BRAVER
TOGETHER

Community, Courage,
& the Future of Fundraising




Meet Floyd Jones

» Based in New York, NY
Keynote Speaker | Coach | Community Builder
Founder, BackBlack

Worked with grassroots organizations entire career
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Meet Tammy Zonker

Based in Detroit, Ml

Major Gifts Expert | Author | Keynote Speaker
Founder, Fundraising Transformed

President, The Modern Institute for Charitable Giving

Host, The Intentional Fundraiser Podcast
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GRASSROOTS

ORGANIZATIONS
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HOUSTON,
WE HAVE A
PROBLEM.

WELL
POLLO
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Apollo 13 Astronauts: Jim Lovell, Jack Swigert, and Fred Haise




5 Challenges Facing the Nonprofit Sector

. The Shrinking Number of Individual Donors
. Donor Retention Continues to Erode
. Burnout & the Shortage of Fundraising Professionals

. The Speed of Change Driven by Artificial Intelligence
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. Growing Complexity & Declining Trust
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To thrive we must come together to be:

* Courageous
* Clear & Concise
* Connected

* Community-minded
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Know Your Story

Confirm the 'why' behind your what — before you do anything else.

Let it be your North Star for every campaign, every ask, every communication.

Know your organization's story.
What drives the mission forward?
What impact are you creating in the world?

Why are you the organization to lead this work?

Authentic story + clear mission = donor trust.
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Know your case.
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Campaign Planning: The 5 C's of Goal Setting

Clear — How much do you need to raise? What exactly will the money fund?

. Compelling — Why does this matter? Why should supporters care?

1.
2
3. Concise — When does the campaign end? Set a firm deadline.
4. Context — How does this campaign connect to your organization's bigger picture?
5

. Community — Who are you serving? Who will champion your cause?
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Strategy: Community in Action

» In 2017, Volo Kids Foundation
launched its first Giving Tuesday
campaign.

» They created a peer-to-peer
campaign and had ONE ask of their
supporters.

» Their goal? Raise $5,000.
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The Outcome

» Supporters' posts received hundreds of
likes and dozens of comments.

» They set out to raise $5K and ended up
raising $30,000.

» The momentum carried on year after year.

» That's 6x their goal — powered entirely

KIDS FOUNDATION
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$30,000!
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All Revolves Around the DONATION

First Gift Second Gift Major
Donors

Recurring

Donors

Deeply
Lapsed Multi-year
Donor (move giving One Time Donors
than one year
with no gift)
\ Lapsed
Donor (one Prospects
year no gift)
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4 Cs in Transformation

LEVEL 3 : CONVERT

CONVERT

LEVEL 1: CAPTIVATE
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The 4 Cs in Transformation

LEVEL 1 — CAPTIVATE: Share the Spark

Capture initial attention through events, media, digital, and experiences.

LEVEL 2 — COMMUNICATE: Share the Story

Keep attention and go deeper through email, social, and authentic engagement.

LEVEL 3 — CONVERT: Share the Opportunity

Turn attention into action — give people meaningful ways to get involved at every level.

LEVEL 4 — CATAPULT: Share the Baton

Your champions take the lead — hosting, fundraising, and spearheading on your behalf.

FUNDRAISING D\/ fundraising FLOYD
CONFERENCE transformed JONES



CAPTIVATE: Share the Spark

Goal: Get on their radar

Events — host experiences that bring your community together

Free concerts, family fun days, community challenges, galas

Media & PR — let the community tell your story

Local news features, influencer partnerships, social media spotlights

Digital Advertising — meet people where they are

Targeted social ads, retargeting, Google Grants for nonprofits

Key question: What's the SPARK that makes someone stop scrolling?
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COMMUNICATE: How will you KEEP attention
and go deeper?

» Nurture your audience
» Email, Social, Digital
» Other forms of engagement

like volunteer days

A'[T%MT ION PL;ASE

Calmeo
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CONVERT: Share the Opportunity

Goal: Turn attention into meaningful action

Give people ways to say YES at every engagement level:

» SHARE: Repost, tag a friend, spread the word (lowest barrier)
» ATTEND: Show up to events, volunteer, join a program
» GIVE: Make a financial gift — any amount, first step matters

» LEAD: Join the board, lead a peer campaign, host an event

Every level of conversion deepens the relationship.
Not everyone will give money — but everyone can do SOMETHING.

Create multiple on-ramps. Lower the barrier. Make it easy to say yes.
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CATAPULT: Share the Baton

Goal: Your champions do the fundraising FOR you
This is the Volo Kids moment.

When your community becomes the campaign — that's Catapult.

» Peer-to-peer fundraising — supporters raise from their own networks
» Ambassador programs — passionate advocates who speak for your mission
» Board member fundraising — each member brings their own community

» Event leadership — supporters host their own events on your behalf
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CATAPULT: Share the Baton

What makes Catapult work:
» Champions feel OWNERSHIP — not obligation
» They have a compelling story to share

» They have simple tools (fundraising pages, shareable content)

» They feel seen, celebrated, and supported
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The Bonus C: CRM

Your database is your community's memory.

Track everything:
Date of first gift, last gift, cumulative giving
How they found you, what events they attended

Communication preferences, volunteer history

Use quarterly data filters:
Who gave last year but not this year? (Lapsed — needs re-engagement)
Who's given 3+ years in a row? (Loyal — ready for an upgrade ask)

Who attended events but never gave? (Warm prospect — ready to convert)

Goal: Every donor should feel like your ONLY donor.

Personalization at scale is the competitive advantage of well-run nonprofits.
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Being Known vs. Being Understood

FACTUAL INFORMATION

» Demographics

» Profession

» Relationship Status

» Educational Background

> Hobbies & Leisure Preferences

CANADA'S
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EMOTIONAL CONNECTION

» Shared Values

» Perception of Emotional State
» Listen Without Judgement

» Validation of Feelings

» Safe Space for Expression
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START YOUR JOURNEY
BEFORE YOU SEE
THE END.

— SETH GODIN
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It's about community.
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CALLING

FOR GREATER IMPACT l

TAMMY ZONKER

WILEY

We can celebrate both
the generosity of donors
and the wisdom of our
communities.

9\/‘ fundraising
transformed

FLOYD
JONES



Stay Connected!

Floyd Jones

Community & Fundraising Strategist

floydjones.co | floyd@floydjones.co

LinkedIn: Floyd Jones | @floydjonesco

Tammy Zonker

Fundraising Transformed

tammy@fundraisingtransformed.com

fundraisingtransformed.com
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