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The Challenge

 Children waiting for a CASA   
volunteer

 Available resources to support 
children in the system

 CASA’s revenue due to economic 
downturn

 Need to raise funds to recruit, train 
and support additional volunteers
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The Opportunity

 “Friends Asking Friends” online tool

 Create custom event website

 Recruit participants

 Leverage supporters’ social 
networks

 Attract new donors



The Concept

 Raise $100,000 in 100 days

 NOT tied to an event



The Concept

“We’re not asking you to walk, 
we’re not asking you to run… 
we’re just asking you to stand 

up for foster kids.”



Our Concerns

 Would anyone participate?

 Was our goal too ambitious?

 …not ambitious ENOUGH? 



The Process

Setting up the website…

www.casaoc.kintera.org
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The Process

Setting up the website…

www.bikefridays.kintera.org



Engaging Supporters

 Targeted email outreach to ALL 
constituencies

 Board of Directors, Advisory Board

 CASA Mentor-Advocates – current, past 
and trainees

 Auxiliaries

 Donors

 “Interest callers”

 Follow-up emails to participants



Engaging Supporters

 Facebook

 Through CASA’s “Cause” page

 361 members

 Announcements, “wall” postings

 Live Presentations

 Board meetings

 CASA Conference

 Committee meetings
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Emails to 3,100 stakeholders

83 participants

CAST A WIDE NET!



Return on Investment

 Click-through rate highest in our 
closest circles, those who had the 
most knowledge of campaign

 Board Members = 87%

 Mentor-Advocates = 15%

 Donors = 7%

 Interest callers = 5%

 No response from Facebook!



Results

$60,408 raised to date

 78/100 days into campaign

 534 donors – 82% first time givers

 Largest gift = $10,000

 Smallest gift = $8

 Median gift = $50



Lessons Learned

 Best response from closest 
supporters, but…

 Top fundraisers are not always who 
you would expect!

 Momentum is easily lost without 
new participants

 Follow-up is KEY!

 Great donor acquisition campaign


