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Survey Background
Begun in 2003.  This is the first since 2005.

 Largest & most detailed survey for educational 
institutions.  

 562 responses, primarily research/doctoral and 
private institutions.

 85% of responses from USA.

Almost two-thirds of respondents have been 
doing online fundraising for five years of less.
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Where do you offer online giving?

Online fundraising opportunities are most frequently 
located on institutions’ main web pages.
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Where do you offer online giving?
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Where do you offer online giving?
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What tools are you using?
Web pages and email are the main tools in use.
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What tools are you using?
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Renewing online or off?
Online donors are being solicited on- and off-line.  

 Last survey, most respondents only renewed offline.
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How are you using social networks?

Online social communities are being used for 
connecting, not for fundraising.

 Facebook (12.5%) and YouTube (4%) scored highest 
for fundraising.
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How are you using social networks?
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Which groups are giving online?
Most individuals are giving online, but alumni come 

in first.
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Age of your online donors?
 30% think their online donors are younger than 

average.  
 18% think they’re about the same age.
 45% do not know. 
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How successful is it?
 Online fundraising seen as less successful than offline.

 However, a small percentage feel that online fundraising is 
“much more” or “a little more” effective than “mailing 
solicitation letters” (13%) and “events” (11%).   
 This is a significant change in attitude since 2005.

 Most common answer: Don’t Know (17 – 61%).
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How successful is it?
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How effective is it?
Most respondents see online fundraising as less 

effective than other methods. 

 The best rating was for “reaching new donors”, but 
only for 27% of respondents. 

 The worst rating was for “renewing lapsed donors,”
with only 12%. 

 The most common answer was “don’t know” (28 –
46%).
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How effective is it?
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Meeting expectations?
Meeting expectations: 22%

 Somewhat exceeding expectations: 14%
Greatly exceeding expectations: 6%

Below expectations: 38%

 “Very much below” expectations: 17%

Don’t Know: 18%
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How are online donations raised?
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How do you measure performance?
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How do you measure performance?
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How do you measure performance?
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The Bottom Line
 184 responses

Average gift size: $241.
 3x higher than average from the eNonprofit 

Benchmarks study: $71.

 Share of total philanthropic support raised online: 
1.4%.
 Slightly higher than the Chronicle of Philanthropy

survey: (less than 1%).
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The Bottom Line
 $155.3 million raised online last FY by  respondents. 

Average amount raised online: $844,277. 
Median amount raised online: $61,113.

Median amount was lower than 2008 Chronicle of 
Philanthropy survey ($749,000), which included 
many large national organizations. 

Maximum raised online by 1 institution: $35 million.
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The Bottom Line
Over 90% raised less than $1 million.

Average amount for them was $137,006. 
 Seven reported more than $5 million raised online.

Only four raised more than $10 million.
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Advantages of online fundraising?
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Disadvantages/Barriers?



26CASE Online Fundraising Survey | Robert Weiner

What’s the Next Big Thing?
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Plan
Develop a strategy to collect email addresses. 

Have it as part of a total plan.

Discuss initiatives as a team.

 Learn from peers. 

More online communication is not better. 

Don't take their time for granted. Communicate 
frequently, not just when YOU need something. 

What advice would you offer?
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Test and Measure
Use a random sample & compare response 

rates, average gift, and speed of responses.

Have individuals outside your organization 
review your giving forms before going live. 

 Test your messages on different groups.

Benchmark your results.

What advice would you offer?
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Be Patient and Realistic
 It’s an additional way to bring in donors, not a 

replacement for direct mail or phonathon. 
Don't give up because you aren't getting a ton 

of gifts.  Email appeals remind donors to give. 
Not a replacement for proven fundraising 

methods. 
Do not expect it to boost gift totals.  Increased 

online giving may just be a shift in payment 
method.

What advice would you offer?
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Make it Easy
Never make your constituents search for the 

information they are looking for. 

Make (it) easy from the initial approach to the 
payment. 

What advice would you offer?
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(Don’t) Just Do It
 Just do it.
Go Slow.
Make a big splash.
Keep your expectations reasonable.
Do it!  It’s the future.
Don’t use Facebook or Twitter for fundraising 

— they’re relationship building tools.
 Skip email, go right to web 2.0.

What advice would you offer?




