
Raising Funds and  
Awareness Through Friends

The decade-old Polaris Project, based in  
Washington, D.C., is one of the leading  
organizations in the global fight against human 
trafficking and modern-day slavery. Named after 
the North Star “Polaris” that guided slaves to  
freedom along the Underground Railroad, Polaris  
Project is transforming the way individuals and 
communities respond to human trafficking;  
running the national, 24-hour hotline that  
receives requests for assistance and tips on 
human-trafficking situations across the country; 
public outreach and communications to raise 

awareness and create social change at the  
grassroots level; policy advocacy; training and 
technical assistance to other organizations  
involved in anti-trafficking efforts; and a  
fellowship program to train future leaders  
in the anti-trafficking effort.

Polaris Project fights every day to nudge the issue 
of human trafficking to the forefront of America’s 
collective conscience, while simultaneously  
helping the victims of this social scourge  
transition to a normal, healthy life.

Helping the victims of modern-day slavery and leading the charge in  
eradicating this most heinous of societal ills doesn’t seem like something for 
which fundraising would be difficult. But human trafficking hides so deeply  
underground that many people don’t know it exists, and those who do don’t  
necessarily want to think about it.

http://www.polarisproject.org

info@polarisproject.org

facebook.com/polarisproject

@polaris_project

Polaris Project



Challenge 
Aggressive Growth Goals Set for First-Time Fundraising Campaign
As with many nonprofit organizations, much of 
Polaris Project’s fundraising work includes a 
healthy dose of “friendraising.” Fueled by  
Salsa Labs, Polaris Project’s recent peer-to-peer 
campaign proved to be a highly successful way 
to accomplish both. The brief campaign, which 
launched on March 16, 2012, and ended on April 
15, was the organization’s first peer-to-peer  
fundraising push to its list, and also the first time 
it embarked on a major online fundraising effort 
so early in the calendar year.

“We had a pretty aggressive goal this year 
in terms of growth for online revenue and 
are attempting to do an online campaign 

The campaign consisted of three emails, writ-
ten and signed by Polaris Project’s director of 
client services, Dr. C. De Los Rios. Emails went 
to the organization’s donor file, as well as its 
file of grassroots supporters. Ever careful to not 
overwhelm supporters, Polaris Project chose to 
remove donors who had given within a month of 
the campaign launch and subsequently removed 
donors who gave to the campaign.

each quarter,” said Johanna Olivas, online 
communications specialist for Polaris 
Project. (The initial effort would be  
followed by others in June, September 
and end-of-year.)

The goal for the campaign was twofold. First, 
Polaris Project sought to raise $10,000. Second, 
the organization hoped to encourage supporters 
to amplify efforts to end human trafficking by 
participating in their own peer-to-peer fundraising 
campaigns. There was also an internal desire to 
reach the goal early in the year, despite planning 
beginning just one month before the campaign 
kicked off.

The first email served as the campaign launch 
message, explaining the goals and offering a 
powerful story from a survivor of human  
trafficking who had been helped by Polaris Project 
- a top fundraising strength for the organization 
in terms of sharing its message. It concluded with 
two calls to action- donate online or spread the 
word through a peer-to-peer fundraising page.

Solution 
Salsa Enables Peer-To-Peer Fundraising and Friendraising



The second donor touch went out about two 
weeks later, at the mid-point of the campaign, in 
the form of the organization’s regular monthly 
e-newsletter and included a second video link 
featuring another survivor story.

The final email was sent three days before the 
campaign conclusion. The email’s call to action 
was again a “friendraising” directive - reach out to 
at least five friends and ask them to donate.

Peer-to-peer fundraisers also received  
communication throughout the campaign. Their 
messages focused on showing appreciation for 
their efforts and reiterated the impact that their 
fundraising would have. It also provided action 
steps to help fuel their peer-to-peer fundraising 
success, such as personalizing their page, tying 
their page to a life event or milestone, sending 
a reminder (or three) to friends and family and  
sharing via social media (complete with  
sample postings). 

Polaris Project worked closely with Salsa to fuel 
the campaign, utilizing the company peer-to- peer 
fundraising tool, its tailored landing donation 
page, its email blast package, social media  
integration and its supporter management  
(CRM) to turn the one-time donors into  
lifetime supporters.

“Salsa’s tools are very user-friendly, and they 
have a ton of documentation available online and 
a really good online support system,” Olivas said. 
“It’s all available to nonprofts that wouldn’t have 
the resources to pay some huge consulting firm to 
run this kind of campaign.”

In addition, the campaign used social media to 
encourage friends and followers to participate. 

This took the form of a sliding banner on the 
Polaris Project homepage that took those who 
clicked on it to the peer-to-peer fundraising  
campaign page and a video that highlighted the 
organization’s client services program  
and survivors.

Salsa’s tools are very user-friendly, and they have a ton of documentation 
available online and a really good online support system.

- Johanna Olivas, Online Communications Specialist, Polaris Project



salsalabs.com 866-796-8345 facebook.com/salsalabs @salsalabs 

Results 
Polaris Exceeded Donations Goal and Gained Recurring Donors

Given the level of outreach, it’s not surprising that 
Polaris Project was able to exceed its $10,000 
goal by nearly $700. What did surprise organizers 
was the quick response and high level of interest.

“We launched on a Friday and had an immediate 
response that we weren’t expecting,” Olivas said,  
explaining that by the end of the day, the launch 
email had a 15 percent open rate and a .1 percent  
conversion rate. It immediately raised $1,200, and 
resulted in some people going online to sign up as  
recurring (monthly) donors and others signing up 
for a peer-to-peer fundraising page.

“We were not anticipating getting recurring  
donors,” Olivas said, “People read our message 
and were inspired not only to donate, but to  
commit to recurring donations.”

The second and third emails had similar open 
rates, and a slightly higher, .2 percent conversion 
rate. According to Olivas, a few unexpectedly large 
gifts bumped the campaign over its goal.

Ultimately, the campaign raised $10,691, with 
$1,173 coming from 13 peer-to-peer  
fundraising pages.

Success
Olivas said Polaris Project’s compelling stories 
of life as a modern-day slave and the abundant 
impact the organization can have on survivors are 
the basis of any of its awareness and fundraising  
successes.

Specifcally for this campaign, she credits the  
dual options for supporters for the tremendous 
response, noting they appreciated being able 
to give immediately or establish a peer-to-peer 
fundraising page. That and the organization’s 
partnership with Salsa.

“From the email blast package to the donation 
form to the P2P platform,” Olivas said, “Salsa 
simply gave us the tools we needed to carry out 
this campaign.”

Salsa helps nonprofits and political campaigns ignite action and fuel change 
around the world by growing and engaging a base of support online. Salsa  
provides more than technology; it offers strategic best practices, training,  
highly rated support and a strong online community, so its clients can focus 
their energy on their mission. 


