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Overview

Fundraising profession and some
trends to keep in mind for 2025
and beyond ...

Fundraising 101 ...

o Return on investment in
fundraising

o The Ask — who, when, and how

o Stewardship - the art and
science of thanking

o Tools — enhancing your
fundraising
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Charitable Sector by the Numbers

Source: Government of Canada, “Report on Charities Program, 2020 to 2023"

74,544

Charitable organizations

@ 6,549

Private foundations

4,862

Public foundations
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Fundraising Revenues

(Canada-wide)

B % of Charities M % of Fundraising Revenues

Summary of Charitable Donations in AB: 2019 to 2023

2019 2020 2021 2022 2023
Number of tax filers 3,020,670 3,076,390 3,096,250 3,217,330 3,403,970
Number of donors 560,600 544,210 528,270 528,720 579,830

Average age of donors 53 53 54 54 54

Average donations, donors aged Oto 24 910 930 1,170 1,140
Average donations, donors aged 25t0 34 1,340 1,380 1,540 1,500
Average donations, donors aged 35t0 44 1,990 2,200
Average donations, donors aged 45to 54 2,400 2,440 2,710
Average donations, donors aged 55t0 64 3,480 3,380
Average donations, donors aged 65and ov 4,330 4,390 5,640
Total charitable donations (x 1,000) 1,611,620 1,817,725
Median donations 500 580
Median total income of donors 72,880 77,890

Source: Government of Canada, Summary of Charitable Donors, 2025
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Overall Donor Retention YTD

45.40%

72 44.60%
I I I I 1

2016 2017 2018 2019 2020 2021

Source: Bloomerang “A Guide to Donor Retention”, 2022

Poll

(it’s anonymous!)

)
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Source: Blackba

Top Revenue Streams - Canada

34%
31%
29%
28%
26%
22% 22%
20%
19%
7% 7%
II :
Grants Major Donors  Individual Event
giving fundraising
(excluding

major donors)

6% 6%

II4%

Corporate
giving

8%

6%
5% 5% 5%
I I I I s
Legacies Trusts and

Foundations

1% 1% 1%

Community

giving

EWTotal M My organization's voluntary income increased B My organization's voluntary income decreased tSIgnificant\y higher than increasing income

The Status of Canadian Fundraising, Benchmark Report,

11

Donation Rate by Cause Area

Cause area Total 18-29
Weighted Total 720 100
Animal charities (wildlife conser-

vation, animal welfare, zoos) 7% %
Arts & Culture (museums,

festivals, community art, theatre, 9% 10%
childrens’ programming)

Education 14% 20%
Environment 13% 10%
Health (e.g. mental health, hospi-

tals, specific diseases, etc) 5o 0%
Indigenous Peoples 4% 4%
International (e.g. international

social services, health, or disaster 17% 25%
relief)

Religious 21% 19%
Sodial services (e.g. children and

youth, domestic disaster refief, 40% 35%
poverty, food banks)

Public benefit (e.g. community

foundations, funding organiza-

tions like United Ways or Rotary 25% 24%
Clubs, umbrella organizations,

public spaces not otherwise

captured)

Other (specify) 3% 3%

Source: CanadaHelps “The Giving Report”, 2024

Age

30-39 40-49
96 108
18% 25%
6% 10%
17% 14%
13% 9%
35% 63%
13% 5%
17% 8%
13% 19%
37% 34%
13% 20%
3% 2%

Donor Status
Charitable
50-59 60+ Donors*

123 294 720
24% 32% 27%
5% 12% 9%
12% 12% 14%
13% 15% 13%
55% 62% 55%
1% 2% 4%
11% 20% 17%
14% 28% 21%
3I7% 46% 40%
35% 28% 25%
6% 3% 3%
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The importance of effective fundraising cannot be overstated
as we navigate an era marked by economic uncertainty, social
change, and severe political events.

Phil Hunt, Senior Manager, Demand Marketing, Blackbaud International Markets

As a society, we have become increasingly disconnected and
isolated, and as a result, it is harder than ever for individuals
to see their role in making change.

Duke Chang, President and CEO, CanadaHelps

13
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Fundraising in 2025 and beyond

accountability

Things to think about ...

+ Artificial Intelligence (Al)

» Continued transparency, ethical conduct and

* Recurring Donors and Giving Flexibility

* Peer-to-Peer Fundraising as an Acquisition Tool

15

Fundraising Activity

Capital Campaign / Major Gifts

Fundraising: The ROI

Average Cost to Raise 1 Dollar

$0.07 per dollar raised

Planned Giving

$0.07 per dollar raised

Grant Writing

$0.20 per dollar raised

Direct Mail Renewal

$0.20 per dollar raised

Benefit / Special Event

$0.25 of gross proceeds

Direct Mail Acquisition

$1.00 per dollar raised

Source: Guy Mallabone et al, (2022) Excellence in Fundraising in Canada, Volume One, Second Edition: The Definitive
Resource for Canadian Fundraisers. Civil Sector Press: Dan Pallotta. Association of Fundraising Professionals.
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Donor and Fund Pyramids
5% of Donors = 95% of $

Source: Harris Connect: IDC Fundraising Division

17
The Ask
Who?
Individuals
Can you leverage them?
e Board members
*  Volunteers
« Staff members
* Your stakeholders (clients?)
* Connections through long standing donors
* Vendors?
e ..andsoon..
18
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The Ask

Who?

r
Grants
Service Clubs
Foundations + Rotary ' \;
« Community Foundations « Kinsmen
* Nickle Family Foundation . Lions
* The Ed Stelmach Community [ H

Foundation
Corporations Government
* Financial - RBC, ATB « Community Initiatives Program
* Telecommunications — Rogers, TELUS =« Community Facility Enhancement
+ Oil and Gas — Cenovus, Imperial Oil Program (CFEP)

19
14 [

Rosso’s Concentric

Circles of Influence

Source: Rosso, Henry. “The Principles & Techniques of

Fundraising”, Association of Fundraising Professionals.

Donors

20
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The Ask

When?

Prioritize

« Do not take on all initiatives or asks at once.
« Set very realistic, bite-sized goals.

Low Importance High Importance
High Urgency High Urgency

URGENCY

Low Imp High Imp:
Low Urgency Low Urgency

IMPORTANCE

21

The Ask

When?

Prioritize

Build a yearly calendar of grant dates: dates of
grant application deadlines.

This makes the process manageable and gives
you a larger strategic view.

May

GHI Foundation

ABC Foundation DEF Foundation

22
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The Ask

When?

Prioritize

Build in contact and communication with new prospects
between your grant dates.

23

Ongoing or Passive Fundraising

Yomswmes  ODeNVY  amazon

N
rafflebox @y (p‘u‘kpggE
DONATE A CAR
Car Heayer €
<>

24
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The Ask

How?

Preparation
The 5R’s

v" The right person...

...asking the right prospect...
...for the right project...

...at the right time...

...for the right amount.

v
v
v
v

If you fail to plan, you are planning to fail

- Benjamin Franklin

25

The Ask

How?
On the day

“Listen the ask” - Listen to the prospect and
actualize their philanthropic dreams
*  What's important to them?

*  Why do they want to donate?

* What are they hoping to achieve?

Your toolbox should contain ...
* Facts, figures, numbers.

* Impacts and outcomes.

» Stories and emotion.

Fundraising is the gentle art of teaching the joy of giving
- Hank Rosso

26
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The Ask

How?

The Aftermath

* Thank them — regardless of the
outcome.

* Manage expectations — you will
receive no's. Be kind to yourself.

« Every ask, every yes, and every no is
a learning moment — embrace it!

We need to value donors as much as we need value from them.

- Reinier Spruit

27

Stewardship — The Thanking

Thanking is far more important than asking -
you can’t properly ask for money unless you can properly thank.

The Association of Fundraising Professionals (AFP)
Fundraising Effectiveness Report:

Why do people stop giving?
e They were not thanked;
e They were not shown impact; didn't really know what their
donation went to;
e Asked too often; 1
Financial reasons (much further down on the list).
R

28

14



In the chat box ...

2025-10-14

29

Stewardship — The Thanking

What can you do to retain your donors?

* Thank your donors and thank them often.
o Letters, reports, phone calls, handwritten cards,
tours, visits.

+ Tell stories: triumphs and tragedies.
» Transparency, ethical conduct and accountability.

“I've learned that people will forget what you said, people will forget

what you did, but people will never forget how you made them feel”
- Maya Angelou

* Show impact: share your numbers, facts, and figures.

30
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Tools for

Your Shop
Case for Support

The reasons why an organization
both needs and merits philanthropic
support, usually by outlining the
organization'’s programs, current
needs, and plans.

(Association of Fundraising
Professionals)

A 2-pager for your Board, staff,
volunteers and donors that shares:

* Who you are.

* What you do.

* Why you do it — statistics.
* How you are able to do it.
* What it costs to do.

* How people can help you do it.

} i

31
What is ChatGPT?
Artificial intelligence chatbot that produces human-
like responses to questions.
Tools for | \_ \
Your Shop * | : https://openai.com/chatgpt j D a
P - —
Artificial ,
. Benefits
/ntelllgence (AI) * Incredibly accessible, free, and easy to use.
+ Utilize for ALL elements of your fundraising!
» Advice, guidance, support.
Cautions
+ Personally identifiable information or financial
details about your organization.
+ Fact check information produced!
+ Authenticity?
32

16
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Tools for Your Shop

Artificial Intelligence (Al)

Example: The Silver Linings Foundation (To
bridge gaps in accessibility and care of eating
disorders in Alberta)

Create a donation ask letter for the Silve Linings
Foundation...

* Act as a fundraising copywrite expert and help to prepare a.
successful fundraising appeal for the Silver Linings Foundation.

* The message should have an urgent tone as the campaign will end
in two months.

* The message should show the impact of their donation.
* The message should be in the form of an email.

* It should be about 400 words long and begin with an attention-
grabbing subject line.

* (

_\

— 0

—

In just two months, essential support services for Albertans battling eating disorders may be reduced or lost
At Silver Linings Foundation, we provide compassionate, life-saving programs for individuals and families
across Alberta. But we are facing an urgent shortfall: if we don’t raise $75,000 by [insert end date], we
won't be able to maintain critical services.

‘This isn’t a distant problem — it’s happening here and now.

When someone reaches out to us, they're ofien at a breaking point. Your donation ensures that when they do,
there’s a trained voice ready to answer — and a path to healing.

“Silver Linings helped us feel seen, understood, and hopefil again.” — Parent of a teen in recovery
Your support keeps programs running, including:

*Free and low-cost counselling

*Peer support groups

“Navigation of resources and referrals

Here’s the impact your gift can have:

+§50 funds an hour of peer support

*$100 equips a family with recovery resources

+$250 supports a full month of group facilitation

Every donation matters. Every day counts.

Please give today — before it’s too late. Together, we can ensure that no one walks the road to recovery
alone.

—

33

The goal is to make your life easier!

Tools for

Your Shop
Customer Relations
Management (CRM) *

A donor database

o Track your donors, their donations, your
volunteers and their time.

Spend the right amount of time on the
right people (80/20 Rule).

o CanadaHelps, Salesforce, Little Green Light

Affordable CRM: Sumac, DonorPerfect,

F/ Exceed! through TechSoup
“If you need to raise funds from donors, you need to study them, respect them, and build everything you do around them.”
- Jeff Brooks

34
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Rome wasn’t built in a day.

Neither was a fundraising
program!

35

When you pick
an activity...

36

18
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[ ]
When you fail... e
I've just found 10,000
ways that won't work.

Benjamin Franklin

...fail forward!

When you succeed, celebrate!

The secret to change is to
focus all of your energy
not on fighting the old,

but on building the new.

38

19
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Questions?

Self-paced Learning
Work through the elements of nonprofit
development at your own pace

Organizational Development Plan
Get clear on your priorities and next steps

Expert Coaching
Receiving coaching from subject matter experts
to ensure you are on the right track

20
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Thank you for attending!

At IntegralOrg, we offer workshops across Alberta in governance, legal compliance,
financial management, change management, and risk management.
Register at integralorg.ca

Please complete our
evaluation survey!
Your feedback will inform the

delivery of our future training
opportunities!

When you have questions,
IntegralOrg has services to help

A virtual or phone conversation You might have

or questions about
A clinic, a 1-hour problem-solving Attaining charitable status

session between IntegralOrg Strategic planning

. Policies & bylaws (writing and
subject matter experts and your review)
team. Social enterprise legal structures

Governance and board
development

These services are free of charge!

Find out more at integralorg.ca/who-we-work-with/clinics/

42
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 Governance

Go-to prObIem » Board Development
solver for « Strategic Planning
your nonprofit * Risk Management

* Legal Compliance

www.integralorg.ca admin@integralorg.ca  (403) 910-7279

43

Disclaimer ® IntegralOrg

» All information or advice provided as part of this presentation is intended to be
general in nature and you should not rely on it in connection with the making of
any decision.

* IntegralOrg tries to ensure that all information provided is correct at the time of
the presentation but does not guarantee the accuracy or completeness of such
information.

» All content, information and advice is provided on an “as is” basis and
IntegralOrg hereby expressly disclaims all liability for any action you may take as
a result of relying on such content, information or advice or for any loss or
damage suffered by you as a result of you taking this action.

* Neither IntegralOrg nor any of its employees or agents shall be liable for any
damages either direct, indirect, special, consequential, punitive or other damages
(including but not limited to financial losses, loss of data, loss of profits, loss of
business, and business interruption) arising out of the use of the content,
information or advice provided herein.

44
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