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 Growth of nonprofits 
 Transfer of wealth 
 Changes in regulatory treatment 
 Commercialization of nonprofits 
 Competition from for-profits 
 Internet use to raise funds 
 Professionalization  
 Social entrepreneurship 



 Forms of commercialization: 

 More fee-for-service 

 Corporate partnerships 

 Social purpose enterprises 

 Market culture and practice 

 

 

 



 Pressures leading to commercialization 

 Declining government financial support 

 Slowed growth in private giving 

 Increased service demands 

 Growing competition (for-profit and nonprofit) 

 Increased accountability demand 

 Increased presence of corporate partners 

 

 





 Reach 
 Passive vs. active involvement 
 Types 

 Membership fundraising 

 SMS/DMS 

 E-mail fundraising 

 Large gifts on-line 

 Pledging on-line 

 Merchandise sales 

 Auctions 



 The Experience of the 
Haiti Earthquake 

 Red Cross raised $30M 
via text donations; 10% 
of total funds raised. 

 Harbinger of person-to-
person philanthropy 
change   



 “Here's to the crazy ones. The misfits. The rebels. The 
troublemakers. The round pegs in the square holes. 
The ones who see things differently. They're not fond 
of rules. And they have no respect for the status quo. 
You can quote them, disagree with them, glorify or 
vilify them. About the only thing you can't do is ignore 
them. Because they change things. They push the 
human race forward. And while some may see them 
as the crazy ones, we see genius. Because the people 
who are crazy enough to think they can change the 
world, are the ones who do.”  
― Apple Inc. 

http://www.goodreads.com/author/show/4107100.Apple_Inc_


 Generation of newly super-rich  
 Impatient disdain for cautious 

and unimaginative check-writing 
 Tackling giant issues 
 More strategic in focus 
 More global in approach 
 Demands results 
 Involves more creativity and 

innovation 
 Social return on investment 

 



 Focus on outcomes 
 Recession and economic conditions 
 Devolution 
 Strategic partnerships 
 Ethics oversight 



 Guidestar Example 



 Cause-related marketing campaigns 
 Example: Subaru Share the Love Campaign  

 Benefits: American Society for the Prevention of 
Cruelty to Animals, Make-A-Wish, and the Meals 
on Wheels Association of America 

 



Linkage Interest Capacity 

Determining: 



Linkage Interest Capacity 

Who had: 





 Principle 1: 

 People give to people to help people 



 People give……. 

  Behind every gift is the       
decision of an individual 

 To people……. 

 Based on some personal 
linkage 

 To help people. 

 Not to institutions or 
their overheads, but to 
human needs 



 Principle 2: 

 People give relative to their means 



 One size fits 
all!!!!!!! 

 So, personalize 
the ask amount. 

 



 Principle 3: 

 Those closest must set the pace. 



Board Donors 

Past Donors 

Volunteers/Staff 

Attendees 

The 

Universe 



 Principle 4: 

 Successful fundraising is the right person asking 
the right prospect for the right amount for the 
right project at the right time and in the right way. 



 Right person= Peer, acquaintance, leader 
 Right prospect = linkage, ability, interest  
 Right amount = personalized request based 

on history and capacity 
 Right project = interest of donor 
 Right time = avoid conflicting requests and 

bad times of year 
 Right way = tactic that is successful for that 

prospect 
 
 



 Principle 5: 

 Understand the 80/20 rule. 



Major 

Giving 

Annual 

Giving 

Estate 

Giving 20% Donors 

 80% Gifts 

80% Donors 

20% Gifts 



 Build a base of small 
donors 

 Work to increase gifts 
of many over time 



 Conflicting demands 
 Indecisiveness 
 Confusing means with goals 
 Giving up too soon 
 Following personal 

preferences 
 Failing to look at fundraising 

as an investment 



 Fundraising is friendraising 
 It’s all about building relationships with 

donors! 



 Donor Cultivation 
 Donor Thank Yous 
 Donor Recognition 
 Donor Education 

 
 



 Treat all donors as prospects 
 Remember that donors are investors 
 Get to know your donors 
 Have a regular schedule of “host 

opportunities” 
 Be mindful of donor interests and concerns 
 What are some ways the organization could 

cultivate donors?  



 What are three ways 
you could cultivate a 
relationship with a 
major donor prospect? 



 Timeframes: No more than seven days 
 Personalization (include spouse/partner) 
 Benefit focused 
 Specify amount 
 Recognition option 
 Tax statement 

 



 Ways to do it: 
 Timely acknowledgement system 

 Visibility 

 Incentives 

 Naming opportunities 
 Emphasize continuing relationship (number of years) 
 Rule of seven 
 Personal notes/calls/visits 
 Encourage participation in life of organization 
 Accuracy 
 Use of donor recognition levels 



 What are five ways you 
could recognize the 
gift from a major 
donor? 



 Information media 

 Newsletters 

 Annual reports 

 E-mails 

 Open houses 
 Program visits 
 Conferences 
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