
With the financial downturn recently covering headlines, there has been concern among 
nonprofits about the effect it will have on their fundraising and donations.  It is during these 
times that charities should double their efforts to engage donors and get creative in the ways 
they seek new donors. Online event fundraising continues to be an effective method to 
accomplish both of these goals. Since 2000, event fundraising technologies have proven to 
be an area of growth for many organizations and multiple surveys suggest that online tools 
provide a more satisfying overall donor experience.

And now, with the fall events season complete, this is the best time for organizations to review 
their spring event fundraising strategies. Because online participants raise almost six times 
more than those who don’t use the Internet, it is worth giving this fundraising medium a fresh 
look. 

If raising six times more isn’t convincing enough, here are some more statistics. These 
statistics are based on aggregated data from 28,000 events that all used Sphere® Events™ from 
2000 to September 2008. These events collectively raised $850 million online from more than 
12 million participants and 22 million donors. Historically, the average participant sends about 
22 emails, with approximately 25 percent resulting in a donation. Data also indicates that the 
average online donation amount is $50. That makes each personal solicitation email worth 
about $12.50. 

However, these statistics are averages. Some organizations exceed these returns, while others 
lag behind. The good news is that there are a number of tactics fundraisers can employ to 
help increase the success of online event fundraising efforts. As organizations prepare for the 
spring, here are a few tactics worth consideration.  

1.	 Launch the event online at least six months ahead. On average, organizations set up 
the online event about five-and-a-half months before the event. While about 55 percent 
of donations collected online will come the last 20 days before the event, participants 
need a head start to ensure online adoption and effective use of the tools. Starting too 
late means participants will raise an average 27 percent less online than if they were given 
six months or more to fundraise. 

2.	Extend the online duration of the event. Let the event run online longer past the event 
date. Keeping the event pages up for approximately 40 days after the conclusion of the 
event has been a good rule for many organizations. Statistics show that only five percent 
of total donations come in after the event; however, since the event is over, there is little 
to no expense associated with these donations.  Don’t forget to shut down registration 
and be sure to update the site with appropriate awareness messaging around the event.

3.	Encourage online registration. Participants using online tools tend to raise six times 
more than non-users and tend to be more engaged with the event. Encourage online 
registration by making the event’s web address prominent in all event materials and 
communications. Most events average only 21 percent active online usage by their 
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participants. By successfully marketing online registration, extensive team captain 
training, and providing incentives, some event organizations have succeeded in getting 
up to 60 percent of participants actively using online tools.

4.	Make it easy for participants to send more emails. Do some of the leg work for 
participants. Providing email templates makes solicitation easier for participants and 
helps save time – two common concerns of new or volunteer fundraisers. The average 
event should have at least four email templates: team leader, general participant, team 
member, and a donor thank-you message. Also, use email communications to continually 
motivate participants. Include the participants’ user names and other personalized data, 
such as name and fundraising goal, to motivate them to log into the event website. On 
average, about 15 percent of event participants use email. Events with higher online 
adoption outperform those with less adoption by 58 percent. 

5.	Focus on customer service. Giving participants a phone number to call if they need 
help setting up their personal pages can have a significant impact on event success and 
overall participant satisfaction. Participants are less likely to give up when they can call 
and get answers to their questions. This also helps create a positive experience with 
the organization that can contribute to an increase in return participants and build 
organizational affinity. Some organizations actually offer 24-hour customer service in the 
last 20 days before an event to make sure they can maximize online fundraising.

6.	Follow up. Just because the event is over doesn’t mean you shouldn’t keep in touch. 
Immediately following an event is one of the best times to engage participants and 
work toward building donor retention. Soliciting feedback is one of the simplest ways 
to engage event participants after the event, but there are additional methods available. 
Some organizations launch a post-event website with message boards and community 
building tools that encourage participants to interact with one another. But, don’t forget 
the all important “thank you.”

With the world online and event participants online, it is important to get the most out of 
your online events software. From consulting with participants on fundraising best practices 
to offering basic technical support, the tips above can help transform a single event to an 
experience participants will carry with them year to year.  
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