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Online training with GlobalGiving about 
digital fundraising

10:00-12:00 8 January 2020
www.intdevalliance.scot
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How to use Zoom
1.Remember to join the audio setting using your 

chosen device’s microphone and speakers! You can 
change or test this at any time

1.Using Zoom you can:
1.Raise your digital hand if you have a question
2.Type into the chat box 
3.Unmute yourself to speak

www.intdevalliance.scot
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Click to mute and unmute your microphone
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Click on the upward arrow to change or test 
your audio settings 
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Click on the … more 
to expand the view 
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Click on the … more 
to expand the view 
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If you would like to speak and unmute 
yourself during discussions, raise your hand
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Type into the chatbox and send it to 
everyone, named participants or hosts
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Crowdfunding 101



Agenda
General: Overview

Jasmine

Introduction  5 min

The Accelerator  10 min

Think SMART 20  min

The power of stories 15 min

ZoomLine:

Specialist: How to acquire donors 

Rujuta

Where do we find donors? 5 min

Advocates 15 min

Using your board 10 min

Wrap up and Q+A 10 min



Your hosts for the day!

Jasmine Adams

jadams@globalgiving.org

Rujuta Teredesai

rteredesai@globalgiving.or

g



Scottish fundraising 

today



76%
of Scots 

participated in a 
charitable 

activity (64% UK 
avg)

61%
of Scots donated 
money to charity 
in the last year

Cash
is still the most 
popular form of 

giving

49%
of Scots ‘strongly’ 

trust charities 
(higher than UK 

avg)

Source: CAF Giving Index



80%
of donations came from 

personal requests, 

whether online or offline 

format



About GlobalGiving
What are the benefits for nonprofits?



GlobalGiving is the first and largest global 

crowdfunding community that connects nonprofits, 

donors, and companies in nearly every country 

around the world. We make it possible for local 

organizations to access the funding, tools, 

training, and support they need to become more 

effective and make our world a better place. 



The GlobalGiving Mission: To transform aid and philanthropy to accelerate 

community-led change



Our Founders

Mari Kuraishi + 
Dennis Whittle 





ACTIVITY

1. Your name and charity, and it’s ‘mission’

2. What are your primary methods of fundraising?

3. How confident is your charity at using online tools to 

fundraise?

Warm Up Activity: Introduce yourselves!



Online Fundraising + 

Crowdfunding



Online fundraising is the act 

of raising funds using digital 

tools + communications



Crowdfunding is practice of funding a 

project by raising small amounts of money 

from a large number of people. It’s a new 

term for an old tactic.



“The power of 

crowdfunding isn’t in the 

funding, it’s in the 

crowd.”

MARI KURAISHI



THE ACCELERATOR PROGRAM



Introduction to the 

Accelerator Program

1
Building and utilising 

your network

2
Effective campaigning 

and storytelling

3
Creating SMART 

goals
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7% + 3% (10%) fee on donations to 

international organizations

5% + 3% (8%) fee on donations to US + 

UK organizations



Jan. 24, 2020: Deadline to submit an application to the March 2020 Accelerator

Feb. 14, 2020: You will be notified by our staff of your application status

Feb. 24 - 27, 2020: Free, virtual training program

Feb. 28, 2020: Project submission deadline

March 9, 2020: Accelerator crowdfunding campaign begins

March 25, 2020: Accelerator crowdfunding campaign ends

Key Dates for March Accelerator



SMART goals + Planning



Specific

Measurable

Action-Oriented

Realistic

Time-Bound

SMART 

is an acronym



“S”
Your goal should be Specific



NOT SPECIFIC

• Raise £10,000

• Have 100 donors

• Increase “followers” to 35,000

SPECIFIC

• Raise more funds 

• Engage more donors

• Have more “followers”



“M”
Your goal should be Measurable



NOT MEASURABLE

• Increase subscribers by 50%

• Raise £50,000

• Acquire 25 new recurring 

donors

MEASURABLE

• Have more email subscribers

• Raise a part of our budget

• Increase recurring donors



“A”
Your goal should be Action-Oriented



NOT ACTION-ORIENTED

• 15% of newsletter subscribers 

open our email

• 35 Facebook followers share 

our fundraising campaign post

• Accrue an NPS score of 25 for 

donor satisfaction

ACTION-ORIENTED

• Increase newsletter 

readership

• Create a viral Facebook post

• Make donors happy



“R”
Your goal should be Realistic



NOT REALISTIC

• Raise £10,000

• 44% of our subscribers open 

our emails

• Get 25 new donors

REALISTIC

• Raise £10,000,000

• Have 100% of our subscribers 

open our emails

• Get one new donor



“T”
Your goal should be Time-Bound



NOT TIME-BOUND

• Raise £15,000 by Dec 31

• Get 25 new donors during the 

Year-End Campaign

• Acquire 600 new Facebook 

fans by end of Q3

TIME-BOUND

• Raise £15,000 asap

• Get 25 new donors soon

• Get to 600 Facebook fans 

some day 



Healy Foundation
1. A daily social media plan

2. Set individual goals for donors on 
the phone!

3. Verbalise and communicate your 
daily fundraising goals to the team

CASE STUDY



One Light Foundation

1. Used the guides to build 
fundraising advocates

1. Expected and planned for ebbs 
and flows of campaign

2. Had fun experimenting with 
different strategies! Used as a 
diversifying tactic

CASE STUDY



ACTIVITY

1. Think about how you could post a project that fits 

your charity’s philosophy and programs (hint: our 

projects are very broad!)

2. Put together a title and plan for your project that 

fits the ethos of SMART

“Pay for schools in Tanzania” vs “Fund 200 

Tanzanian school girls through the next school 

year”

● How can you measure the output of your project 

so that you can report back to donors?

● Is your project specific enough that no aspect 

can be misinterpreted?

1. Compare plans! Give feedback to each other's 

notes

Build a campaign SMART plan 

and project title

Specific
Measurable
Action-

oriented
Realistic
Time-bound



What story elements contribute to a great fundraising campaign?



56% of donors were motivated 

to donate through storytelling



BUILDING BLOCKS OF A STORY



Stories should contain a 
single, compelling 

character that is relatable 
to the audience and who 
is comfortable relaying 

specific details, memories 
and experiences.

An Effective 

Character



Authenticity

Stories should show—rather 
than tell—the audience 
about the character’s 

transformation, using rich 
details and featuring the 

character’s own voice, 
without jargon.



Stories should chronicle 
something that happens—
an experience, a journey, 

a transformation, a 
discovery.

Trajectory



Stories should convey 
emotions that move 

people to act, and marry 
these with clear, easy-to-

find pathways to get them 
to those desired actions.

Action-Oriented 

Emotions



A Hook

Stories should capture the 
audience’s attention as 

quickly as possible, giving 
them a sense of whose story 

it is and what’s at stake.



Your emails, your social media, how you talk to a stranger, how 

to convey your work to a funder or board member. 

Your story shows and shares your organization’s impact.

Stories can be used everywhere



ACTIVITY

Activity: Speed Storytelling

With a partner, each take a turn telling your story from your 

organisation in 1 minute...and 30 seconds..now 15 seconds..

1. Which was hardest and why?

2. What parts did you feel were the most important to 

include?



HOW TO SHARE YOUR STORY: EMAIL



The open rate for nonprofit emails 

is 26% while generally it’s 6% 



what makes a 

great email?



FOCUSED AUDIENCE



Personaliz

e
Make your donors feel a part 

of the team, and a part of 

the work by including their 

name or a personal note

Segment
Ever donor is different, so 

treat them differently! You 

can do this on geography, 

giving history, or connection 

to your work.



THE ASK



Help donors what to do next by giving them a Call-to-Action



Don’t be afraid to include that 

embarrassingly large “Give Now” 

button – it works!



Break
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How to acquire and retain 

donors



What is the one thing you like about building 

donor relations?

What is the one thing you find difficult about 

building donor relations?



Top Three Tips 

for Cultivating 

New Donors 



Know Your 

Supporters + 

Provide 

Value

Create a 

Giving

Mindset

Strengthen 

Your Brand



Network 

Mapping
is key to engaging 
your donors



Family Friends Colleagues

Neighbors
Community 

Leaders
Previous Donors



Are they able to 

provide financial 

support for your 

organization?

Cas

h Can they volunteer? 

Offer time to help your 

team complete goals?

Time
Do they have a large 

network? Can they 

reach out to them for 

your organization?

Contacts



Do they care deeply for 

your cause or your 

organization?  Do they 

want to be involved?

Passion
Are they well respected 

in your sector? Do they 

have well regarded 

contacts?

Influence
Do they have 

important skills they 

can provide your 

organization?

Expertise



Who is giving to your organization? Note their patterns and why 

they give. Your best advocates and supporters are the ones that 

already exist.

Who Supports You Now?



Do you have people you don’t know giving to your organization? 

Are there first-time donors? These individuals are opportunities 

to grow your network – but first you need to engage them!

Who Could Support You?



“Creating a donor network is not just a 

one time goal it is an ongoing 

opportunity for you and your 

organization to create a dedicated and 

motivated base.” 

MARSHALL BAILLY

GlobalGiving Project Leader for Leadership Initiatives since 

2010, Guest Speaker, Online Fundraising Academy Session 

One 



Network Tracker 



ACTIVITY

5 min: Individual level

1. What kind of support will you need? Identify those in your network who 

can provide you that support

2. Where are there gaps? Who can help you fill them?

5 min: Discuss in the group

What did you find difficult to think about in this exercise?

Fill in your own network map to succeed in 

your SMART goal.



A visualization of your 

connections in an effort to 

grow your base of 

supporters



www.globalgiving.org/learn/network-mapping-worksheet/

Free worksheet to help you get started!



Create a Giving Mindset



Donors are people too: we all 

seek meaning through our 

actions.

Help donors make meaningful 

connections between 

themselves + your work. 

Donors want to feel like they 

are “doing something.”

Make supporting your work 

challenging + fun!

Everyone wants to feel 

special. 

Segment your 

communications to help 

supporters feel important.



Show 

Gratitude.

Why do donors stop 
giving? 

Because they don’t 
feel appreciated! 

Always remember to 
thank your donors.



Versus speed when they are being thanked by the organization 

to which they gave. Pay attention to what they gave to, if they’ve 

given before, and ask them why they give! Engage with your new 

and old networks of supporters.

50% of donors prefer personalization …



Show them 

your impact.

One of the top 
reasons donors stop 

giving is because 
they forgot what 

they gave to. 
Remind them of 

your work!



Use your stories to remind your donors of the impact they’ve 

helped your organization create. This can inspire them to give 

again, making new donors into repeat donors!

Don’t  let donors forget about you. Keep 

them updated on how they’ve helped.



Make them 

part of 

your team.

Engage supporters 
who believe in your 

work by turning 
them into 

fundraising 
advocates.



Don’t overemphasize large-scale #’s 
and statistical analysis

Don’t use photographs that portray 
your constituents in distressing 
situations 

Inspire > Convince 

Giving Mindset Do’s and Don'ts 

Time-Ask Effect: Asking supporters for 
time first (volunteer) may lead to larger 
gifts down the line

Focus on constituent’s feeling (versus 
“Imagine how you would feel if…”)when 
telling a story

Highlight individual narratives

Make personal connections

Source: “The Pocket Guide to Fundraising 
Psychology,” classy.org



They build trust in your organization from their networks, 

bring in new supporters, and act as your brand ambassadors. 

Fundraising Advocates are part of your fundraising team and 

help you to expand your network and reach your goals!

Fundraising Advocates are supporters who 

become part of your fundraising team



1
They have a 

large network 
of friends, 
family, etc

2
They are 

passionate and 
positive about 

your cause and 
interested in 
your work.

3
They know 
your story 

and can act 
as a brand 

ambassador

4
You are 

comfortable 
asking them 
to help with 
your efforts

5
They have 

the time and 
willingness 

to work



1/3
Of online donations 
come from Peer-to-
Peer campaigns -
donors give where 

they trust.



HOW TO CREATE FUNDRAISING ADVOCATES



1. Map your current + potential network of supporters

2. Engage your key supporters to become Fundraising Advocates

3. Give them the tools to succeed

4. Show appreciation!

Steps to developing 

Fundraising Advocates



Advocate 

Tools

• Email templates

• One-on-one check-ins

• Talking points

• Individual goals

• Sample social media 
posts and outreach

• Talking points + calls 
to action!



Celebrate your advocates!

Always thank and 

acknowledge your fundraising 

advocates!



Strengthen Your Brand



“Nonprofits exist to make an impact. 

And branding can help you deepen 

the impact you make: clarifying your 

goals, translating your mission into a 

powerful story, and bringing your 

entire organization into alignment.”

ELISABETH McCUMBER

Senior Writer, Madison Ave. Collective



Your brand includes, but is not limited to: 

- Website

- Facebook page

- Instagram 

- Twitter

- Your GlobalGiving project page!

- Email communications 

- T-shirts (other apparel)



Example of Great 

Donation Options!

Check out the project 

page! 

https://goto.gg/27732



In summary, to acquire and retain donors…

1. Know your supporters and provide value

2. Create a giving mindset

3. Strengthen your brand



Why and how will a peer support 

network benefit organisations in 

Bulgaria?

Questions and answers
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Further Alliance fundraising support
1. Online resources on the website, including handy hints for fundraising 

https://www.intdevalliance.scot/resources/handy-hints-corporate-
support and introduction to fundraising 
https://www.intdevalliance.scot/resources/fundraising-introduction

2. Funding alerts on the website https://www.intdevalliance.scot/member-
services/fundraising-updates

3. Access to Funds Online  https://www.intdevalliance.scot/member-
services/fundraising-support 

4. Funding Working Group https://www.intdevalliance.scot/member-
services/working-groups/funding-working-group

5. The Alliance Community (online forum) 
https://community.intdevalliance.scot/

www.intdevalliance.scot



Thank you
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Overview
1. Introduction
2. …
3. …
4. ….

www.intdevalliance.scot


