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_____

“Big Data is completely transforming how companies 
drive their decision making, but many nonprofit 

organizations are unprepared to make the most of this 
opportunity.”

_____

Steve MacLaughlin, Data Driven Nonprofits



D I G I T A L  M A R K E T I N G
D O N ’ T  M I S S  T H E  D I S R U P T O R  T R A I N

• Go beyond search engine marketing

• Retargeting

• Pixels

• Target people who like you and have visited you

• GPS data (geo-fencing)

• Facebook/Instagram



M O N E Y  M A T T E R S  
E X P A N D I N G  Y O U R  B A S E  O F  G I V I N G

• Explore ways to expand revenue generation beyond membership and dues

• Extend the reach of an organization beyond the traditional regional boundaries

• Key Areas to focus on:

• Donors (Non-members that support your mission)

• Funders (Constituents that want to support specific projects)

• Appeals (Securing additional gifts from members and donors)

• Monthly Giving (building a base of supporters that provide steady revenue)



M U L T I - C H A N N E L  M A R K E T I N G
T O  I N T E G R A T E  O R  N O T  T O  I N T E G R A T E  
( Y E S  T O  B O T H ! )  

• Focus on an integrated multi-channel strategy can help to increase revenue and drive KPI’s like 
retention and revenue per donor

• Helps to promote ways to give that are relevant to your constituency

• Encourages donors to be both online and offline donors

• Higher revenue per donor 

• Greater retention

• Know when and where to integrate



V E R T I C A L  I N T E G R A T I O N
L O V E  T H E  O N E  Y O U ’ R E  W I T H

• Align fundraising strategy to optimize long-term revenue goals

• Cradle to grave strategy for individual giving

• Pipeline to major giving and planned giving

• Removes silos and promotes a cooperative work environment 
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