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What exactly is an annual appeal? 

 An annual appeal can come in all shapes and sizes but the goal of the campaign is 

to receive donations before the end of the year 

 For example 

o Some organizations send out a letter (or online newsletter) with 

supplemental info and a remittance envelope (or link to a donate button) 

o Some nonprofits offer donations that can be made as holiday gifts to loved 

ones (some donations may come with a personalized card or calendar to 

send the gift recipient) 

 

Why are they so important? 

 50-60% of annual donations can be made in the last week of December  

 Many people give to their favorite charities between the middle of November and 

the first of the New Year 

 Don’t neglect Giving Tuesday! 

o The Tuesday after thanksgiving  

o Big social media push run by a few leading nonprofits to get people to 

give back after the crazy consumerism of Black Friday  

 

Examples of what Next Mile Project organizations do for their annual appeals: 

 

Maranyundo Initiative- They write an end of the year letter and send it out. They follow 

up with thank you letters to donors and the board members write an additional letter to 

donors they know. They are considering an appeal where you can sponsor a student at the 

Maranyundo School in someone’s name or as a gift. They are currently brainstorming 

ways to tell people a donation was made in their name, as a gift.  

 

Team Heart- Team Heart provides a thank you card saying they received a donation in 

someone’s name as an email attachment after a donation is made. They have a portion of 

their donation page that asks if the donor would like to make a donation as a gift, in 

someone’s name or in memory of someone.  

 

Tanzanian Children’s Fund- TCF sends an annual appeal letter in the mail. They still 

receive most of their donations through the mail. They send the appeal a few days before 

Thanksgiving. They send donors who give $1,000 and above a calendar in December. 

TCF also has the option to sponsor a child. Each child who is sponsored writes a thank 

you card that is sent to the donor in December as well. On Giving Tuesday, TCF 

promotes a “Give a Sponsorship Appeal” on their social media channels as well.  

 

http://nextmileproject.org/members/membersmaranyundo-initiative/
http://nextmileproject.org/members/team-heart/
http://nextmileproject.org/members/tanzanian-childrens-fund/


Wellbody Alliance- The nonprofit has been receiving a lot of support through the Ebola 

crisis. They are thinking of making their end of the year appeal more of a gratitude 

campaign. They are currently brainstorming ways to thank foundations and individuals 

throughout the holiday season…and then will ask for money after. 

 

How do you craft a compelling appeal? 

 Simple language/ clear concise message that connects it back to the nonprofit’s 

top mission  

 Don’t try to teach your donors anything new – by this appeal they should already 

know a lot about your nonprofit  

 Be really specific about a goal you’re trying to achieve: a dollar amount you want 

to reach, a specific number of patients you hope to help, a specific number of 

donors you hope to cultivate 

o Make sure you close the loop when you reach your goal 

 Think about how you want to say thank you beforehand and report back progress 

of appeal to supporters across channels  

 Take advantage of good images you’ve gathered throughout the year and use 

them to engage donors visually 

 For Giving Tuesday, your appeal has to be unique and simple as all nonprofits are 

now asking on the same day 

 

When should the appeals be sent out? 

 Right before Thanksgiving because everything starts getting lost in 

commercialism of December 

 Send out something in late November, and a reminder in early December, engage 

in social media and other digital marketing platforms in between  

 Be sure to analyze the previous year’s donation trends to understand what days 

are most lucrative and best for sending out reminders 

o Use Google Analytics to understand where internet traffic is coming from 

and what demographics the users are in – you can see what channels are 

working to drive traffic best 

 Send appeal early enough so that donors can potentially give donation as a gift 

o For example: sponsoring a child in the name of someone else 

o How to do this effectively: 

 Should have somewhere on the donation page where donors can 

write the addresses/email of those they are donating in honor of, in 

memory of, or as a gift 

 Provide something they can print out (as an email attachment) and 

give as a gift themselves OR 

 Provide a service to send tribute cards  

 

What is segmentation and how can one effectively use this strategy? 

 Segmentation is the act of dividing donors into appropriate categories (new, old, 

big, small) and sending out different materials accordingly  

 For example: Split up the donors who have already given during the year, new 

donors, people who have donated in the past but haven’t yet this year etc. and 

http://nextmileproject.org/members/wellbody-alliance/


craft different messages to send each. Those who have not given yet may get a 

more straight-forward ask, those who have may be told about the progress they’ve 

helped the nonprofit achieve.  

 If you have the time and resources to segment your message and strategy to 

different groups, it is suggested! 

 If not, bear in mind that those who have already given will be receiving your 

emails/ letters/ continued appeals 

o Phrase materials in an inclusive, non-threatening, non-pedantic way  

 Ex: “500 donors have already contributed so far! Join them in their 

generosity” / “If you have already given spread the word!” 

 Stay organized so you know who you have already contacted and when  

 

Mail or email? 

o Mail is still important – but look into your donor demographics to 

determine the best effort 

o The physical envelopes are still important for older demographics, they 

serve as a tangible reminder to donate 

o Make sure that you are hitting all channels of communication - including 

social media, especially for younger demographics  

 

How much is too much? When should you stop pestering donors? 

 When you have already gotten your big gift.  

o People will start to feel unappreciated if they have already given a lot but 

are still getting requests for more 

 Tone and language again play a large role here 

o If you are not able to segment your lists and take off those who have 

already donated, as long as you are striking the right tone in your 

materials, donors should not get angry 

o However, if they do, don’t let one rogue/ angry donor dictate your game 

plan or derail your entire system 

o Pay attention to their needs, apologize but continue to send out materials 

as planned 

 Helpful hint: Include a picture or fun visual to keep all recipients engaged in the 

materials 

 Close the loop when you have hit your desired goal that you informed supporters 

about in the beginning of your campaign 

 

How should you thank donors? 

 It is imperative that all donors feel appreciated (especially big ones) 

 There are many ways to go about doing this but here are a few ideas: 

 Individual thank you cards or emails, as resources are available 

 Perhaps recognize all of the donors through social media (some sort of 

gratitude campaign – photos etc.) 

 Board members can write an additional note to donors they know 

 Thank you calendars or other paraphernalia for large donors (perhaps $1,000+ 

get a calendar – or repeat donors) 



 

Tips for fundraising campaigns from Charles Howes, Deputy Director at Still Harbor  

 Make fundraising a team effort – talk about goals with your whole team 

 Start writing! Stories compel people to act. 

o Think about how you tell the stories of your organization 

o Get staff to share stories 

o Make the stories real and from the frontlines 

o Start brainstorming now (early October) to find the best story ideas for 

your holiday campaign  

 Focus on creating one big solid appeal and building smaller ways to communicate 

with donors around it  

 

Lunch and Learn Activity: 

1. Establish 1-3 concrete, tangible, realistic, goals for your annual appeal that are 

bounded by time 

2. For each goal, come up with 1-3 ways you hope to accomplish it 

a. Ex: I want to increase traffic to website by 10%  

b. How do I go about doing that? 

 Add more links into emails 

 Increase the links to the donate button on our Facebook page 

 Sign up for Greatnonprofits.org – search engine for donors 

o Can fill out profiles for your organization where previous 

donors can write reviews 

o Like Yelp for nonprofits 

 

 

 

 

 

 

 

 

 

 

 

http://stillharbor.org/#spirituality
http://greatnonprofits.org/

