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Overview 
 
 
 

what is power2give.org? 
power2give.org is an online cultural marketplace designed to connect donors with projects 
they are passionate about.  Specifically, the site allows cultural organizations to post and 
promote projects in need of funding and invites donors to contribute directly to the projects 
that are most intriguing to them.   
 

With tools and resources for both donors and cultural organizations, power2give.org makes 
posting, donating and promoting projects convenient and engaging.   
 

Launched in August 2011, power2give.org is operational in 7 communities (Charlotte, Mi-
ami, Kentucky/So. Indiana, Greensboro, Winston-Salem, Madison, W.I. and Houston).  In 
aggregate, the communities have raised over $1.27MM for arts and culture, funding over 
600 local projects and engaging over 4,700 individual donations. 
   

who makes power2give.org possible? 
HOST ORGANIZATION (local office of cultural affairs or united arts fund): As the chief 

advocate for arts, science and history initiatives in each local community, the host 
organization is responsible for championing the site and managing the execution of 
power2give.org locally. 

Cultural Sector: With unique and specific projects, the cultural sector provides the needs 
that spark the passion and engage the donor.  By posting projects and promoting 
their cause, the cultural sector drives traffic to power2give.org and helps make their 
projects reality. 

Individual Donors: Fueled by the desire to give to the specific and worthy causes in the 
cultural sector, donors can support their passions and share the projects they support 
with friends, family and co-workers. Social networking features and website resource 
guides make both contributing to and promoting the projects they love exciting and 
easy. 

Corporate Sponsors: power2give.org is strengthened by foundation and corporate spon-
sorship to create challenge grants, leverage individual donors’ gifts and fund techno-
logical upgrades to the system. 

ASC:  Arts & Science Council is the 501(c)3 in Charlotte, NC, that envisioned and devel-
oped the platform. Their commitment is to the technological needs of the system.  In 
some instances, ASC receives the donations and forwards them to local host organi-
zation for distribution locally.  

 

why power2give.org?  
With high-net-worth giving from individuals down 71% from 2007, according to the Center 
on Philanthropy and 2010 trends (per GuideStar), indicating an increased number of gifts 
with smaller average gift sizes, increased e-mail outreach and increased desire for transpar-
ency on where gifts go, power2give.org represents the future of the philanthropic landscape.  
By leveraging the wealth of social media outlets available today, power2give.org creates a 
closer relationship between donors and the organizations they support. This emphasis on 
using social media tools is not only directly in line with predicted philanthropic trends, but 
also helps foster deeper connections to encourage consistent, longtime support of the or-
ganizations that play such important roles in maintaining the vibrancy of any community.   
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Style Guide 
 

 
Using the power2give.org logo and brand 
Organizations that have projects on power2give.org are encouraged to use the  
power2give.org brand in marketing their projects on the site. 
 

Projects that receive funding through power2give.org are not required to include the  
power2give.org brand in follow-up communication regarding the project. 
 

If you have any questions regarding the usage of the logo and brand, please contact the 
power2give.org team at charlotte@power2give.org.  
 

Logo Colors 
The logo colors are inspired by the colors that surround life, arts and culture. 

 

PMS 376 
C 50 / M 0 / Y 100 / K 0 

R 141 / G 198 / B 63 

 

PMS 279 
C 68 / M 34 / Y 0 / K 0 
R 80 / G 145 / B 205 

 

PMS 277 
C 27 / M 7 / Y 0 / K 0 
R 181 / G 213 / B 240 

 

PMS 258 
C 43 / M 76 / Y 0 / K 0 
R 155 / G 91 / B 165 

 

PMS 425 
C 0 / M 0 / Y 0 / K 77 

R 95 / G 96 / B 98 

 

PMS 188 
C 0 / M 97 / Y 100 / K 50 

R 139 / G 14 / B 4 

mailto:charlotte@power2give.org
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Approved Fonts 
The power2give.org fonts are all from the Futura sans serif family to juxtapose the whimsi-
cal/organic look of the identity.  When being used on the web, an approved substitute is 
the Arial family of typefaces. 
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Main Identity 
The power2give.org main identity consists of a variety of brushstrokes in a variety of colors 
that imply the vast amount of arts and culture within the community.  When possible, the 
below color version should always be considered first for most applications. 
 

PRIMARY IDENTITY 
 

 
 

 

 

 

 

 
 

 

Black and gray versions are to be used if no other options are available. 
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Spacing 
It is best to keep as much space as possible around the power2give.org identity when in 
use.  However, the minimum space allowed for the identity is equivalent to the height of 
the “2” within the logo. 
 

MINIMUM SAFE AREA 
 

 

 

 

 

 

 

Prohibited Uses 
Below are examples of how NOT to use the power2give.org identity.  These apply to all 
approved identity variations that are found in the Graphics & Images file.  If any uses 
come into question, please contact the power2give.org staff. 
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Written Communication 
In written communication, power2give should always be written in all lowercase, including 
when used to start a sentence: 
 

power2give 
 
In all written communication, power2give should initially be written in all lowercase 
with .org attached: 
 
power2give.org 
 
power2give may be referred to as p2g.  In order to do so, p2g should appear in  
parenthesis following the initial use of power2give.org: 
 
power2give.org (p2g) 
 

 

Brand Tagline 
The official brand tagline that may appear as part of the power2give.org logo is, “Bringing 
Passion and Creativity Together.”   
 

Additional, more descriptive language that may be used in printed materials is: 
 

Find projects that interest you. 
Give. 
Bring arts and culture to life. 
 

 

Approved Boilerplate 
When explaining power2give.org to the public, the approved boilerplate is: 
 

power2give.org connects you to specific arts and cultural projects in need of funding.  
Non-profit organizations post projects, and you search the site to find those that interest 
you.  You can give a gift, share the project with your friends and bring the project to life.  
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Posting Your Projects 

Selecting Your Project 

Telling Your Story 

Going from Good to Great 

Enticing Donors 

A Picture is Worth 1,000 Words 
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Selecting Your Projects 
 

You have dozens of projects in need of funding but how do you choose?  Consider the 
following when creating your project: 
 

1.  Think about what you want to give to as an individual.  If the project is not some-
thing that you would personally give to, think of ways it may be changed to better 
capture your interest.  Test the project on a brutally honest friend. 

 
2. Put your heads together.  Involve programming, education/outreach, marketing 

and fundraising in brainstorming projects.  Each department will have different 
needs and desires. 

 
3.  Compelling activities.  If the project is something that you have attempted to fund in 

the past through other fundraising methods with little or no success, it is likely it will 
not be funded through power2give.org.  Post projects that grab a potential donor’s 
attention. 

 
4. Budget relief items.  Look at your budget.  Are there line items that could be  
 projects on power2give.org?  Some examples that been successful are scholarships 

for underprivileged youth, food for animals, and sheet music for chorus groups.  By 
funding the project through power2give.org, it will allow funds to be directed to 
other needs. 

 
5.  Impactful programming.  Donors love to support programs that make an impact.  

What programs does your organization do that you can’t wait to tell your friends 
and family about? 

 
6.  “If we only had the money, we would…”  Everyone has a wish list of programs they 

would like to start or expand.  power2give.org provides you an opportunity to fund 
those. 

 
7.  Fun and entertaining needs that provide a chuckle.  More toilets in the ladies room.  

A cooler than actually chills beverages.  Roof repairs so it no longer rains inside.  
When power2give.org launched it was suggested that needs like these not be 
posted but we were proven wrong when these were funded thanks to creative nar-
ratives and videos. 

 
8. Imitation is the sincerest form of flattery.  Peruse power2give.org’s other  
 communities to see what other groups are doing.  Their narratives may spark some 

ideas for you.  
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Telling Your Story 
Writing Project Narratives that Work 

 
 
Easy Steps that Will Make Your Project Irresistible 
 

1.  You Never Get a Second Chance to Make a First Impression.  The most visible 
thing on the project listing page is your project title and photo so think long and 
hard about what you want to say in your title.  Be unique and creative, build  

 curiosity, and limit your title to 52 characters.  Your photo should also illustrate the 
project, remember, “A picture is worth a thousand words.” 

 
2.  Remember Your Audience.  You are not writing to a granting board, a group of 

experts or a group of your peers.  Don’t fall victim to the “curse of knowledge” and 
overly complicate your program.  You are writing to a potential donor, who wants 
to make an impact with their gift.  Write what is important to them and make it  

 personal! 
 

3.  Keep It Simple.  You will not win an award for having the most overly-complex 
wording in a paragraph, but you will win the “my-project-didn’t-get-funded-
because-no-one-understood-it” award.  Think about what your audience would 
want to hear and relay it in simple terms.  Keep it short – any more than 300 words 
is way too much. 

 
4.  Remember the Three W’s.  Put yourself outside of your own position, and think 

about the questions you ask when deciding to make a donation.  What do you 
want to know on the simplest level?  Answer those questions: 

 

What do you need? 
Why do you need it? 
Who/how will it impact? 

 
5.  Don’t Hide the Ask.  There is a reason it is called “surfing the net.”  Most people 
 stay on a web page 15 – 20 seconds so let them know what you need at the  
 beginning. 
 
6.  Tell Them How the Money will be Spent.  Would you just give someone money if 

you didn’t know how they were going to spend it?  Be transparent and share your  
 project budget. 
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Going from Good to Great 
Project Narratives 

 
 

Below are two project narratives written for the same project.   The first is considered a 
good project narrative, but the second is a GREAT project narrative that will stand out to a 
donor.  
 
Good Project Narrative Example 
 
Title: Art supplies for 5th Graders 
 
Narrative: The Art Center after-school class of 5th graders needs art supplies! The class 
meets once per week on Thursdays, but this year it has been such a success that the stu-
dents want to continue the program as a summer camp to keep growing and learning 
about art. 
 
This two week day camp will be filled with color and creativity as students experiment with 
creating their own mixed media collages, found object sculptures, and silk screened self 
portraits.  The class places special focus on color and how it can be used to create drama 
and focal points in any piece of art.   
 
Help this class continue to grow their appreciation for art and expression by funding this 
project to pay for additional art supplies. We will use the $300 dollars wisely to purchase 
the additional paint, paper, glue, and paint brushes needed to have a great summer! 
 
Donor Benefits 
$25 donation: receive a YouTube video of the kids during class 
$50 donation: receive a thank you phone call from a student  
$75 donation: receive a small piece of art created by a student  
 
Note: This project narrative is considered good in that it meets all of the necessary qualifi-
cations for posting, but it could be improved and more appealing.   
 
 
Read the next page to see how this was made GREAT! 
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GREAT Project Narrative Example 
 

Title: Getting Artsy with Ms. Robinson’s 5th Grade Summer Camp!  
 
Narrative: Color me excited! My after-school class of 20 5th graders are getting creative 
with art and need your help to buy more supplies!   
 
Our class meets once per week on Thursdays at the Art Center, but this year it has been 
such a success that the students want to continue the program as a summer camp! 
 
One of my shy students, Jeremy, said last week that in this class he has really enjoyed how 
art can help him “use a paint and brush to tell a story” which lets me know just how much 
this class has given my students.   
 
This two week day camp running from August 1st-15th will be filled with creativity as stu-
dents experiment with creating their own mixed media collages, found object sculptures, 
and silk screened self portraits.  We are placing special focus on color, drawing inspiration 
from artists like Matisse! 
 
Art supplies can be expensive these days, so to show you exactly what we need I have in-
cluded a list below of the supplies we will use and their cost so you can know exactly 
where your donation is going! 
 
Paint brushes: 40 brushes at $5 each for a total of $200  
Collage paper: 5 packages of assorted colors at $5 each for a total of $25 
Mod-Podge collage glue: 10 5oz. containers at $4.50 each for a total of $45 
Acrylic Paint: 3 primary colors (Red, Yellow, Blue) plus 2 neutral colors (Black and White) 
for a total of 5 jars at $6 each totaling $30 
Our total costs: $300  
 
Donor Benefits: 
Donate $25 to purchase all of our collage paper and receive a YouTube video of the kids 
during class 
Donate $45 to purchase all of our Mod Podge Collage Paste and receive a thank you 
phone call from a student 
 

Note: This project narrative is considered GREAT because: 
 Eye catching, descriptive title 
 Exciting opening line 
 Leads by answering the question, “What do you need?” 
 Written in the first person 
 Conversational tone of voice 
 Specific, Specific, Specific! 
 Provides a budget breakdown 
 Provides donor benefits that tie back to the project 
 Under the 300 word limit 
 Good use of paragraph spacing and bold fonts for easy readability 
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Enticing Donors 
Choosing Project Benefits  

 
 
Easy Steps that Will Make Donors Want to Give 
 

1.  Don’t Affect the Tax-Deductibility of the Gift.  You do not want to affect the tax-
deductibility of the gift under any circumstances.  Because the gift goes through the 
host organization, it would make a cumbersome and confusing process to give  

     donors tangible items like tickets that might affect the tax deductibility of their gift.  
Instead, get creative about items that are not worth money but make the donor feel 
connected to the project. 

 
2. Don’t Underestimate the Power of a Thank You.  Call us old-fashioned but there is 

something about receiving a personalized thank you note.  A thank you shows that 
the contribution was noticed and that you are grateful.  You may even have  

     students that participated in a program funded through power2give.org write the   
     thank you notes. 

 
3. Provide Once-in-a-Lifetime Experiences.  Each day your life, working in the arts, is 

full of unique experiences that potential donors may give their eye-teeth to have.  
For example, invite them to meet the choreographer or conductor, sit in on a dress 
rehearsal, enjoy a concert from backstage or even play with the stage lights (not 
during a production, of course).  Unique experiences will make you stand out and 
be the start of a relationship. 

 
4.  Put Their Name in Lights.  Well, maybe not in lights, but recognize the donor’s 

name in a video’s credits, play bill or lobby signage.  These are “priceless” items 
that show you appreciate them. 

 
5.  Tie the Levels to Items You Need Within the Projects.  You know the budget details   

you are working with and what certain dollars could mean for the project.  Tie 
those project items to the benefit levels so the donor not only understands what they 
will receive for their gift, but also what they will be giving.  You will be covering two 
very important bases by not only informing donors of the worthiness of their gift but 
also how their gift will tangibly help your project. 
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Benefit Examples 
 
Not So Great Benefits 
Donate $25 and you will receive a ticket to attend a performance (a $25 value). 
 

$10+ donations: Donors will receive a raffle ticket to win an iPad. 
 

All donors will receive an automatically generated electronic thank you and be added to 
our mailing list. 
 

Better Benefits 
 

$25+ Donation: You will be invited to attend a rehearsal of an upcoming performance or 
exhibit. 
 

All donors will receive a handwritten thank you note that includes a photo of their gift at 
work. 
 

Donate $29 and provide four children the opportunity to create, you will receive a piece of 
their artwork to hang on your fridge. 
 

For a $125 donation, you will provide music lessons for an entire semester for one student 
and receive a handwritten thank you and recording of that student’s musical prowess. 
 

Donate $25 and your name will be listed in the credits of a video. 



 20 

A Picture is Worth 1,000 Words 
 
 

 
Easy Steps that Will Bring Your Project to Life 
 

1. Legal Considerations: Make Sure You Can Use It.  Get permission from anyone in 
the picture or video to use their likeness on power2give.org.  You don’t want to be 
sued for using someone’s photo or image without their permission.  Copyright  

 infringement is not to be taken lightly. 
 
2.  Amateur vs. Professional.  Professional photography and video are unique and 

showcase amazing skills but this isn’t necessary for power2give.org.  You just need 
an image and video that gets the point across.  Showing a photo of smiling chil-
dren that will benefit from the project or your staff pleading in a funny fashion can 
get the point across just as, if not more, effectively. 

 
3.  If You’ve Got It, Flaunt It.  If the project has been successful in the past, put those 

photos and video on the site.  Old photos are just as effective as showing what the 
project will look like if it is funded.  It also gives even greater emphasis to the idea 
of how much more the program could grow with the help of new donors. 

 
4.  Have Fun.  In non-profits, we often take ourselves far too seriously.  Lighten up your 

photo or video by having fun with it.  A picture of your staff pleading on bended 
knee for support; a play with actors in burlap sacks to illustrate the need for cos-
tumes; and even a pie-in-the-face promise from your Executive Director if you re-
ceive full funding are all fun ways to spruce up your video.   

 

5.  Think Like a Reporter.  If your project were being covered in the media, what photo 
would you want to appear in the paper?   Use that photo.  Who would you want 
interviewed on tv?  Interview that person yourself and post the video. 

 
6.  Size Matters.  A photo must be included in order for your project to be submitted.  

The ideal size is 250 pixels x 250 pixels, and the system does not like high resolu-
tion, large images. 

 
7.  Short, Sweet, and to the Point.  There are some great movies out there that are 3 

hours or more but unless you have hired Martin Scorcese and a host of professional 
actors, keep your video short.  Anything more than 90 seconds might be a bit much 
for your project. 
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Some Examples 
 
Photos 

 

Photo used for robotics program for children project. 

 

Photo used for project to feed hens for a year. 
 
 
Video Links 
ATC Leaky Roof Needs Fixing 
Help CTC Fill ‘Er Up 
Green, Vivid, and Cool Lighting Phase 1 

http://www.youtube.com/watch?v=dCFMQBzcwAY&feature=youtu.be
http://www.youtube.com/watch?v=2HKBOhRL8Vk
http://www.youtube.com/watch?v=giIMRVPhniY
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Promoting Your Projects 

Getting the Word Out 

Segmenting 101 

I Don’t Want to be SPAM 

Project Plan At-A-Glance 

Using the Site’s Capabilities 
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Getting the Word Out 
 
 

Field of Dreams was a great movie; however, the mantra, “If you build it, they will come,” 
does not work when trying to fund your project.  It typically takes someone 7 – 9 times of 
being exposed to something to take action.  This may sound like a lot but think of it like 
this—(1) email, (2) Facebook posts, (2) tweets, (1) newsletter inclusion and (1) mention 
during a curtain speech.  Plan the work and work the plan. 
 
Here are some tips to get started: 
 

1.  Target Audience and Segments – If you try to reach everyone, you won’t engage 
anyone. 

A. Who are the groups you need to get involved for your project to be fully 
funded?  Examples may include past program participants, lapsed  

 donors and ticket buyers. 
B. Are there other groups outside of your organization that may be  
      interested in your project? 
C.  How do they break out into segments?  Are they parents?  Do they  
     always buy tickets to a particular type of program?  Have they given at 

the same low level for years and years?  Have they been members for 
forever and a day? 

D.  What are the wants, habits and preferences of each segment so you 
know how to connect with them?  Remember, what is important to one 
group is most likely not going to matter to another.   

2.  Calls to Action – Now that you have your target audience, what do you want 
them to do?  Be specific! 

A.  Of course we would love for everyone in your target audience to donate 
to your project, but this may not be possible for everyone.  Ask your 
board, staff and volunteers to pass the message on to a specific number 
of friends. 

3. Frame the message – Why should your target audience care?  What’s in it for 
them? 

A. Think about what may compel potential donors to give to your project.  
Would you like to perform a new concert but need help purchasing the 
music?  Tell them about the new work and how they may bring it to life.  
Would you like to provide music lessons for underprivileged kids?   
Explain the benefits of cultural education, the number of lessons  
provided and the stories of the children they may impact. 
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4.  Best Strategies – Given your target audience groups you need to engage and the 
actions you want them to take, what are the best ways to motivate them to do so? 

A.   A strategy is an idea of how your goal could be achieved.  Think of it in 
terms of war: 

Goal: Win the war. 
Strategy: “Divide and conquer.” 
Tactics: 

 CIA spies gather intel. 
 Navy Seals knock out enemy communications. 
 Air Force pilots bomb enemy weapon storage facilities. 
 Marines participate in hand-to-hand combat. 

B.  Since we are not going to war in the traditional sense of the word (but really, 
isn’t fundraising like war in today’s economy?), here are some examples of 
strategies: 

 Every musician secures a donation. 
 Enlist a project advocate.  We are all busy and short staffed - 

this does not have to be a staff or board member, is there a 
volunteer or member that is passionate about a project or 
your organization? 

5.  Tactics – What actions are you going to take to connect with your target audience? 
A.  Some ideas you may want to consider are: 

 Personally contact a specific number of lapsed donors via email or 
calls. 

 Speak to your affinity groups and make personal pleas. 
 Contact outside groups that may have an interest in your project to see 

if they will send correspondence to their members. 
 Include an article in your newsletter about the impact of the project. 
 Have a program participant write a blog about their experience. 
 Have board members and staff send out emails to a specific number 

of friends, family, and colleagues.  Even go as far as to provide them 
the template (they are doing you a favor, after all). 

 Auction projects at a planned fundraiser. 
 Invite potential donors to a rehearsal and have power2give.org sta-

tions available where they may donate on the spot to your project. 
 Include an ad or insert in a playbill. 
 Develop a series of emails (or use the templates included in this toolkit) 

that summarize the project. 
 Give your board power2give.org gift cards so they may give the “gift 

of giving.”  Remind them that you are able to see if they used the gift 
card themselves. 

 Include a link on your website (the graphics are included in this tool-
kit). 

 Regularly post updates and information about your project on social 
media outlets. 

6. Step-by-Step Work Plan—Who does what? 
 If you are like us, if it doesn’t make it on the “to-do list”, it doesn’t get 

done.  Detail out each task to be done, assign it to someone and  
     provide a start and deadline for each task. 

Use the “Project Plan At-A-Glance”, included in this toolkit, to help you create your plan! 
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Segmenting 101 
 
 

If you try to reach everyone, you will reach no one very well.   
 
what is a segment? 
Your mailing list is probably a mix of long-time loyal constituents, first-time event partici-
pants and ticket buyers, lapsed donors, people who have just been touched by your mis-
sion and a whole assortment of others.  Each of these groups has a different reason for 
supporting your organization.  By dividing your overall donor and constituent base into 
segments based on similar characteristics you can reach them more effectively. 
 
why segment? 
By trying to reach everyone’s needs you will meet no one’s needs very well.  By dividing 
your audience into different groups based on their specific needs and reasons for  
supporting your organization, you can speak differently to each one and develop a more 
meaningful connection. 

 
some ways to segment 
Segmentation can vary from simple to sophisticated.  We recommend that you start with 
what you already know and build from there. 
 
simple segmentation 
Simple strategies focus on descriptive segments such as demographics and donor history.  
Keep your segments straightforward. 

 Geographically.  Zip code. 
 We all know the zip codes of the affluent in our community and have most 

likely used them for all of our fundraising mailings, but have you used this 
information to send specific messages about events and programs happen-
ing in their community.  You can use language like, “Our summer campers 
will be visiting the museum right in your backyard,” to point out this knowl-
edge. 

 Socio-demographically.  Age, gender, birth date, family, income, occupation, work 
place, etc. 

 Use this information creatively.  For example, send an email a couple of 
weeks prior to a donor’s birthday suggesting gifts to your project in lieu of 
presents.  The site does make it easy for them to forward projects on to their 
friends. 

 Gift Information.  Frequency, level, specific programs. 
 This is what power2give.org is about.  Send specific messages based on 

their donation levels or progress reports on the projects they care about.  An 
example is, “Thanks so much for your gift of $15.  You donation purchased 
art supplies for one student.  Attached is one of the student’s creations that 
your generosity made possible.” 
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sophisticated segmentation 
As segmentation becomes a part of your strategy, you’ll want to enhance your strategy by 
building your database – not just by numbers but also by data.  The process of getting this 
information is pretty easy – just ask. 

 Psychography.  Lifestyle, personality, attitudes. 
 Laura Bush, Cher and Hilary Rodham Clinton are all Caucasian women, 

born in 1946, that make a lot of money; however, do you see them going 
to the same party?  Attitudes, lifestyles and personalities all shape some-
one’s emotional needs (which is what you need to meet).  Start simply – ask 
what their connection is to your mission.  Just be sure to provide a standard 
list of options along with a fill in the blank, you’ll thank us when you start 
tabulating the data. 

 Behavior.  Benefits being sought, giving and purchasing rate, benefits utilization 
rate. 

 Past behavior is one of the best predictors for future actions.  Utilize your 
donor database and ticketing software to find out information like how fre-
quently they donate or attend a show; how soon after an ask do they re-
spond; how many times it takes to get a response; how far in advance do 
they purchase a ticket; what types of shows and events are they participat-
ing; and are they bringing friends with them to shows and events. 

 
some examples of segmentation 
Scenario One: 
A local theater wants to fund an acting program at an area low income elementary school.  
The group may identify the following groups to target: 

 Parents of children that have participated in the program in the past. 
 Individuals that have purchased multiple tickets to kid-centric plays. 
 Multi-ticket purchasers and donors that reside in the same zip code as the elemen-

tary school. 
 Donors that have given to educational projects in the past. 
 PTA members of the elementary school 

 
Scenario Two: 
A dance company is seeking funding for pointe shoes for their ballerinas.  The group may 
identify the following groups to target: 

 People that have participated in their adult ballet dance classes. 
 Low level-giving donors that attend multiple ballets a year. 
 Parents of past pointe class participants whose children will be having a birthday in 

the next month.  Rather than their child receiving more stuff, guests may give a gift 
to the project. 

 
Scenario Three: 
A garden and bird sanctuary is seeking funds to purchase food for their birds for an entire 
year: 

 Visitors that live in the neighborhood. 
 Lapsed donors. 
 People that have purchased plants at their annual Plant Sale. 
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I Don’t Want to be SPAM 
 
 

We hear it almost everyday, “I don’t want to get opt-outs.”  We don’t want you to either 
which is why we encourage you to segment, segment, segment (please see “Segmenting 
101”).  We do not advise that you send the same audience the same message multiple 
times a week or even every week (personally, we would opt out too).   
 
Here are some ideas so you do not end up “SPAM”: 
 

1.  Review your overall marketing schedule, if you are sending a newsletter to everyone 
on Tuesday, do not send another email to your targeted audience on Thursday.  
Instead, incorporate a story about the impact of your project in the newsletter.  
Keep in mind that if you are a larger organization this does require all departments 
to work collaboratively. 

 
2.  If you are sending out your Annual Fund Drive mailing, pull out the lapsed donors 

and give them the option to give to your specific project on power2give.org. 
 

3.  Everyone wishes that multi-year lower-level donors would step it up. Rather than 
sending them the same appeal that explains better benefits at a higher level, give 
them other ways to support.  There was recently a donor that had been at the low-
est level of giving (less than $250) for an organization for three years who, after 
learning about the ability to give to a specific project on power2give.org, gave two 
$250 donations in one night to that same organization.  This was on top of their 
normal gift. 

 
4.  Provide timely and important information.  If you have some real news, don’t be 

afraid to share it. 
 
5. Develop partnerships with outside organizations that may be interested in your pro-

ject.  If you are attempting to fund a camp that will expose kids to science through 
lessons taught outdoors, contact social clubs and organizations that have an inter-
est in the outdoors to see if they will send something to their members.  Shared  

 interests may mean a new donor. 
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Project Plan At-A-Glance 
Flip it around and create your own project plan to see your project fully funded. 
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Using the Site’s Capabilities 
 

 
power2give.org has capabilities that make it easy for you to share your projects via email 
and social media. 
 
Here is a step-by-step guide of how you may share your projects: 
 
Individual Project 

1. Visit www.power2give.org 
2. Select your city 
3. Click on “Give to a Project”.  This will take you to the project listings. 
4. Find your project by using the search box on the left. 
5. Click “Give/Learn More”.  This will take you to the project detail page. 
6. Below the image you will see icons for Twitter, Facebook, Facebook “Like”, RSS 

Feed and E-mail. 
7. Click the icon for the method that you would like to use. 
8. An automatic sample message will appear for you promote the project.  Feel free 

to use the sample verbiage or personalize it for your donors, patrons, staff, friends 
and family. 

 

Sharing Multiple Projects 
1. Visit www.power2give.org 
2. If you are on the homepage: 

 Select your city 
 Click on “Post a Project” 

3.  If you are on the project listing page: 
 Click on “Create & Manage Projects” 

4. Log in to your account using your e-mail address and password.  This will take you 
to your User Dashboard. 

5. In the upper right hand corner of the page, above “Create a New Project,” you will 
see the icons for Twitter, Facebook, RSS Feed, and E-mail. 

6. Click the icon for the method that you would like to use to send out your organiza-
tion’s projects link. 

7. An automatic sample message will appear.  Feel free to use this verbiage or per-
sonalize it for your donors, patrons, staff, friends and family. 

http://www.power2give.org
http://www.power2give.org
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Social Media 

Getting Started & Increasing Engagement 

Integration Tips 

Launch Countdown 

Increase Your Facebook Likes 

Sample Posts & Tweets 
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Getting Started  
& Increasing Engagement 

 
 
Like us on Facebook.  Follow us on twitter. 
 
We have all heard these requests and even sent them ourselves, but do you know why?  The 
most successful form of advertising and marketing throughout history is word of mouth.   
Social media is simply the new form of chatting on the phone that is much more effective 
because you are able to reach literally millions in seconds. 
 
Promoting your organization on social media can extend your reach, gain visibility and build 
relationships.  It can also be highly cost effective. 
 
Social media can be a successful marketing tool when combined with other forms of market-
ing and set up and approached properly. 
 
getting started 
If you have not set up a Facebook or Twitter account (or threw it together because that’s 
what everyone is doing), here are some steps to get started. 
 

1.  Define your purpose.  Just like any other marketing tactic, what is your main objec-
tive?  Is it to increase awareness of your organization and mission?  Is it to increase 
education program admission?  Is it to sell tickets to your season (not the best objec-
tive – see #3)?  Having a clear cut layout of what it is you want to accomplish from 
the start will help you stay focused and ultimately lead to success. 

2.  Start small.  You might think that you need to sign up for accounts on Facebook, twit-
ter, Pinterest, Foursquare, etc. STOP – do not spread yourself thin.  Sign up for the 
accounts that will be of most use to you.  Ask your constituencies what social media 
they use. 

3.  Don’t focus on selling (or donations).  Work towards building relationships with  
 potential ticket buyers and donors.  Don’t focus on the sale or the donation, it will 

come eventually.  Focus on the social and human aspects, engage your audience. 
4.  Know your audience.  Most likely you know your demographics.  How old are they? 

What are their interests?  How do they spend their money?  Where do they spend 
their time online?  What websites do they frequent and trust for news?  The sooner 
you know these things, the sooner you can craft your content strategy to reach them 
where and when they are. 

5.  Be prepared.  Expect the unexpected.  Keep an open mind and be flexible.  Social 
media changes fast, the only way to be successful is to be adaptable. 

6.  Have patience.  We have all heard the saying, “Good things come to those who 
wait.”  In social media, this is true.  You will not see results overnight (or even the first 
month in some cases).  Don’t be discouraged, if you have a sound strategy and  

     actionable steps, you will be successful. 
7.  Be social.  Have fun.  Be entertaining, conversational, the life of the party. 



 33 

more tips for increasing engagement 
 

1.  Ask questions.  When you are having a face-to-face conversation one of the best 
ways to keep all parties interested and involved in conversations is by asking ques-
tions.  The same is true for social media.  Ask questions that your fans and  

 followers will care enough to answer.  Some effective questions are ones that ask 
for feedback, a fill-in-the-blank response or a multiple choice. 

2.  Be relatable.  In order for people to feel compelled to interact and engage with 
your tweets and posts, they need to feel they can relate. 

3.  Interact with followers.  Let’s say that you are having a conversation and that person 
asks you a question but then completely ignores you when you respond.  How do 
you feel?  This is exactly how your followers will feel if you don’t respond to them.  
By responding, you will encourage your followers to continue to engage with you. 

4.  Find the right frequency.  You don’t want to post too little but you don’t want to 
post too much.  Every organization is different – it depends upon you, your content 
and your fan base.  Be sure to actually have something to say. 

5. Use images.  Images can catch your followers’ eyes and also spark fan  
 engagement.   

Integration Tips 
 
power2give.org Accounts 
 

power2give.org’s Facebook page and Twitter account (@power2give) promote pow-
er2give.org as a whole, including all communities.  We want to provide news about all 
of the communities, organizations, and projects but we need your help.  Share  
information on your projects so we may push it out through our accounts. 
 

When writing your status or tweeting about a project, type @power2give within the mes-
sage so your fans can easily follow power2give.org, increasing the number of followers 
increases the visibility of the site and your projects. 
 

Facebook 
www.facebook.com/power2give 
 

Twitter 
www.twitter.com/power2give 
Account: @power2give 
Hashtag: #power2give 
 

http://www.facebook.com/power2give
http://www.twitter.com/power2give
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Launch Countdown 
 
 

Leading up to the launch of power2give.org in your community, we will begin a final 
countdown to help promote the website and build the following in your community.  We 
need the help of all of the partners to ensure the success of the launch. 
 
Below are some sample tweets and Facebook updates that you may use on your  
organization’s pages to help build some excitement: 
 
Twitter 
twitter.com/@power2give 

 Only days until launch days until you can support impact of project @power2give 
 Look for our projects @power2give in days until launch days 
 @power2give connects you to specific arts and cultural projects.  In days until 

launch days you can find your fave! 
 Hope you enjoyed our performance/exhibit!  In days until launch days you can find 

out more about what else we do @power2give 
 Connect with and support arts and cultural projects @power2give 
 On launch date you can impact of project by supporting our project @power2give 
 Find your favorite project in days until launch days @power2give 

 
If you tweet about your individual project, please use the hashtag #power2give. 
 
Facebook 
facebook.com/power2give 

 In days until launch days you can help impact of project through power2give.org. 
(hyperlink to power2give.org Facebook page) 

 power2give.org (hyperlink to power2give.org Facebook page) is an easy way for 
you to be a part of arts and culture in community’s name.  Find out how on launch 
date! 

 Find your favorite arts and cultural project on power2give.org (hyperlink to pow-
er2give.org Facebook page) in days until launch days. 

 Beginning launch date you can help us impact of project on power2give.org 
(hyperlink to power2give.org Facebook page). 

 
If you post photos or videos of your projects on Facebook, please link them to the main 
power2give.org Facebook page. 
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Increase Your Facebook Likes 
 
 

There are a number of reasons to increase your Facebook “likes”, outside of just increasing 
your reach.  Increased “likes” improve your credibility, boost your exposure, and strengthen 
patron and donor loyalty. 
 
Here are some ideas on how you may bring your numbers up: 
 

1.  Advertise on Facebook.  Facebook gives you the ability to target specific  
 demographics in your area to see your ads.  Would you like to reach people that 

have an interest in art?  You may specifically target people that list that as one of 
their interests.  The cost is relatively low, and you may put a cap on how much you 
would like to spend. 

 
2.  Rotate Your Ads.  No one likes to see or hear the same things over and over so 

change your ad.  Click-through rates can drop by 50% after the first 24 hours.  
  
3.  Add “Like Us on Facebook” to your website landing page.  About 60% of likes are 

achieved this way. 
 
4.  Free Exclusive Video.  Post a video and make it viewable only if you like the page. 
 
5.  Run a competition.  Everyone likes a contest.  Just be sure to run it through a contest 

app like Wildfire, you wouldn’t want Facebook to shut your page down. 
 
6.  Ask friends, family, and colleagues.  Suggest that your friends on your personal page 

like your organization page.  Just don’t continue to ask them over and over again. 
 
7.  Invite your email subscribers.  Have the Facebook logo or badge appear in all of 

your newsletters.  Be creative and say things like “Write On Our Wall”; “Join our 
Facebook community”; or “Add your photo to our Facebook group.” 

 
8.  Use the “Like” button on your individual projects.  Each project on power2give.org 

has the “Like” button.  Be sure to click on this and encourage others to do so as well.  
A comment will automatically appear on Facebook. 

 
9.  Include a Link.  Put a link to your Facebook page in electronic signatures and other 

correspondence. 
 
10.Get fans to join via SMS.  If you have at least 25 fans and a custom user name,  

fans can join your fan page via text message.  To join your page, Facebook users 
just send a text message to 32665 (FBOOK) with the words “fan username” or “like 
username” (no quotation marks).  This is ideal when addressing a live audience.  
Have everyone pull out their phones and join your page on the spot. 
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Sample Posts & Tweets 
 

 
The number one thing to remember when using social media is to be SOCIAL.  Posts 
should be witty, of value or educate, they should not be “gimme” pleas.  They should also 
not just be one-sided conversations.  Also, don’t be afraid to be personal, even try signing 
your name on your posts.  It is easier for people to connect to a person rather than an  
organization. 
 
Here are some examples of some past power2give.org posts and tweets that have had a 
great reach: 
 

 “We are counting down the hours until power2give launches in Greensboro, N.C! 
Soon, you'll be able to bring passion and creativity together in the Triad! Stay 
tuned...” 

 A photo of a local children’s choir that sang at the White House thanks to dona-
tions received through power2give.org with, “The White House, the Charlotte Chil-
dren's Choir and the generosity of power2give donors. That's awesome!” 

 “Project of the Day! Asia Institute | Crane House needs just $46 to fully fund its 
project to create an educational EXPLOREAsia traveling trunk about the Chinese 
New Year! Take advantage of the generous matching gift provided by the Family 
Life Center!” 

 A photo of a thank you note (complete with drawing) with, “Best thank you note 
ever received today from one of the summer campers.” 

 
Here are some additional ideas: 
 

 Upload photos of program participant thank you notes. 
 Share photos of your programs in action.  Encourage volunteers and staff to tag 

themselves because then your photos will show up in more people’s newsfeeds. 
 Ask program participants (or their families) to post a photo or story of someone im-

pacted by your organization along with how their lives were affected. 
 Pique curiosity. 
 Have your fans/followers vote for which project to post. 
 Ask questions.  If you are raising money for something like music lessons, ask about 

your fans/followers first music lesson experience. 
 Offer a sneak peek of an upcoming newsletter, event, or program. 
 Show what goes on behind the scenes at your office. 
 Introduce a member of your staff. 
 Report from the scene of your work or event. 
 Connect your work to a news story. 
 Ask a trivia question related to your cause. 
 Choose a “fan of the day”. 
 Celebrate your successes! 
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Tips & Best Practices 
 

 
Email marketing is the most effective way to communicate with your constituents.  It is 
much more cost effective than snail mail and is trackable.  It is also easy for you to send 
direct links to your projects. 
 
There are four primary steps to successful email marketing: 

1.  Set email goals.  What is the goal of your email?  Are you announcing your project 
for the first time?  Do you have other organizational news to share?  Your goal will 
determine the best format. 

 
Newsletters are best for a variety of information like announcements, events,  
education & tips, surveys and promotions/offers (this should make up no more than 
20% of the piece).  A half-page postcard/announcement is great for announcing a 
new project.  Create different email formats depending upon your goal. 

 2.  Create email.  Be sure to include the following: 
 Your brand.  The email is from you, not power2give.org, so include your 

colors, font (use only 1 throughout the email) and logo (include your  
 organization name in addition to the logo).  Use the power2give.org logo in 
 the email (please keep in mind the guidelines) to help build brand  
 recognition. 
 Links to grow your list.  Include links to join your mailing list and the option 

to forward to a friend. 
 Links to your project(s), website and social media sites. 
 Contact information.  No one likes to search for a way to contact someone 

– make it easy. 
 Great content.  Content is king.  80% of the content should engage and in-

form, emails that are only sales or promotion actually hurt relationships. 
 A strong call to action.  Include instructions on how to take the action along 

with benefits and why they should. 
3.  Send and share.  There are two things that get people to open your email – a great 

subject line and the “from” line is someone they know and trust.   
 Subject line.  Recipients spend about ½ a second scanning the subject line 

so keep it short, sweet and to the point.  Anything more than 38-47  
characters is way too long.  Tell them why they should open and deliver on 
the promise. 

 From lines.  The “from” line is the determining factor for 80% -90% of  
 people as to whether they delete and email.  Unless you are the brand, do 
 NOT use your name or email address.  Also, don’t use info@ or sales@.  
 Keep the “from” name and email recognizable. 
 Permission.  In order for someone to recognize your organization, they must 

actually have at least heard of you.  Do not send emails to people that have 
not given you permission to contact them.  I’m sure that you have been  

 contacted about buying lists – SAVE YOUR MONEY!  Buying lists is a great 
 way to become SPAM. 
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4.  Monitor results and apply those learnings.  All of the time and energy you have spent 
to create your email is all for naught unless it actually reaches people.  

 Time.  You have probably heard that the best time to send an email is on a 
Tuesday morning.  Have you noticed how many emails you receive on  

 Tuesday mornings?  Divide your list into equal parts and send at different 
 times to see when your audience is most likely to read. 
 Open and click through rates.  The target open rate for non-profits should be 

27% - 29%.  However, the open rate is not as important as the click-throughs, 
you should strive for at least a 12% click-through rate.  If you are not achiev-
ing this, re-evaluate your mailing, have a friend outside of the organization 
take a gander, but don’t give up. 

Crafting Subject Lines that Work 
 
 

When it is time for you to develop the content for your email appeal, the last thing on your 
mind is probably the subject line.  Ironically, this is the first thing that potential donors will 
see so it needs to be attention-grabbing. 
 
Here are ten tips to break-through their Inbox clutter: 

 
1.  Deliver on your subject line.  The subject line is your first impression, and you want 

it to be a good one.  Email can build or break a trusting relationship with your 
readers so be clear about what they will get for opening the email.  Be creative but 
don’t lie. 

2.  Watch the length.  Recipients only spend about ½ a second with the subject line.  It 
should be no more than 38 – 47 characters in length (including spaces). 

3.  Support the “From” line.  Many readers look at the “From” line to make sure it is 
 from someone they know and trust.  Support brand recognition by using a  
 consistent “from” address.  If your “from” line has your organization name you 

don’t have to repeat it in your subject line which saves a lot of space. 
4.  Don’t end up in SPAM.  The subject line can cause you to end up in someone’s 

SPAM.  Avoid using the following: 
 Words like “credit card”, “weight loss” 
 ALL CAPS 
 Excessive Punctuation!!!!! 
 $$ or other symbols 
 Misleading subject lines 

5.  Include numbers.  Lines like, “5 reasons to…,” give the impression that the email is 
a quick read so they are more likely to open it. 

6.  Create a sense of urgency.  As your project nears the expiration date, gradually  
 increase the level of urgency.  Some examples are: 

Only 30 Days Left to Impact of Gift 
Your Last Minute Gift Means Impact of Gift 
24 Hours to Go to Impact of Gift 

7.  Pique curiosity.  What intrigues you to open an email or purchase a magazine?  
Take a look at magazine covers to see some great examples how publishers entice 
people to buy their publications. 
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8.  Encourage action.  The entire purpose of the email is to encourage the recipient to 
do something.   

9.  Be proactive.  Start thinking about your subject line as soon as you start planning 
your email.  It may even help you focus the content of your email. 

10.  Test, test, test.  Split your mailing list and test different subject lines to see what your 
constituency responds to best. 

Successful Email Checklist 
 

 
Here is a checklist to help you be successful in your email marketing efforts: 
 

□ Recognizable/consistent “from” name and email address 

□ Motivating subject line 

□ Your organization logo and brand 

□ Brand and benefit to reader appear in preview (above the scroll) pane 

□ Content is at least 80% engaging 

□ Content is valuable and relevant 

□ Easy to scan 

□ 5 or fewer main focuses 

□ Links 

□ 5 or fewer images 

□ Clickable images 

□ Description for each image (keep in mind these do appear!) 

□ Prominent “Join My List”, “Forward to a Friend”, social media, and website links 

□ Run the SPAM checker 

□ Preview and optimize the text version 

□ Send a test to yourself and someone outside of your organization 
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Newsletter Integration 
 
 

Most likely you are already sending regular correspondence to your donors and members, 
rather than sending another correspondence include information about your project in 
your upcoming newsletter.  The inclusion does not need, and should not, be just a gift ap-
peal.   
 
Here are some ideas and tips of how to integrate your project into your regularly sched-
uled correspondence: 
 

1.  Include a story about the impact of your project.  Is your project one that has been 
done in the past?  Ask a past program participant to write an article about how 
their participation has made a difference in their lives.  Include a link to your cur-
rent project on power2give.org as a way that readers may help someone else. 

2.  Have links to your organization project listing page.  Include the power2give.org 
logo hyperlinked to your organization’s project listing page.  Also include a link that 
is not part of an image. 

3.  Include a survey.  Have your readers vote on the next project they think should be 
posted on power2give.org. 

4.  Involve the readers.  Ask project donors to share why they donated to the project.  
Ask staff and volunteers that may be involved with the project to share photos.  In-
clude these in your newsletter. 

5.  Highlight what makes you different.  Your mission makes you different and your 
projects are an extension of this.  Highlight the uniqueness of your programming. 

6.  Include strong calls to action.  Have links to click on. 
7.  Only 20% of the newsletter content should promote.  Don’t have a case of the 

“gimmees,”  keep your asks to a minimum.  Your goal is to engage and inform. 
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How to Guide 

Announcing a New Project 

Announcing Numerous Projects 

Matching Grant Announcement 

30 Days Until Expiration Date 

24 Hours Until Expiration Date for Project Donors 

24 Hours Until Expiration Date for Project Non-Donors 

Project is Fully Funded for Project Donors 

Your Gift at Work 

 

Email Templates 



 44 

How To Guide 
 

 
We have put together some sample emails and graphics that may be sent during the time 
your project is on power2give.org.   
 
These include: 

1. Announcing New Project 
2. Announcing Numerous Projects 
3. Matching Grant Announcement 
4. 30 Days Until Expiration Date 
5. 24 Hours Until Expiration Date for Project Donors 
6. 24 Hours Until Expiration Date for Project Non-Donors 
7. Project is Fully Funded 
8. Your Gift at Work 

 
We welcome you to use these templates or create your own.  Below are step-by-step in-
structions on how to create your email marketing pieces. 
 
If you need any help, contact the power2give.org team at charlotte@power2give.org. 
 

Gmail or Outlook 
 

We do NOT encourage you to use your Gmail or Outlook account to send mass emails.  
Not only are there caps on the number of emails that are sent from these accounts each 
day, what were to happen if your email address were blacklisted?  Individual emails from 
your organization may be permanently blocked to anyone within the organization that 
blacklisted you (really, would you want to no longer be able to send to anyone at Wells 
Fargo or Bank of America?). 
 

Now that we have given you a warning, we will still provide you instructions in case you 
want to send the email to just a few contacts. 
 

1. Open the Word email template you would like to use. 

2.  Replace the ASC logo with your organization’s logo.  We recommend that you use 
a low-res, smaller logo since the email is so graphic heavy to keep the overall 
email size down.   

 Right click on the image. 
 Left click on “Change Picture”. 
 Select the logo you would like to use. 
 Resize the logo by using the corners.  Never use the side edges since your 

logo will appear skewed. 
 Delete the text box below the logo by clicking on it to highlight the box and 

press the “Delete” key on your keyboard. 
3.  Replace the “Title of Your Project” with your project’s title and/or call to action 
4.  Insert your text about the project that tells the recipient what you would like them to 

do and why they should do it. 

mailto:charlotte@power2give.org
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5.  Hyperlink the title, “Give/Learn More” button, and “click here” to read more.  
To hyperlink: 

 Highlight the item you would like to hyperlink. 
 Right click. 
 Left click on “Hyperlink”. 
 Insert your project or organization URL into the address field 

 You may get your project URL by: 
 Visit www.power2give.org. 
 Search for your project. 
 Click on “More about this project”. 
 Highlight the URL that appears in the browser (it 

should appear in this format: http://
www.power2give.org/charlotte/Project/Detail?
projectId=748). 

 Right click. 
 Left click on “Copy”. 

 You may get your organization URL (that has all your projects) 
by: 

 Visit www.power2give.org. 
 Log in to your account using your user name and 

password. 
 Your organization URL will appear at the top of the 

page of your User Dashboard. 
 Click on the URL. 
 A pop up window will appear. 
 Highlight the URL in the message body (it should ap-

pear in this format: http://www.power2give.orh/
charlotte/go/o/81). 

 Right click. 
 Left click on “Copy”. 

 Once you have copied the URL, paste it into the address field 
by:  

 Left click in the box.  
 Right click. 
 Left click on “Paste”. 

 Click OK. 
6.  Save your changes. 
7.  You are now ready to send your email. 
8.  Insert the template into a new mail message (if you do not know how to open a 

new mail message, we need to have a serious talk). 
 Left click in the upper left hand corner of the template document so your 

cursor is at the beginning of the document. 
 Press the “Ctrl” and “A” buttons at the same time, this will copy the en-

tire document. 
 Right click and select “Copy”. 
 Open your new mail message. 
 Left click at the very beginning of the body of your email. 
 Right click and select “Paste”. 

 

http://www.power2give.org
http://www.power2give.org/charlotte/Project/Detail?projectId=748
http://www.power2give.org/charlotte/Project/Detail?projectId=748
http://www.power2give.org/charlotte/Project/Detail?projectId=748
http://www.power2give.org
http://www.power2give.orh/charlotte/go/o/81
http://www.power2give.orh/charlotte/go/o/81


 46 

 

PatronMail, Constant Contact, My Emma, or another mass email marketing tool 
 

We are unable to provide step-by-step instructions for each of the mass email marketing 
sites; however, as part of the toolkit, there are jpeg images that may be inserted into the 
templates provided by the sites. 
 

 

 

 

  
You can provide impact of gift and beneficiary. 
  
A gift of $ to our project on www.power2give.org, an on
-line fundraising site for arts & culture, will provide what 
project will provide. 
 
Click here to learn more. 

Give the Gift of Art 

Give/Learn More 

Email Mock Up Announcing a New Project 

http://www.power2give.org/charlotte/Project/Detail?projectId=826
http://www.power2give.org
http://www.power2give.org/charlotte/Project/Detail?projectId=826
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To: You mailing list that has opted in to receive communications from you 

From: Your Organization Name (email@organization.org) 

Subject Line: # (the number of projects you have live on power2give.org) of Ways to Support Your  

Organization’s Mission 

 

 

 
We have # of projects live on the site ways for you to sup-
port organization mission on power2give.org, an on-line 
fundraising site for arts and culture. 
  
You may exact examples of what each project will do with 
each hyperlinked to that project’s detail page. 
  
Your gift will go directly to the project you choose to sup-
port, making a difference in the lives of constituency your 
organization serves. 
 
Click here (hyperlinked to your organization page) to find 
what you are most passionate about. 

# Ways to Organization Mission 

Give/Learn More 

Email Mock Up Announcing Numerous Projects   

http://www.power2give.org/charlotte/Project/Detail?projectId=826
http://www.power2give.org/charlotte/Project/Detail?projectId=826
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To: Your mailing list that has opted in to receive communications from you 

From: Your Organization Name (email@organization.org) 

Subject: Double Your Impact on Project(s) Mission 

 

   
Thanks to the generosity of Matching Organization your 
gift to projects on power2give.org, an on-line fundrais-
ing site for arts and culture, will be matched dollar-for-
dollar. 
 
Each dollar you give to project’s impact will be 
matched, up to $ total matching amount.  This means 
that your gift of $ (half the amount of an exact item you 
are looking to have funded) will provide the exact  
impact of what double the amount provides. 
 
Double your impact today while the matching grant is 
available.  This is a great way to get double the warm, 
fuzzy feeling of helping others. 
 
Click here (hyperlinked to your project page) to turn $1 
into $2 today! 

Have Your Gift Go Further 

Give/Learn More 

Email Mock Up Announcing Matching Grant  

http://www.power2give.org/charlotte/Project/Detail?projectId=826
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To: Your Mailing List that has opted in to receive communications with those that have already given removed 

From: Your Organization Name (email@organization.org) 

Subject: Less that 1 month left to project’s impact 

 

 
  
With just # days left until the 90 day window expires 
until our project, Project Name (hyperlinked), expires 
on power2give.org, we are asking for your help to  
provide # of people impacted and what project pro-
vides. 
 
Thanks to the generosity of # of donors we will be able 
to provide impact of gifts to date.  We want to provide 
total goal of project. 
 
 A gift of $10 to our project, Project Name 
(hyperlinked), on www.power2give.org, an on-line fund-
raising site for arts & culture, will provide impact of pro-
ject. 
 
Please consider helping us reach our goal by giving a 
gift or sharing the project with your friends and family. 
  
Click here to learn more. 

Time is Running Out to Give the Gift of Art 

Give/Learn More 

Email Mock Up 30 Days Until Expiration 

http://www.power2give.org/charlotte/Project/Detail?projectId=826
http://www.power2give.org
http://www.power2give.org/charlotte/Project/Detail?projectId=826
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To: Your Mailing List that has opted in to receive communications with all project donors removed 

From: Your Organization Name (email@organization.org) 

Subject: 24 Hours Left to project’s impact 

 

 
  
With just 24 hours until our project, Project Name 
(hyperlinked), ends on power2give.org, we are asking 
for your help to raise $ to go  to provide # of people  
impacted with purpose of project. 
 
Thanks to the generosity of # of donors we will be able 
to provide impact of gifts to date.  We want to see the 
project funded 100%, enabling us to provide total goal 
of project. 
 
 A gift of $ to our project, Project Name (hyperlinked), 
on www.power2give.org, an on-line fundraising site for 
arts & culture, will provide project’s impact. 
 
Please help us reach our goal by giving a gift or  
sharing the project with your friends and family. 
  
Click here to learn more. 

Time is Running Out to Project’s Impact 

Give/Learn More 

Email Mock Up 24 Hours Until Expiration—Non-Donors 

http://www.power2give.org/charlotte/Project/Detail?projectId=826
http://www.power2give.org
http://www.power2give.org/charlotte/Project/Detail?projectId=826
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To: Project Donors 

From: Your Organization Name (email@organization.org) 

Subject: 24 Hours Left to project’s impact 

 

 
  
With just 24 hours until our project, Project Name 
(hyperlinked), ends on power2give.org, we are asking 
for your help raise awareness that we have $ to go  to 
provide # of people impacted with purpose of project. 
 
Thanks to the generosity of donors like you we will be 
able to provide impact of gifts to date.  We want to see 
the project funded 100%, enabling us to provide total 
goal of project. 
 
A gift of $ to our project, Project Name (hyperlinked), 
on www.power2give.org, an on-line fundraising site for 
arts & culture, will provide project’s impact. 
 
Please help us reach our goal by sharing the project 
with your friends and family. 
  
Click here to learn more. 

Time is Running Out to Project’s Impact 

Give/Learn More 

Email Mock Up 24 Hours Until Expiration—Project Donors 

http://www.power2give.org/charlotte/Project/Detail?projectId=826
http://www.power2give.org
http://www.power2give.org/charlotte/Project/Detail?projectId=826
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To: Project Donors 

From: Your Organization Name (email@organization.org) 

Subject: The project you supported is funded! 

 

   
Thanks to # of donors minus 1 donors and you, our 
project, Project Name (hyperlinked), has been fully 
funded! 
 
This means that impact of project.  We cannot thank 
you enough for the difference you will make in the lives 
of constituency that benefits! 
 
As the project progresses we will keep you updated 
with e-mails and photographs so you may see your gift 
at work. 
 
Thank you again for your support of Organization 
Name (hyperlink to your website)! 
 

THANK YOU!!! 

Give/Learn More 

Email Mock Up Announcing Project Fully Funded 

http://www.power2give.org/charlotte/Project/Detail?projectId=826
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To: Project Donors 

From: Your Organization Name (email@organization.org) 

Subject: Your gift at work 

 

 

  
Thank you again for your support of our project, Project 
Name (hyperlinked)! 
 
Thanks to you work/activity that has been completed.  
Click here (hyperlinked to YouTube video) to see a 
short video of how your donation has made a differ-
ence in the lives of constituency affected. 
 
Thank you again for your support of Organization 
Name (hyperlink to your website)! 

See How You Made a Difference 

Email Mock Up Your Gift at Work 

Embed video link 

http://www.power2give.org/charlotte/Project/Detail?projectId=826
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Rallying the Troops 

There is No “I” in “Team” 

Email Templates 
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There is no “I” in “Team” 
 

 
Don’t be a martyr, ask for help.  Your organization’s networks, and this doesn’t just mean 

you and your staff, are one of the most powerful ways to promote your organization and 

power2give.org projects.  Utilize your board, volunteers, and affinity groups to help bring 

more awareness to your mission and projects. Here are some ideas on how to utilize these 

groups: 

 
 1.  Ask an active volunteer to spearhead the fundraising efforts.  Your biggest  
      supporter may not be the board member that writes the biggest check but rather a 

volunteer that helps because they love your organization.   

2.  Ask board members, staff, and volunteers to tell their friends and families.  Provide 
sample emails, Facebook posts and Twitter tweets to make it easy for them to 
spread the word.  We’ve even included some samples as part of the toolkit.  Be 
sure to include finite numbers for them to send to in the appeal, i.e. send this to 5 
of your friends. 

3.  Give board members power2give.org gift cards to pass on.  Give each of your 
board members a small denomination gift card and ask them to share their love of 
arts and culture with someone by passing on the card.  Remind them that you can 
see if they used the gift card themselves. 

4.  Have a friendly competition between the board, staff, and volunteers.  If you have 
three different projects on power2give.org at a time, assign one to each group and 
see who raises the most funds in a given time frame.  Or, if you have just one pro-
ject, assign each group a 24 hour time frame to see who raises the most. 

5.  Have an affinity group “adopt” a project, especially if it is something they already 
have a connection.  If you have a group that has adopted one of your organiza-
tion’s programs that your project is related, enlist their help. 

6.  Do some research.  Are there social clubs and groups that may have an interest in 
your project because it is closely related to their purpose?  Contact these groups 
and ask if they would be willing to include something in their newsletter, a link on 
their website or send an email on your behalf to their members.  Remember,  

 provide them the materials to make it easy! 
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Sample Email to Board Member about Matching Grant 
 

 

Dear (Board Member First Name), 
 

I am thrilled to share with you some recent news I received from power2give.org, the 
on-line fundraising site for arts and cultural projects that the Arts & Science Council 
developed.  They have secured a $ amount of matching gift challenge grant for type 
of projects the match will support projects on the site. 
 

This means that each individual gift on power2give.org will be matched $ for $ 
(multiplier amount of match).  We want to make the most of this opportunity and have 
posted Name of project with hyperlink.  This project seeks funding for short overview 
of project(s) impact.   
 

I am asking for your help in raising awareness of the project.  Please send an email 
to five of your friends, family members or colleagues; post the project on your Face-
book page; or type 140 characters about it on Twitter.  Below you will find samples 
for each that you may use, or you may even send something directly from the project 
page on power2give.org by clicking here (insert hyperlink to project). 
 

If every member of the board participates in the effort, the more people will know 
about the impact we make on the community and the more likely the project will be 
100% funded. 
 

Thank you for your leadership and support of Organization Name.   
 

Sincerely, 
 

Name of Executive Director 
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Sample Email to Board Member re: Project 
 
 
 
Dear Board Member First Name, 
 
As you know, Organization Name offers name of project/program that pow-
er2give.org project will fund.  Over the years, impact of program/project. 
 
This project has been funded in the past through the generosity of individuals like 
you.  This year, we are going to try a new approach – power2give.org, an on-line 
fundraising site that is specifically for arts and cultural projects.  The site shows that 
nearly 46% of donors are new to the organizations they support through the site. 
 
We need your help and support to spread the word about Project Name (hyperlink).  
Please send an email to five of your friends, family members or colleagues; post the 
project on your Facebook page; or type 140 characters about it on Twitter.  Attached 
is a sample email you may use, or you may even send a quick note, post or tweet  
directly from the project page on power2give.org by clicking here (insert hyperlink to 
project). 
 
If every member of the board participates in the effort, the more people will know 
about the impact we make on the community and the more likely the project will 
reach 100% funding. 
 
 
Sincerely, 
 
Name of Executive Director 
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Sample Email from Board Member to Friends, Family, Colleagues re: Project 
 
 
 
Friend’s First Name, 
 
As you may know, I have been a/an Organization Name supporter and board member 
for some time.  Their mission of mission description is one that I stand behind and 
strive to help them achieve. 
 
One of the primary challenges facing non-profits today is funding sources.  With so 
many great causes out there locally and nationally, the question often is—which ones 
do you choose to support?  And, how do you know if it is really making a difference? 
 
Those same questions are why I’m excited that Organization Name is using a project-
specific on-line giving platform, power2give.org.  All proceeds received through the site 
go directly to that project. 
 
Organization Name has posted Name of Project (hyperlinked).  This project seeks 
funding for short overview of project’s impact. 
 
While I am sure you have a favorite organization or two that you support regularly, I 
hope you’ll consider a donation toward this project. 
 
I would love it if you would consider a $ donation for each year I have been a part of 
Organization Name.  That’s a total donation of $.  If you can’t contribute at that  level, 
please consider a gift of any amount (power2give.org allows gifts as little as $1) or 
share the project link with your friends and family. 
 
It is through the generosity of community members like you that Organization Name is 
able to continue to provide brief description of what organization provides. 
 
Thank you in advance for considering a small gift to Project Name (hyperlinked). 
 
Sincerely, 
 
Board Member First Name 
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Sample Email from Board Member to Friends, Family, Colleagues re: Match 
 

 

Dear Friends, 
 

As many of you know, I have been an Organization Name supporter and board  
member for some time.  Their mission of mission description  is one that I stand  
behind and strive to help them achieve. 
 

Thanks to a matching grant on power2give.org, an on-line fundraising site for arts 
and cultural projects, Organization Name could be closer to achieving this goal.  
Sponsor Name will match individual donations to type of projects on power2give.org, 
up to $ amount of match.     
 

Organization Name wants to make the most of this opportunity and has posted Name 
of project with hyperlink.  This project seeks funding for short overview of project(s) 
impact.   
 

I am asking for your help in maximizing the matching challenge by supporting the 
project on power2give.org through a small donation.  It is only through the generosity 
of the community that Organization Name is able to continue to provide brief descrip-
tion of what organization provides. 
 

Thank you for considering a small gift to Project Name with hyperlink. 
 

Sincerely, 
 

Board Member Name 
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Sample Email from Staff Member to Friends, Family re: Project 
 
 
 
Friend’s First Name, 
 
For the last # years/months, I have worked for Organization Name whose mission is 
organization mission. 
 
As I am sure you have heard me mention one of the primary challenges facing non-
profits today is funding sources.  With so many great causes to support locally and na-
tionally, the question of is—which ones do you choose to support?  And, how do you 
know if it’s really going to make a difference? 
 
Those same questions are why I’m excited that Organization Name has decided to  
utilize power2give.org, an on-line fundraising site specifically for arts and cultural pro-
jects.  All proceeds received through the site go directly to that specific project. 
 
Organization Name has posted Name of Project (hyperlinked).  This project seeks 
funding for short overview of project’s impact. 
 
While I am sure you have a favorite organization or two that you support regularly, I 
hope you’ll consider a small donation toward this project. 
 
I would love it if you would consider a $ donation for each year I have been a part of 
Organization Name.  That’s a total donation of $.  If you can’t contribute at that level, 
please consider a gift of any amount (the site allows gifts as little as $1) or share the 
project link with your networks. 
 
It is through the generosity of people like you that Organization Name is able to con-
tinue to provide brief description of what organization provides. 
 
Regards, 
 
Staff Member First Name  
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Sample Email from Staff Member to Friends, Family re: Match 
 

 

Dear Friends, 
 

For the last # years/months, I have worked for Organization Name whose mission is 
organization mission. 
 

Thanks to a matching grant on power2give.org, an on-line fundraising site for arts 
and cultural projects, Organization Name could be closer to achieving this goal.  
Sponsor Name will match individual donations to type of projects on power2give.org, 
up to $ amount of match.     
 

Organization Name wants to make the most of this opportunity and has posted Name 
of project with hyperlink.  This project seeks funding for short overview of project(s) 
impact.   
 

I am reaching out to friends and family in hopes that you will consider helping us 
maximize the matching challenge by giving a small donation to our project on pow-
er2give.org.  It is only through the generosity of the community that Organization 
Name is able to continue to provide brief description of what organization provides. 
 

Thank you for considering a small gift to Project Name with hyperlink. 
 

Sincerely, 
 

Staff Member Name 
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Sample Email from Volunteer Coordinator to Volunteer re: Project 
 
 
 
Dear Volunteer’s First Name, 
 
Thank you for the time and energy you give to Organization Name.  Without the sup-
port of volunteers like you, we would not be able to mission description. 
 
One of the primary challenges facing non-profits today is funding sources.  With so 
many great causes to support locally and nationally, it is often hard to choose which 
ones to support.  And, how do you know your gift is making a difference? 
 
Those questions are why I am excited that Organization Name is utilizing  
power2give.org, an on-line fundraising site for arts and cultural projects.  All proceeds 
raised through the site go directly to that project. 
 
Organization Name has posted Name of Project (hyperlinked).  This project seeks 
funding for short overview of project’s impact. 
 
I am making you aware of the project to ask if you will help raise awareness of our pro-
ject by sharing it with five of your friends, family members or colleagues.  I have put 
together the attached email template that you may use, or you may easily forward the 
project via email, Facebook or Twitter from the project listing page on power2give.org 
by clicking here (insert hyperlink). 
 
Thank you again for everything you do for Organization Name. 
 
Sincerely, 
 
Volunteer Coordinator Name 
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Sample Email to Volunteer from Volunteer Coordinator re: Match 
 

 

Dear (Volunteer First Name), 
 

Thank you for the time and energy you give to Organization Name.   Without the sup-
port of volunteers like you, we would not be able to mission. 
 

I want to make you aware of a matching grant on power2give.org, an on-line fund-
raising site for arts and cultural projects, that will benefit type of projects on the site.  
Sponsor Name will match every individual donation multiplier amount, up to $ total 
match amount.  
 

Organization Name wants to make the most of this opportunity and has posted Name 
of project with hyperlink.  This project seeks funding for short overview of project(s) 
impact.   
 

I am making you aware of the opportunity to ask if you will help raise awareness of 
our project by sharing the project with five of your friends, family members or  
colleagues.  I have put together the below email template that you may use, or you 
may easily forward the project from the project listing page by clicking here (insert 
hyperlink).  
 

Thank you again for your continued support of Organization Name. 
 

Sincerely, 
 

Volunteer Coordinator Name 
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Sample Email from Volunteer to Friends, Family re: Project 
 
 
 
Friend’s First Name, 
 
For the last # years/months, I have volunteered for Organization Name whose mission 
is organization mission.  I first became involved because reason began volunteering. 
 
Each time I help out at Organization Name, I am reminded of this and the great work 
they do for the community.  One aspect of the organization that excites me most is 
Project Name.  This project/program brief overview of impact. 
 
This program has been made possible in the past thanks to donations directly to the 
organization.  This year they are trying a new approach for funding, power2give.org, an 
on-line giving site that is for specific arts and cultural projects.  Every dollar raised 
through the site will go directly to that project. 
 
I would love it if you would consider a $ donation for each year I have been a part of 
Organization Name.  That’s a total of $.  If you can’t contribute at this level, please con-
sider a gift of any amount (the site allows gifts as little as $1) or share the below project 
link with your friends and family. 
 
You may learn more about the project by clicking here (hyperlink to project page). 
 
Thanks so much for any help you may provide! 
 
Sincerely, 
 
Volunteer Name 
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Sample Email from Volunteer to Friends, Family re: Match 
 

 

Dear Friends, 
 

For the last # years/months, I have volunteered for Organization Name whose mis-
sion is organization mission. 
 

Thanks to a matching grant on power2give.org, an on-line fundraising site for arts 
and cultural projects, Organization Name could be closer to achieving this goal.  
Sponsor Name will match individual donations to type of projects on power2give.org, 
up to $ amount of match.     
 

Organization Name wants to make the most of this opportunity and has posted Name 
of project with hyperlink.  This project seeks funding for short overview of project(s) 
impact.   
 

I am reaching out to friends and family in hopes that you will consider helping us 
maximize the matching challenge by giving a small donation to our project on pow-
er2give.org.  It is only through the generosity of the community that Organization 
Name is able to continue to provide brief description of what organization provides. 
 

Thank you for considering a small gift to Project Name with hyperlink. 
 

Sincerely, 
 

Volunteer Name 
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Stewardship 

Thank You, Thank You Very Much 

Turning One Time Gifts into More 

Are You Taking Care of Your Donors? 
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Thank you, thank you very much 
 
 

Each donor who gives to a project on power2give.org will receive an automatic thank you  
e-mail generated from the site that will also act as their tax acknowledgement letter.  Al-
though they are “technically” giving to ASC, they are your donor because they are giving 
to YOUR project so treat them as such. 
 

1.  Thank them when they give.  Each time your project receives a gift, you receive an 
automatic e-mail with the gift amount, donor’s name, and email address.  Use this 
information to send the donor your own acknowledgement letter and introduce 
yourself if they are new to your organization. 

 
2.  Thank them when the project is fully funded.  Once a project is fully funded, you 

will receive an e-mail with a file of all donors to the project.  This is the perfect time 
to notify them that the project has been fully funded and thank them once again for 
making this a reality. 

 
3.  Thank them when your project reaches milestones.  You have all of your donor in-

formation so you can stay in touch with updates.  Send photos and stories about 
the project’s progress.  This will help them feel connected and increase the likeli-
hood that they will give again. 

Turning One Time Gifts into a Lifetime of Giving 
 

You now have all of the contact information for the donors that gave to your project on 
power2give.org.  Many of the donors may be new to your organization so how do you turn 
these one-time gifts a relationship with your organization. 
 
Think of it like dating – you meet; you exchange numbers/emails; you go out on a first 
date; thank you, ask out for another date; remind them of how great the first date was; 
etc.  We don’t know too many people that go from meeting to marriage after just one 
date.  You have to get to know each other first, right?    
 

1.  Thank you, thank you, thank you.  No one likes to feel unappreciated.  Be sure to 
say thank you – when they give; when the project is fully funded; and when the pro-
ject is implemented. 

 
2.  Let them get to know you.  Invite the donor to a free event.  Add them to the news-

letter mailing list (wait to add them to the appeal mailing list).  Personally call and 
speak with them.  Invite the donor to see their donor dollars in action. 

 
4.  Make them aware of similar projects.  Now that you have gotten to know the donor 

a bit better, you have an idea of their interests.  Let them know when you have  
      similar giving opportunities, and remind them of the success of the last project they 

funded. 
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Are you taking care of your donors? 
 
 

Are you taking care of your donors?  What kind of experience do they have after they 
give?   
 
Here’s a checklist to help you gauge how you are doing: 
 
Timeliness: 

□ All donors thanks promptly 
□ All donors thanked throughout the year 

 
Personalization & Accuracy 

□ Thank you notes are personalized – not addressed “Dear Friend” 
□ The gift amount is included and correct.  This is done in the automatically gener-

ated email but it is always nice to confirm this. 
□ Thank you notes reference the project that prompted the gift and how their gift will 

be used 
□ Thank you notes are signed by a REAL person 
□ Gift designations are properly acknowledged and benefits fulfilled 

 
Gratitude 

□ Express heartfelt thanks for the gift twice in each note 
□ If they are an existing donor, express gratitude for their past support 
□ Give credit to the donor for what will be achieved 
□ A thank you is just that – a THANK YOU, do not ask for money again 

 
Ongoing Communication 

□ Tell a good story or use a vivid example in every piece of outreach 
□ Report their impact at least twice a year 
□ Fulfill the donor benefits 
□ Recognize donors  
□ Include the voices of donors in outreach materials 
□ Ask your donor’s opinion 
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Outside Resources 
 

Tools 
www.rackandwrite.com 

It is like playing 20 questions that helps create some ideas for subject lines. 
www.colorcop.net (pc) or www.wafflesoftware.net/hexpicker/ (Mac) 

If you don’t know your brand color hex codes (web-speak for color), you may use 
these to easily get it. 

 

Some of Our Favorite Blogs & Sites 
 

www.techcrunch.com 
www.mashable.com 
www.allfacebook.com 
www.zenofsocialmedia.com 
www.nonprofitmarketingblog.com 

http://www.rackandwrite.com
http://www.colorcop.net
http://www.wafflesoftware.net/hexpicker/
http://www.techcrunch.com
http://www.mashable.com
http://www.allfacebook.com
http://www.zenofsocialmedia.com
http://www.nonprofitmarketingblog.com
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