We’ve tied the bow on another year full
of fundraising successes and surprises,
and 2019 promises to be even more
fast-paced and brimming with
unexpected hurdles. Are you ready?
Written by Tim Oleary

To help you plan out the rest of your year, the
NextGen team has composed this 2019
Fundraising Forecast so you can be better
prepared to overcome challenges and
capitalize on opportunities. The philanthropic
landscape is changing rapidly, and smart and
strategic investments are required to be a
high-performing fundraising program this year
and beyond.
So without further delay, hot off the presses,
is this prognostication for what to expect
throughout this year…
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The Fundraising Climate
Raising money in these unprecedented
times sure isn’t easy, and it’s hard to
know what to expect.
Retailers were pleased with the holiday
spending this past season. In fact,
consumer confidence remains high and
fairly close to pre-recession levels. Gas
prices are low and unemployment rates
are, too. Still, a wild end to 2018 with
the government shutdown and
highly-volatile sessions on Wall Street is
likely leaving donors wary, especially
major donors. Sure, January has been
better for the markets, but the
uncertainty remains. Nonprofits may
also expect more gifts of stock as
investors look to unload during
turbulent times.

bump. At the end of 2017, new tax law
changes also prompted additional
giving at the calendar year-end. In 2018,
there was no environmental factor
affecting giving, so nonprofits may have
experienced lower returns in December
compared to the prior two years.
Throw in the potential for more natural
disasters such as wildfires, hurricanes,
and flooding that seem to be prevalent
every year, and we could be in for quite
the ride this year.
Additionally, competition for charitable
dollars, particularly from the most
valuable donors, remains high. More
money is coming from fewer donors,
meaning nonprofits must formulate even
stronger relationships than ever with
their supporters and prospects.
What does it all mean?
It means organizations must continue to
invest in creating lasting relationships
and in new donor acquisition,
particularly through new media
channels. This requires managing the
donor portfolio in strategic and
innovative ways. It also means smarter
measurement across channels and
creative ways of managing budgets.

Meanwhile, according to
GivingTuesday.org, contributions on
2018’s #GivingTuesday eclipsed $380
million, up 45% from 2017. Many
organizations saw a jump in giving
post-election at the end of 2016,
benefiting from the so-called Trump

Staff resources will be stretched, so
organizations must think carefully about
where and how to invest in donor
communications and must also look for
collaboration with other departments
and possibly even with other
like-minded organizations in their region
or specific sub-sector.
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The Marriage of Data & Digital
The era of big data continues to grow. There is more information available
on donor demographics and behavior than ever before. Digital natives
such as Google and Amazon have fully disrupted communications and
marketing, leaving donors with higher expectations about their
relationship with brands, both for-profit and nonprofit.
In response, nonprofits must continue to integrate their fundraising
campaigns, connecting with current donors across multiple channels and
platforms with a touchpoint strategy rooted in data and analysis. Yes, the
theme of donor relationships continues here – nothing could be more
important in 2019! This marriage is, we believe, the silver bullet or shiny
object that many nonprofit leaders desire. It improves net acquisition
costs and delivers faster ROI, leads to better retention, and is key to
upgrading current donors.

If your organization has not already invested in psychographic data for
your donors, this is the year to do so. You are likely to find that some of
what you believed about your donors will be confirmed, but new patterns
may arise. For example, many of your monthly donors also showed a
strong affinity to gourmet cooking, couldn’t that make you re-think the
offers and partnerships you have in place? If a majority of your donors
also supported animal shelters and welfare organizations, would you think
about the way those groups communicate with your donors
and make changes?
A lot of this type of information can be had for free or overlaid on your file
quite inexpensively.
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Once you have acquired the data you need on your constituents, now
you can deploy creative and messaging across channels. The key is to
use those channels to support one another and to reinforce the
overarching theme.
The more you learn about how different channels perform for your
specific fundraising program the better chance you have of greater
returns. For example, Facebook ads may be great for lead gen and
engagement, but not for conversion. Instagram could be a great tool
for stewardship. Paid search could lead to quick revenue. The point is
that not all of these digital and social media channels will have the
same outcome so you must balance a channel portfolio for your
campaigns to go along with managing your donor portfolio.
The relationship organizations have with their
supporters is also affected by new giving
avenues, such as Donor Advised Funds and
giving days such as #GivingTuesday. The
amount of direct interaction nonprofits maintain
with donors is strained by these newer
types of giving.
Indeed, the job of fundraisers is getting more
complicated, but using relevant data and
information with digital tools for personalized
donor communications can bring you far
greater value than mass marketing campaigns.
The organizations that invest properly here will
have high-performing fundraising programs not
only for 2019, but far beyond.

We feel that paid advertising
and proper management and
optimization of search
campaigns will drive a lot of
success in 2019. Again, the
digital natives long ago figured
out how to bring data and
digital together to improve
results. Like most marriages,
its not fully perfect, but these
companies continue to invest
large amounts of money into
R&D to improve the products
and services.

Don’t get us wrong, direct mail will continue to
be a significant driver of revenue and relationships, but the role of
direct mail will continue to change in 2019. Instead of being the
primary fundraising tool, mail will become more and more personalized
and will drive many donors online and into social media spaces and
organizational apps.
So, start your planning now for how to capture and/or gather more
information about your supporters, then build a plan for deploying
messages and offers across many channels. You know the old adage,
“be where the donors are.” Well in 2019, they are in a lot of places.
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The Donor Experience Matters
“We see our customers as
invited guests to a party,
and we are the hosts. It’s our
job every day to make every
important aspect of the
customer experience a little
bit better.” – Jeff Bezos

We continue to live in the Experience Economy, so nonprofits
must continue to deliver on their brand promise and do so in a
very personalized and engaging way. That’s why we feel that
events will continue to grow as an acquisition and engagement
tool in 2019. Again, the more personalized and intimate they
are, the better.
For example, CapRadio, the NPR station serving Sacramento,
California created a garden on their grounds to serve as a hub
for storytelling about sustainability, environmental awareness,
and healthy living. They also invite schools from their
community to visit and learn about gardening. And when
performers come to their studios for special programs, they
often have a photo shoot or post-event gathering in the
garden. It’s simple, yet it relates to the mission and is a
wonderful tool for engaging their community.
Peer-to-peer fundraising is great and can generate short-term
revenue, for example, but using this as a primary donor
communication tool is not worth it. Instead, use face-to-face
and social conversations as an opportunity to bring
constituents further into your brand.
Of course, many nonprofits are unsure of what the donor
experience is truly like. We recommend using surveys
(especially online ones) and focus groups to help get a sense
of the donor attitude toward your brand. Nothing beats just
asking people what they want in the relationship.
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The work must go further, though. In today’s world, consumers
expect immediate feedback and they expect a communication
frequency tailored to their preferences. How many nonprofit
leaders have you heard say, “I think we are over-asking or
over-communicating with our donors?” While it may be true,
it’s likely different for each individual.
Good stewardship and
acknowledgement will always be a
main ingredient in building a strong
donor experience. Be sure to thank
your donors individually and
collectively through as many channels
as possible.
In 2019, donors will continue to be
selective in their charitable giving
because they can be. So organizations
must demonstrate their impact. And
nothing shows impact like a video. If
you don’t yet have a YouTube channel,
create one this year. Test video in
Facebook ads. Why? Because 5 billion
videos are watched on YouTube and
over 100 million hours of video are
watched on Facebook – each and
every day.
That’s a lot of video consumption!

SUMMARY
• The remainder of 2019 will require a nimble
and flexible approach to fundraising as the
competition for fewer donors expands
• Nonprofits can help bring stability amidst
chaos by building strong donor relationships through
• investments in more personalized data and
communication through digital and social
channels
• Search marketing, events marketing, and
video will all play a key role in lead
gen/engagement and conversion to giving
• Creating a positive donor experience with
your nonprofit brand means better
acknowledgement and stewardship across
the donor journey

Lastly, create donor and prospect
journeys. Tear down internal silos that exist between the
fundraising and marketing teams and look closely at what is
being sent to your supporters. Is it consistent? Are you happy
with the timing and coordination of the messages? Most
important, does it generate results?
Your organization’s ability to maintain and grow both donors
and revenue hinges significantly upon the experience you
provide. With so much competition in 2019, you cannot afford
to overlook this and allow your program to operate
on auto-pilot.
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Strategic development • Catalyst for change

About NextGen
With offices outside of Philadelphia and San
Francisco, NextGen is a premiere provider of
strategic fundraising and direct response
marketing services exclusively for the nonprofit
sector. Our mission is simple: to help nonprofits
better connect with their supporters so they may
raise more money for their important mission.
NextGen’s experienced team and partners help
each organization address the many puzzle
pieces that make up a fundraising program and fit
them together in an effective and efficient way.
Through multi-channel strategy and
implementation, we aim to help nonprofits share
their brand impact through smart, engaging
communications.
To learn more, visit us at nextgenfr.com.
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