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Help your EOY campaigns 
take off with our online 
communications and 

donor management tips 
and strategies.

https://www.salsalabs.com/
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EOY Campaigns and Yes, They’re 
Still a Big Deal
Smart nonprofits use the end-of-year to raise money and prepare for the next year of 
activities. This can include everything from your final fundraising appeal to cleaning up 
email and contact lists and even thinking about strategy for the year to come.

Whether you run a Giving Tuesday campaign this year or not, an end-of-year appeal 
can be an excellent way to generate extra funds and get a jump on 2022. 

Nonprofits can also take this time to perform data hygiene, clean their email lists, and 
prepare communications for the new year.

These tasks, combined with the smart engagement practices covered in this guide, will 
help you reach the right supporter, at the right time, via the right method, increasing 
your overall engagement and growing your list of supporters!
 

Reasons to Hope for strong EOY Fundraising Campaigns
We looked at data from thousands of EveryAction client organizations and from the 
Fundraising Effectiveness Project and summarized the data we saw over the past 
several years. Most recently, we observed the following statistics which give us hope for 
a brisk giving season toward the of the year.

Donor growth of 2020 continued in the first quarter of 2021, with a 10% 
YOY change. 

2021 Q1 donations were 6% higher than Q1 2020 due, in part, to a growth 
in contributions from new sustaining donors.  

New retained donors up 34.5% year-over-year. 

New donors up 3% in Q1 2021. This group represents 30% of all donors, and 
is very important to overall fundraising growth. 

Micro donations (under $100) increased 9.7% YOY in Q1 2021 and Small 
Donations ($101 - $500) increased 4.4% YOY. These are typically good 
categories for online fundraising appeals.

https://www.salsalabs.com/
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Facebook Fun Facts
November and December routinely account for as much as 26% of all 
Facebook fundraising revenue.

The month of December accounts for nearly 1 in every 5 dollars raised 
on Facebook. 

 
While Facebook was responsible for helping nonprofits raise funds online, beware the 
catch: FB Fundraisers process gifts through a second party, so you’ll receive a list of the 
donors’ names… but not their email addresses or any other usable contact information 
for these new supporters. 

If you’re focused on Facebook fundraising, we recommend using Facebook Lead Ads, 
which can be very effective in driving new donor leads and traffic to your website.

Yes, ads require a financial investment, but there are advantages to using this method 
of outreach. Lead ads let you precisely target your potential audience. They deliver more 
data on those who take action. They will generate more reach than posting organically 
-- meaning more people will see your appeal and learn about your organization.

Other things to consider when planning your EOY campaign:
As you plan your end of year fundraising campaign, make sure to enlist the help of 
everyone in the organization. This is a team effort and the more help you get the more 
successful you will be. Here are a few tips for success:

Make it clear to your staff, board members, and volunteers that they are a big 
part of all of your year-end fundraising efforts.

Start early! We recommend 6-weeks prior to your event or big appeal. 
Use our communication roadmap as your guide. 

Message often, and be specific! Ensure that your supporters know what you 
are asking them to do and give them multiple opportunities to do it.

Check your list of existing donors and see if their employers offer matching 
gift programs. 

Look to your business community for potential corporate sponsorships. 
Companies that promote year-end festivities might be amenable to partnering 
with you or sponsoring your fundraising program in exchange for some 
good-will co-branding.

https://www.salsalabs.com/
https://www.facebook.com/business/ads/lead-ads
https://www.salsalabs.com/blog/6-week-communication-roadmap-for-nonprofit-events
https://www.salsalabs.com/blog/nonprofit-corporate-sponsorship-fundraising-strategy
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Timing is Everything.
No one knows whether that first appeal or the sixth will result in a donation. Usually it 
takes multiple touches with a supporter before they contribute. That’s why it’s important 
to send consistent, well-timed messages all year long. 

As you approach the end of the year, communication frequency can increase to those 
who have not yet contributed to your organization. Consider the following approach to 
scheduling your messages:

Keep emails a week apart until the last two weeks of your campaign.

In the second-to-last week, send 2-3 messages with more urgent appeals.

In the final week of the campaign, send a reminder at 72 hours, 48 hours, 
and 24 hours before the end of the campaign

Send a reminder email with a few hours remaining in your event to let 
people know that you are close to the finish line. You will likely pick up a few 
last-minute gifts

Send a final email the day after the event as a recap. Include images and 
fundraising statistics. Remind people they can contribute using your fundraising 
forms and make sure to share the links.

Mind Your Audiences
This is marketing 101, but it bears repeating: 

The more targeted your message, the more 
likely the message will be read and acted upon. 
Meaning, the less your supporter feels like 
they’re “just a number,” the more likely they 
are to give.

You will increase your frequency of 
donations by creating targeted messages 
that speak to each member of your audience. 
Start, by segmenting your audience upon key 
characteristics and then generate targeted 
messages that speak to those characteristics.

1
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Segment Your Supporter List
Here are a few common strategies you can use to segment your audience: 

Lapsed Donors
Those who gave last year 

but not this year.

Ambassadors
Those who’ve given continuously 
for three or more years in a row 
and who freely spread the word 

about your mission. 

Repeat Donors
Those who have given 2 or 

more gifts within the last year.

Prospective Donors
Those who have 
not yet donated.

Only Online Donors Volunteers

Event Attendees Peer-to-peer Campaign Participants

Those who have given very recently - within the last 90-120 days. This is always a 
good group to re-solicit.

Age groups - Make sure you understand the different age groups and which mediums 
they prefer to receive their message or appeals.

Social media ambassadors - these are people who consistently share information about 
your organization online. They can be a big help promoting your end-of-year appeals.

Major Donors
Those whose donations make 

up the top 1-3% of your 
overall revenue.

One-Time Donors
Those who have donated only 

once within the last year. 

Behavioral Segmentation

Activity Type Segmentation

Other Potential Segments

https://www.salsalabs.com/
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Create a Suppression List
Whether you’ve run a Giving Tuesday campaign this year or not, you don’t want to 
send too many fundraising appeals to the same donors within a short period of time.
We recommend creating a list called a “suppression list” that you’ll use to exclude certain 
people from repeated contact during your end of year campaign. 

Here are a few people you can add to your suppression list:

Those who donated during your Giving Tuesday Campaign.

Memorial/Honor Gifts - These are typically one-time gifts made in honor 
of or to memorialize a loved one.

Recurring Donors - these people are already donating on a regular schedule, 
weekly, monthly, etc. You may still want to approach them for an end of year 
donation, but they should not receive all the emails and communications a 
non-donor would receive.

You should always create a custom form for your end-of-year campaigns. That way, 
anyone who donates on that form can be added to your suppression list automatically 
and they will not receive further fundraising appeals during the campaign.

Create Targeted Messaging
Once you’ve segmented your list into distinct groups, you can develop the messaging that 
will most likely generate responses from those groups. 

Start with your core campaign message and modify it slightly for each segment. The key 
here is to recognize the quality that put the potential donor in that segment and craft 
your messaging in a way that speaks to the characteristics likely to appeal to this group 
specifically. For major donors, you might recognize their valuable contribution. For those 
who attended certain events, remind them of their participation and encourage them 
to take the next step of support. For the social media crowd, remind them to share your 
appeal with their networks. Make the ask explicit!

Consider creating custom cadences for different groups. Cadence is the frequency 
with which you message, and various groups might require separate schedules. 
For example, your ambassadors, board members, and volunteers may welcome more 
frequent emails than a one-time donor or infrequent event attendee. If you notice high 
spam report or unsubscribe rates you can ratchet back on frequency.

https://www.salsalabs.com/
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Personalize Your Appeals
Remember, the more you can tailor the appeal to the individual donor, the more money you 
will raise. Here are a few ways you can be smart about customizing your ask:

Provide suggested gift amounts based on previous giving levels. Do not ask for $25 from a 
donor who gave $2,500 last year. Check out the Next Suggested Gift Amount and Dynamic 
Ask String options in Engage, along with Salsa’s new Smart Ask features. These automations 
use machine learning and artificial intelligence to customize the appeal for each potential 
donor quickly.

Provide Context
Studies show the simple task of framing your appeal by providing context can significantly 
increase the amount raised, up to 5x as much! Do this by explaining exactly how the 
suggested amount will be used and what it will accomplish. Here are a few examples:

Your $25 gift will provide one hot meal for 
a veteran in need

$100 provides shelter for a homeless family 
for one week

$250 pays the heat and water bill for 
a family of four for one month

=

=

=

Make sure that you suppress all other messaging when sending a targeted EOY 
message to ensure that your supporters don’t receive multiple versions of the same 
message or disparate messages that don’t make sense with this campaign. If you have 
other nurture automations running, it’s a good idea to turn those off until your end-of-
year campaigns are complete.

Once a supporter has donated, make sure that you remove them from the standard 
email cadence.  Suppress these donors from the standard campaign messaging you 
have planned, and instead add them to a separate cadence that can be used, if needed, 
to generate second donations late in the campaign to meet goals. Those are messages 
like "We are almost there, we know you donated recently, but can you help us out with 
an additional $25?"

https://www.salsalabs.com/
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Can’t get that granular? Try these:

x 10

** Combine facts and research-based arguments with storytelling for the greatest impact!

If 10 donors give $50 each, we’ll have the 
$500 needed for new kitchen supplies!

If 50 donors give $100 each, we can 
purchase a new van for delivering fresh 
groceries to food insecure families

=

=x 50

https://www.salsalabs.com/
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A Clean List + Planned Suppression = 
Your Best Campaign Ever
Make sure to perform list maintenance 
before starting your next campaign. 
If the data for each of your contacts is 
clean and accurate your messaging will 
be more effective. End-of-year is a great 
time to make sure your email list is 
up to date and populated with 
engaged contacts.

Cleaning Your Lists
Here are a few reasons why you should 
clean your lists at least once a year.

(1) HubSpot reports that email lists 
decay at the rate of about 22.5% a year. 
This means that each year, about 1/5 of 
the people in your list are no longer using 
the email address you have for them or 
are not paying attention to the emails 
that you are sending. This is true for lists 
across all industries, including nonprofits.

(2) ESPs (Email Service Providers) like 
Gmail, YahooMail, and Outlook, will 
penalize you if you consistently send to 
lists of unengaged recipients. Most email 
software like Engage will automatically 
stop messages from going out to bad 
email addresses (ones that are marked 
“Hard Bounced”) but continually 
sending to working email addresses of 
unengaged supporters (those who have 
stopped opening your emails) will slowly 
cause your domain’s email reputation to 
deteriorate and increase spam triggers.

What to do about 
Unengaged Contacts?
Unengaged supporters may still be 
interested in your cause, but you may 
be sending them messages that do 

not resonate. Take the opportunity to 
rebuild relationships with lapsed donors 
and unengaged contacts, and put them 
in the correct categories to ensure they 
receive the right messages. 

This list might require sending a special 
message before your normal campaign 
messaging starts. Address the fact 
that they haven’t opened your recent 
messages and give them an opportunity 
to rejoin and recommit to engaging 
with you.

Here’s how you can create an 
“unengaged” list for your organization:

Determine a good definition of 
what it means to be an unengaged 
contact for your organization. 
Typically, these are people who 
haven’t opened a single email over 
the past 10 email sends, or over 
the past six months, or who have 
not taken any actions in the past 
year (no donations, no social media 
shares, no contact, etc.)

Find these people in your CRM or 
Email marketing program based 
on the criteria you defined above 
then put them in a dedicated 
“unengaged” list.

Remove these people from your 
regular communication and from 
your end of year campaign appeals. 
Again, DO NOT email these 
people regularly.

https://www.salsalabs.com/
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Once you’ve segmented the unengaged contacts out, perform a “re-engage” campaign to 
pull these unengaged contacts back to your active email lists. There are several different 
types of re-engage email campaigns to consider. 

Straight-Forward:
 
“ We noticed that you haven’t been opening our emails lately. Would you still like to hear 
from us? ”

Compelling:

“ We still need your help to [keep our children safe, safeguard the environment,...]. 
May we keep you on our mailing list? ”

Questioning: 

“ We noticed that our emails haven’t been that interesting to you lately. We would like 
to do better! Tell us how: ” [use a simple form or links to allow them to answer quickly 
and easily]

Humorous:

“ Are we really breaking up? ” (insert emojis for comic effect)

**Hubspot has some good examples here (not specifically 
nonprofit examples, but they get you thinking).

The trick is to make the email subject and preview text as 
compelling as possible. The more high-impact the more 
likely it will be to get read and acted-upon.

Sending a separate campaign to unengaged contacts will win back 
a few people to your active and engaged list. Don't expect a large 
percentage here, but a few will recommit, and any one of those can 
become another donor to you your end-of-year campaign.

https://www.salsalabs.com/
https://blog.hubspot.com/marketing/10-examples-of-effective-re-engagement-emails
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Get Social (right in Salsa Engage)
End-of-year campaigns should always include social components since so many people 
take to social networks to share their holiday plans with family and friends.

We’ve included some great examples of social messages for end of year campaigns on 
the next few pages. If you don’t have a designer on staff or aren’t design-savvy yerself, 
check out our Quick Design Tips for Nonprofit Webinar Replay where we give you a few 
great tips and tools to create high-impact graphics for your appeals.

Polar Bears International 
Find out more at polarbearsinternational.org

https://www.salsalabs.com/
https://www.salsalabs.com/webinar-quick-design-tools
https://polarbearsinternational.org/
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Fredricksburg SPCA 
Find out more at fredspca.org

Coastal Connections Inc. 
Find out more at coastal-connections.org

https://www.salsalabs.com/
https://coastal-connections.org/
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The Cure Starts Now 
Find out more at thecurestartsnow.org

Michigan Humane
Find out more at michiganhumane.org

https://www.salsalabs.com/
https://www.michiganhumane.org/
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EOY Outreach Tip Sheet - Queries and 
Lists to Consider
If you're using Salsa Engage, here are a few tips on how you can create segments using 
the Advanced Query Wizard. Your final lists may differ slightly, but to get you started, 
we’ve listed a few supporter segments you should consider for your outreach. 

Major Donors
In this example, we’ll focus on those who gave at least one gift totaling $5,000 or more 
over the past year. Your organization’s definition of a Major Donor threshold may be 
different - the point is, these donors are responsible for the largest 1-3% of donations 
you received in the past year.

In CRM, you will want to set up the following in your Advanced Query Wizard:

In Engage (for Engage only users), you’ll set up the following Query in the 
Supporters module:

https://www.salsalabs.com/
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In the case of the Engage queries listed below pertaining to Major Gifts, you will use some 
variation of the query pictured above, and the dollar amount representing a minimum 
Major Donor gift should be modified as needed.

Monthly/recurring/sustaining donors
In CRM: You’ll want to start with the Advanced Query Wizard > Built-in Queries > 
Recurring Donations > Add Received Date filter to only pull specific donations.

In Engage, you’ll work in the Supporters Module > Query:

 
LYBUNTS (Last year, but not this year)
Sort for the supporters who gave in 2020, but not yet in 2021; focusing first on the 
largest gifts. In your outreach, remind them of the fact that they gave last year, thank 
them for their support, and let them know that this is their chance to keep your mission 
going by giving again.

In CRM: Reports > Gifts > LYBUNT
In Engage: Go to Supporters > Query

 
Now let's break this down to more specific lists:

In Salsa CRM, you’ll set up your
major donors for 2021 like this:

In Salsa CRM, you’ll set up your 
donors who have given more 
than once in 2021 like this:

https://www.salsalabs.com/
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YoY Analysis
With these reports, you’re looking at how well you did in previous years to give your 
organization a target for 2020:

To see this data in CRM, please refer to this Help Article.

In Engage, you will find this information in the Insights Module. Simply update the date 
range shown at the top:

Other Key Performance Indicators 
to Review 
Salsa recommends tracking 26 nonprofit key performance indicators (KPIs) and we 
created a guide showing you how to calculate and track each one of them. Use those 
calculations to help create new segmentation categories or for statistics to support your 
impact statements during your end-of-year appeal messaging.

*Year-over-Year:
total number of donors 

in 2019 vs. 2020

*Year-over-Year:
total number of donors 
lost in 2019 vs. 2020

A N D

26 Nonprofit Key Performance Indicators to Measure Impact
We’ve highlighted 26 nonprofit KPIs that you should pay attention to, along with 
a description of why they’re important and how you can track them. Read here!

https://www.salsalabs.com/
https://help.salsalabs.com/hc/en-us/articles/115005097794-Performance-Dashboard#donor-growth-and-retention-tab
https://www.salsalabs.com/blog/nonprofit-key-performance-indicators
https://www.salsalabs.com/blog/nonprofit-key-performance-indicators
https://www.salsalabs.com/blog/nonprofit-key-performance-indicators
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Closing Summary
Now you've got the tools, tips, and resources to plan a successful End-of-Year campaign. 
Remember to start early, communicate often, and get your entire team involved in sharing 
your goals with their friends, family, and social networks.

May this be your best fundraising year yet!

https://www.salsalabs.com/
mailto:info%40salsalabs.com%20?subject=
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