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Peer to Peer Fundraising

1 ABILA DONOR ENGAGEMENT STUDY HTTP://BIT.LY/2K57GUJ

W H Y  I T  W O R K S
Peer to peer (P2P) fundraising is a specific 
form of crowdfunding that enables 
your supporters to raise money on your 
organization’s behalf. Today, P2P is one of the 
most lucrative forms of online fundraising, 
accounting for nearly 1/3 of donations1. 

Beyond fundraising dollars, P2P fundraising 
can be extremely effective for acquiring new 
donors because the model enables supporters 
to tap into their personal network. As a result, 
fundraisers are more empowered, more 
involved, and more effective at raising money.

When your core supporters reach out to 
their networks, their connections, and 
their friends and family, your organization 

not only receives valuable dollars but 
also gains additional supporters. 

Leveraging those P2P donors into long-term 
supporters may not be easy, but having  a list 
of potential long-term supporters who have 
already been exposed to your messaging and 
have made that first gift can be a tremendous 
long-term asset for your organization.

Today, it takes only a small band of supporters 
to make a real impact on fundraising 
success. Add social media to the mix and 
these stories, messages, and requests reach 
more people, tap into more networks, and 
spread faster than anything the organization 
could have orchestrated on its own. 

By turning your supporters into 
fundraisers, you amplify your messaging, 
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expand your reach, and increase your 
impact by orders of magnitude. 

Plus, you create even stronger bonds with 
your core supporters in the process. When 
done correctly, P2P can tap into the passion, 
determination, and creativity of some pretty 
spectacular marketers – your supporters. 

CROWDFUNDING

SOCIAL FUNDRAISING

DIY FUNDRAISING

PERSONAL FUNDRAISING

TEAM FUNDRAISING

ALTERNATIVE NAMES 
FOR P2P FUNDRAISING

“Nearly 1/3 of 
all online donations 
are made through P2P 
fundraising.” 1 
1 Abila Donor Engagement Study http://bit.ly/2k57GUj 
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Who’s On First?
Successful P2P campaigns share one 
marked characteristic: an organized and 
motivated leader. Our P2P Campaign 
Playbook is equipped with 25 best 
practices you will need to effectively 
communicate, coordinate, and coach your 
team to become fundraising champs.

At any given time, a successful P2P coach 
knows who is on first. They also know who 
is on second, third, and the name of the 
water boy. A coach - any coach - needs to be 
organized and detail-oriented. A P2P coach 
needs to be organized, detail-oriented, and at 
the ready like Mary Poppins and her carpet bag.  

When starting any sort of fundraising 
campaign, the first step will be setting a 
clear goal and budget. After all, you and 
your donors need to know what you’re 
working toward and what resources 
you are working with to get there. 

The process of setting a goal for a peer-
to-peer campaign is a little different. Not 
only will you need to set an overall goal for 
your organization, but you’ll also need to 
set individual goals for your fundraisers.

D E F I N E  Y O U R  G O A L
Effective peer-to-peer fundraising goals are 
specific, measurable, achievable, relevant, 
and timely (S.M.A.R.T.) A SMART goal 
should answer the following questions:

1. What are you trying to fund?

2. Are you funding something 
specific, like a program, or 
something more general like 
operational funds for 2018? 

3. How much funding do you need 
to achieve this?

This number is your raw campaign goal. To 
find your actual campaign goal, you need 
to consider your core supporters, email list, 
and social media followers. Using past data 
trends as a predictive resource, estimate how 
many are likely to fundraise on your behalf. 

Divide your raw campaign goal by the number 
of likely active fundraisers to find the amount 
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each supporter will need to raise to hit the 
raw campaign goal. Is the goal achievable? 

ACHIEVABLE GOALS ARE 
THE LINCHPIN OF P2P 
FUNDRAISING.

Nothing makes a P2P campaign crash and burn 
faster than an unrealistic fundraising goal. 
To motivate your fundraisers and keep them 
engaged, you must set them up for success. 

With an achievable goal, fundraisers gain 
momentum throughout the campaign, 
boosting their fundraising efforts which, in 
turn, increases the likelihood of more donors 
contributing because they feel their donation 
directly effects the outcome of the campaign.

S H A R E  Y O U R  ‘ W H Y ’
Powerful storytelling lies at the heart 
fundraising because it creates an emotional 
connection.  Well-crafted stories are 
not only told or read, they are felt. 

In fundraising, compelling stories are a catalyst 
to growth. This is why, in large part, nonprofits 
have cultivated a rich storytelling culture. 

Peer-to-peer fundraising is uniquely 
powerful because it creates a kind of super 
narrative. While a nonprofit has one personal 
story, P2P campaigns evoke hundreds or 
thousands of active fundraisers to explain 
why they are participating in your campaign. 
They share why your organization’s work 
matters to them and why they are asking 
their personal networks to give.

You must share your organization’s personal 
connection to the campaign outcome for 
it to succeed. Why is it important for you 

to achieve this? Who will it affect? How 
will its success further your mission? 

Sharing your story can help you motivate 
contributors to participate in the first place. 
If you explain why this cause is so important 
to you and how it will make a difference, 
people will be more likely to help. 

Sharing your own experiences will make 
both individual peer-to-peer efforts and the 
overall campaign more heartfelt and authentic. 
Plus, it’s a key driver in engaging peers 
and turning the engagement into action.

C O N N E C T 
F U N D R A I S I N G  G O A L S 
T O  I M P A C T
People are much more likely to donate to 
your cause if they know how fundraising 
dollars will be spent. Give specifics about what 
exactly their money will pay for and relate it 
back to your overall mission. Transparency 
is key. Consider these two examples:

“Your donation will help us provide 
school supplies to low-income 
children in East Harlem.”

“$600 will provide 30 low-income children 
in East Harlem with new backpacks, reading 
comprehension workbooks, and notebooks.”

The first example provides some transparency, 
but the second is measurable, and, more 
importantly, relatable in a way that 
makes sense to your supporters. Sharing 
the impact of an individual donation 
with tangible goods and services is a 
sure fire way to increase donations.

Another method of communicating 
impact is sharing a list or infographic that 
breaks down how each dollar is spent. 

66
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B R A N D  T H E  C A M P A I G N
Establishing a brand can do wonders for 
your campaign. Not only does it help you 
tell your story, but it also frames your 
efforts in a compelling way that makes 
them more memorable for contributors and 
more easily shareable for fundraisers. 

One of the most valuable ways to establish 
your campaign on social media is by creating 
a hashtag. It’s a trendy identifier that people 
can include when posting about your 
campaign, so keep it short and catchy. 

Your hashtag can simply be the name of your 
campaign, or you can brainstorm a few slogans. 

Pro Tip: Before you decide on a hashtag, 
do some research on it. What happens if 
you put it into Twitter? Is there already an 
established campaign that is using it? You 
want your campaign hash to be as unique as 
you. Test out a few options before going live!

If you also choose to create logos and 
images for your campaign, make sure to 
include your hashtag in each. You want 
to display it everywhere possible. 

Part of the excitement 
surrounding P2P 
campaigns is that, for 
many participants, it is 
their first time fundraising. 

Set enthusiastic 
fundraisers up for success 
by providing a road map 
with realistic expectations. 
For example, as a 
seasoned fundraiser you 
can most likely raise $100 
with little to no effort, but 
for a P2P newbie, $100 
might feel like $1,000. 

Help them gain confidence by providing 
them with their very own magic 
carpetbag of fundraising tricks.

With an effort that’s as widespread as 
a peer-to-peer, it’s easy for important 
information to get lost in translation.

Think of it like a game of telephone, 
only digital and with a much more 
complicated message to convey. Each 
time your message is passed on from 
person to person, it will change slightly.

If you’re the nonprofit hosting the campaign, 
there’s no way to have complete control over 
how fundraisers are presenting your cause, 
goal, and message, or to make sure that 
they’re all presenting it in the same way.

Besides, the beauty of peer-to-
peer is that participants can 
share why your cause holds 
personal meaning for them. 

Although you don’t want to hamper the 
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creativity of your peer-to-peer fundraisers, 
you do want to present a somewhat 
unified front so that donors will never be 
confused about what you’re trying to do.

If you’re the nonprofit, organize your 
fundraisers’ peer-to-peer strategies 
by providing them with a toolkit at 
the beginning of the campaign.

This could include pre-written social 
media posts, a suggested posting calendar, 
hashtags, shareable graphics, videos, and 
so on. It might also include campaign 
messaging, keywords, and taglines that 
they can use to create their own posts. 

Share insights about which social platforms 
will be most effective for certain types of posts.

For the less social media savvy among 
your targeted supporters, spend some 
time coaching them on the power 
of viral messages, what hashtags 
are, how to share pictures on 
Instagram, and other useful basics.

This said, an effective P2P coach will 
gauge a supporter’s social media 
comfort level and provide them 
with alternative fundraising tools.  

Remember, you can bring 
a horse to Twitter but you 
can’t make it tweet.

Try providing these supporters with 
tools that they understand and are 
comfortable with, like actionable 
fundraising tip sheets. These kinds of 
resources are a great asset because 
they help individuals brainstorm their 
own fundraising ideas and  allow them 
to choose their own fundraising method. 

When creating these tools, be mindful 

that people will have varying comfort 
levels when it comes to asking for money. 
Create separate actionable tip sheets for 
different fundraising milestones, like 10 
Ways to Raise $100, 10 Ways to Raise 
$500, and 10 Ways to Raise $1000. 

As you’re providing resources, remember 
to make fundraising for your organization 
fun and rewarding. You might, for example, 
create campaign-specific thermometers 
to help fundraisers to progress. You might 
also show your appreciate with gifts such 
as t-shirts, stickers, or themed giveaways. 
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COACH’S 
CORNER
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Clear Eyes. Full Hearts. 
Can’t Lose.
Your best supporters have it in them 
to be your best fundraisers, but they 
need Coach Taylor*, not big brother.
*Confused? Go watCh friday niGht LiGhts on netfLix. (seriousLy.)

Coaching is about helping participants be as 
successful as they can be with the tools and 
know-how they possess within the structure 
of your event. They meet their fundraisers 
where they are and help them become more. 

HELP THEM HELP YOU BY ADDING THESE 
TIPS TO YOUR PLAYBOOK.

PLAY #1:

E N C O U R A G E  S P E C I F I C 
B E H A V I O R S
When coaching, it’s best to focus on 
specific behaviors that drive the results 
you’re looking for as opposed to focusing 
only on the amount of money raised. 

If at all possible, the behavior you’re 
coaching should be relevant to the 
individual you are addressing. 

Some behaviors to think about coaching 
include personalizing a story, including 
photos, posting to social media, emailing 
best practices, thanking donors, and 
making a donation to start the process.

Monitor your progress, and as you find 
successful fundraisers, determine what 
activities seem to be working best for those 
people. Then encourage your entire base 
of supporters to try similar approaches. 

Getting supporters who’ve raised 
$50 to raise $150 is often far 
more successful than trying to 
get the supporters who’ve raised 
nothing to raise anything at all. 

Accept that some (many) supporters won’t 
be successful fundraisers. Focus efforts 
on the supporters who can and will raise 
money, and you can dramatically increase 
your results. The 80/20 rule often applies 
here, with 20 percent of your participants 
raising the vast majority of your funds.

PLAY #2:

L E T  S U P P O R T E R S  T E L L 
T H E I R  O W N  S T O R Y
Most people like sharing their experiences, 
so channel that enjoyment by using it to 
boost your brand. You might, for example, 
bring your tip fundraisers into the fold and 
encourage them to contribute to your blog. 

This gives additional content to share 
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on their social networks and brings 
more eyeballs to your site as curious 
friends follow the crumb trail eager to 
know what their friends have to say. 

They could write about what your cause means 
to them and how they’ve benefited from joining 
your cause. Remember, there’s nothing more 
powerful than personal and honest storytelling.

If applicable feature a “Story of the Week” on 
your organization’s home page as an incentive. 
Stories taken directly from supporters can 
create real-life content that highlights 
the importance of your work while also 
recognizing and celebrating your supporters.

PLAY #3:

G U I D E  S U P P O R T E R S 
O N  W H E N  A N D  H O W 
O F T E N  T O  S H A R E
While you don’t want to be overly prescriptive, 
offer guidelines to your supports on what 
is and isn’t appropriate or overly excessive 
when they share their fundraising activity 
or goals with their personal networks. 

Daily posts are probably a bit much, 
and friends will quickly lost interest 
in their newsfeed activity. Instead, 
encourage a balanced approach that ties 
social posts to events and actions.

PLAY #4:

A S S I G N  A C C E S S I B L E 
A N D  A C T I O N A B L E 

S T E P S
Whenever possible, let participants and their 
networks work in the environment, virtual 
or not, where they’re most comfortable. 
This means that a fundraising event 
should be easy to participate in from 
mobile phones and social media sites. 

As an example, when fundraisers receive 
a coaching email from your organization, 
make sure they can take action right 
then, no matter where they are. 

PLAY #5:

P R O V I D E  E X T R A 
S U P P O R T  F O R 
T E A M  C A P T A I N S

In some cases, depending on the fundraiser, 
your supporters may have created a team 
and gone the extra step recruiting their 
own participants. In these cases, we often 
refer to these individuals as team captains. 
These team captains are a special group 
and deserve their own coaching approach. 

Team captains can ideally motivate their 
team members better than anyone on your 
staff. Motivate and empower the team 
captains, and they in turn will motivate 
and empower their team members. 

Develop guides for captains that help them 
understand how to motivate their team, 
foster competition, and raise more funds. 
Keep them up to date with status reports and 
messaging created exclusively for them. 

Let them know their standings, whom 
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the top teams are, and provide advice 
and tools that they can easily repurpose 
for use by their team members. 

Including team captains in part of the planning 
and review process of the organization can also 
go a long way to making them feel not only 
involved, but also committed to the program. 

While this is not always practical in a face-
to-face scenario, with the right online 
communication tools, there’s no reason 
not to involve them at some level.

PLAY #6:

I D E N T I F Y  A N D 
F U E L I N G  Y O U R 
C A M P A I G N 
S U P E R S T A R S
As is the case with many endeavors, a 
smaller group of participants account for 
a large portion of the funds you raise. 

Identifying those individuals throughout 
the campaign and doing everything 
you can to make them successful will 
generally yield much better results 
than trying to move the nonproductive 
participants into active involvement. 

As people begin to participate, put more 
energy behind those who are more serious 
about the campaign: Apply the rule of 80/20, 
focusing your efforts on supporting the 20% 
who are the most active. To track the success 
of your campaign, use all your available tools 
as you ask yourselves the following questions:

• HOW MANY PEOPLE HAVE 
REGISTERED TO RAISE FUNDS FOR 

YOUR P2P CAMPAIGN?

• HOW MUCH MONEY HAS THE ENTIRE 
CAMPAIGN RAISED TO DATE?

• WHAT’S YOUR WEEK OVER WEEK 
GROWTH?

You can also use surveys and your interactions 
with fundraisers to find out what’s working 
and what isn’t. Coaching is about helping 
participants be as successful as they can 
within the structure of your event. 

In order to help them help you while offering 
the creative license that makes speaking out 
on your behalf enjoyable, try out our Coach’s 
Corner best practices in the following section.

Examine behaviors, not just 
dollars raised, as indicators for 
your most involved participants. 

Create small contests and incentives help raise 
more funds and identify your most engaged 
participants. For example, highlight the most 
creative fundraising page; offer a prize for 
the first participant to raise $500, encourage 
fundraisers to send in photos of their events 
and showcase them online or on social media.



SET UP A CAMPAIGN BLOG

Share: Impact stories about your program’s 
success; featured guest posts from 
fundraising superstars; stand-out personal 
stories; shareable videos; interviews; 
and any other information you want to 
share with your campaign community!

CREATE A SOCIAL SERIES WITH 
YOUR HASHTAG

Engage with your campaign community by 
running a regular series. If the campaign 
is event-driven, try something like 
#WhyIWalk Wednesday and encourage 
participants to share their why.

CREATE SHAREABLE SOCIAL 
GRAPHICS

Put a bow on it by creating downloadable 
social graphics for fundraisers to use with 
their posts. On your blog, be sure to tell 
your participants to also include your 
official campaign hashtag. This way you 
can track (and share!) powerful posts.

CREATE A ‘FUNDRAISER OF THE 
WEEK’ FEATURE

Share profiles on stellar fundraisers each 
week on your social pages and campaign 
homepage. Try this idea: Interview them or 
have them write a guest post for your blog!

USE TWITTER CHATS, GOOGLE 
HANG, OR FACEBOOK LIVE

Hold weekly Fundraising Q+A sessions 
to answer questions and brainstorm 
ideas with campaign participants.

PROVIDE KEY MESSAGING

Create a list of campaign messages 
and taglines for participants to 
use. This will help keep messaging 
uniform while inspiring creative 
posts from your fundraisers!

SHARE FUNDRAISING UPDATES

Update your homepage, blog, and 
social media posts with periodic 
updates so fundraisers can see what the 
campaign has accomplished so far!

CONTESTS

Try holding a photo contest on social 
media (our favs are Twitter + Instagram.) 
Include in the rules that eligible posts 
must use your campaign hashtag so you 
can track entries. Incentivize participation 
with prizes like swag or gift cards!

MAKE YOUR CAMPAIGN A 
[SOCIAL] COMMUNITY

1.

2.

3.

4.

5.

6.

7.

8.
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USE YOUR 
PLAYBOOK

(AND SHARE THESE RESOURCES.)
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Peer-to-Peer Fundraising is 
a Team Effort
G U I D E  F U N D R A I S E R S  W I T H  T H E S E 
R E S O U R C E S

Send reminders and show encouragement. 
Peer-to-peer fundraising can take some of the pressure off of development staff.

It could also save time, money and effort to manage events. Although some of the 
pressure is off of an organization in grassroots fundraising campaigns, they should 
still show that they are involved and help supporters reach their goals.

Organizations can use a constituent management database to segment peer-to-peer 
fundraisers and send email reminders and words of encouragement to them throughout their 
campaign. Nonprofits should also recognize and thank supporters for the work that they put 
into their peer-to-peer fundraising campaigns, just like they would if they were donating. 

Dedicated peer-to-peer fundraisers are extremely valuable to a nonprofit. They 
not only raise funds, but they can also spread cause awareness and attract new 
supporters. However, the best peer-to-peer supporters will have the right tools 
and resources to guide them and optimize their fundraising efforts.
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PEER-TO-PEER 
COACHING EMAIL 

SERIES
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P2P Coaching Email #1 
Template
G O A L :  G E T  S U P P O R T E R S  I N V O L V E D

SUBJECT A: YOUR CHANCE TO BE A HERO

SUBJECT B: JOIN US IN RAISING MONEY  FOR  [X]

Hi [First Name]

I am so excited to announce that this year’s [insert campaign name/
event name] will be held on [insert date] at [insert location.]

Your support over the years has been extremely instrumental to the success of [insert your 
organization name] and the furthering of [insert cause] in our community and around the world.

I’m writing you today to ask you to take another step with us as we look to make 
[campaign name/event name] the most successful fundraising event of the year. 

Would you consider participating in and raising money for [insert campaign name/event name] 
by telling people in your network about the cause you support? We’d love your help in spreading 
awareness and reaching new audiences with a cause that both you and I care deeply about.

We’ve secured an online campaign homepage where you can form your 
own personal fundraising page and load pictures, tell stories, and tell 
your friends and family to visit. Check it out here: [Insert Link]

I can’t thank you enough for your support and your consideration.

Gratefully,

[Insert Executive Director or Development Director Name]

[Insert organization name]

[Include link to event website]
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P2P Coaching Email #1 
Template
G O A L :  G E T  S U P P O R T E R S  I N V O L V E D

SUBJECT: WOULD YOU LIKE TO MAKE A DIFFERENCE?

It’s [event name] season, and I would like you to join our team in support of [cause].

Need a reason to participate with us? How about [number of dramatic statistics] reasons? 
That’s how many [subject of facts] are affected by [what you are raising money for] each year.

With you on our team, we can give [affected population/s] hope by raising 
money to fund [what fundraising money will go towards].

Our goal is to raise $ [amount].

To reach that goal, we need at least [minimum number of 
people] to sign up to raise money and participate.

Can I count you in?

Getting started is easy. Just go to [team fundraising page] and click “join team.” While you’re 
there, check out our team story page to learn why participating in [event] is important to us! 

Sincerely,

[Insert Executive Director or Development Director Name]

[Insert organization name]

[Include link to event website]
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P2P Coaching Email #2 
Template
G O A L :  E N C O U R A G E  P A R T I C I P A N T S  T O  S T A R T 
R E A C H I N G  O U T

SUBJECT A: FIRST 50 TO $50 WIN [GIFT INCENTIVE]

SUBJECT B: HAVING TROUBLE GETTING THE WORD OUT?

Hi [First Name]

I’m thrilled you got started with your own personal fundraising page! The [insert event/
campaign] is still [time until event] away, so there’s still plenty of time to get the word out.

We’re offering a [insert gift] to the next 50 people who hit the $50 dollar fundraising mark!

Try sending a note like this [hyperlink] to your friends and family members 
to encourage them to sponsor you and support [insert cause].

Let us know if we can help in any way and thanks for your ongoing support!

Best,

[Insert Development Director Name]
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P2P Coaching Email #3 
Template
G O A L :  M O T I V A T E  T H R O U G H  C O M P E T I T I O N /
D E A D L I N E S

SUBJECT A: [NAME] IS IN THE LEAD WITH [NUMBER OF DAYS LEFT IN THE CAMPAIGN]

SUBJECT B: WHO CAN BEAT [INSERT NAME OF TOP FUNDRAISER]?

[Insert Name],

Competition is heating up. With only [insert days] left until the event, 
[insert leader name] is in the lead having raised [insert amount.]

Here’s what the top 5 looks like:

[Insert top 5 fundraisers list]

Don’t forget, the top 5 individual fundraisers will win [insert award]. 
More importantly, we’ve raised [insert amount] so far for [insert cause.] 
Let’s see if we can get to [insert goal] with one final push.

Keep up the great work. We can’t thank you enough!

Good luck!

[Insert Development Director Name]
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P2P Coaching Email #4 
Template
G O A L :  T H A N K  A N D  E N C O U R A G E  F U R T H E R 
I N V O L V E M E N T

SUBJECT A: THANK YOU AGAIN. HERE ARE THE FINAL NUMBERS.

SUBJECT B: HERE’S WHAT’S HAPPENING WITH THE FUNDS YOU RAISED

[Insert picture of event/or still frame with video button]

[Insert Name],

We reached our goal, and you’re the reason why! Thank you so very much for your 
enthusiastic participation in [insert campaign/event] over the last [insert time-frame].

The [insert photo/video] above is [describe photo or video] that underscored 
the huge success of this year’s [insert event or campaign].

Here are the final numbers: [insert final fundraising/participation numbers]. The new funds 
will go immediately toward [insert where they will go and who will be helped]. Please 
let us know if you have any suggestions for future events. We would love your input.

On behalf of everyone here at [insert organization], THANK YOU!

Sincerely,

[Insert Executive Director/Development Director Name]
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GET SOCIAL
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P2P Coaching with Social 
Media
M I X  U P  Y O U R  P O S T S
If you’re a fundraiser, keep in mind that running 
a peer-to-peer giving campaign is just like 
posting about any other topic on social media. 
You don’t want to sound like a broken record.

When it comes to your peer-to-peer 
fundraising campaign, you shouldn’t 
continuously ask your peers for donations. 
Space apart your posts so that you won’t 
annoy or bore your network, which could 
deter potential donors and limit your reach.

Break up appeal posts with news about 
your progress and shout outs to the donors 
who are helping you reach your goals. 

Furthermore, you don’t have to only post 
about the P2P campaign you’re running. 
They are your personal social networking 
pages, so it’s okay to share unrelated posts. 

With more technology available now than 
ever before, you have a variety of platforms 
and resources at your fingertips, so the 
creative possibilities are practically endless!

Share posts with different types 
of media attachments to keep 
supporters engaged, including: 

• VIDEO

• LINKS

• INFOGRAPHICS

• IMAGES

E N G A G E ,  E N G A G E , 
E N G A G E
Social media is a two way street.

Using a social network isn’t just about 
sharing your own posts. It’s about connecting 
with your network and community.

As an organization or individual that’s asking 
your peers to take interest in your cause, 
you should return the favor by showing your 
community you’re interested in them, too.

Interact with your network by 
sharing others’ posts.

If you’re an organization, you can 
share interesting news articles that 
relate to your cause or help other 
organizations promote important events or 
accomplishments by sharing their posts.

If you’re a fundraiser, you can do this on a 
smaller scale by sharing your friends posts 
about their pursuits and achievements. For 
example, if one of your friends were hosting 
a professional networking event, you could 
share the details with your followers.

H I G H L I G H T 
M I L E S T O N E S
When running a peer-to-peer campaign, 



26

keeping track of your progress is 
crucial. This goes for both individual 
fundraisers and the organization.

Creating and tracking milestones will help you 
stay motivated and quantify your progress so 
you can give your network updates as you go.

They want to know how their 
contributions are helping you achieve 
your goals, so keep them posted!

When you’re meeting or exceeding milestones, 
make sure to thank your peers for their 
contributions. If you’re falling behind, 
don’t be afraid to ask them for help.

R E C O G N I Z E  S T A N D O U T 
S U P P O R T E R S
Everyone loves his or her fifteen minutes 
of fame. Engage with supporters by 
publicly recognizing them in a post.  

You can tag contributors and write a 
brief blurb about how they contributed 
to your cause in hopes that the rest of 
your network will be inspired to give.

Plus, even if they’ll never admit it, your 
donors will appreciate being thanked 
for their good deeds and knowing 
that they don’t go unnoticed.

K N O W  H O W  T O 
S H O W C A S E  Y O U R 
C O N T E N T
Social platforms are not all created equal. 

Use our social use guides for Twitter, 
Instagram, Snapchat, and Facebook 
to maximize your P2P campaign’s 
social media presence.
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POSTING CAPABILITIES:

140 TexT CharaCTers, exTernal 
links, PhoTos, Videos

BEST USED FOR...

CamPaign awareness, fundraising Progress 
uPdaTes, liVe eVenT TweeTing

TRY THIS: 

ask a member of your organizaTion’s 
CommuniCaTion Team To liVe TweeT a Team 
fundraising eVenT! use CamPaign relaTed hashTags 
and PosT PhoTos and Video ThroughouT The eVenT. 

NOTE THAT AS OF SEPTEMBER 2016 
REPLIES, QUOTES, POLLS, PICTURES, 
AND OTHER MEDIA NO LONGER COUNT 
TOWARDS THE 140 TEXT CHARACTER 
LIMIT.

POSTING CAPABILITIES:

unlimiTed TexT, PhoTos, Videos, sTories

BEST USED FOR...

CamPaign awareness, eVenT Videos, 
fundraising Progress

TRY THIS: 

share a PhoTo wiTh informaTion abouT The 
eVenT. be sure To inClude The offiCial hashTag 
and who To follow for more informaTion and 
uPdaTes. while insTagram doesn’T suPPorT links 
wiThin PosTs, you Can inClude The link To your 
Personal fundraising Page in your Profile.
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POSTING CAPABILITIES:

PhoTos, Videos, sTories, memories

BEST USED FOR...

using The sTories feaTure for CamPaign awareness, 
fundraising Progress uPdaTes, liVe eVenTs

TRY THIS: 

Take adVanTage of geo + eVenT filTers - you 
Can eVen Try making one yourself! remember, 
snaPChaT is all abouT PersonalizaTion. enCourage 
fundraisers To Try adding animaTed filTers, 
biTmojis, sTiCkers, doodles, or TexT To PosTs!

POSTING CAPABILITIES:

unlimiTed TexT, exTernal links, 
PhoTos, Videos, faCebook liVe

BEST USED FOR...

direCT fundraising asks, CamPaign 
awareness, faCebook liVe eVenTs

TRY THIS: 

PosT your Personal reason for suPPorTing 
The Cause wiTh a Video ThaT shows The 
imPaCT of fundraising dollars. remember 
To Tell suPPorTers To inClude a link To 
Their Personal fundraising Pages!
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Photo Contest 
E M A I L  A N N O U N C E M E N T  E X A M P L E

SUBJECT: SAY CHEESE! THE 2017 LOVE IS LOVE FOUNDATION 10K PHOTO CONTEST IS 
HERE!

Participating in the Love is Love Foundation 10K photo contest 
is easy. Here’s everything you need to know:

1. Take a fun selfie at any fundraising event and post the photo to 
Instagram or Twitter. 

2. Use the hashtag #LoveIsLove10K in the caption.
The Love is Love social media team will be on the lookout for your posts and we’ll 
share our favorites on our social channels.  Our top 10 favorites will win a $50 gift 
card to the Love is Love Merch store! We have included tips below to help you get 
started. For social post examples, visit our official Love is Love 10K event website.

• DO include engaging group or individual photos

• DO share why you support the Love is Love Foundation

• DO provide team updates + stats

• DO tag the Love is Love social handles where applicable

LOVE IS LOVE SOCIAL HANDLES:

•  Twitter: @LoveIsLoveFoundation

•  Instagram: @LoveIsLoveFoundation

IDEAS OF WHERE TO SNAP CONTEST ENTRIES:

• Weekly meetings

• Team fundraisers

• The Love is Love 10K event

We will announce the winners via email two weeks after the event! 

Good Luck, The Love is Love Social Media Team



1. Ask 5 coworkers to donate $20.

2. Ask 2 family members to match your 
donation of $25.

3. Ask your company to march you and 
your coworkers donations.

4. Go social! Make an individual video 
to share why you are fundraising for this 
campaign.

5. Go full DIY. Hold a workshop where 
teams teach people how to do a hobby 
or skill. From knitting to website coding 
there’s no end to the skills that can be 
shared! Charge $20 - $30/person with a goal 
of having 20 attendees.

6. Hold a team yard sale - de-clutter and 
fundraise at the same time!

7. Arrange a breakfast for dinner 
fundraiser at a local community center, 
or a space with a big kitchen. Charge $10/
person

8. Sell organization merch at a community 
event.

9. Is someone on your team artistic? Have 
them design greeting cards or facepaint at 
a fundraising event for donations!

10. Reach out to your favorite dive or 
karaoke bar and see if your organization 
can host a guest bartending night and 
donate a portion of the evening’s profits to 
the campaign.

30

Fundraising 
Ideas
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Salsa is comprehensive fundraising, advocacy, and marketing 
software that helps social good organizations engage communities, 
raise funds, rally supporters, and change the world. 

By unifying constituent relationship management and online engagement on one 
platform, Salsa empowers nonprofits to target and segment rich supporter profiles, 
connect online and offline with relevant messages, convert supporter interest into 
action with online forms, and optimize outreach with built-in best practices. 

With access to these powerful tools plus award-winning customer support, 
nonprofits across the world are boosting staff efficiency, deepening 
supporter relationships, and accelerating fundraising growth.

About Salsa Labs

https://www.salsalabs.com/peer-to-peer-fundraising-software/demo
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