data

Before you reinvent the wheel, it’s important to understand what part 
of your fundraising strategy is working and what isn’t. Use data to 
help guide this exploration. First, ensure tracking and reporting are 
consistent across your organization. Then, dig into the details.

What story does your organization’s data tell about your donor 
acquisition and retention rates? What about monthly giving?

Once you have a general idea of your organization’s fundraising 
performance and where gaps exist, begin looking at different revenue 
streams. Evaluate major gift fundraising portfolios. Establishing a 
fruitful major gift fundraising portfolio is a great way to diversify your 
organization’s revenue. When looking to attract new major donors, 
keep these three secrets in mind: target less than 120 prospects, a 
majority of those prospects should be high capacity + high inclination, 
and schedule visits with the high capacity + high inclination prospects.

If your organization relies on events to fundraise, compare your virtual 
event stats from 2020 with previous in-person event stats to identify 
areas of improvement in your new hybrid event strategy.

Lastly, determine which questions your data is unable to answer easily. 
Could data intelligence and automation help uncover those answers?

Rethink Current Strategies

After analyzing your organization’s data to determine the effectiveness 
of your fundraising, you may find it necessary to rethink your current 
strategies. 

Rethink Your Fundraising Strategy
Maybe there are a couple small tweaks you can make to your current fundraising strategies to make them more effective. 
Or maybe you’re ready for a complete overhaul. Use the ideas below to jump-start your thinking.

1

2

120
PROSPECTS

A majority of those prospects 
shoul be high capacity + high 

inclination

Schedule visits with the high 
capacity + high inclination 

prospects

TARGET
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Is your organization focusing on a donor’s lifetime value (LTV) – not just 
one-time giving – to grow your revenue through improved retention, 
giving consistency, and gift size?

Are you promoting recurring monthly giving to encourage donors to 
upgrade? Instead of going from $1,000 to $1,500, donors can commit to 
$125/month. To capture this revenue at the beginning of a relationship, 
set your online donation pages to default to the monthly giving option.

Is your organization re-evaluating long-time donors who might have 
upgrade potential or likelihood to give in a new and different way?

How can you recommit to relationships with your peers? 

Explore New Ideas

Even if your organization’s fundraising strategy proves to be successful, there is always 
room for new ideas.

Some of the most successful fundraisers create a welcomed environment for entry level 
donors who have interest and passion for your mission. Over time, you can cultivate them 
to become a major donor at some point in the future.  Use publicly available philanthropic 
giving information to identify prospects who may be interested in supporting your 
organization’s mission. Then identify areas for strategic cultivation and stewardship that 
align with new approaches to fundraising.

Also consider implementing a hybrid approach to event fundraising, with both compelling 
virtual and safe in-person options. Trade a single large-scale event for a smaller event with 
larger fundraising minimums, or a series of smaller events over a longer period of time. 

Lastly, use direct marketing personas to tailor online marketing campaigns by grouping 
donors by similar characteristics, philanthropic motivation, preferred methods of giving, 
modes of communication, and more.

3

Promote recurring 
monthly giving
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What is your organizational capacity for aspirational fundraising goals?

Just because your leadership wants your team to raise 20% more this year doesn’t mean 
it is likely – or even possible. Analytics can help identify the capacity of your existing 
database in the near-term and may even show additional potential within two or three 
years – especially if you’re considering new fundraising strategies. Beyond that, it can 
help inform your action plan. When you have the data behind you, it is much easier to 
have this discussion with your leadership  – or any other stakeholder. Conversely, your 
data may reveal a great deal of untapped potential and your planning can focus on 
bringing it to life.

What are areas for strategic growth?

Rank your revenue sources based on their level of untapped potential for things like 
upgraded giving, giving to newly important initiatives, retention of first-time donors – 
whatever is most important to highlight opportunities for significant growth. Make sure 
to take into account donors who are new to your organization, perhaps as the result 
of COVID – for retention or increased giving! Beyond that, there are also many donors, 
like event participants, who may be ready to give in new and different ways. Have you 
considered their untapped potential?

Recommit to relationships with your peers. Benchmark your organization against similar-size 
peers (consider the Blackbaud Institute Index). Building a “brain trust” inside—and outside—of 
your organization will help everyone learn in a dynamic environment. 

Reinvigorate Your Strategic Planning with Data
At their most powerful, data and analytics are a “big picture” tool and an important part of leading organizations and 
teams to next-level success. As you evaluate plans and possibilities, keep last year’s plan on the shelf and make your data 
front and center. Take a fresh look and see where it leads.

1

2

Use data to understand your organization’s potential for new and increased giving, to implement 
new strategies that replace tired ones, and to consider the opportunity to save resources and 
reinvest them in other initiatives.
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Which activities are worthy of investment?

Look at the total dollars raised (net) of your organization’s activities alongside the 
investment required to realize those donations. Rank each activity based on the staff 
time and effort the activity requires, then assess your list. You want to put your effort 
into the activities with the biggest return on investment. When you can show the data 
behind the decision, it will be much easier to reallocate time and effort – and you will 
raise more money! 

Do you have an accurate revenue forecast?

A revenue forecast is key to getting buy-in from leadership, establishing goals, and 
navigating change. Using your pipeline as a revenue forecast is a well-managed, well-
informed approach that drives outcomes and results. Proposals within your CRM can 
serve as a planning tool to ensure staff are investing time and talent on strategic activity 
that produces results. You can see trends and identify issues with plenty of time to 
make corrections. Leverage what you know about rolling averages for renewal rates and 
donor attrition, average gift sizes, and other internal benchmarks—alongside analytics—
to further refine your approach. For example, if you know your organization is typically 
successful closing half of the major gift solicitations you propose in a year, that’s an 
important layer for this exercise. 

3

4
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Re-evaluate Your Online Fundraising
Many nonprofits saw their share of online fundraising increase because of the events of 2020. In this New Normal, 
today’s donors are communicating online, having conversations online, and giving online.

-SOURCE: Blackbaud Institute

According to Blackbaud Institute Index, in 2020, charitable giving in the 
United States grew by 2% and online giving grew by 20.7% compared to 2019. 

As donors shift their support online, in order to grow online revenue your 
organization must provide a positive experience for donors. It’s time to 
reinvigorate your online fundraising strategies.

The Evaluate Your Online Fundraising Strategy Worksheet at the end of this 
toolkit will help you identify areas of opportunity to reinvigorate your 
fundraising. If you find lower scores on the blue section of questions, you’ll 
want to identify new ideas for online engagement. The orange section of 
questions draws attention to your organization’s ability to raise money 
online, and the purple section of questions focuses on reaching and 
engaging constituents. 

Strategies for Online Engagement
A professional-looking online presence (web pages, donation pages, emails) 
is certainly necessary to engage supporters online. But beyond that, you 
need strategies to better understand your supporters, develop messages 
that will resonate, and to even reach them!

Did you know that more donors age 55-74 are giving online only than offline 
only? How does that impact your current online fundraising strategy?

When your constituent software includes or works with your email software, 
you are able to implement data-driven strategies that take your online 
engagement to the next level. 

✓ Personalization. Take it beyond adding the constituent’s name or

affiliation – truly customize your content. Direct marketing personas

group donors by similar characteristics, philanthropic motivation,

preferred methods of giving, modes of communication, and more.

Use information to tailor online marketing campaigns for maximum

return on investment.

giving offline only 
($88 average)

24% giving online only 
($116 average)

25%
25% giving online 
and offline  
($248 average)

DID YOU KNOW?

55-74
More donors age 55-74 are 
giving online than offline. 
And they’re giving more.

20.5%
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✓ Prioritize outreach. Identify the donors most likely to give to your

organization and offer enhanced stewardship or a multi-channel

approach. Identify a target gift range for prospects and use that

information in your communications.

✓ Metrics. Use stats like views, visitors, open rates, click rates, and

conversions to guide your fundraising efforts. Create a dashboard

and set goals related to this information. It will also help you identify

trends and topics of interest.

Maximizing Online Giving
According to Blackbaud Institute research online-only donors contribute 
more per gift than offline donors and continue their support at a slightly 
higher rate. 

To grow revenue through online giving, you need to make it easy for donors 
to contribute. Make sure your online donation page is mobile-friendly, reduce 
the information required by donors, offer digital payment options, etc. Here 
are a few ideas to think outside the box: 

✓ Customized ask arrays. Research has shown that suggesting

giving amounts leads to improved donation form performance

by increasing average online gift size. Leverage external data like

wealth and giving history to suggest appropriate ask amounts for

each supporter.

✓ Recurring monthly giving option. Sustainers grow long-term online

fundraising performance, increase monthly revenue predictability,

and improve the odds that you’ll retain that donor over a longer

period of time. Ensure your online donation page offers the option to

give monthly. You may even want to make this the default!

✓ Confirmation page. The confirmation page is the first page a

supporter sees after they’ve made a donation online. They’ve already

said “yes” once, now ask them to join your email list and give you a

shout out on social media. Find software that allows customization

of your online donation form, confirmation page, and email receipt.

Otherwise you lose this very valuable opportunity!

$177
The average online gift 

amount increased from $148 
in 2019 to $177 in 2020

-SOURCE: 2020 Charitable Giving Report
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Fundraising email open rate

-SOURCE: Blackbaud Luminate Online
Benchmark Report 2019 

Email Communication
To reach as many people as possible, increase response rates, and ultimately 
raise more fundraising dollars, you need to ensure you get the right message 
in front of the right people using the right channel.

More important than anything else – stop sending the same message to all 
your constituents! This hurts your email deliverability (more messages go to 
the recipient’s spam folder) and your conversion rates (how many recipients 
make a gift). At a minimum, you should be sending separate emails to your 
donors and non-donors. This is your first step toward more sophisticated 
personalization and testing.

If you’re ready for more sophistication, try segmenting your constituents 
using the donor personas mentioned above. That will indicate their 
motivations, the types of messages they are most likely to respond to, and 
even the channel they prefer. Use that information in your emails!

Here are three ideas you can implement quickly to reinvent your online fundraising:

✓ Welcome series. Set up – or refresh! – your email welcome series.

Have you included an impact story? Do you have clear examples of

how donors have helped your community? When is the last time you

changed your call-to-action?

✓ Segmentation. Take a minute to refresh your segmentation

strategy. What about segmenting by a donor’s motivation (persona)

instead of giving level? Or what about segmenting based on next

possible action? (people who might become sustainers, people with

capacity to upgrade, volunteers who might be ready to give)

✓ Trigger-based emails. When a supporter clicks to learn more

about volunteer opportunities, do you have a trigger set up to

add this person to your volunteer communications? Do you have a

suppression set to not send fundraising asks to people who have

given within the past 30 days?

14.12%

Connect with us

Looking for more ideas?

for all sectors
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Rediscover the Potential in Your Database
There is almost always untapped potential in your database. When you take a data-driven approach, you might find it in 
different places or different amounts than you thought. As the saying goes, the plural of anecdote is not data.

Increase Retention, Reduce Attrition  

With the high cost of acquiring a new supporter, retention is 
even more important so you can realize the benefits of this initial 
investment. Donor retention reflects how you engage with your 
donors and build a pathway for their continued support.

This means investing resources in the most valuable parts of the 
file—those with major or principal gift potential, as well as those 
targeted for planned giving. With regular reporting on the giving, 
or non-giving, of your most valuable donors, you can keep an eye 
on attrition. By knowing who is not likely to give or unable to spend 
more, you can minimize your investment in unprofitable segments, 
leaving your limited resources to focus staff time more strategically.

Who are these elusive “most valuable donors?”

You can’t rely just on past giving history or wealth to identify them. 
The ability to rank, score, and segment thousands of prospects 
within hours—through modeling—provides strategic advantages in 
performance and efficiency that no nonprofit organization can afford 
to disregard.

Don’t just run models on your major and principal gift prospects. 
Planned giving models can offer great insight to forward-looking 
revenue for your organization. In addition to identifying your most 
valuable donors (the ones who could grow the size of a cash gift 
or who propensity to give, but few liquid assets), models can also 
help you develop communication strategies, stewardship plans, and 
cultivate and solicitation activities that promote increased gift revenue 
from bequests, annuities, and charitable remainder trusts.

1

Refocusing on the lifetime value (LTV) of your supporters (instead of just gift size) will help you tap into 
your potential, whether that is retaining donors, upgrading donors, or improving giving consistency. 
When you understand a supporter’s interest and capacity, you are able to communicate in the most 
appropriate way to deepen their connection with you. 

-SOURCE: Blackbaud Target Analytics

37%

15%

27x
Major Improvements

Major giving was 27 times 
higher after modeling

Impactful donors

15% of total major 
donor revenue can 
be attributed to new 
major donors identified 
through modeling

First timers

37% of major donors 
had never given a major 
gift prior to modeling
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Upgrading Existing Donors

You can increase a donor’s LTV by upgrading the average gift and also by increasing gift 
frequency. Likely, there is potential for both within your database.

Upgrading is most often the result of increased giving frequency. The expansion 
of monthly giving (sustainer) programs is the most effective way to accomplish 
substantially increased revenue retention. In addition, sustainers are among the most 
loyal segments of a base. Loyalty is a strong factor in planned giving, a healthy sustainer 
donor program can create a strong pipeline for legacy donors.

Use a predictive model to identify the donors most likely to convert to a sustaining 
donor, then use well-coordinated campaigns to make a compelling case for a recurring 
gift. This segment more than any other needs to see the impact of their donations and 
feel like they are part of the organization’s success.

Mid-level donors present great upgrade potential - with the right stewardship. You’re 
looking for entry-level donors who have the interest and ability to increase their 
investment, as well as major donors who aren’t willing or able to consider a significant 
investment right now. Once identified, devote sufficient resources and focus to these 
donors and integrate direct marketing efforts with some high-touch components 
(usually reserved for major donors). When you reach the right combination of cultivation, 
you can realize the untapped potential. 

Converting One-time Donors

For some nonprofits, 2020 brought in more new one-time donors than ever before. 
There is incredible potential – and LTV – in securing the next gift. First-time donors who 
donated as a result of COVID may be different than your organization’s typical donor. For 
these crisis donors especially, knowing their capacity to give isn’t enough. It is important 
to spend time identifying those who are likely to donate to your organization again. 
Predictive scores enable you to prioritize solicitation for prospects who are most likely 
to give to your organization. Pinpoint the donors able to upgrade and right-size your ask 
using the provided target gift range.

Like with sustaining donors, it is extremely important to help emotional donors 
understand the impact that their gift has made on the organization and to understand 
why ongoing support really matters. Analytics using publicly available data can segment 
donors into philanthropic personas. These personas help determine the type of 
messaging to which they are most likely to respond.

2

3

Learn more fundraising and donor management strategies.
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There are two important considerations to 
keep in mind as you design your program. You 
must improve the quality of your major giving 
portfolio and the effectiveness of your major 
giving process and people in order to take your 
nonprofit’s fundraising to a whole new level.

88%

of total dollars 
raised comes 
from 12% of 
donors

Improve the quality of your portfolio

67% of an organization’s best prospects 
aren’t known or assigned. Without access to 

this information, your people and teams don’t know the 
strongest emerging prospects to cultivate.

So, how do you get to know your strongest prospects? 
High capacity to give and high likelihood to give. It’s the 
combination of capacity + inclination that makes a difference 
in giving. Not wealth alone and not the number of visits. If your 
portfolio is focused on either high capacity OR high likelihood 
to give, you are leaving money and mission impact on the 
table. By focusing your major gift portfolios on high capacity 
PLUS high inclination prospects you improve the average 
commitment per household – 73% increase for major gifts 
and 80% increase for planned gifts! Use a predictive model to 
identify inclination and ensure portfolios include a majority of 
prospects in the top ranks of capacity + inclination. 

A quality portfolio also means a manageable one. Without 
this, officers are ill-equipped for the journey ahead, adding 
time and frustration to the important solicitation cycle. Data 
from Blackbaud Fundraiser Performance Management™ 
offers insight to maximizing a gift officer’s portfolio. 

Increase the number of commitments by decreasing the size 
of the portfolio to less than 120 prospects and see the return 
in major and planned gifts. Data shows a 35% increase and 
67% increase, respectively. You may need to develop a policy 
outlining how prospects are added to portfolios and rely on 

Remodel Your Major Giving Program
Many nonprofits are rediscovering the benefits of major and transformational giving. This type of high impact giving is 
one of the most cost-effective forms of giving and an area of opportunity for many nonprofits. A successful major giving 
program enables you to fill revenue gaps created by your current fundraising environment while also building a more 
sustainable source of revenue for your programs. 
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other development resources to cultivate prospects, such as 
digital marketing or annual giving. 

Data shows that 62% of high value, consistent donors have 
not been visited. That means that gift officers are spending 
their valuable time visiting the wrong prospects or they are 
spending too much time with just a few prospects. When 
an officer is consistently reviewing her activities to move 
relationships forward, she can quickly see where to spend 
more or less time to reach her goals. 

Improve the effectiveness of your 
people and processes

The people responsible for major gift 
fundraising want to succeed. They want to 

meet their goals. Blackbaud data shows fundraisers are 
4 times more likely to reach a goal if they are seeing that 
goal everyday! Identifying a process to follow and providing 
transparency will keep them on the path to success, and 
help the organization meet its fundraising goals.

Your team should put proposals into the system during its 
goal-setting phase. This helps everyone to be invested in 
the goals and then plan to meet them. Set up dashboards 
and data visualization so gift officers, managers, 
and leadership are tracking progress toward goals – 
transparency is key! 

Blackbaud’s data shows 53% of assigned prospects aren’t 
getting visited. Using technology to track contacts, visits, 
and proposals is essential. This will give you much-needed 
data like prospects getting visited, the number of visits 
before a gift, the types of activities that are most likely to 
move a gift forward, and more. Use this data as a guide to 
lay out a path to goal.

Identify the trends among the most successful team 
members (do they have a similar portfolio size or 
number of visits before a gift?) and determine if this 
recipe for success can be followed by others. Reach out 
to your peers to see if they have identified trends or 
best practices (you could also reach out to Blackbaud!). 
Benchmarking your team against each other and your 
peers can provide valuable insight.

Blackbaud’s data shows that in-person visits and virtual 
visits perform similarly across all relationship stages (new, 
developing, existing). As such, virtual visits will likely continue 
to have a place in fundraising, so define what constitutes a 
virtual visit for your organization and track them separately 
from in-person visits. Place an emphasis on the engagement 
and strategy to reach next steps and help identify ways to 
virtually escalate a relationship in the developing stage. This 
seems to be the most challenging to translate into virtual 
environments as traditionally it depends on deepening the 
relationship through shared experience.
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WORKSHEET

Evaluating Your Organization’s Online 
Fundraising Strategies

The shift to digital fundraising was dramatically accelerated in 2020 and this provides an area 
of great opportunity for fundraisers. Use the worksheet below to evaluate your strategies, then 
review the subsequent ideas to reinvigorate your strategies. Your goal is to have the highest 
total possible, but take note of the areas where you scored lowest. These may be your quickest 
path to improvement.

6. Does your organization send the same message to everyone?

Never
(1)

TOTAL 1’s

Sometimes
(2)

TOTAL 2’s

All the time
(3)

TOTAL 3’s

TOTAL

TOTAL 1, 2, 3’s

2. Does your organization use online metrics (like email click/
open rates) to identify donor interests and trends?

3. Does your organization make it easy for constituents
to give online?

4. Does your organization encourage recurring monthly giving?

5. Does your organization use giving history to encourage
online donors to upgrade their donation?

8. Is your organization engaging new constituents in a timely
manner (within the first 72 hours)?

7. Do you know if your organization’s emails are reaching the
recipient (and not ending up in the spam folder)?

1. Is your organization using internal and publicly-available
data to raise more money through online fundraising?

9. Does your organization do a good job of understanding a
donor’s interests and their relationship with your organization 

and communicating accordingly?
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companies, education institutions, healthcare organizations, and the individual change agents who support them.
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Contact us

Conclusion
Tap into the ideas and tools in this guide to 
reinvigorate your fundraising strategy and position 
your organization for the future. 

Blackbaud is here to help. Reach out for a free 

opportunity analysis to identify the untapped 

potential within your organization.
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