
Financial  Resi l ience Training
B u i l d i n g  a  C o m m u n i c a t i o n s  P l a n



• Send your homework assignments to: 

nonprofitresilience@networkforgood.com

• Get personal feedback on your assignments 

• By submitting your assignments, get entered into a 

drawing to win one of three FREE one-on-one 

coaching sessions!

mailto:nonprofitresilience@networkforgood.com
mailto:nonprofitresilience@networkforgood.com


VIRTUAL OFFICE HOURS
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Friday, April 17 at 2:30 PM ET

https://bit.ly/2z84akL
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https://www.facebook.com/groups/NonprofitsUnleashed/


Kimberly O’Donnell, MS, CFRE
Managing Director of Professional 

Services and Lead Fundraising Coach

Janet Cobb, MA, CFRE, CNP
Personal Fundraising Coach

A N S W E R I N G  YO U R  Q U E S T I O N S  TO DAY
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U LT I M AT E  G O A L :  F I N A N C I A L  R E S I L I E N C E

S T E P  1 : R E V I S E D  B U D G E T  F O R  F U N D I N G  G A P S

S T E P  2 :  R I G H T S I Z E D  F U N D R A I S I N G

S T E P  3 :  C O M M U N I C A T I O N  P L A N  I N  S E R V I C E  

O F E F F E C T I V E  F U N D R A I S I N G

S T E P  4 : D O N O R  S E G M E N T I N G

S T E P  5 : P I P E L I N I N G ( M O V I N G  Y O U R  D O N O R S )

S T E P  6 : M A N A G I N G  A N D  S Y N C H R O N I Z I N G  P H A S E S

R O A D M A P
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• P O L L  Q U E S T I O N S

• R E M I N D E R S  F R O M  T H E  L A S T  S E S S I O N

• H O W  D O  Y O U  E N G A G E  D O N O R S  D U R I N G  A  

C R I S I S ?

• W H I C H  C H A N N E L S  S H O U L D  B E  U S E D  F O R  

W H I C H  M E S S A G E S ?   

• H O W  W I L L  Y O U  M E A S U R E  S U C C E S S ?

• H O M E W O R K  A S S I G N M E N T

• Q U E S T I O N S  

A G E N DA
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REMINDERS

FOCUS ON WHAT YOU CAN CONTROL:

• EXPRESS GRATITUDE

• ILLUSTRATE IMPACT

• GET TO KNOW DONORS BETTER

• CREATE MULTI-
CHANNEL COMMUNICATIONS

• BREATHE! EVERYONE IS 
IN UNCHARTERED WATER
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H O W  D O  Y O U  K N O W  W H E N  A  C R I S I S  B E G I N S / E N D S ?
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H O W  D O  YO U  E N G AG E  C O N S T I T U E N TS  D U R I N G  A  

C R I S I S ?



D O N O R  
C O M M U N I C AT I O N  
C YC L E

Engage

Ask

Thank

Report 
Impact

Repeat
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OFFER 
OPPORTUNITY
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ILLUSTRATE 
IMPACT
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EXPRESS
GRATITUDE

UNEXPECTEDLY
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D U R I N G  A  C R I S I S

• D e f i c i t  v s .  C r i s i s

• F r o n t l i n e  v s  N o t - f r o n t l i n e  
O r g a n i z a t i o n s

• N a t u r a l  D i s a s t e r  =  I m m e d i a t e  N e e d

• R e c e s s i o n  =  O n g o i n g  N e e d



WHY YOU MUST COMMUNICATE RIGHT NOW
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Appeal for direct service for impacted populations:

• People want to help – giving is a way to help during 
social distancing and shelter-in-place

• Donations are UP!

• Urgency is key - don’t talk about months from now

• If your organization is in need people who care want 
to help

Non-appeal communications:

• Let them know you are still providing services

• Offer value-add to the community – how can you help 
them during this time?

Remember: Asking for contributions is no more than an invitation
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Create a simple table that 
highlights:

• Theme

• Platform (Email, 
Facebook, Twitter, 
Instagram, Postal Mail)

• Target Audience

• Content

• Frequency

COMMUNICATION PLAN OUTLINE



COMMUNICATION 
PLAN OUTLINE

Who: Segment/Audience

Why: Theme (backdrop)

What: Content/Message

When: Calendared/Cadence/Frequency

Where: Channel/Social media 

platform/tools

How: Assigned/Who's responsible



C O M M U N I C AT I O N  P L A N  O U T L I N E
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Who: Consistent 
mid-level donors 
(more than 3 gifts 

over 5 years)

Why: It is important 
to community well-

being

What: Your monthly 
donation will sustain 
the mission during 

this critical time

When: Concentrated 
communications

Where: Email, direct 
mail. Facebook, 

Instagram

How: ED, Board 
Chair, Social media 

coordinator
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S A M P L E  C O M M U N I C AT I O N  P L A N
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ENGAGING 
DONORS 

• Share how you’re serving clients 
now and/or when recovery begins

• Explain how budget is impacted

• Engage them as advocates for 
your cause

• Social

• Virtual Volunteers

• Suggest ways they can help

• Peer to Peer
• Pass along donation page
• Networking

Need ideas? Check out our Look Book

https://learn.networkforgood.com/lookbook-how-6-nonprofits-engaged-their-supporters.html
https://bit.ly/2xrJBPT
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• B o a r d  m e m b e r s

• M a j o r  g i f t  d o n o r s

• R e c u r r i n g  m o n t h l y / s u b s c r i p t i o n  
d o n o r s

• O n e t i m e / a n n u a l  d o n o r s

• C o r p o r a t e / c o m m u n i t y  p a r t n e r s

• G i v i n g  d a y s

• P r o s p e c t s / n o n - d o n o r s

• S o c i a l  m e d i a  f o l l o w e r s

• P a r t n e r i n g  n o n p r o f i t s

YO U R  C O M M U N I T Y  
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Segmentation

Giving Frequency: Recurring, One-

time, Consistent, Lapsed, Non-donors

Giving Levels: Major, Mid-level, Minor

Available Channels in Database: 

Email, Postal Mail, Cell, Social

Affinity and Areas of Interest: Groups



REMEMBER, ALL GENERATIONS LIVE IN A DIGITAL WORLD

26

Sources: Forbes Online; The Marketing Insider; USPS Pulse of the Online Shopper Study; and McKinnon, Harvey. Hidden Gold: How Monthly Giving Will 
build donor loyalty, boost your organization’s income, and increase financial stability. Chicago, Bonus Books, Inc. 1999.

https://www.forbes.com/sites/forbesagencycouncil/2018/07/23/time-to-wake-up-to-the-next-consumer-powerhouse-gen-z/#2fdfc9d753f4
https://www.mediapost.com/publications/article/314505/marketing-to-the-generations-boomers-and-gen-x.html
file:///C:/Users/kimberly.odonnell/Downloads/Global%20POTOS_Executive%20Summary_FINAL%20(1).PDF


M OV E S M A N AG E M E N T
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Non-
donors

One-
time

Monthly 
recurring

Special 
appeal



The donors who were 
engaged by the multi-
channel touches had 
an average gift size of 

$301, compared to 
those who were not, 

at just $272.

Nonprofits that used 
two or more digital 
channels to engage 
donors before year-
end appeals doubled 

their yield in 2018 
over 2016.

M U LT I - C H A N N E L  C A M PA I G N S  R A I S E  M O R E

A three-year NFG study revealed some bright spots for organizations that used
multi-channel campaigns to solicit their donors and engage them – with content.
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Among these same 
donors, nonprofits 
saw a nearly a 12% 

lift in donor 
retention, compared 

to those who did 
not, a 31% drop.

Now is the time to try/learn something new
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COMMUNICATION 
CHANNELS

• Email
• Direct mail
• Social media
• Text
• Phone calls
• Video messaging
• Digital advertising
• Website banner
• Other?



COLLECT EMAIL & MOBILE NUMBERS EVERYWHERE YOU GO
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• Continuously add to/update your database

• Collect via form on website

• Make it easy to collect/share info. (first 
day of school for parents' example)

• Send out a request to update info email, 
postcard or direct mail insert



INCREASE YOUR SOCIAL PRESENCE
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• Post at least 2x/week

• Fold in fundraising requests

• Highlight donors and key volunteers

• Tell a story over a period of time—keep 
followers engaged

• Try Facebook and Instagram advertising

• Begin to note who responds to your 
posts—and what they are responding to 
(program area, etc.)

• Woo social influencers; encourage them 
to share your content and/or cause

https://www.facebook.com/acb123/videos/10
156536288768831/?t=0

https://www.facebook.com/acb123/videos/10156536288768831/?t=0


VIDEO & TEXT YOUR DONORS AND VOLUNTEERS
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• Post-gift appreciation

• On their birthday or donation 
anniversary

• The day before or last day of a 
fundraising campaign (don’t ONLY send 
texts about fundraising)

• When you have hit a major organization 
or program milestone

• To check in

• To share community news



CENTRAL FLORIDA ANIMAL RESERVE
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Central Florida Animal Reserve cares for 
tigers, lions and other big cats that 
were rescued as pets or other 
situations and provides them with a 
home full of enrichment and safety. 

This video thanks their donors and
shows the animals in their habitat at 
the reserve (yawning and all)!

https://www.networkforgood.com/nonprofitblog/how-to-easily-thank-donors-with-video/


Segmenting your list to test different approaches:

1. Messaging/personas

2. Subject lines/ envelope design

3. Ask amounts/strings

4. Timing & follow-up
WHAT IS A/B TESTING?

Group Quantity Approach

A 2,000 One page letter

B 2,000 Double sided letter

C 2,000 Double sided letter + 
4C flyer

Total 6,000
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ART OF PERSUASION

Kairos is timeliness, appropriateness, decorum, symmetry, balance—
awareness of the rhetorical situation or “the circumstances that open 
moments of opportunity” (Kinneavy; Sipiora; Vatz; Bitzer; Hill 217).

Pathos: emotion Ethos: credibility

Logos: logic Kairos: time

Persuasion

Excerpt from Promised Land, Janet Cobb © 2020
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H O W  T O  
C O M M U N I C AT E

• B e  a w a r e / e m p a t h e t i c  o f  t h e  c r i s i s

• B e  v u l n e r a b l e  a n d  a u t h e n t i c

• B e  u r g e n t

• B e  d o n o r - c e n t r i c

• D e m o n s t r a t e  i m p a c t  o f  c r i s i s  o n  y o u r  
b e n e f i c i a r i e s

• C o u n t  y o u r  ‘ w e ’  v s  ‘ y o u ’

• 5 t h o r  6 t h g r a d e  r e a d i n g  l e v e l

• D o n ’ t  e x p l a i n  t o o  m u c h

• A v o i d  j a r g o n
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EMOTIONS TO 
TRIGGER

• Empathy: not sympathy, universal & 

personal

• Hope: your action provides a solution

• Joy: opportunity to do good & feel good

• Gratitude: appreciation



not a monologue
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Communication is dialogue & conversation —
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MEASURING 
SUCCESS

Engagement
• Open rates
• Click rates
• General awareness

Contributions
• Money raised
• Number of new donors
• Number of recurring donors
• Average gift size



D I G I TA L  M A R K E T I N G
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N O W I S  T H E  T I M E  

T O  E N G A G E  W I T H  Y O U R  C O M M U N I T Y
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March 9 – April 13

$102,400

259 donors

101 new donors

5 recurring
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MARCH 9 – APRIL 13

$121,500

195 DONORS

ONLINE ONLY: $30,000



P R O V E N  TA C T I C S
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Use pictures! Use (brand) color! Use storytelling

Be dramatic: Bold. 
Underline. Italics

Use a header to 
highlight your theme

White space is your 
friend

Always, always, 
always have a call 
to action (CTA)

Rotate the author
Use contact names, 
not “Dear Friend”

Use first-person 
pronouns when talking 
about your organization

Talk to one person –

YOU

Always have a P.S.



HELPFUL HINTS 
(FOR THE FUTURE)

• Collect and upload photos/images year 
round

• Have program managers write the 
photo captions at the time of the 
photo upload 

• Circulate a stats request from each 
program manager regularly

• Have staff solicit and/or write 
testimonials from volunteers, 
participants, family members

• Let staff/board proofread but not edit 
– NO appeal by committee
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H O M E W O R K  A S S I G N M E N T  # 2

https://nfghq-my.sharepoint.com/:x:/g/personal/maria_azuri_networkforgood_com/EXgR3_fH1HxPjk54pauDRTIBgdgbdP7BBuXGonk4M3Qr4g?e=gJ9Wo4&CID=e35f794b-f5c8-9c96-1470-e061fff137d8
https://nfgjumpstart.s3.amazonaws.com/Financial+Resilience+Plan/Training+2+-+Communications+Plan/Financial+Resilience+Training+_+Communications+Plan_HW+2.xlsx
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https://www.jumpstartfundraising.com/covid-19-resources

https://www.jumpstartfundraising.com/covid-19-resources
https://www.jumpstartfundraising.com/covid-19-resources
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Q U E S T I O N S
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THANK YOU FOR JOINING!


