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Introduction
Just what is a Campaign Field Guide?
Nonprofits should always launch into a fundraising campaign by laying the necessary groundwork. A lack
of planning will result in campaigns that peter out or miss their goals.

The key to fundraising success is always in the preparation. That’s why we’ve created this series
of Campaign Field Guides—to help you prepare for your campaigns effectively and achieve both
fundraising success and organizational growth every time. The Field Guides will cover the three main
phases of successful campaign preparation:

KNOW YOUR

PLAN YOUR

DONORS

CAMPAIGN

BUILD A
COMMUNICATION
STRATEGY

Each of these components is critical to campaign success and organizational growth. We’ll be providing
three Campaign Field Guides over the next few months, allowing you to dive deep into each element of
preparation. Consider yourself an expert once you earn a badge for each one.
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What’s covered in this Field Guide?
A great campaign idea is only as good as your ability to communicate it. But in order to spread the word
and talk about it effectively, you need to know whom you’re talking to.

The Know Your Donors Campaign Field Guide will walk you through best practices to gain a solid
understanding of your current and potential donor base, so you can effectively engage targeted
audiences in your next campaign. We will explain how you can perform research about your donors,
develop donor personas, and discover untapped pools of prospective donors.

To help you conduct research and create donor profiles for your organization, we’ve included
worksheets and a customizable donor persona template.

Let’s get started!
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Chapter 1
Know your donor base.

Understanding your donors and what drives them to give is critical to crafting effective fundraising,
communication, and engagement strategies. An excellent way to learn about your organization’s
audience is to develop donor personas.

What are donor personas?
Donor personas are hypothetical representations of your ideal donors. They are based on real data
you collect about your current and potential donor base, including demographics, behavior patterns,
interests, concerns, and personal
histories with your organization.
These profiles give you a holistic
image of the people with whom
your organization wants to
communicate.

The value of donor personas
Here are just a few reasons why creating donor personas is important:
• Guide content creation. N
 ot everyone has the same connection to your cause. By creating personas,
you’ll be able to understand your different audiences and create marketing materials that are relevant to
each donor group’s goals, interests, and concerns.
• Attract people to your site. B
 y creating and delivering content targeted to specific personas, you will
have a better chance of attracting donors to your website and landing pages.

Know Your Donors Campaign Field Guide

classy.org

5

• Inform marketing outreach. P
 ersonas can help you understand how to reach different groups of
donors. They reveal where your donors spend their time and how you can communicate with them.
• Align practices across your organization. S
 haring donor profiles with your entire organization allows
your fundraising and marketing teams to create consistent messages that resonate with their audiences.

Simply put, donor personas help you understand your donors and fundraisers so you can engage them
more effectively. By identifying who and where they are, you can deliver the right message at the right
time through the right channel. All this, in turn, empowers you to boost engagement and donations,
achieve campaign success, and grow your donor base.

Where Do I Start?
To develop your personas, your first step is to conduct some research on your existing donor base.
Start by collecting all of the available data about those who have engaged with your organization and
supported your mission.

Your constituent relationship management (CRM) system and event registrations can reveal basic
information about those who have expressed interest in your cause and brand. However, in order to
really understand your audience, you should ask for their feedback directly. Surveys, for instance, are a
useful tool that can help you quickly reach a larger
audience. In-person or phone interviews are an
especially great way to learn people’s interests
and needs in more detail. They can also add a
human element to your donor profiles, providing
a personality and mindset that help you better
understand supporters’ decision-making processes.
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Reach out to your organization’s current supporters. It's helpful to group them into supporter type
segments:
• One-time donors
• Monthly recurring donors
• Large donors
• Volunteers
• Blog or newsletter subscribers

Each segment will have different goals, behaviors, and reasons for giving. Learning their motivations for
giving will inform you on how to bring more of each type into the fold.

To start, conduct 3 to 5 interviews with each supporter type segment (see the following chapter!). You will
start to recognize behavioral patterns among donor segments throughout the interviews, which you can
then use to develop your personas (as seen in Chapter 3).

D O N AT E

Pro Tip
When reaching out to supporters, make it clear that you are looking for feedback, not asking
for donations.
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Chapter 2
Conduct your research.

Let’s start digging into your current donor base. Use the following sample questions when conducting
interviews with your supporters. And keep in mind, depending on the supporter type, not all questions
may apply. Feel free to choose what kind of information is appropriate to ask each kind of supporter.

DEMOGRAPHICS
Begin with their demographic information. This will be the easiest information to collect, and it’ll give you a good
idea of what types of people comprise your main audience.

What is your age range?

What is your gender?

Are you married?

What kind of community do you live in? (e.g. urban, suburban, or rural? Local or international?)

What is your annual household income?

What is your educational level?

What is your occupation?
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PSYCHOGRAPHICS
Next, evaluate your donors’ personalities, values, interests, and lifestyles. This type of information will tell you
where your donors are most active and how you can engage them.

What are your daily activities?

What types of events do you attend?

Do you volunteer?

Where do you find your information? (e.g. TV, online resources, social media, friends and family)

Do you use social media? If so, what platforms?

How do you prefer that organizations communicate with you? Email, direct mail, or some
other way?
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INDIVIDUAL GIVING HISTORY
This is a crucial part of your research. If you can use your own donations data to glean this information, go for
it! And if you're a Classy user, get familiar with supporters’ personal giving histories within your own Reports
Dashboard. Otherwise, feel free to supplement your findings by asking questions about their giving behavior in
general, such as their most common objections to supporting your (or any) organization. That way, you can plan
how to address those concerns.

Have you ever fundraised for our (or any) organization?*

How often do you donate?*

What is your average gift size?*

Do you give primarily online or offline?*

How did you learn about our organization?

What frustrates you about the organizations you support?

*Some questions may be more appropriate to investigate on your own. For instance, asking donors whether
they have ever donated to your organization can give the impression you don't pay attention to their support. If
possible, use your CRM or donations data to find this information.
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Chapter 3
Create your donor personas.

Now that you’ve done your research, it’s time to piece together your donor personas. Analyze your
data to identify patterns that will help you develop 4 to 7 personas. Having multiple personas is key,
but it’s important not to create too many. Each persona should represent a segment of donors, but still
remain specific enough that you can create hyper relevant and meaningful messages. Then, format your
information into straightforward, easy-to-read templates. This will allow you to quickly share personas
across your entire organization, so everyone can understand who they’re speaking to and craft their
messages accordingly.

S U PP O RT E R T Y P E S
One-time
donors

Monthly
recurring donors

Large donors

Volunteers

Blog / newsletter
subscribers

I NT E R V I E W Q U E S T I ON S

Persona #1

Persona #2

Know Your Donors Campaign Field Guide

Persona #3

classy.org

Persona #4

Persona #5

11

Here’s an example of a complete donor persona to show you how to frame your information:

Last Updated: J anuary 2015

Donor Dana
Name your persona so that your staff can easily identify and refer to this group of donors.

DEMOGRAPHICS
• Age: 25-35 years old
• Gender:Female
• Occupation: Magazine Writer
• Household income: $35,000–$55,000
• Location: Urban

IDENTIFIERS / TRAITS Note attributes that help your teams identify the persona, including
interests, mannerisms, where they spend their time, and how they get their information.

• Works full-time
• College graduate
• Tech-savvy
• Active on social media

• L ives an active lifestyle, enjoys
running/jogging
• L earns about nonprofit causes through
friends, family, and social media

GIVING HISTORY
• Average donation size: $30
• Donation frequency:2x / year
• Donation type: Online

CHALLENGES Identify any obstacles that might hold the persona back from increasing their
support for your organization.

• Limited financial means to donate
• Has an interest to volunteer, but is unaware of volunteer opportunities

HOW WE CAN HELP
• Suggest starting a fundraising page to raise more money than Dana would personally give
• Share upcoming events or initiatives for which Dana can volunteer
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QUOTE(S) Include one or two real quotes from your interviews that illustrate the persona’s
character, concerns, and inspirations for giving.

• “I want to help others, and it feels good to give back.”
• “ Fundraising seems like it would take up a lot of my time, but I love the idea of bringing my
friends together around a cause.”

OBJECTIONS Identify your persona’s most common objections, so your teams will be prepared
to address them during conversations.

• Doesn’t feel a sense of urgency to donate
• D
 oesn’t have a solid understanding of how her donations are being used, nor how she is
making an impact

SUPPORT ASSETS Determine what content and materials your organization can offer to combat
the persona’s objections, frustrations, or concerns.

• Compelling stories that demonstrate a need for your organization’s work
• Photos, blogs, and videos that show your programs’ impact
• A step-by-step instruction sheet to show how easy it is to set up a fundraising page
• A report that clarifies how donations are distributed and used

Now it’s your turn. Create a few copies of the blank template on the next page and plug in your own data
to finalize your new donor personas.
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Last Updated:

Name your persona so that your staff can easily identify and refer to this group of donors.

DEMOGRAPHICS

IDENTIFIERS / TRAITS Note attributes that help your teams identify the persona, including interests,
mannerisms, where they spend their time, and how they get their information.

GIVING HISTORY

CHALLENGES Identify any obstacles that might hold the persona back from increasing their support for
your organization.

HOW WE CAN HELP
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QUOTE(S) Include one or two real quotes from your interviews that illustrate the persona’s character,
concerns, and inspirations for giving.

OBJECTIONS Identify your persona’s most common objections, so your teams will be prepared to address
them during conversations.

SUPPORT ASSETS Determine what content and materials your organization can offer to combat the
persona’s objections, frustrations, or concerns.
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Chapter 4
Identifying untapped audiences.

After evaluating your current donors, you should now have a solid understanding of the people with
whom your organization engages. On the flip side, your research should also help you discover
untapped audiences. Are there any demographics you’re not currently reaching, whether it’s a certain
age group, gender, income range, job status, or education level? Paying attention to these gaps in your
donor base can help you identify new pools of prospective supporters.

For example, let’s say your supporter base
is generally older. This might indicate an

AGE 65+

opportunity to target younger supporters who
are eager to fundraise, volunteer, or share your
cause on their social networks. If your current
audience skews 30-percent male and 70-percent

AGE 40-64

female, perhaps you can look into how you might
attract more male supporters.

Look at your own data and identify at least two

AGE 18-39

untapped donor segments you want to pursue in
your next campaign. Then, repeat the previous

research and interview process, and develop donor personas to help you understand how you can
reach and engage these specific audiences. Taking these steps will help you create targeted campaign
materials that attract new prospects and expand your donor base.
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Conclusion

CONGRATULATIONS!
You’ve made it to the end of the Know Your Donors Campaign Field Guide, and you’ve earned
your Know Your Donors badge! To recap, here are the steps you should take to gain an in-depth
understanding of your donor base:

1.

Conduct research and interview donors from your existing donor base

2. Develop your donor personas

3.

Identify untapped opportunities for new donors

4.

Get ready for campaign planning (aka the next Campaign Field Guide!)

Completing these exercises before each of your main campaigns will help you know where to focus
your time, resources, and outreach to effectively target constituents. This, in turn, can help grow your
organization and audience in a consistent way. By identifying both your current and potential donors
before each fundraising initiative, you’ll know how to engage the donors you already have, while adding
more people to your donor base with every campaign.

Now that you have a solid understanding of your audience, you’re ready to start planning your
fundraising campaign. Stay tuned for the Plan Your Campaign Field Guide (it's going to be a good one)!

P.S. If you've downloaded this Campaign Field Guide, the next installment will be automagically emailed
to the same address. See you soon!
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