
 

 

 

15 Reasons Why People Donate 

1. Someone I know asked me to give, and I wanted to help them  

2. I felt emotionally moved by someone's story  

3. I want to feel I'm not powerless in the face of need and can help 

4. I want to feel I'm changing someone's life  

5. I feel a sense of closeness to a community or group  

6. I want to memorialize someone  

7. I  was raised to give to charity—it's tradition in my family 

8. I need a tax deduction  

9. I want to be "hip," and supporting this charity is in style  

10. It makes me feel connected to other people and builds my social network  

11. I want to have a good image for myself/my company  

12. I want to leave a legacy that perpetuates me, my ideals or my cause  

13. I feel fortunate (or guilty) and want to give something back to others  

14. I give for religious reasons—God wants me to share my affluence  

15. I want to be seen as a leader/role model 

 

People act from the heart, not the head. Yes, your nonprofit has to show that it's a good 

steward of donor money and you need to impart where all that generosity is going, but your 

appeal must contain more than numbers and pie charts.  

Giving is a personal act. Notice any common thread in the list of 15? They all contain the 

pronoun "I." The people you serve are important, but make sure to put the "you" and "your" 

(i.e. the donor and why s/he should care) front and center.  

The act of giving is immediate. Give your donors the opportunity to act here and now. Your 

relationship with them will be long-term, but their willingness to give is now—let them act on 

it.  

 

 

 

http://learn.networkforgood.org/CaseforGivingGuide_Tips_6.20.13_Content.html


 

Converting Volunteers to Donors 

Here, then, are some ideas you can use if and when you find yourself having to ask your volunteers to pony up 

with some cash . . . 

Acknowledge their participation 

Right off the bat, you want to make sure the volunteer understands you’re well aware of her existing 

relationship with your organization. For example, you might want to describe exactly what sort of volunteer 

activity the recipient’s involved in. 

What’s more, if your volunteers are doing different tasks—and you’re able to personalize the letter, even it’s 

only on the first page—you could write segmented copy for each of the volunteer efforts. 

Let’s say your group is a social service agency. One segment could be written to people who deliver meals to 

the homebound, another to those who staff your hotline, and another to the individuals who drive seniors to 

appointments. You get the idea. 

The more detail you can offer to acknowledge how these volunteers help you, the more personal—and 

compelling—the appeal will be. 

Thank you, thank you, thank you 

Just as you would do with an existing donor, be profuse in your thanks and praise. After all, giving of one’s own 

time and energy is, in many ways, more of a commitment than “checkbook philanthropy.” 

So thank early. . .and often. 

Paint the bigger picture 

In many cases, a volunteer may be involved in just one small portion of your group’s work. So you want to 

educate this person—much as you would a cold prospect—about the broader scope of all your organization 

does to fulfill its mission. 

Emphasize the need 

Once, of course, you review the big picture—so the reader gets a full understanding of who your group is and 

what you do—you’ve set the stage to explain exactly why you need additional financial support. And, as 

always, the more specific the better. Focus on programs, services, and the people who will benefit. Not 

operational needs, like paying the rent or utility bills. 

Don’t be shy about stressing your group’s fiscal responsibility and your cost-effective use of volunteers—

something the recipient can certainly relate to. “Even so,” you might say, “the need is so urgent, I’m reaching 

out to you today.” 

Take the next step 

As in any fundraising letter, you want your Ask(s) to be direct and straightforward. There’s no beating around 

the bush: Don’t just ask for the volunteer’s support and/or help. Ask this person to send a gift. 

http://malwarwicknews.com/2009/10/converting-volunteers-to-donors/


Because you’re writing to a volunteer, you can approach the Ask in a very similar fashion to how you might 

write to a current donor. In other words, you can combine a thank-you with asking the reader to do even more to 

help your organization. Something along these lines: “That’s why I want to thank you for doing your part to 

keep our local rivers clean. And why I want to ask you to take the next step in your dedication to preserving our 

environment—by sending a generous gift today to Save Our Waters.” 

A final (cautionary) word 

One final thought about converting volunteers to donors. However much you try to craft that perfect mailing, 

you may still find yourself fighting a losing battle. Many people volunteer their time precisely because they 

can’t afford to make a gift. Or they just may not be direct mail responsive. 

So don’t get discouraged if your results don’t match your expectations. And instead of going for the gusto on 

the first shot, perhaps test a segment of your volunteer base to see if a conversion package makes sense 

economically, particularly when compared to using cold acquisition—but direct mail responsive—lists. 

Copywriters Deborah Block and Paul Karps are partners in BK Kreative, 1010 Varsity Court, Mountain View 

CA 94040, phone (650) 962-9562, email bkkreative@aol.com. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Direct Appeal Letters  

Know “why” you are writing 

Decide why and what you are asking funds for – what is the theme of the letter? 

Write in a way that makes the reader feel singled out.  

Personalize your greeting and when possible, include donor specific information. 

Make sure to give readers the opportunity to feel an emotional connection  

Start with a “hook” – an impactful statement or quote to get reader’s attention. Include a powerful 

story…you want them to feel compelled to help.  

Be direct and connect the reader to the content. Use personal language like “you,” “your help.” You 

want your readers to feel that you know who there are.   

Ensure that the tone of your letter is friendly and engaging  

Be specific about what the donation will accomplish. Include several “asks” in the content of the 

letter.  

Highlight important information so that the reader quickly understands the purpose 

Use bold, underline, italics judicially and methodically 

Have a strong signatory  

Board president, Executive Director, Development Director, a client (or combination of). End with a 

final PS message and include a remit (or return) envelope.  

 

In-Direct Appeals 

Newsletters 

PR and Media Stories 

Thank you letters and cards 

Remit Envelopes  

Tours and site visits  

Guest Speaking Opportunities 

Volunteers sharing with others 

 
 
 
 
 
 
 



 
A Simple Template for Your Next Fundraising Appeal (email format) 

 
From  
Your appeal should come from a real person, or at least use the full name of your organization. Acronyms, 
technical jargon or a “do not reply” style email address will make your message more likely to be deleted.  
 
Subject Line 
The subject line is the most important part of your email appeal. Its purpose is to make your message stand 
out in a reader’s inbox and entice them to open your message. Keep your subject line short, relevant and 
compelling. Front load your subject line with key terms in the first 50 characters, to account for the way 
different email programs might display your message. 
 
Salutation 
If possible, use the recipient’s name, spelled correctly. 
 

The emotional, interesting opening 
Don’t start with the typical “we need your help”. Open your appeal with a vivid, emotional image that illustrates 
the need or the impact a gift could have. Or show supporters the difference they are making. Try to focus on an 
individual story rather than overwhelming the reader with mind-numbing statistics or massive scale. 
 
1st call to action 
Include a short call to action that allows readers to quickly click make a donation. Vague calls to action like 
“support us” are more likely to confuse than to motivate.  
 

Example: “Please make a year-end gift so more children like John can graduate this year” with a big 
donate button next to that call to action. 

 
How to help 
Provide detail about what the donor’s gift could make possible. Clarity and specificity are vital. This is where 
you can suggest a gift amount and designation. 
 

Example: “Your gift of $100 will mean one student like John will be tutored every day till graduation this 
school year,” or “Your donation will help us buy Sonogram machines and vitamins to ensure every mom 
and baby are healthy.” Include information on the specific impact a donation will have, but be sure  
Not to mislead your reader if donations will go into a general fund instead of  
Being earmarked for a specific individual. 

 
2nd call to action 
 
Provide a clear call to action that tells the donor exactly what you want them to do and how they can do it.  
 

Example “Click here to make your tax-deductible donation now.” 
 

Closing 
Thank the reader for their attention and sign a real person’s name, along with several ways for your donors to 
contact you: i.e., by replying to your email, your phone number as well as listing your physical address. 
 
P.S. 
In the P.S. reinforce the sense of urgency.  
 

Example, “Remember, you are our best partner in advocating for abducted  Children. Please give now 
so we can train 600 police this year” or “We are  Nearly to our goal. Your gift will help put us over the 
top. Thanks for your support.” 

 



 

 

DONOR BILL OF RIGHTS 

Philanthropy is based on voluntary action for the common good. It is a tradition of giving and sharing that is primary to 

the quality of life. To assure that philanthropy merits the respect and trust of the general public, and that donors and 

prospective donors can have full confidence in the not-for-profit organizations and causes that they are asked to 

support, we declare that all donors have these rights: 

  

I. To be informed of the organization's mission, of the way the organization intends to use donated resources, and of its 

capacity to use donations effectively for their intended purposes.  

 

II. To be informed of the identity of those serving on the organization's governing board, and to expect the board to 

exercise prudent judgment in its stewardship responsibilities.  

 

III. To have access to the organization's most recent financial statements.  

 

IV. To be assured their gifts will be used for the purposes for which they were given.  

 

V. To receive appropriate acknowledgment and recognition. 

VI. To be assured that information about their donation is handled with respect and with confidentiality to the extent 

provided by law.  

VII. To expect that all relationships with individuals representing organizations of interest to the donor will be 

professional in nature.  

VIII. To be informed whether those seeking donations are volunteers, employees of the organization or hired solicitors.  

IX. To have the opportunity for their names to be deleted from mailing lists that an organization may intend to share.  

X. To feel free to ask questions when making a donation and to receive prompt, truthful and forthright answers. 

This Bill of Rights for charitable givers was developed by the following four industry experts: 

American Association of Fund Raising Counsel 

Association for Healthcare Philanthropy 

Council for Advancement and Support of Education 

National Society of Fund Raising Executives 

 


