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As we move more and more 
into the digital age, there’s a 
debate about the efficacy of 

programs and tools nonprofits use 
to raise funds, engage constituents, 
and develop advocacy campaigns. 
Do we stick to traditional methods, 
such as direct mail? Do we abandon 
the traditional approach for newer 
technologies? 

The answers really aren’t that 
simple. The world in which non-
profits operate today is far more 
complex and multichanneled than 
it ever has been. The nonprofits 
that tend to do well are those that 
understand the importance of tra-
ditional methods of communication 
while embracing newer digital tech-
nologies such as Software-as-a-Ser-
vice (SaaS) to engage in Internet-
based campaigns, social media, and 
mobile technologies.

Software-as-a-Service technolo-
gies are tools (such as constituent 
databases and e-mail campaign 
programs) that reside on the Web 
rather than on your premises. You 
simply access and use the services 
through any Web browser—any 
time, anywhere. Since there’s no 
software to install or maintain, 
there’s no expensive hardware to 
purchase either. 

Younger constituents—Gener-
ation X and Generation Y—are 
growing up and becoming relevant 
participants in the well being of 
nonprofits. But what was true for 
their parents and grandparents isn’t 
the same for them. Younger genera-
tions engage with the world through 
technologies such as Facebook and 

Twitter, texting, and other social 
media. On the flip side, older con-
stituents continue to play a role in 
nonprofits’ communications efforts 
as well. Therefore, it’s critical to 
embrace the future while maintain-
ing tradition to do the following:

Build a large constituency. Ad-
vocacy campaigns are, by nature, 
viral––that is, they can spread 
from person to person. Existing and 
emerging communication channels 
increase the “viral effect,” encour-
aging people to forward messages 
to their friends and making it easy 
for them to do so. Typically an or-
ganization adopting an SaaS-based 
approach to leverage multiple chan-
nels will engage new people. These 
additions are great prospects for 
future advocacy efforts, donations, 
and other forms of contribution.

Mobilize constituents at low cost. 
By using multiple channels, you can 
mobilize constituents much more 
quickly and cost-effectively than 
through postal mail alone. You can 
target appeals to specific audiences 
based on their interests, previous 
actions, or location. Such segmen-
tation boosts response rates. With 
SaaS-based tools, you can also test 
messages to optimize response 
rates. E-mail campaign functionality 
makes it easy to design automated 
sequences of messages, which ca-
jole non-responders to take action 
with secondary “asks” or prompt 
responders to take follow-up ac-

tions, such as referring friends.
Increase response rates through 

reply mechanisms. SaaS-based 
tools make it easier for advocates 
to respond during advocacy cam-
paigns. Online response forms on 
Web sites recognize returning advo-
cates, pre-fill their information, and 
pinpoint legislative targets based on 
individuals’ zip codes. These forms 
allow constituents to personalize 
their messages and can automate 
message delivery via e-mail or fax. 
They also make it easy to send let-
ters or log phone calls.

Boost delivery rates by using 
multiple channels. With SaaS-based 
tools, you can send messages by e-
mail, fax, letters, Web form, Twitter 
or text message submissions to a 
legislator during an advocacy cam-
paign. Multichannel message deliv-
ery options increase message deliv-
ery rates.

Improve tracking. Tradition-
ally, it has been difficult to track 
information beyond the number of 
people taking action in a grassroots 
campaign. One of the major benefits 
of an SaaS-based approach is much 
more detailed tracking of each con-
stituent’s activities as well as aggre-
gate response levels.

Foster strong, loyal relation-
ships. SaaS-based tools makes stew-
ardship of advocate relationships 
easier by keeping constituents in-
formed about the impact of their 
efforts. Sending a targeted e-mail 
to update people who took action 
is quick, simple, and cost effective. 
Content personalization also makes 
it easy to acknowledge constituents’ 
previous actions when they return 
to your organization’s Web site and 
encourages them to engage in new 
campaigns.

Reach New Supporters 
with Multichannel Tools

Integrate these new channels into all your organization’s efforts.
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Sending a targeted e-mail 
to update people who 
took action is quick, 

simple, and cost effective.
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An advocacy program 
can be a great source of 

prospects for fundraising.

Most donors give only a 
few times a year, but they 

can advocate for your 
organization many times 

annually.

Increase Your Reach
Use these articles (www.snpo.

org/members) to expand your 
constituency with online tools:

• How to Make Social Media 
Fundraising Work for You (Vol. 
27, No. 2)

• Ten Ways to Raise More 
Money over the Internet (Vol. 24, 
No. 4)

• Tips for Choosing Relation-
ship-Management Software (Vol. 
28, No. 6)

• Leveraging Your Web Site for 
High-Impact Marketing (Vol. 23, 
No. 5)

• Online Fundraising Success 
Factors (Vol. 26, No. 2)

Provide a single, complete view 
of each constituent. SaaS-based 
tools typically combine support for 
advocacy programs with fundrais-
ing and general communications, 
making it possible to manage re-
lationships with all external con-
stituents (including volunteers, cli-
ents, donors, advocates, media, and 
other groups) in a more congruent 
way than in the past. For example, 
suppose one of your constituents is 
a donor but not yet an activist for 
your cause. You can use SaaS-based 
tools to encourage the constituent 
to join the activist network or take 
action for a campaign based on the 
constituent’s profile or history of in-
teraction with your organization.

How online Advocacy impacts 
other functions

A grassroots advocacy program 
can be a great source of prospects 
for fundraising and other forms of 
participation. Fundraising and ad-
vocacy functions are often hesitant 
to share lists, fearing that advocates 
will be turned off if asked for mon-
ey and donors will be turned off if 
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We would love to hear your response to anything in Nonprofit World, your 
comments about any aspect of the nonprofit sector, and your concerns 
about your daily work. Please get in touch in any of the following ways:
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E-mail to: muehrcke@charter.net or jill@snpo.org

Please include your name, organization, address, 
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We look forward to hearing from you!

Also, we hope you’ll join the discussion on the 
Nonprofit World Discussion Forum. Just go to 
www.snpo.org, sign in as a member, and click on 
the Nonprofit Forum link. 

asked to advocate. Research shows, 
however, that such alienation is 
rare. Consider, too, that any tactic 
that aids donor retention also helps 
supporters feel involved. Most do-
nors give only a few times a year, 
but they can advocate for your or-
ganization many times annually, 
which helps keep the organization 
top-of-mind.

You can also use advocacy as a 
strategy to build your brand. Brand-
ing is an important factor in driving 
donor preference. Studies show that 
brand especially influences older 
constituents. 

Successful grassroots campaigns 
touch many people, including 
members of the public and the me-
dia. Such contact boosts awareness, 
reinforces your organization’s mes-
sage, and can produce editorial cov-
erage.

The Internet has already trans-
formed online advocacy for many 
nonprofit organizations. New ad-
vancements in SaaS-based, digital 
technology are only pushing the 
potential further. Nonprofit profes-
sionals in functions other than ad-
vocacy should not only be support-
ive of the role of online advocacy 

within their organizations, but also 
should determine how to integrate 
efforts. Such integration is a key 
way to maximize synergies and, in 
turn, constituent involvement. 
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fundraising, mobilizing support, and 
managing constituent relationships. 
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