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Looking Back 
on 2023

• Pandemic faded away

• Great Resignation

• Rising inflation & interest rates

• Reduction in government support

• War in Ukraine & Israel / Gaza



Fundraising 
Effectiveness 

Project



YTD Trends - 2023







84% of donors

Donors by Size



Donors by Life Cycle



2023 Summary

• Retail giving down significantly

• Exceptional gifts mask this trend

• Overall giving trending negative

• Acquiring & keeping donors is hard

• Small donors are holding back

• Tough environment for new causes



Looking ahead
into 2024

• Canadian & US Elections

• War in Ukraine & Gaza

• Economy in recession

• Inflation is easing

• Interest rates will decline

• Stock market is strong

Photo by Cyrus Crossan on Unsplash 

https://unsplash.com/@cys_escapes?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/photos/close-up-photography-of-person-facing-on-seashore-during-daytime-kvhb6lA60-s?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash


Highly Competitive
& Noisy Marketplace



Donors expressed a greater desire for nonprofit organizations
to communicate the impact of programs and services and
to be informed in more engaging and personal ways.

People shifted their giving to organizations that demonstrated impact
and efficacy, which actively engaged in communication and education,
and which personalized donor engagement.

They appreciated organizations’ efforts to present the impact of donor
gifts and planned to continue contributing to organizations with clear
and consistent communication.



Show Impact

• Focus on donor’s impact & 
how it helps the community

• 80/20 Rule

• Show, don’t tell

• Use real examples

• Leverage FOMO

• Make it easy to share. Share?



Social Media In Decline?

• 28% like sharing their lives online,
down from 40% in 2020

• 61% more selective about what they post

• Moving to private social for sharing
• 30% on public social media
• 35% for group chats
• 43% using text or email







What?
No Crowd?



Build, Buy or
Borrow a Crowd





Buy Crowd 

• Google

• Facebook

• Instagram

• Twitter

• Linkedin

Example: Google Adwords sample for “alberta wildlife rescue” 
($1.82/click) with 260 monthly searches



Borrow Crowd 



Best Crowd To Borrow?

Your Donor’s

• They already care about you

• On average, they’ll have 
hundreds of friends on social 
media

• They want to do more, but just 
can’t give more money

• They WANT to show they are 
making changes to the world

• Ask them to share!

Photo by Helena Lopes on Unsplash 

https://unsplash.com/@wildlittlethingsphoto?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/photos/photo-of-three-person-sitting-and-talking-UZe35tk5UoA?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash


Tell Your Story In Seven Parts

The Nod
The Problem
The Solution
The Gap
The Impact
The Promise
The Invitation



Donor Impact Growth Flywheel



Scroll stopping 
content

• Shareable imagery, not 
text. Short video is best

• Show & tell impact
– NOT an appeal

• Celebrate achievements

• Trigger curiosity – viewers
will click through

• Give them something 
relevant to land on

• Be authentic, transparent 

Photo by Marten Bjork on Unsplash 

https://unsplash.com/@martenbjork?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/photos/person-holding-space-gray-iphone-x-FVtG38Cjc_k?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash




Did you know that 
anyone can create a 
crowdfunding 
campaign in less 
than an hour?



If you have all elements, you can launch a stellar 
crowdfunding campaign in less than an hour! 

Tell your story and ask Add details like photos, 
videos and wish-list 

items 

Describe your goal and 
payment collection 

details 

Review your campaign 
on your own or ask for 

feedback from our 
coaches 

Launch it! 



Charity Village 
Crowdfunding

• Next generation of digital marketing 
tools for social fundraising

• Acquires, engages, monetizes, 
amplifies, mobilizes & retains
digital donors

• 0% Platform fees, lowest cost 
transaction fees, even for peer-to-
peer and advanced forms

• What? Are you still paying for CRM? 
Talk with us…



Identify what types of 
fundraising campaigns 
your organization wants 
to run in the next 2-5 
years



Additional Resources

• Articles, Courses, Guides, How To Videos, 
Podcasts, Toolkits, Webinars

• Everything you need to level up your 
fundraising efforts.

https://connectionpoint.com/fundraiserhub/
https://charityvillage.com/learning-centre/


Leverage our experts



If you need advice on mapping out strategy or 
crowdfunding techniques for your projects...

Type SOS into the chat box.

We’ll help you work it out...



Thanks!
!
Questions?
Look me up at @darylhatton
or daryl@connectionpoint.com

Daryl Hatton, CEO & Founder 36

mailto:daryl@connectionpoint.com
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