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Poll Time!

How are you pacing to
hitting your annual fund
goal?



Agenda:

4Agenda

Topics:
1.The Invisible Cost
2.What (actually) Moves Donors
3.Your 90 Day Playbook

Our Case Studies:
Rabun Gap-Nacoochee School (GA, K-12)
Charles Wright Academy (WA, K-12)

Resources and Q&A
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The Invisible Cost
Part One



What does your donor journey
look like right now?

THE INVISIBLE COST

STEP ONE: THE APPEAL



What does your donor journey
look like right now?

THE INVISIBLE COST

STEP TWO: THE FORM



Why is this how we do things?

IT’S HOW WE’VE
ALWAYS DONE IT

THE MATH SAYS WE
SHOULD ASK QUICKLY

IT’S EASIER ON OUR
EXISTING SYSTEMS

1 2 3

⅓ of Schools Said this ⅓ of Schools Said this ⅓ of Schools Said this



Who is Giving: Who

(specifically) made a gift?

What they unlocked: Did they

make progress toward

unlocking a match?

Why they Gave: What drove

that donor to give? What did

that gift mean to them?

What donors (and non-donors)
can’t see that we’re sacrificing

THE INVISIBLE COST



“Our giving page is just a form. You fill
it out and that's it. There's nothing that
makes you feel like you're part of
something.”

“The donation page is very dated. I
would love something more modern,
that's even just more aesthetically
pleasing for a donor.”

What are development leaders
saying (in their own words)?

“It just feels like, this is your annual
ritual, please give us money. There's
no energy to it.”

THE INVISIBLE COST



Give if it's easy
25%

Hard to reach
25%

Give if they feel
connected

20%

Always give
15%

Never Give
15%

What does your community
look like right now?

THE INVISIBLE COST



How are you reaching the
rest of your community?

GIVE IF
IT’S EASY25%

Look to reduce
barriers to give

GIVE WHEN
CONNECTED20%

Look to make donors
feel more connected

HARD TO 
REACH25%

Give donors a truly
unique experience
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What (actually) Moves
Donors

Part Two



Make donors feel 10x more able to
give than before.

1

2
Lead with the landing page and bring
Peer to Peer to FYE.

3
Make every donor feel like you’re
having a 1:1 conversation with them.

Finding your Next Steps
WHAT (ACTUALLY) MOVES DONORS

Reducing barriers to give

Making donors feel connected

Giving donors a unique experience



What is the cost of a
lack of giving options?
See what you might be
missing with our payment
method ROI Calculator

WHAT (ACTUALLY) MOVES
DONORS

https://annual-fund-roi-calculator.vercel.app/
https://annual-fund-roi-calculator.vercel.app/
https://annual-fund-roi-calculator.vercel.app/


Reducing Barriers to Give

Guiding Question: How can you make it

feel 10x easier to give than before?

Most schools with CRM giving forms

miss out on significant amounts of

participation and dollars due to a lack of

payment options. 



Bringing Engagement
to your Giving Form

Reduce form drop-off by ensuring that

you keep marketing your push

throughout the form.

Ensure that you prominently display the

modern payment options you accept.

CASE STUDY



Making Donors Feel Connected

When making FYE asks, most schools

lead with the form, but donors want you

to lead with the landing page.

How can you bring peer to peer energy

and engagement to your FYE asks?



Lead with the landing
page to drive gifts

Giving day tactics aren’t just for giving

days. How can you use peer to peer

daily?

Unrestricted giving is down 30%, how

can you give donors the impact they

want without increasing that number?

CASE STUDY



What should your landing page
look like?

WHAT (ACTUALLY) MOVES
DONORS

See what your FYE giving could look
like if you led with the landing page

https://annualfunddemo.vercel.app/
https://annualfunddemo.vercel.app/


Giving Every Donor a Unique
Experience

How can you give every donor a unique

experience with FYE giving (at scale?).

Donors don’t need complete 1:1

communication, but they do need to feel

like they are only one of a few getting

every message you send.
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Your 90 Day Playbook
Part Three



Pick your target type of donor and
build your launch plan.

APR

MAY
Launch your landing page and target
one attainable segment.

JUN
Convert deadline driven and lapsed
donors.

How are we structuring the rest
of the year?

YOUR 90 DAY PLAYBOOK



GIVE IF
IT’S EASY1

Ensure that you offer
every modern
payment option

GIVE WHEN
CONNECTED3

Leverage giving
buckets on your
landing page

5
Personalize appeals
at scale to increase
conversion

GIVE IF
IT’S EASY

2
Make your form
more compelling to
donors

GIVE WHEN
CONNECTED4

Bring giving day and
peer to peer energy
to your annual fund

6
Leverage volunteer
names to attract
fence sitters

HARD TO 
REACH

HARD TO 
REACH
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Poll Time!

What group of your donors
are you looking to acquire
at FYE?



Your Questions Pt. 1

Would love to hear compelling ideas for treaching out to donors who rarely give but
engaged with us during a Give Day campaign with a “participation” gift but have
larger capacity.

- Denice from Breck School

What's the best way to engage alumni in spring pushes? Particularly if you're a newer
school with alumni that skew younger.

- Jessica from The Wellington School

What are the best ways to segment donors and segment your asks in order to achieve
the highest ROI?

- Nathan from Hill-Murray School



Your Questions Pt. 2

What medium of messaging are you using for the last push? we're sending out tons of
emails as we head into the last 9 weeks about spring events, re-enrollment/ new
family welcoming, graduation, summer camp... how do you keep the final push from
getting buried?

- Kamryn from Jacksonville Country Day School

How to be delicate with donor fatigue while still needing to meet your annual fund
goal.

- Heather from Myrtle Grove Christian School
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