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The Landscape 
of Peer‐to‐Peer 
Fundraising

At its core, peer‐to‐peer (P2P) fundraising is 

about getting supporters to raise money for 

you as opposed to giving money to you. You 

may have heard it called social fundraising or personal 

fundraising or any of a variety of other terms. What 

you call it doesn’t really matter, but how you do it 

 actually can.

At the end of this chapter, we take a look at three major types of P2P fund
raising and show you how P2P today typically plays out; we also explain 
why P2P is so important for organizations today. We begin, though, by 
contextualizing P2P to show you that it isn’t some new fad — people 
have been doing it for generations — and we discuss the difference 
between P2P in years past and P2P since the digital revolution.

Peer‐to‐Peer Fundraising (P2P) 
Then and Now
P2P has never been hotter. You may remember, “Movember,” and who 
can forget the ALS Ice Bucket Challenge of 2014? P2P can be one of the 
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most lucrative forms of online fundraising. According to Network for 
Good’s Digital Giving Index, in 2013 alone, the number of P2P donations 
rose by 50 percent, while nonprofits who added P2P to their traditional 
donation pages benefited from a 15 percent increase in giving.

The concept of P2P, however, is nothing new — it’s been around for as 
long as we can remember. If you’ve ever bought or sold a box of Girl 
Scout Cookies or wrapping paper for Concert Band, you’ve engaged in 
P2P fundraising. Likewise, nonprofits who’ve asked board members to 
draw on their networks to raise funds have done P2P fundraising. So too 
have nonprofits who’ve tapped their supporter network to get out door‐
to‐door and raise money on their behalf.

Although P2P fundraising isn’t a new concept per se, the tools and tech
niques that are now being used to raise money have changed dramati
cally. Instead of pounding the pavement hoping to raise funds, those 
involved in P2P have moved online to drive their fundraising efforts. 
Emails and social media posts let nonprofits broadcast their fundraising 
appeals to a much wider audience — and, more importantly, let their sup
porters ask their network to get involved too. As a result, fundraisers are 
more empowered, more involved, and more effective at raising money.

What’s more, supporters can help do it in a way that aligns more tightly 
with the organization, helping to spread awareness and brand recogni
tion in a meaningful way. Fundraisers can tell their own stories, they 
can express what’s most important to them about the work the organi
zation is doing, and, most importantly, they can highlight their personal 
connection to the cause.

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

Understanding the Importance 
of P2P Today
P2P is an important element in your organization’s strategy for several 
reasons:

 � P2P works. In 2014, the top 30 P2P events raised $1.6 billion — 
yes, billion. Even more startling, this list of events doesn’t include 
things such as the ALS Ice Bucket Challenge, Giving Tuesday, 
or charity: water DIY Fundraisers. These three programs alone 
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account for an additional $173 million. Suffice it to say, P2P 
fundraising has the potential to raise a lot of money for your 
organization, but it does more than just that . . .

 � P2P connects your organization to new donors. 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.

 � When done correctly, P2P can tap into the passion, 
determination, and creativity of some pretty spectacular 
marketers: your supporters. Let’s face it: Every nonprofit deals 
with resources strained to the limit. There are just not enough 
hours in the day or dollars in the budget to get everything done 
that needs to be done. By turning your supporters into fundraisers, 
you amplify your messaging, expand your reach, and increase 
your impact by orders of magnitude. Plus, you create even stronger 
bonds with your core supporters in the process.

As the saying goes, though, there’s no free lunch. It does take time and 

effort on the part of your organization to make P2P happen. Nonethe-

less, the potential benefit and the ability to leverage the ripple effect of 

your supporters make that effort well worthwhile.

This guide helps you evaluate the various approaches available to you 
and steers you through some of the best practices for actually imple
menting a program.

Comparing the Types  
of P2P Campaigns
At a high level, P2P can be divided into three major categories. Terminol
ogy can differ, but for our purposes we refer to them as traditional “a‐
thon” fundraising, crowdfunding, and do‐it‐yourself (DIY) fundraising.
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“A‐thons”: Exciting but expensive  
and limiting
A‐thons (marathons, walk‐a‐thons, dance‐a‐thons, that sort of thing) 
are the type of P2P that people are most familiar with. Often, we refer 
to these organized fundraisers as traditional P2P events. In this kind of 
fundraising, supporters join part of an event, real or virtual, as partici
pants, but they generally can’t “modify” the event. Well‐known exam
ples of a‐thons include the Komen 3‐day, March for Babies, and Relay 
for Life. Participants can be individuals or teams, and the event may or 
may not charge registration fees. Also, there may be fundraising mini
mums, or fundraising targets. Many different approaches exist for this 
type of fundraiser, but in each case, the nonprofit organization creates 
the event and sets the theme, date, time, and so on. Supporters can 
join the event and participate or choose not to participate. What they 
can’t do is decide to help out, but under a different approach, or on a 
different date. If the walk‐a‐thon is on the 10th, they can’t very well 
decide to join in a week later. That sort of flexibility is better suited to a 
different approach to P2P covered later in this section.

While the now ubiquitous a‐thons are great for getting supporters 
involved and creating a buzz, they can place a tremendous strain on 
resources and be expensive to organize. Securing a venue and coordi
nating event day logistics can put pressure on even the most resource
ful of nonprofits. These events also give participants very little control 
over the structure of the event or the way they’re allowed to participate. 
If you want to participate in a 5k or 10k marathon for example, you 
must walk, run, or somehow move or “race” for the cure. But if “racing” 
isn’t really your thing, you can’t raise money by selling lemonade or 
baking cookies (as tasty as they may be). In this way, a‐thons impose 
certain limitations on whom they appeal to.

Crowdfunding: Creative yet unwieldy
While “a‐thon” fundraising is relatively locked down in terms of its 
approach, crowdfunding is at the other end of the extreme. The term 
crowdfunding is used to cover the instances where supporters decide to 
raise money for an organization entirely on their own. Perhaps they 
throw a party, hold a bake sale, or use one of the new and popular web‐
based sites such as Crowdrise or GoFundMe. In any case, the nonprofit 
not only has no input on or control over what the individual is doing, 
but also most likely won’t even know anything is happening until they 
receive the money.
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Although crowdfunding can drive awareness and pump new energy 

into a campaign, it often fails to deliver long‐term results. Sure, there’s 

no shortage in examples of nonprofit crowdfunding success (something 

the media loves to showcase), but the fact is that most crowdfunding 

campaigns fail to hit their monetary goals and often leave a mess in 

their wake that your nonprofit could likely do without.

You should approach crowdfunding with caution for many reasons:

 � It doesn’t foster long‐time donors. Crowdfunding really works 
best when aligned with specific programs or one‐time fundraising 
spikes but rarely works well for establishing organization loyalty. 
Many, if not all, of the spikes in giving turn into donors you’ll never 
hear from again. In addition, with crowdfunding, the ability to 
empower and encourage supporters is difficult, if not impossible, 
and even with the best intentions, supporter pages can quickly 
turn stagnant and under‐perform.

 � It can quickly get out of control. Most crowdfunding campaigns 
are rushed and out of nonprofits’ control. Examples abound 
of crowdfunding campaigns that got “off message,” presented 
inappropriate or incorrect information, failed to appropriately 
thank or recognize supporters, and in general simply created more 
trouble than they were worth.

 � With crowdfunding, your organization receives funds, but 
not donors. If a long‐term donor is your goal, a crowdfunding 
campaign won’t foster that. In most cases, participants donate, 
and that’s the end of their connection to your organization. With 
crowdfunding, you most likely won’t receive donor information.

 � It can disrupt your brand. Because the nonprofit itself is often 
removed from the entire fundraising scenario, it’s harder for 
the nonprofit to maintain a clear message, a shared goal, 
or a real bond with those who may be learning about the 
organization for the first time. Keep in mind that crowdfunding 
is a crowded  landscape, and unless you’re a big name, your 
supporters are more likely to remember the event and not the 
cause behind it.
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Do‐it‐yourself (DIY): Creative and 
governed
“Do‐it‐yourself” (DIY) fundraising falls somewhere in the middle of  
a‐thons and crowdfunding. With this approach, supporters have the 
authority to create their ideal type of fundraiser, and the organization 
has the ability to maintain a centralized platform. Supporters are given 
great latitude in the approach to fundraising, which can range from a 
menu‐style approach to a flat‐out free‐for‐all.

The DIY model of P2P fundraising offers a much stronger relationship 
between organizations and their supporters than crowdfunding. Here 
are some benefits of DIY:

 � As supporters are using the tools of the organization, there’s a 
greater opportunity for input, oversight, and assistance between 
the organization and the supporters. That way, the organization 
can tap into the creativity of its supporters, which increases the 
likelihood that certain fundraisers will go viral and can step in and 
offer support when needed and get out of the way when it’s not. 
The DIY model combines the flexibility of crowdfunding with the 
added benefit of allowing the organization not only to exert a level 
of control but also to facilitate and coach supporters in order to 
drive higher levels of fundraising.

 � Over time, the donors that are acquired through P2P can be even 
more important than the dollars. As an example, if Joe Public does 
a crowdfunding project for you, is wildly successful, and as a result 
raises $10,000 . . . well, that’s pretty awesome. Meanwhile, Jane Doe 
does a DIY fundraiser, is wildly successful, and also raises $10,000. 
With an average gift of $50, Jane not only contributed $10,000 
dollars but also added 200 new donors to the organization’s 
database. These qualified donors most likely wouldn’t have ended 
up on your organization’s radar without the influence of Jane’s 
network. In the long run, Jane’s contribution to the organization far 
outweighs Joe’s. Bottom line, with DIY, you get donors and dollars.

 � DIY fundraising is also pretty practical. It doesn’t cost much (or 
anything) to get started, and it can all be done online (but doesn’t 
have to be). With its low cost of entry and the ability to tap into the 
creative collective of your supporters, DIY is a great approach for 
organizations to get started with peer‐to‐peer fundraising.
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For the remainder of this guide, we focus on the DIY approach. We do 

so for a variety of reasons, but primarily because DIY has the broadest 

capability for the various nonprofit organizations out there. Gathering 

the resources to cover the planning and logistics of 5k, marathon, walk‐

a‐thon, or other traditional P2P events can simply be too much for many 

organizations when starting out with P2P. And while crowdfunding can 

be a source of “found money,” we recommend you focus on where you 

can maintain some greater level of control and ultimately grow your 

donor list as well as dollars raised.

In early 2012, Polaris Project, a leading nonprofit in the global fight to  

eradicate modern slavery, needed to expand its reach and meet an 

aggressive fundraising goal early in the calendar year — without 

overwhelming supporters with ask requests. To do this, Polaris introduced 

what was then a fairly new style of fundraising to its supporters: peer‐to‐

peer. Instead of hinging the campaign around a P2P supporter‐event like 

a walkathon, Polaris tried out DIY fundraising, taking advantage of several 

online channels to fundraise:

• Emailing supporters and offering two call‐to‐action choices: 1) 

make a gift today or 2) create your own peer‐to‐peer fundraising 

pages to reach out to friends and family

• Using social media to help its supporters share fundraising efforts

• Adding a campaign promotion to the main website and creating a 

tailored donation landing page

The result? By giving supporters two options for taking action, Polaris 

increased response rates and exceeded its donation goal. Ultimately, the 

campaign raised $10,691.

Polaris Project: A DIY 
success story
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Planning a DIY 
P2P Campaign

Preparing for a DIY campaign is a lot like prepar

ing for any other marketing campaign. However, 

because a DIY campaign offers supporters some 

creative license, it requires that you think ahead about 

what options you’ll offer and what resources you’ll pro

vide to help DIYers run successful fundraisers. This 

chapter acquaints you with the approaches that help 

you run a successful DIY campaign.

Setting Reasonable 
Expectations
Don’t expect a “field of dreams” scenario, where you post a sign‐up 
page and, suddenly, thousands of rabid supporters are each raising tens 
of thousands of dollars for you. It’s not a build‐it‐and‐they‐will‐come 
proposition; you need to plan accordingly, develop a creative approach, 
market, and nurture the program.

Secondly, your Executive Director, board member, or excited co‐worker 
may be expecting your organization to be the next viral poster child and 
raise over 100 million dollars like the Ice Bucket Challenge did. That isn’t 
likely to happen — not impossible, not out of the question, but not 
something we’d build a plan around. What is reasonable to expect, you 
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ask? That question can be a bit tricky to answer. How much you raise 
depends on a wide variety of factors:

 � What’s the nature of your program? Is it fun and catchy, or is it 
more serious in approach and commitment? Is it something that 
most everyone can do, like walk, or is it something only a smaller 
set can do, like create a wedding registry?

 � How many passionate supporters can you tap into to start out?

 � How will you nurture and work with them through the program?

Even after answering these questions, coming up with a target amount 

can be tricky. With low costs involved in setting up a DIY P2P program, 

it’s advisable that you use your first year’s efforts as a way to set the bar. 

This approach allows you to focus your goals around getting people 

involved and working to drive high levels of engagement. The next 

time around, you can use the fundraising results from this go‐around to 

set realistic goals.

Choosing a Focus and 
Campaign Type
Although working through the creative process of designing a cam
paign is beyond the scope of this guide, we offer you the following 
suggestions:

 � Look at examples of what other organizations are doing. A simple 
Google search of like‐minded organizations will give you more 
examples than you know what to do with. If your organization 
works to help the environment, for example, search other environ
mental organizations to see what they’ve done and/or are doing.

 � Keep your mission in mind, and make your program organic 
to your mission. Here’s where the creativity really kicks in: 
think bake sale for food organizations, shower strikes for water 
organizations, and so forth. The possibilities are endless. You know 
your organization better than anyone. Take some creative license 
and put that knowledge to good work.

 � Understand what your tolerance is for maintaining a presence. Is 
this a month‐long event like Movember, or a longer‐term project 
like a year‐long brown‐bag lunch campaign?
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As you plan your campaign, it can be helpful to further define three dis
tinct types of fundraising under the DIY model: restricted, choice, or 
open. The following sections explain those types in more detail, provid
ing the information you need to decide which type is most appropriate 
for you and your campaign.

Restricted campaigns
Restricted campaigns allow the participant to select many options, but 
those options are limited to a single time frame, theme, or some other 
element. A great example of this campaign type is an organization like 
Sierra Club or Save the Children that has a system in place to let couples 
raise funds as their wedding registry. Couples can do so at any time and 
can include their own messaging, but the theme is around wedding reg
istries — a one‐time event. The advantage for the organization here is 
that it can tailor its coaching and guidance emails and messaging to 
help supporters make the most of wedding registries as a fundraising 
event. Other examples include a bake sale or a brown bag lunch at work.

Choice campaigns
Choice campaigns provide a menu of options — instead of providing 
resources for a single option, nonprofits may offer their supporters a 
range of P2P fundraising options. Following the example in the preceding 
section, the organization can offer options such as a wedding registry, a 
birthday‐related fundraiser, or a bar mitzvah — your participants pick 
the one that fits their needs and then receive messaging specific to the 
type of events they’ve selected. Another example is a healthrelated orga
nization offering the fundraiser the option to walk a certain number of 
miles, exercise a certain amount of days, or eat a certain amount of 
healthy meals. This campaign gives the supporter more freedom but puts 
more of a burden on the organization to craft messaging and branding 
for each of the paths because specific coaching should be developed for 
each specific campaign.

Open campaigns
Open campaigns are basically a free‐for‐all (your fundraisers can do what
ever they want), the only caveat being that the supporter uses the fund
raising system and materials of the organization. This is a great way to 
tap into the creativity of your supporter base, but makes it more difficult 
to provide the right type of coaching, messaging, and encouragement 
along the way. Because you have no idea what your participants are 
doing, keep your coaching to a high level and limited to best practices. 
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You can’t tell them how to promote their specific event since you don’t 
know what it is. You can, however, provide them with resources to use 
and how best to use them. As an example, post the event to social 
media, post updates on progress, and remember to thank donors.

Deciding What Resources  
You’ll Provide
In order to facilitate a successful DIY campaign, make your fundraisers’ 
work easier by providing them a how‐to guide or pointers or tips and 
tricks that allows them to spread the word about their P2P fundraisers. 
The guide could include pre‐written social media posts, hashtags, 
images, videos, and so on. It might also include keywords and taglines 
and emphasize the kind of messages that work. If necessary, include 
step‐by‐step instructions for using social media apps, posting video 
from phones, and so on.

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 pics on Instagram, and other basics. When it 
comes to training your savvier supporters, you can focus less on the why 
and how, and more on what to say and when. Sharing examples of posts 
and messages that have worked in the past is a great way to do this.

As you’re providing resources, remember to make fundraising for 
your organization fun and rewarding. You might, for example, create 
campaign‐specific fundraising “thermometers” and other graphics 
that can help fundraisers show their progress. You might also show 
your appreciation with gifts such as T‐shirts, stickers, or other 
themed giveaways. These items can be used as incentives when your 
fundraisers reach certain milestones, but be sure to plan ahead 
because it takes time to order these items (more on this in Chapter 3).

Above all, resist the urge to “own” your communications on social 

media, and, instead, give up some control to your supporters and par-

ticipants. One example of an organization that does this well is charity: 

water (charitywater.org). Much of its success is based not on its 

own big budget campaigns, but on its ability to give its supporters the 

tools they need to go out and raise P2P funds. Its website is designed 

to make it easy for supporters to start their own DIY campaigns. It also 

uses its own social networks to showcase those who support its cause 

and make them the heroes of their stories.

http://www.charitywater.org/
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Seeding Content with a  
Soft Launch
After you decide on a campaign, run a soft launch of sorts to “prime the 
pump,” so that when you do launch, you have representative fundraising 
pages that potential participants can see. Although this step isn’t manda
tory, it can often speed adoption — because no one wants to be the first 
one in the pool, so to speak. You have to have some examples to show 
people so they aren’t looking at a blank slate. Think of the examples from 
this soft launch as your showpieces for the official campaign launch.

For this soft launch, you need to identify a handful of key supporters 
whom you can tap for help and who would be excited about helping 
out. Your best supporters are special. They’re uniquely suited to tap into 
the potential of their networks. You know the type — the ones who are 
repeat action‐takers or who don’t need lengthy appeals to understand 
why their donations are so important. They get you. In fact, they 
strongly identify themselves as relating to your cause.

How can you draw on the influence of these supporters to boost your 
peer‐to‐peer fundraising efforts? Well, the first thing to do is forget 
about the money. Your top supporters are best deployed to build commu-
nity around your cause and to encourage their friends to care about it as 
much as they do.

These supporters can include volunteers, key supporters that you know, 
or even staff members. To get these campaign forerunners started, just 
reach out directly to them, make them feel like part of your team, 
explain to them the importance of the program, and provide the 
resources they need to get going. You might tell them, for example, “In a 
couple of months, we’re going to do such‐and‐such, and we need peo
ple to do it now so that in a few months, others feel like they’re joining 
something. We’re asking you because you’re one of our best and most 
valuable supporters.” After they get started, make sure you continue to 
coach them individually throughout the process, just like you’ll do for 
all your fundraisers after the official launch. Chapter 3 introduces you 
to things to consider during the P2P campaign.
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During the 
Campaign

Once your campaign is underway, it’s critical 

that you provide the support your DIYers need. 

And, as we mention in the previous chapter, 

because you’re walking the middle path of maintaining 

oversight while allowing for supporter creativity, you 

need to strike the right balance in your relationship with 

supporters, providing what they need without being 

overbearing. This chapter gives you things to think about.

Coaching Supporters  
along the Way
Your best supporters have it in them to be your best fundraisers, but 
they need a coach, not Big Brother. Coaching is about helping partici-
pants 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 the tried‐and‐true 
tips in this section.

Encouraging specific behaviors
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 

3
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money raised. If at all possible, the behavior you’re coaching should be 
relevant to the individual you’re 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 
self‐donation to start the process.

Monitor your progress, and as you find successful fundraisers, deter-
mine 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 suc-

cessful 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.

Letting supporters tell their own story
Most people like sharing their experiences, so channel that enjoyment 
by using it to boost your brand. You might, for example, bring your top 
fundraisers into the fold and encourage them to contribute to your blog. 
This gives them additional content to share 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 appropriate, 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.

Guiding supporters on when  
and how often to share
While you don’t want to be overly prescriptive, offer guidelines to your 
supporters on what is and isn’t appropriate or overly excessive when 
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they share their fundraising activity/goals with their personal networks. 
Daily posts are probably too much, and friends will quickly lose interest 
in their newsfeed activity. Instead, encourage a balanced approach that 
ties social posts to events and actions.

Making action easy to take
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.

Providing extra support  
for team captains
In some cases, depending on the fundraiser, your supporters may have 
created a team and gone the extra step recruiting their own partici-
pants. In these cases, we often refer to these individuals as team cap-
tains. 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 and who 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.
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Identifying and Fueling Your 
Campaign Superstars
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 
help make them successful will generally yield much better results 
than trying to move the “non‐productive” 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 percent who are the 
most active.

To track the success of your campaign, use all your available tools as 
you ask yourself the following questions:

 � How many people have registered to raise funds for your DIY P2P 
campaign?

 � How much has each fundraiser raised?

 � 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’s not.

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

involved participants. Create small contests and incentives to not only 

raise more funds but also to help you identify your most engaged 

 participants. For example, highlight the most creative fundraising page, 

offer a prize for the first participant to raise $500, encourage DIYers to 

send in photos of their events and showcase them online or on social 

media, and so on.

If your campaign includes teams, then team captains are almost 
 guaranteed to be a good place to start when it comes to identifying 
your superstars.
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What Should 
You Do Now?

Some events have a natural endpoint (if you’re 

doing a themed campaign around Mother’s Day, 

perhaps it comes to a close in mid‐May). Some 

P2P campaigns, however, don’t have a close date at all. 

Examples like gift registry alternatives are most likely 

evergreen. (Note that promotion and marketing may 

wax and wane but the campaign itself continues).

Even if your campaign itself is evergreen, your participant’s role in it will 
most likely reach a concluding point. When the date of the birthday is 
over for example, “Jane Doe’s Birthday Fundraiser” will effectively be over, 
at least in the mind of the participant. Understanding these points in time 
is important to drive your closure and continued outreach engagement.

Track, Analyze, Adjust, Repeat
Throughout the campaign, monitor what’s working and what’s not by 
asking yourself some questions: Are there lessons learned that can help 
increase signups? What is the profile of your best fundraisers, and 
where can you find more like them? What time frame is most useful for 
participants; do they raise most of the money in the first few weeks, or 
is it a mad dash at the end? What incentives created the most buzz? 
The list goes on and on. It should become apparent early on what your 
key indicators are, but for starters, you can focus on a number of 

4
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registrants, dollars raised per registrant, and average gift size. These 
metrics can help make projections about continued efforts and indicate 
areas of possible improvement.

The best campaigns (the so-called overnight successes) generally 
involve a lot of “behind the scenes” tweaking, testing, improving 
approaches, coaching, and marketing efforts. This process should be a 
continuous loop of evaluation and adjustment, and you may be sur-
prised at how quickly the results can be ratcheted up.

Don’t forget the less analytical side in all of this as well. Use post‐
enrollment surveys and post‐event surveys, place phone calls to top 
performers, and gather subjective input on what worked. What was 
fun? What was not? All this feedback can collectively ensure that your 
P2P campaign gets better with each year.

Closing the Loop with  
Your DIYers
Even in an evergreen campaign, there’s most likely a natural break (or 
pause) for your participants. At this point, make sure you update support-
ers about what was accomplished and what it means. Thank them for 
their support and make a clear case for what they can do next. Specific 
messaging should be created for team captains, team members, and 
 individual participants (we will address donors separately). Providing 
opportunities for feedback at all levels not only can help to create affinity, 
but also can provide information to make your event better in the future.

Nurturing New Donors
When your DIYers start bringing in new supporters, they’re not bringing 
you traditional donors. These people may not even know what your 
organization does or the cause to which they’re donating. Not all but 
some donate to “Jane Doe” simply because she asked, with little or no 
thought to the cause. Again, while this isn’t true for all donors, you 
should be prepared to work quickly to bring these supporters into the 
fold. You need ways to strengthen your relationship with them and 
build deeper levels of engagement. Nurturing is about welcoming these 
donors into the organization as a whole. After all, the goal is to build 
your base and to help them to become active supporters of your organi-
zation. So what do you do beyond sending a simple thank‐you to foster 
such growing relationships? This section tells you.
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Create a series of triggered, auto-
generated “welcome” emails
With all new supporters, triggered, auto‐generated welcome emails are 
a good place to start. Also known as “drip” or “nurture” programs, you 
can set specific parameters to automatically send emails after a specific 
action or period of time. What does that mean? Think of this as a series 
of get‐to‐know‐you emails. Here’s a rough sketch of what your series of 
messages might look like:

 � Email #1:

 � Message: Thank you for supporting <participant name>. 
We want you to know some of the ways your support 
helps out . . .

 � Call to action: Watch this video and/or connect with us on 
social media.

 � Goal: Help them understand and connect with the issue they 
just decided to support.

 � Email #2:

 � Message: Thanks again, and here’s an update on what has 
been happening.

 � Call to action: Easy call‐to‐action to drive engagement such 
as quick survey or poll. Include soft ask here for additional 
monetary gift.

 � Goal: Reinforce the importance of the work and begin to 
message them as a supporter of the organization as opposed 
to a supporter of the participant.

 � Email #3:

 � Message: Here’s something critical we’re working on.

 � Call to action: Donation including option for recurring  
donation ask.

 � Goal: Up the ante. Moving participant supporters to become 
organizational supporters may not be easy, but it’s a great 
way to leverage your P2P campaign far into the future of your 
mission.
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Each email should have a call to action, but you can decide whether it’s 

as simple as opting in to your e‐newsletter or something more involved. 

Now is also the time to set up any tagging or scoring features. With all 

these new supporters, you want to segment and target them as much 

as possible moving forward.

Plan for next year
As you plan future campaigns and follow‐on actions, look at your 
results and take into account not only the campaign itself but also the 
ripple effect. Were you able to convert participant donors into organiza-
tional donors? Take your results and set your goals for the next fiscal 
year. When setting your targets, consider whether you’ll have the same, 
more, or less marketing resources available next year. Building momen-
tum takes time and effort, so use the learning from your in‐process 
analysis to improve each step of your campaign. Shoot for reasonable 
growth rates, and make sure to stay in contact with your participants in 
the run-up to the second go-around.

If applicable, open registration for next year’s event in the same mes-

sage that closes out the current year’s. Hitting supporters while the 

event is fresh in their minds and their excitement level is high helps you 

drive higher retention rates for participants. Also ask participants if they 

would be interested in a team captain role to help identify who within 

your event may have the potential to be one of those high‐performing 

individuals for next year. Use this year’s group as the base to build on 

whenever and wherever possible.

Note: Depending on the geographic scale of your campaign and the 
availability of participants, consider bringing key performers together 
for an informal debrief (think pizza night). Let them be part of the pro-
cess to recognize their contributions and provide you with great infor-
mation and feedback. If this isn’t workable, consider either a web 
meeting or individual phone interviews. This same approach can be 
used to kick off next year’s campaign and enthusiasm among key 
players.
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