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Executive Summary
For most nonprofits, annual giving campaigns
generate the highest number of gifts. Although
major giving campaigns can provide more total
revenue, annual giving campaigns can generate
both loyalty and revenue, as well as being flexible
and relatively cost-effective.

ANNUAL VS. MAJOR GIVING
ANNUAL GIVING

MAJOR GIVING

GOAL

Attract as many gifts as possible

Attract the largest gifts possible

ASK

Broad-based, universal appeal

Specific interests of each
prospect

TACTICS

Direct mail, telephone, Internet

Personal cultivation and
solicitation

MANAGED BY

Staff

Board, volunteers

Certain philanthropy and wealth markers can
predict the best prospects for annual giving
campaigns based on previous giving, giving to
other nonprofits, high dollar real estate
ownership, and other factors.
Because annual giving and major giving
campaigns have different goals, strategies, and
resources, both can be managed concurrently.
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ANNUAL
GIVING DEFINED

Annual gifts are solicited
and given on a regular,
ongoing basis.
They’re typically unrestricted, which means
they are available to a nonprofit for any use.
Organizations can conduct their campaigns
annually, quarterly, or on a different schedule
best suited to their needs.

An annual giving campaign concentrates on
generating large numbers of smaller gifts.
Usually, funds from annual giving campaigns
are used for dayto-day operations, paying
debts, and other ongoing budgetary needs.
This differs from capital campaigns, which
are used to raise funds for a specific, tangible
goals (new equipment, new facility, new
program), or a major giving campaigns,
which cultivate only large gifts. For many
nonprofits, annual giving represents the
majority of gifts received, surpassing the
number of gifts received from major and
planned givers and events.
Annual campaigns, as measured by the cost
per dollar raised, are much less expensive
than fundraising events, but more expensive
than major giving and capital campaigns

Annual giving campaigns
OFFER MANY BENEFITS TO NONPROFITS

CAN BE
CONDUCTED

BUILDS
LOYALTY

at anytime

FUNDS ARE
UNRESTRICTED

CAN BE
SEGMENTED

By Class Of Prospect

INTRODUCES
PROSPECTS
To A Nonprofit
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BENEFITS OF ANNUAL GIVING
Prospects can be segmented and multiple strategies can be
used to involve board members, staffers, and volunteers
Campaigns offer opportunities for ongoing communications
with prospects
Annual campaigns build donor loyalty
Annual campaigns are the best introduction to the nonprofit
for a new donor
Income is relatively predictable in terms of amount and timing
Pledges and other strategies can provide and ongoing
revenue stream

COST PER DOLLAR RAISED
50¢

Event

25-30¢

Annual Fund

5-10¢

Major Gift/Capital Campaign
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CATEGORIES OF

DONORS
SUSPECT
PROSPECT
GIVER
SUPPORTER
ADVOCATE

Anyone who might be interested
in a nonprofit

Someone who shares specific
qualities with existing donors
Someone who has donated
to a nonprofit
Someone who has repeatedly
given to a nonprofit

Someone whose commitment
to an organization has gone
beyond donating
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GROWING DONORS AND DOLLARS
There are three ways to boost the results of an
annual giving campaign:
Increase the gift size of current donors
• Ask for specific amount based on donor’s history
• Offer an array of gift size options
• Offer payment options (credit cards, pledges)

Increase the number of gifts

from current donors
• Add special appeals in addition to annual appeal
• Institute monthly giving club
• Offer EFT or online giving to encourage multiple gifts

Increase the number of current donors
• Add new donors
• Recapture lapsed donors

FIVE STAGES OF

DECISION-MAKING
There are five stages that
prospects travel through
when they are deciding
whether to donate.
Understanding these stages will help you
to better understand where the prospect
is at, as well as help communicate with
them in the future.

01

AWARENESS:

02

INTEREST:

03

AFFINITY:

04

ACTION:

05

FEEDBACK:

Prospect has heard of nonprofit
Prospect wants to know more
Prospect likes nonprofit

Prospect makes donation

Prospect receives positive
reinforcement
(thank you, update on results)
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DIRECT MAIL

DOOR-TO-DOOR
SOLICITING

EMAIL BLASTS

GALAS,
BENEFIT EVENTS

GIFT ENVELOPES
IN PUBLICATIONS
MEMBERSHIPS

PRINT/BROADCAST
ADVERTISING

A N N U A L

GIVING

ONLINE ADVERTISING,
WEB BANNERS

TACTICS

PRINT/EMAIL
NEWSLETTERS

PRODUCT
/SERVICE SALES

PUBLIC DONATION
RECEPTACLES

TELEMARKETING

E-PHILANTHROPY
/ONLINE GIVING

any nonprofits use
multiple methods of
soliciting donations for
annual campaigns;
there are a variety of print,
online and in-person tactics
available.

TELETHON

A strong annual giving
campaign should
achieve multiple goals
set by the organization,
not just raise funds.
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Although goals may vary from one nonprofit to another, these are the typical goals

OF AN ANNUAL CAMPAIGN:
STIMULATE

The contribution of
unrestricted funds

RAISE AWARENESS

And acceptance of
the nonprofit

Take note of the last point!
Research shows that most major giving
and planned giving prospects begin as
annual givers. We’ve also discovered that
loyalty to a nonprofit, as evidenced by the
number of annual gifts (regardless of
amount) was the best indicator of a
planned giving prospect.

DEVELOP A BASE

of knowledgeable
advocates and
volunteers

CULTIVATE PROSPECTS
for future giving

According to a survey by Lawyers.com
and CAE VSE, 78% of planned giving
donors gave fifteen or more gifts to the
nonprofits named in their will during their
lifetimes. In many cases, those lifetime
gifts were so small that major giving and
planned giving officers were not even
aware of the donor.
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PHILANTHROPY MARKERS
OUR ANNUAL
GIVING LIKELIHOOD
IS BASED ON:

Frequency
OF GIVING

Participation
PREVIOUS
GIVING
TO YOUR
ORGANIZATION

Giving

Corporate

AS A FOUNDATION
TRUSTEE OR
DIRECTOR

GIFT MATCHING

Amount
given
Recent
gifts
TO YOUR
NONPROFIT

TO OTHER
NONPROFITS

Past philanthropy is a
much stronger indicator
of future giving

than traditional wealth markers.
DonorSearch recently back tested 2
million records where we knew the
individual’s lifetime giving to at least one
nonprofit totaled $5 billion. Our analysis
calculated the percentage of the
records that matched to each marker,
and compared that to the percentage of
$5 billion represented by each group.
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6

MARKERS OF
PHILANTHROPY

GIFT GIVEN
within last
two years

CORPORATE
gift matching

RFM

(most recent gift,
frequency of
giving, amount
of money given)

NONPROFIT
Foundation
Director

GIVING

to other
nonprofits

GUIDESTAR

Grant Seeking
Organizations

Our analysis has found a strong correlation
between these philanthropy markers and
the likelihood of annual giving.
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GIVING ELSEWHERE AND PHILANTHROPY
Largest Gift
Elsewhere

% of Records

% of $$

$100k

0.7%

24.1%

32.67

3.5%

25.02

$50k-100k

0.5%

Predictive
Strength

$25k-50k

0.6%

6.5%

11.79

$10k-25k

0.7%

7.0%

10.73

$5k-10k

1.1%

5.4%

4.98

WEALTH MARKERS
Our analysis has found a strong
correlation between these wealth
markers and the likelihood of
major giving:

Real estate over $500k

The strongest
wealth-based
indicator of future
philanthropy is real
estate ownership,

Median family income
Listing in Reuters Market Guide
Insider Profiles Market Guide
Publicly reported stock ownership

followed by publicly-reported stockn
ownership. The value of real estate
owned is an excellent predictor of
philanthropy, with greater wealth
connected to greater giving.
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Real Estate Ownership and Philanthropy
Benchmark
Database
Real Estate
$0 or null
All Real Estate
Holding:

% of Records
55.2%
44.8%

Predictive
Strength

% of $$
32.3%

0.59

67.7%

1.51

DonorSearch analyzes other wealth data to provide a more
complete picture of giving capacity, including business history,
stock ownership, airplane/boat ownership, and more.

Back-testing
Database

% of Records

Predictive
Strength

% of $$

Real Estate
Over $2 million

1.4%

25.0%

17.55

Real Estate $1-2
million

1.4%

13.2%

4.17

750k-1 mil

2.5%

5.7%

2.25

Real Estate

5.4%

6.8%

1.25

Real Estate
$250k-499k

12.8%

8.6%

0.67

Real Estate
$125-249k

10.9%

4.8%

0.44

8.4%

3.5%

0.42

Real Estate

$500k-750k

Real Estate
$125k
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INNOVATION
Since Day One

DonorSearch was founded in 2007 with one goal:

To provide more accurate, comprehensive,
and actionable data to help nonprofits
achieve better fundraising and outreach
results. Headed by industry veterans,
DonorSearch is a leading provider of
prospect research to nonprofits, including
charities, healthcare organizations,
fraternities/sororities, religious organizations,
and educators.

Using information from twenty-five
databases, DonorSearch uses proprietary
algorithms to help clients find the best
philanthropic prospects. Our data can be
easily integrated with most common
donor management and general sales
software, putting critical donor
information at a client’s fingertips.

DonorSearch is the only prospect
research company that:
Searches and analyzes wealth and
philanthropy databases
Reviews all information manually for
greater accuracy before you receive it
Can predict both capacity and propensity to
give with confidence
Provides in-depth information to help
development personnel formulate
approach and ask strategies
Helps development offices allocate scarce
resources most efficiently
Provides free, outstanding training and
technical support
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