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Sharing Note 

 

The PDF edition of this Compendium comes free. 

Free to download, free to read and free to share — because better fundraising ideas should travel 

as far as possible and reach as many mission-driven groups as possible at no cost to the 

churches, schools, teams, clubs, ministries, veterans' groups, nonprofits and community causes 

that need them most. 

Share the PDF freely. Forward it to a coach who is dreading next season. Email it to a pastor 

whose congregation is exhausted by repeated appeals. Drop it into a group chat for a booster 

club that keeps running the same campaign and wondering why it keeps feeling harder. Give it 

to the treasurer who has been quietly covering gaps and hoping nobody notices. 

Sharing freely means passing the complete, unaltered PDF along — with all hyperlinks intact — 

without charge, from a place of genuine care for the person receiving it. The hyperlinks are not 

optional formatting. They are how this Compendium works as a navigable knowledge map. 

Please share the whole document, exactly as it is. 

Do not excerpt, photocopy, scan, repackage, resell, alter or distribute portions. Do not create 

derivative products without written permission from Earth Angel Project. 

The print edition is a perfect-bound softcover available for purchase at Web3Fundraising.com 

under the Resources tab when publication formatting is complete. It does not include 

hyperlinks, so the PDF remains the recommended format for full navigation and functionality. 

Three audio programs are also available through the website: The Science & Business of 

Fundraising (overview), The Science & Business of Fundraising: Professional Deep Dive, and 

The Science & Business of Fundraising: Builder Briefing. 

© 2026 Earth Angel Project. All rights reserved. Unauthorized duplication or reproduction 

prohibited. 
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Start Here: Fundraising Has Changed 

 

Something shifted. Most fundraising groups felt it before they could name it. 

Campaigns started producing smaller results for the same effort, good donors became harder to 

reach and reliable volunteers stepped back after one too many seasons of carrying everything. 

Events that once drew energy began feeling like obligations, and the meetings that should have 

built momentum started ending in exhaustion instead. Nothing obvious had changed about the 

cause itself — the people still cared, the mission was still worth funding and the community still 

wanted to support it. What changed was the world the fundraiser was trying to work in. 

More organizations now compete for community support. Household budgets tightened. 

Human attention became genuinely scarce — not because people became less generous, but 

because every platform, every cause, every campaign and every organization in the world now 

competes for the same finite hours that communities once gave more freely. The mechanics of 

traditional fundraising — the product sale, the annual gala, the donation drive, the emergency 

appeal, the personal ask to the same familiar circle — all suited a quieter world. That world 

shifted gradually, campaign by campaign, season by season, until the gap between what 

traditional fundraising could do and what organizations now needed it to do became impossible 

to ignore. The groups feeling this most acutely are running a system that nobody updated for the 

conditions it now faces. 

Your Fundraising Model Needs an Update 

A group that keeps running the same fundraiser and getting smaller results for more effort is 

running a model that needs updating. When the best volunteers step back after one too many 

seasons of carrying everything, the structure is failing them — placing too much on too few for 

too long. When supporters seem harder to reach, less responsive and quicker to decline, their 

generosity remains; they are simply receiving more appeals from more directions than any 

previous generation of community fundraisers has ever produced. 

Generosity has not gone anywhere, and that matters. People still give, still show up and still care 

about the causes that matter in their communities — enough of them already do. The real 

opportunity is to build fundraising systems that meet those people where they already are: 

familiar tools they already use, clear pathways they can act on immediately and recurring 

models that do not keep asking them to give something new every single season. 

What follows is a better map — built for the world as it actually operates now and available to 

any group willing to pick it up and use it. The chapters ahead name the structural problems 

clearly, teach the model practically and give every reader — coach, pastor, treasurer, board 

https://web3fundraising.com/
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member, parent, organizer, ministry leader or community builder — the language, the questions 

and the tools to begin building something more durable than the next campaign. The world 

changed. Fundraising can too. 

↑ Return to Table of Contents 
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Web3 Fundraising Shares Freely 

 

Dr. Tia Jolie Phillips spent hundreds of hours developing this work — researching, writing, 

verifying sources, refining the model, building the shared language and shaping the 

Compendium into a practical resource. Dan Phillips contributed useful insight, particularly from 

the user-experience and practical-fundraising side, and his perspective helped strengthen the 

project. 

We share it freely because that is who we are. Web3 Fundraising exists to serve every mission-

driven group — not only the ones with budget to spend learning. The groups that need better 

fundraising ideas most urgently are often those with the least resources to find them. A small 

church in a rural community. A youth sports program with twelve families and one coach who 

coordinates everything. A veterans' group that meets in a borrowed room. A school band 

program that has been running the same seasonal sale for fifteen years. These groups deserve 

the same quality of thinking, the same depth of research and the same practical guidance as any 

well-resourced development office — and they deserve it without a price tag attached. 

So we share it freely, from the heart, from the conviction that better ideas should travel as far as 

they can reach and that the best thing we can do with what we have learned is give it away to the 

people who need it most. 

We ask one thing in return. 

When you find something useful here — a framework, a question, a reframe, a concept, a model 

— pass it along with the same generosity. Share the complete, unaltered PDF with someone who 

is carrying too much. Forward it to a group still running the old system because they have not 

yet seen a better one. Let it travel the way good ideas are supposed to travel: freely, personally 

and from a place of genuine care for the person receiving it. That is how Web3 Fundraising 

works. That is how we built this Compendium to move through the world. Welcome to it. 

↑ Return to Table of Contents 
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Use This Compendium as a Map 

 

A map shows you where you are, where you could go and gives enough orientation to begin 

moving. This Compendium does all three. It names where traditional fundraising currently 

stands — why it feels harder, why it keeps circling the same people, why one-time campaigns 

keep producing one-time relief and why the real goal was always something more durable than 

the next campaign total. It points toward where better fundraising can go — toward recurring 

mission cash flow, hybrid models that honor what already works while adding what was 

missing, a vortex of organized value moving from multiple directions toward a mission center, 

and a system that respects supporters, protects volunteers and builds Legacy Cash Flow over 

time. And it gives the tools to begin moving — Phase 1 tools people already know how to use, 

seventeen practical conversation reframes, seventeen strategic evaluation questions and the 

plain language to explain a better model to anyone who needs to hear it. 

Navigate this Compendium the way you would navigate any good map. Start at the beginning if 

you want the full arc. Jump to Chapter Ten or Eleven if your group has an immediate 

fundraising decision to make. Use the Shared Language in Appendix A when you need a plain-

language definition. Use the Board and Committee Discussion Prompts in Appendix F before 

your next leadership meeting. Use Keywords and Important Concepts in Appendix G to find any 

idea wherever it appears across the full document. The chapters are internally linked. The 

appendices connect back to the chapters. Endnotes link to sources. The index points to every 

meaningful location where a concept lives. We built this document to be navigated, not just 

read. 

How to Access the Compendium and Related Resources 

The PDF edition — the primary recommended format — is available as a free download at 

Web3Fundraising.com. It is fully hyperlinked and designed for digital navigation. The 

hyperlinks are a central feature of this work. A perfect-bound print edition will be available 

through Web3Fundraising.com under the Resources tab when publication formatting is 

complete. It does not include hyperlinks. Three audio programs are available through the 

website: The Science & Business of Fundraising (overview), The Science & Business of 

Fundraising: Professional Deep Dive, and The Science & Business of Fundraising: Builder 

Briefing. Future translations are planned. Join the newsletter at Web3Fundraising.com to be 

notified when translations become available. 

We built this Compendium to travel. If this map helps your group find a better path, pass it to 

another group still looking — keep it close, use it often and share it freely with anyone whose 

mission deserves a better one. 

https://web3fundraising.com/
https://web3fundraising.com/
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Author's Note 

 

As a child, I knew very early that my family did not have much extra money. If I wanted 

something beyond what I absolutely needed, it was on me to go earn it. As such, I have spent 

most of my life watching for opportunities and meeting the epic ones head-on as they approach. 

I started my first business in 1975 and began investing in 1977. I have learned to recognize 

patterns early, move when the window opens and use every new tool available to build better 

systems. I currently have seventeen major business interests, and I still bring the same curiosity, 

discipline and entrepreneurial fire to each one. 

I call myself a world entrepreneur because I think, build and serve beyond one narrow lane. I 

have worked through multiple economic eras, business cycles, technologies, cultural shifts and 

market disruptions. Every breakthrough gives us builders a choice. We can cling to the old way 

because it feels familiar, or we can study the new methods, modes and means and ask how they 

can help good people do important work with less waste, less stress and more freedom. 

And freedom is at the very heart of our Web3 Fundraising system. 

As commerce and communication keep evolving, many of the familiar tools still give churches, 

schools, teams, clubs, ministries and causes more leverage than most people realize. We are 

optimizing all of those today. You already know how to use the tools — we are simply 

repurposing them to better serve you. You do not need to be a technologist, crypto expert or 

internet wizard to benefit from this novel fundraising pivot. All you need is a willingness to 

learn, to ask better questions and to be open to a more efficient fundraising model that treats 

your time, your supporters and your mission with respect. 

Web3 Fundraising is just getting started. The tools and capabilities we are making available to 

mission-driven groups are going to expand in ways that most people have yet to imagine. These 

emerging technologies will be entirely new to most of the world. The organizations working with 

Web3 Fundraising now — building the language, the habits and the relationships today — will be 

the first to benefit when those capabilities arrive. That is a meaningful advantage, and we intend 

to make it available to every group willing to engage. 

Writing this Compendium has been a labor of love, and my intent is to help you spend your time 

on the things that matter most — your family, your team, your congregation, your students, your 

players and the other people you love. You deserve more than late nights crunching numbers, 

chasing volunteers, repeating exhausted fundraising methods and trying to scrape together 

money from systems that have already worn out too many good people. 

https://web3fundraising.com/


Web3 Fundraising — Web3Fundraising.com   |   Page 11 

Your mission should not steal your life — your fundraising should give it back. Your fundraising 

work should be fun, fulfilling and rewarding, and it should support your life, your family and 

your cause. 

In building this Compendium, I relied heavily on three AI research and production systems — 

Rosie, Clara and Nora — and my review of their work has given me high confidence in what they 

produced. This Compendium’s sources and research are not obscure or hand-picked outliers. 

They reflect and confirm trends already visible across the marketplace. I encourage you to do 

your own research, as you will find ample corroborating evidence that validates these sources. 

You will affirm our findings as to the direction of the marketplace. Our work here reflects 

serious attention to detail and genuine intellectual investment across every chapter. 

One area I handled without assistance was my vendor selections. As a former military officer, 

integrity is non-negotiable. Failure points are not an option. I give you my word there is no other 

company that will match — or even approach — the standard we hold for our vendors. I will 

never delegate this most important detail, and I will hold it to my highest personal standards. 

I would love to hand you every tool, every process and every current operating pathway in this 

one public book. In a perfect world, I would do so. But Web3 Fundraising moves quickly: tools 

change, vendors improve, new opportunities appear. As we refine our systems, resources and 

vendor pathways, we cannot let them time out or get stale. As such, this public Compendium 

teaches the model, mindset, language and decision framework. The Playbook carries the current 

tools, campaign assets and operating pathways. 

We protect The Playbook because what we have built here is carefully constructed, and we want 

to share it with people who are genuinely engaged with the work. When we share The Playbook, 

we want to know who we are sharing it with and why it matters to them. The Compendium 

opens the door; The Playbook lets you run. 

To access The Playbook: go to Web3Fundraising.com, study the public information, and click 

Get The Playbook. The Playbook contains proprietary builder information and is available 

through a simple request form at Web3Fundraising.com/playbook. 

On a very personal note, my brother Danny and I were born eleven months apart. We were best 

friends and siblings, and we share some epic — and a lot of goofball — memories that I hold 

close to me. After we each raised our families and built our own paths, we came back together to 

work on this project — and that reunion has been one of the most genuinely fulfilling parts of 

this whole undertaking. I am grateful he is here. 

Web3 Fundraising is among the projects that excite me most right now. I know how many 

families, volunteers, coaches, pastors, teachers, students, players, musicians and community 

https://web3fundraising.com/
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organizers can benefit when fundraising becomes lighter, smarter and more durable. The work 

in this Compendium reflects both my successes and my failures. You are the beneficiaries of 

both. 

Reducing fundraising drag gives people part of their lives back, creating recurring mission cash 

flow helps everyone involved breathe and helping good people build stronger futures fuels 

everything we do here. This work matters, and we know it. 

I also welcome your ideas. This is an exciting time for us all. If you see something we can 

strengthen, simplify or expand, I welcome your thoughtful, helpful messages. 

You can reach me anytime at: 

TiaJolie.com/contact 

With love, courage and a rebel's belief that truly free people can build better systems, 

 

Tia Jolie  
Tia Jolie Phillips 

Author & World Entrepreneur 

 

 

 

Web3 Fundraising — An Earth Angel Media Publication 

↑ Return to Table of Contents 
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Prologue 

 

Somewhere between the invention of email and the invention of everything that came after it, 

fundraising missed its exit ramp — and has been circling the same familiar interchange ever 

since, wondering why the journey keeps taking so long. 

The rest of the commercial world did not miss it. Business adapted — sometimes elegantly, 

sometimes in a panicked scramble — but adapted with a consistency that serious observers 

could track. Commerce followed human attention wherever human attention went: onto 

screens, into apps, through digital storefronts, across platforms that did not exist a decade ago 

and into AI-assisted systems that would have sounded like implausible fiction to the 

entrepreneurs of 1975. Communication reinvented itself so many times across those decades 

that people who grew up writing letters by hand now conduct their entire financial lives from a 

device that fits in a shirt pocket. Every significant shift in how people buy, share, trust and 

decide rewired the commercial world around it, and the organizations that paid honest attention 

and adapted accordingly are still here to reflect on the experience. 

Fundraising, by and large, kept driving the buggy. The rest of the world climbed into supersonic 

jets and fundraising waved goodbye from the carriage, proud of the upholstery. 

The people running fundraisers deserve acknowledgment before critique. Most of them work 

harder than anyone on the outside ever fully appreciates, and most of them care about their 

missions with a depth that puts plenty of well-resourced professionals to shame. The failure is 

structural, not personal. Institutional habits in fundraising proved remarkably resistant to the 

kind of honest evaluation that a serious business builder applies to any model not producing 

what it should — and so order forms still travel home in backpacks, the same families still 

receive the same seasonal appeals, the same volunteers still carry the same labor through the 

same cycle and celebrate the same temporary relief before reassembling the following year to do 

it again. Familiar kept getting mistaken for effective, and nobody called the meeting to examine 

the difference. 

Web3 Fundraising teaches how to bridge that gap — by treating fundraising as the serious 

business-model problem it has always been and by giving mission-driven organizations the 

model, the language and the strategic discipline to build something genuinely better. 

Dr. Tia Jolie Phillips brought more than fifty years of business building, investment evaluation 

and practical adaptation to this work. She learned early that when the ecosystem changes, 

serious people change with it — not reactively, not reluctantly, but as a matter of professional 

discipline and honest self-interest. That same discipline shapes the questions Web3 Fundraising 

https://web3fundraising.com/
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asks about fundraising. Where does recurring value actually live in this model, and does the 

structure build toward it? What scales beyond the original organizer without requiring constant 

presence and exhausting effort? How does this model treat the supporters it depends on — does 

it respect their intelligence, their existing spending behavior and their finite time, or does it 

simply ask them to sacrifice something additional on a recurring basis and hope they remain 

willing? What does this model cost in human hours, emotional energy and mission capacity, and 

does anyone put that number on the same balance sheet where gross revenue gets celebrated? 

Building that redesign into something usable is the serious work this Compendium reflects. Dr. 

Phillips worked alongside Rosie Aurelia and two other AI research and production systems to 

examine fundraising from multiple directions simultaneously — its history, its behavioral 

patterns, its financial architecture, its structural failures, its communication dynamics and its 

practical possibilities within the tools ordinary organizations already have access to. She verified 

sources against credible third-party research, pressure-tested claims against the evidence and 

refined the language through multiple production passes until the model was clear enough to 

teach without oversimplification, practical enough for people without technical backgrounds 

and honest enough to earn trust from readers who have been disappointed by fundraising 

promises before. 

The Compendium reaches you without charge because the public education layer should travel 

as far as it can reach. Churches, schools, teams, booster clubs, ministries, veterans' groups and 

community causes of every size and budget deserve access to better fundraising thinking, and 

Web3 Fundraising takes nothing from the public reader for this layer of the work. The ideas in 

these chapters belong to anyone willing to engage them seriously and use them well. 

The implementation layer operates differently, and the reason is practical rather than 

proprietary for its own sake. The protected Playbook carries the operational details — current 

vendor pathways, builder instructions, digital asset setup, regional availability and the tools that 

evolve as the system grows. Those details belong in a living, protected resource that can be 

updated when tools change and new capabilities arrive, not frozen inside a public document that 

ages the moment the world takes another step. The public ideas travel freely. The means and 

methods remain protected for builders who have engaged the process seriously. Where builder 

pathways carry access costs, the Web3 Fundraising standard holds those costs modest, 

transparent and genuinely proportional to the value provided — early access to a vetted vendor 

pathway will not exceed one hundred dollars unless that standard is formally revised. 

The organizations that move with this shift — learning to use value-for-value commerce, familiar 

digital tools, hybrid fundraising models, recurring mission cash flow and better strategic 

questions before the change becomes obvious to everyone — will carry a meaningful advantage 

into the years ahead. That advantage has nothing to do with sophisticated technology or 

https://web3fundraising.com/
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specialized staff. It belongs to any group willing to think honestly about what fundraising is 

supposed to accomplish and then build with enough discipline to actually accomplish it. The 

people we wrote this Compendium for are already working hard and already carrying more than 

a fair share of the mission's weight. They deserve a better system, and delivering that system — 

publicly, generously and with serious research behind it — is precisely what this work set out to 

do. 

Walk with us from old fundraising into next-generation fundraising — toward a goal that was 

always about building something better, not simply raising more money. 

↑ Return to Table of Contents 
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A Note from Dan Phillips 

 

I am honored to contribute to The Web3 Fundraising Compendium and to support the larger 

Web3 Fundraising mission. 

For years, I have not only watched churches, schools, teams, clubs, ministries and community 

causes work incredibly hard to raise the money they need; I have also played a major role in 

many of those fundraising efforts. 

From selling candy and fruit to arranging golf outings and craft shows, so many of these groups 

carry meaningful missions, but they often rely on fundraising methods that demand too much 

time, create too much stress and produce results that fall short of the effort invested. 

Web3 Fundraising offers a better way to approach fundraising. The model encourages 

community leaders to move beyond one-time events and exhausting campaigns and begin 

building recurring mission cash flow through smarter systems, stronger supporter experiences 

and value-for-value participation. 

My contribution to this work comes from a practical operations and finance perspective. I care 

about systems that make sense, numbers that work and processes that ordinary people can 

actually use. The best fundraising model should help good people fund honorable work without 

turning the fundraiser into the mission itself. 

I am grateful to work with Dr. Tia Jolie Phillips on this project, and I hope this Compendium 

helps churches, schools, teams, clubs, ministries and other worthy causes ask better questions, 

make better decisions and create more durable support for the work they exist to do. 

Dan Phillips 
Contributor 

↑ Return to Table of Contents 
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Chapter 1 

Fundraising Feels Harder Because the World Changed 

 

We study fundraising — tracking the data, reading the research and talking to the people doing 

this work on the ground: the treasurer at the front of the room, the coach who sent the appeal 

email for the third time this season, the pastor who knows which twelve families will carry the 

building fund again this year, the PTA chair who spent her weekend organizing a sale that netted 

less than two hours of her professional hourly rate. 

What we hear, consistently, across causes and communities and organization types, follows the 

same arc: we worked harder this year and raised less; people used to say yes and now they 

hesitate; we ran out of names to call. What these groups sense is accurate. Fundraising has 

gotten harder because the world changed faster than traditional fundraising systems adapted — 

and the mechanics operating in most organizations suited a world that no longer exists. 

Two Problems Arrived at the Same Time 

The structural pressure on fundraising arrives as two problems at once, pressing from opposite 

sides simultaneously. On one side, the number of organizations asking for support has grown 

substantially. Since 2000, U.S. tax-exempt organizations expanded from roughly 1.35 million to 

approximately 1.85 million by 2023 — a 36 percent increase, representing about half a million 

additional groups competing for attention and donated dollars in the same communities, from 

the same households, through many of the same methods. The Chronicle of Philanthropy traces 

this growth largely to small, local, apolitical charities — groups that look a great deal like the 

ones we serve: youth leagues, faith communities, neighborhood organizations, school bands, 

booster clubs and local causes. In Canada, the pattern holds just as firmly. Statistics Canada 

data shows sports and recreation organizations represent roughly one-third of the entire 

nonprofit sector, and faith communities add another substantial share. 

On the other side, household capacity and motivation to give tightened. The Indiana University 

Lilly Family School of Philanthropy, through its annual Giving USA research, documented what 

fundraisers already felt in real time. Total U.S. charitable giving fell 3.4 percent in current 

dollars in 2022 — a sharper 10.5 percent when adjusted for inflation. Individual giving dropped 

6.4 percent in current dollars and 13.4 percent in inflation-adjusted terms that year. Americans 

gave the lowest share of their disposable personal income to charity since at least the mid-1990s. 

Headline totals recovered somewhat in 2023 and 2024, but the Lilly Family School's 

commentary noted that 2024's real gains were driven significantly by stock market 

performance. Charitable giving became more tied to investment portfolios and less tied to the 

steady, community-based generosity that local organizations depend on. 

https://web3fundraising.com/
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The Tax Landscape Shifted Quietly 

One of the least-discussed forces reshaping the fundraising environment is a change to the 

federal tax code that most donors and most fundraising leaders never fully absorbed. The 2017 

Tax Cuts and Jobs Act raised the standard deduction substantially, reducing the share of 

households that itemize deductions and therefore reducing the tax incentive that once 

encouraged many middle-income households to give. The Tax Policy Center estimated that the 

share of individual income tax returns with itemized deductions fell from 31 percent in 2017 to 

approximately 8 percent by 2022. Local fundraisers often wonder why previously reliable 

supporters started responding more slowly or giving less without saying why. A quiet structural 

shift in who benefits financially from giving is part of that answer. The mechanics of the 

environment changed. The fundraising mechanics did not change with them. 

Old Models Keep Asking the Same Families 

The Fundraising Effectiveness Project reported that in Q1 2025, the smallest donor group — 

people giving $1 to $100 — still represented 57 percent of all donors but declined 11.1 percent 

year over year. Churches, booster clubs, youth leagues and school fundraisers depend on that 

segment most. Not major donors. Not foundations. Everyday supporters giving modest amounts 

because they care. In youth sports, parents face fundraising requests from multiple 

organizations during the same season — the travel team, the rec league, the school booster club, 

the band, the church building fund. The same families appear on every list. Faith communities 

face a parallel version of this pattern. When participation in religious institutions declined, so 

did the number of households contributing to faith-based causes. A smaller congregation now 

carries a growing financial weight — the same ten percent of members contributing the same 

substantial share, year after year, with less rotation and less relief. 

Competition for Attention Left Less for Every Cause 

Something beyond financial pressure also explains why fundraising feels harder. The 

competition for human attention grew dramatically more intense alongside the economic 

conditions. Smartphones moved the internet from a destination people visited at a desk to a 

companion present in every pocket, every room and every waking hour. Every cause now 

competes not just against other causes but against entertainment, news, social connection, 

commerce and the continuous current of content that asks for a moment's attention from every 

screen available. The growth of crowdfunding platforms demonstrates the demand for better 

tools. GoFundMe, Kickstarter and dozens of others emerged because people wanted simpler, 

faster, shareable fundraising options. The market reached for them. These platforms proved that 

people respond to a clear story traveling through a simple link. What crowdfunding also 

revealed is the limit of urgency-based, campaign-by-campaign fundraising. Most platforms 

charge fees that reduce the net funds reaching the cause. Most campaigns depend on immediate 
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emotional urgency and the organizer's personal network. When the push fades, the 

infrastructure fades with it. 

Demand Grew Faster Than Volunteer Capacity 

Every method in the traditional fundraising toolkit requires labor. Planning, communicating, 

appealing, collecting, following up, delivering, thanking, reporting and beginning again — this 

cycle burns people out because it never ends and rarely produces results proportional to the 

effort invested. A school PTA board that spends more than 100 volunteer hours per semester on 

fundraisers that net a few thousand dollars is running a system that does not convert effort into 

results efficiently — the people are working hard and the mechanics are failing them. Traditional 

fundraising assumed a world where volunteer time was more available, households were more 

financially comfortable and supporter bases were more stable. Those conditions shifted; the 

model did not shift with them. 

The Trust Gap Compounds the Cost 

A third pressure operates quietly beneath the financial and attention pressures — and it matters 

just as much. Trust, once broadly extended to charitable causes as a category, became something 

individual organizations now have to earn through demonstrated transparency. Many lack the 

systems to demonstrate it clearly. 

Research from the Generosity Commission found that a strong majority of donors want to know 

exactly how their money is used. Candid's analysis of its Seals of Transparency program found 

that nonprofits with verified transparency seals received meaningfully more in donations than 

comparable organizations without them. Younger donors in particular, who came of age in an 

era of social media accountability, expect answers to questions their parents never thought to 

ask: Where did the money go? What changed because of my gift? How does my contribution 

compare to the organization's total expenses? 

Traditional fundraising systems have no mechanism for answering these questions quickly, 

clearly or automatically. Most organizations collect donations and then report on use through a 

newsletter, an annual report or a public filing that arrives months after the gift was made and 

reaches a fraction of the donors who gave. The gap between donor expectation and 

organizational capacity to respond creates skepticism, and skepticism creates hesitation, and 

hesitation slows giving. 

The Structure Failed. The People Did Not. 

The treasurer with the spreadsheet, the coach who sent the fundraising email, the board chair 

who approved the gala and the volunteers who called the same families again all operated the 

best system available to them in conditions that system was not built for. 
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Traditional fundraising mechanics assumed a quieter world — fewer organizations competing 

for attention, households with discretionary margin, tax structures that encouraged giving, 

volunteers with available time and trust extended broadly because most communities had far 

fewer groups asking for it. Those conditions produced a coherent system that worked well 

precisely because the world it assumed still existed. The assumptions that built the system 

quietly stopped being true. Households began carrying more financial pressure, attention 

fragmented across an expanding landscape of competing platforms and causes, and the tax 

structures that once encouraged charitable giving shifted in ways most donors never fully 

absorbed. Institutional trust, once extended broadly to charitable causes as a category, became 

something each organization now has to earn individually. None of this means the system failed 

the people running it. It means the people running it deserve a system built for the world that 

actually exists now. 

Generous People Still Give When the Path Is Clear 

A difficult diagnosis earns a clear correction. The failure here is mechanical, not moral, and the 

humans who sustain churches, schools, youth leagues, booster clubs, veterans' groups and 

neighborhood causes are the same generous, mission-connected, community-oriented people 

they have always been — people whose generosity deserves a system that does not exhaust them. 

GivingTuesday 2022 alone generated an estimated $3.1 billion in U.S. giving — a 15 percent 

increase over the prior year — simply because a clear, shareable giving moment connected with 

people already willing to act. Generosity shows up whenever the conditions support it. The 

opportunity is not to convince more people to care. Enough people already care. The 

opportunity is to build the kind of systems that make caring easy to act on, make acting 

repeatable and make the result visible. 
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Chapter 2 

Traditional Fundraising Keeps Circling the Same People 

 

We see the same pattern everywhere we look. Three parents arrive early to set up every event. 

The same grandparents buy something from every sale. The same local restaurant sponsors the 

team banquet, the school auction and the church fall festival. The same ten congregants cover 

the emergency when the budget runs short. Every group has these people. Every group loves 

these people. And almost every traditional fundraising model quietly, invisibly, structurally 

depends on them in ways that create a problem nobody planned for and nobody wants to talk 

about. This chapter names that problem — not to shame the groups running these fundraisers 

and not to blame the supporters who keep showing up, but because understanding the loop is 

the first step toward building something that does not require the same people to rescue the 

same situation indefinitely. 

The Faithful Few and How They Got There 

Fundraising dependence on a small circle of reliable supporters grew gradually, through a series 

of completely logical decisions that each made sense in the moment. The event needed a 

volunteer coordinator. The organizer thought of someone dependable and asked her. She said 

yes. The next event needed a coordinator again. The organizer thought of the same person — she 

already knew the system, she already said yes once, and asking her again was easier than 

starting fresh with someone who might say no or need extensive training. A pattern formed. A 

role solidified. The system learned to depend on a person rather than on a structure. 

Fundraising research describes this concentration through what practitioners often call the 

80/20 pattern — roughly 80 percent of revenue coming from 20 percent of donors. Many 

organizations find the concentration even sharper, with something closer to 90 percent of funds, 

volunteer effort and organizational energy coming from 10 percent of the people nominally 

connected to the cause. The Lewis Center for Church Leadership has described how this same 

reality applies not just to financial giving but to participation in ministry and organizational life 

— a small, faithful core carries the institution while a much larger surrounding community 

participates peripherally or not at all. In school and youth sports fundraising, six families sell 

most of the product while thirty-four families technically participated by sending the order form 

home. The behavior is entirely rational — these people are being relied upon because experience 

showed they would say yes. The failure is structural, not personal. 

How the Loop Tightens 

Understanding the faithful-few pattern matters less than understanding what happens over time 

when a fundraising model depends on it. The loop follows a predictable arc: familiar people 
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answer first, leaders learn to rely on them and the group stops expanding the base because 

expansion requires more work, more training and more risk of rejection. The same supporters 

absorb more responsibility with each campaign cycle. At some point — gradually, not 

dramatically — supporters begin to pull back. They give a little less, sign up a little later, respond 

a little slower, buy one item instead of three. Organizers often interpret this as apathy or 

distraction. They push a little harder to compensate. The ask becomes slightly more urgent. The 

relationship absorbs a small additional cost. The next cycle starts with a slightly smaller effective 

circle. The loop tightens gradually, campaign by campaign, until the organization finds itself 

working harder to reach the same people for smaller results. 

Donor Fatigue Builds Toward Donor Burnout 

The fundraising world talks about donor fatigue regularly, but a useful distinction exists that 

most fundraising literature blurs. Donor fatigue is temporary — a decline in responsiveness 

caused by too many appeals arriving too close together, poorly timed asks or emotional overload 

from crisis campaigns. Donor burnout goes deeper, describing a fundamental shift in the 

relationship between a supporter and a fundraising pattern. A burned-out donor may still care 

completely about the mission, the team, the church, the school or the community. What they 

have withdrawn from is the experience of being inside a fundraising system that feels extractive, 

unappreciated, pressured or structurally dependent on their personal sacrifice without end. 

Research on donor retention in online fundraising communities found attrition rates above 70 

percent even in platforms where individual campaigns were compelling and the cause was clear. 

Donors were more likely to return when they received positive acknowledgment, timely 

recognition and clear communication about what their gift accomplished. The solution is not to 

ask less. The solution is to build a model that distributes participation more broadly, makes 

individual involvement lighter and makes the relationship feel genuinely reciprocal. 

Volunteers Carry More Than Anyone Counts 

The concentration problem runs deeper than donor dollars, extending through volunteer labor 

in ways that are even harder to measure because most of that labor is invisible. Academic 

research on volunteer attrition identifies a consistent cluster of conditions that predict when a 

volunteer will withdraw. Role ambiguity — not knowing clearly what the job is — combines with 

the sense that the work has no visible limit, that appreciation is absent or inconsistent, and that 

the same small group carries everything while the larger membership watches. Research 

published in the Journal of Applied Social Psychology identified role ambiguity and perceived 

lack of voice as key mediators of volunteer intention to quit. Separate research published in 

VOLUNTAS found that work-home interference — the degree to which volunteering bleeds into 

family time, rest time and personal time — predicted burnout when organizational appreciation 

and task support were insufficient. In practical terms, this looks like the PTA parent who spent 

her Thursday evening building a spreadsheet for a fundraiser that netted $800, who received no 
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acknowledgment from the school beyond a group thank-you email, and who privately decided to 

find reasons to miss the next planning meeting. She did not stop caring about the school. She 

stopped being able to absorb the cost of the particular way the school asked for her help. 

Pressure-Based Appeals Drain Supporter Trust 

Traditional fundraising often relies on social dynamics that produce money in the short term 

while quietly spending relational trust in the background. Field research by economists 

DellaVigna, List and Malmendier studied door-to-door fundraising and found that a meaningful 

portion of giving was driven not by altruism but by the social discomfort of saying no to 

someone standing at the door. Their welfare analysis suggested that in some cases the campaign 

itself produced negative utility for households. Some donors felt worse after giving than before. 

Social pressure can produce money without building anything durable beneath it. 

List Size Hides How Few People Actually Participate 

When fundraising results disappoint, one of the most common responses is to expand the list — 

sending the appeal to more people, posting the campaign in more places, asking each supporter 

to share with their own network. The logic seems sound. What decades of social psychology 

research on diffusion of responsibility shows, however, is that individuals in a group setting feel 

measurably less personal obligation to act because they assume someone else will. Research by 

Wiesenthal and colleagues demonstrated this dynamic specifically in charitable donation 

contexts. The practical implication for community fundraising is direct: the size of the audience 

receiving an appeal matters far less than the clarity of the invitation each person receives. A 

message that says We need help — please share this with anyone you know travels through a 

wide audience with minimal traction. A message that says We need someone to staff the table 

from 10 to 12 on Saturday — can you do that? creates a specific, visible, personal responsibility. 

Breaking the Loop: The Pure Coffee Company Case Study 

Groups that break the recycled-circle pattern share a common characteristic: rather than asking 

harder or reaching further with the same method, they change the participation architecture 

entirely. In doing so, they change who participates, how often and at what cost to the 

relationship. Consider what happens when a fundraising model is built around a product people 

already buy, already want and already spend money on every month. PureCoffeeCompany.com 

began as a straightforward online coffee retailer — a quality product, a clean sourcing story, a 

competitive price point. What transformed its reach was a move toward a value-for-value 

commerce model aligned with organizations like Web3 Fundraising. A supporter who already 

buys coffee — who was going to spend that money regardless — purchases through a Web3 

Fundraising commerce pathway. The coffee they receive is excellent: clean ingredients, ethically 

sourced, health-forward formulation, a price point that competes favorably with what they were 

already paying. The fundraising entity keeps a substantial share of every transaction. Pure 
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Coffee Company sells the product it exists to sell. The supporter gets something genuinely better 

than what they had and at a very competitive price. The mission benefits from every purchase 

without a single additional ask. Nobody sacrifices anything and nobody is pressured. Nobody 

receives an order form, a guilt appeal or a reminder that the season is almost over. The 

transaction simply redirects value that was already moving — from a direction that served no 

local mission toward one that does. That is the value-for-value principle. 

Every sector has its version of the same twelve donors whose names appear at the top of every 

campaign's results, year after year, because the organization never built infrastructure beyond 

those twelve relationships. These people are evidence of genuine community, genuine 

commitment and genuine generosity — and the model fails them by treating that generosity as 

an indefinitely renewable resource rather than a relationship that deserves better architecture. 

The mechanics stop working long before the caring does. Traditional fundraising breaks down 

because those mechanics keep concentrating responsibility on the smallest possible group until 

that group can no longer absorb what the model asks of them. Better mechanics exist, available 

now, working with tools people already use — through systems that distribute participation 

rather than concentrate it, and through approaches to fundraising that look less like an annual 

rescue operation and more like a well-run, sustainable enterprise. 
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Chapter 3 

One-Time Campaigns Create One-Time Relief 

 

Campaigns produce real results, and we respect that fully. The car wash paid for the uniforms, 

the dinner funded the mission trip, the auction covered the roof repair, the crowdfunding drive 

helped a family through a genuinely impossible month and the gala filled the room, told the 

story and reminded everyone why the work matters. 

Campaigns can help, and we have seen them work. We respect the planning, the volunteer 

hours, the board meetings, the order forms, the spreadsheets, the follow-up texts and the 

cleanup crews that make them possible — none of that effort is wasted when a real need gets 

met. What we want to examine is what campaigns cannot do, and what happens to organizations 

that keep asking them to do it anyway. 

One-Time Campaigns Reset the Work 

Every campaign has a finish line. That finish line is one of the things that makes campaigns 

appealing: visible progress, clear goal, shared effort, public celebration, emotional closure. The 

thermometer reaches the top, the number gets announced, people applaud and the immediate 

pressure lifts. And then the calendar keeps moving. The invoice cycle continues, the next 

tournament gets scheduled, the building keeps aging and the ministry keeps serving — and the 

program will still need supplies next semester. The travel costs come around again. The same 

need that generated the campaign — operating support, recurring expenses, seasonal costs, 

staffing, maintenance, equipment replacement — did not resolve when the campaign ended. The 

need paused — that is the reset. The campaign created relief without creating infrastructure, and 

the next need would arrive with the same empty starting point. 

When the next need appears, the group begins again with the same campaign, the same 

planning cycle, the same ask to the same circle, the same volunteer labor and the same 

celebration that precedes the same reset. 

The pattern is a structural consequence of using a one-time tool to solve a recurring need — not 

a failure of effort. No amount of harder work changes what a campaign exists to do. A campaign 

creates a concentrated, time-limited push toward a specific goal. It performs that function well. 

The problem begins when organizations ask it to perform a different function — providing 

stable, recurring mission cash flow — that it was never built to deliver. 
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What a Campaign Actually Costs 

When a fundraiser reaches its goal, the number celebrated is almost always the gross number. 

The room raised $40,000, or the product sale topped $15,000, or the crowdfunding campaign 

hit $8,000. Gross revenue is real — and it is also incomplete. Between the gross number and the 

amount actually available for the mission sits a cluster of costs that rarely appear in the 

celebration announcement: direct expenses, platform or vendor fees, product costs, delivery 

logistics, supplies, food, venue rental, printing, software, cash handling and the enormous, 

uncounted volunteer and staff hours. 

Bloomerang's event ROI analysis illustrates the pattern clearly. A sample fundraising event with 

$100,000 in gross revenue, after $50,000 in direct expenses and $27,000 in staff and volunteer 

time, nets approximately $23,000 for the mission. The event looked like a $100,000 success. It 

functioned more like a $23,000 result built on a foundation of serious organizational effort. We 

share this not to make anyone feel discouraged about events they run with genuine 

commitment. We share it because organizations that plan only around gross numbers 

consistently underestimate the real cost of their fundraising and overestimate the durable 

capacity each campaign creates. Counting the full cost of a campaign is not pessimism. It is the 

beginning of honest planning. 

The Need Outlasts the Campaign 

Campaigns produce a particular kind of emotional satisfaction that makes them easy to repeat 

and difficult to replace. When a goal is reached, the brain registers completion. The story has an 

ending. Psychological completion and structural completion are different things. The campaign 

ends while the mission continues — the uniforms were ordered, but next season brings new 

players and new uniforms; the roof got repaired, but the building still ages. The mission trip 

happened, but next year's students have the same aspiration. When organizations celebrate 

campaign completion as if the underlying need is resolved, they set themselves up for a 

particular kind of surprise — the surprise that comes around every year on roughly the same 

schedule, requiring roughly the same effort, generating roughly the same urgency. The surprise 

is not a surprise. It is the calendar. 

Recurring Mission Cash Flow Changes the Calculation 

Classy's State of Modern Philanthropy research found that recurring donors are nine times more 

valuable than one-time donors over the course of their relationship with an organization. Nearly 

one-third of donors who become recurring supporters make that shift within 90 days of their 

first one-time gift. The transition from episodic to recurring often happens naturally when the 

pathway is clear and simple. The M+R Benchmarks study reported that monthly giving 

accounted for 27 percent of all online revenue in 2025, a share that has grown consistently as 

more organizations create recurring pathways and more supporters choose them. 
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What recurring mission cash flow creates, regardless of its source, is a foundation — one that 

lets campaigns, events and seasonal pushes continue doing what they do well without the 

organization depending entirely on those moments to survive. The campaign becomes an 

acceleration layer on top of a foundation that already exists, rather than the only thing standing 

between the mission and a cash-flow crisis. 

Campaigns Are Ingredients, Not the Meal 

A campaign becomes significantly more useful when designed to leave something behind after it 

ends — a cleaner supporter list, a shareable link that keeps working after the campaign closes, a 

recurring giving option that converts some participants into ongoing supporters, a QR code that 

travels to new audiences through the people who shared the campaign or a story asset — a video, 

a testimonial, a case study — that serves the next cycle. 

The shift in thinking is direct. Before the next campaign launches, ask one question: what will 

we have after this campaign ends that we did not have before it started? If the honest answer is 

only the money — and the money will be spent on the immediate need — the campaign is 

functioning as designed and nothing more. If the answer includes a better list, a stronger link, a 

recurring option or a new community relationship, the campaign is beginning to function as part 

of a system rather than a standalone event. That distinction bridges campaign thinking and 

system thinking, and system thinking is where durable mission cash flow begins. 
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Chapter 4 

The Real Goal Was Always Cash Flow 

 

Fundraising was always about something more than the campaign. Every campaign — the one 

for the trip, the uniforms, the roof repair, the program, the season — was a means to a further 

end: the ability to keep doing the work. The real goal — the one every treasurer, pastor, coach, 

booster club president, nonprofit director, program coordinator and mission-driven organizer 

actually needs — is dependable, recurring mission cash flow. Not a better campaign, not a bigger 

event and not a more emotional appeal. The real goal is cash flow. The kind of support that 

keeps showing up after the fundraiser ends, so the mission can plan, serve and breathe without 

starting every month from zero. 

Why Campaigns Feel Inadequate 

When a campaign falls short, leaders often conclude that the problem is execution. The message 

was not strong enough. The list was not big enough. The timing was off. But even when a 

campaign succeeds completely — reaches the goal, fills the room, sells out the product, closes 

the gap — something often still feels incomplete. The relief is real, but it is fragile. Raising 

money means producing a sum at a point in time. Creating cash flow means building a pattern 

of value that moves toward the mission repeatedly enough to matter for planning. Organizations 

that only raise money live in cycles of urgency and relief. Organizations that build mission cash 

flow begin to experience something different: the ability to see part of the future before it 

arrives, to make commitments with some confidence and to serve without the constant 

background pressure of wondering where next month's support will come from. 

Why Endowments Became the Dream 

The endowment is the oldest formal answer to the cash-flow problem, and it became the gold 

standard for a specific reason: it promised support that did not depend on the next campaign. 

An endowment preserves principal — the core pool of assets — while using investment income 

or a defined spending policy to provide recurring support to the mission. In plain language, an 

endowment works by making money sit still and work. Principal accumulates. Returns arrive. A 

portion of those returns flows toward the mission. The mission receives recurring support 

without the organization needing to run another campaign. The endowment model correctly 

identified what fundraising was actually trying to create: not money, but dependable money. Not 

a campaign, but a cash flow. The concept is sound. The math is the hard part. 
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What Endowment Math Actually Teaches 

Endowments typically operate under a spending policy — a defined percentage of principal that 

the organization can use each year while attempting to preserve the real value of the fund over 

time. Investment advisors and endowment managers commonly describe spending policies in 

the range of 4 to 5 percent. At those spending levels, a one-million-dollar endowment at a 4 

percent net spending rate produces roughly $40,000 per year, or about $3,300 per month. A 

group that needs $10,000 per month in mission support — $120,000 per year — would need 

principal of roughly $3 million at a generous 4 percent net spending rate. 

We present these numbers as illustrations — not investment advice — to make the gap between 

endowment aspiration and community organization reality visible in plain language. For the 

vast majority of booster clubs, faith communities, school programs, youth leagues, veterans' 

groups, local causes and early-stage nonprofits, millions of dollars in principal are not on the 

near-term horizon. The endowment model correctly identified the goal. It did not offer a 

practical path that most community organizations can actually walk. For readers who want to 

explore endowment math in more depth, including additional scenarios at various return and 

fee assumptions, the tables in Appendix C serve that purpose. 

Legacy Cash Flow Does the Job the Endowment Promised 

Legacy Cash Flow is dependable support that keeps moving toward a mission over time. It gives 

a group some of the practical benefit people associate with an endowment — stability, continuity 

and breathing room — without requiring the group to manage a large financial asset or 

complicated institution. Legacy Cash Flow is a design goal, not a financial instrument. An 

organization pursuing Legacy Cash Flow is asking a specific question: how do we build a 

recurring value flow toward this mission that does not require us to start completely over every 

time a campaign ends? 

Recurring Mission Cash Flow is the operational mechanism that creates Legacy Cash Flow — 

money or value that moves toward the mission repeatedly enough to support planning, stability 

and continuity. M+R's 2026 Benchmarks Study found that monthly giving accounted for 27 

percent of all online revenue in 2025, making recurring support a meaningful share of how 

modern online fundraising actually works. When a group has some recurring value flowing 

toward its mission, the planning conversation changes. Leaders can look at next month with a 

baseline. Volunteers can schedule knowing that the organization is not starting from zero. 

Programs can commit to future activities with more confidence. 

Where Recurring Mission Cash Flow Comes From 

Recurring mission cash flow can come from more than donations. A supporter who makes a 

repeat purchase through a value-for-value commerce pathway provides their cause with 
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recurring value flow that operates on the same practical principle as a recurring donation. It 

shows up again without requiring a new appeal, a new campaign or a new emotional pitch. A 

supporter who already buys coffee, already uses certain products, already spends money on 

things they genuinely want — that supporter can redirect a meaningful share of that ordinary 

spending toward a mission they care about. Every repeat purchase becomes a recurring 

contribution to mission cash flow. The organization does not ask twice. The supporter does not 

sacrifice anything. That is the goal. 
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Chapter 5 

Why Not Use the Tools You Already Have? 

 

Why Not Use the Tools You Already Have? 

Phase 1 is practical, and its tools are already familiar. The tools that build toward Legacy Cash 

Flow are things most people use every week — no technical training required, no software 

development background, no cryptocurrency expertise and no marketing credentials needed 

before anyone can begin. What Phase 1 asks is simpler than all of that: take tools you already 

understand and organize them into a system that moves value toward your mission repeatedly, 

without requiring a new campaign every time. The tools are PDFs, links, QR codes, email, audio, 

online ordering, simple sharing systems and human conversations. Most readers of this 

Compendium have used all of them. Many have used all of them today. The upgrade is not the 

tool. The upgrade is the system. 

Tools Need a System to Work 

Tools placed randomly do not create a system. A PDF that nobody shares, a QR code with no 

explanation, an email with no follow-up, a link with no story, an audio message with no next 

step, a product page with no mission connection and a conversation with no reusable asset — 

each of these tools exists in isolation, and isolated tools do not create recurring mission cash 

flow. What creates recurring mission cash flow is a system — a connected set of tools that each 

do a specific job and hand off naturally to the next step. In Phase 1, the tools connect: the 

Compendium explains the model, the audio introduces it to people who prefer to listen before 

they read, the QR code opens the doorway from a physical moment to a digital next step, the link 

travels through text and private messages, email keeps people connected after the first 

interaction, online ordering moves value through commerce rather than through donation 

requests and human conversation activates the trust that allows all of it to begin. 

QR Codes: The Doorway That Goes Everywhere 

U.S. QR code scanning grew from 14 million mobile users in 2011 to 89 million in 2022. 

Smartphone cameras in most devices can read a QR code without a separate app. The behavior 

is already trained — people scan menus, tickets, receipts, signs and payment screens without 

thinking twice. For fundraising, the code itself does not persuade anyone; the surrounding 

message does. A QR code is a tiny doorway. It can sit on a flyer, a table card, a business card, a 

poster, a church bulletin, a school handout, an event banner or a booster-club sign. 

Nonprofit Tech for Good recommends that QR codes point to mobile-first pages, use clear calls 

to action, get tested across devices and lighting conditions and provide enough contrast to be 
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useful in the real world. In Phase 1, a QR code can open a download page for this Compendium, 

an audio briefing that introduces the model, a case study page that explains value-for-value 

commerce, an online ordering pathway, a newsletter signup or a follow-up message with the 

next step already written. One code. One scan. A pathway that keeps working after the table is 

taken down, the bulletin is recycled and the meeting ends. 

The PDF: The Map That Travels 

As the primary Phase 1 PDF, this Compendium reflects a deliberate strategic decision: the PDF 

carries the education, while the website helps readers find the download, the audio, the updates 

and the builder resources. A PDF can travel to places a website cannot always reach. A board 

member can forward it. A parent can read it after practice. A pastor can share it with a 

committee without scheduling a presentation. A booster-club officer can use it to explain the 

same model without repeating the same speech every time someone new asks what this is about. 

A veteran can pass it to a fellow veteran who has the same cash-flow problem but has never 

heard of Web3 Fundraising. A well-built PDF can function as education, trust-building, board 

briefing, parent handout, church committee resource, volunteer orientation tool, case study 

reference, shareable asset and conversation starter — all in a single file that requires no login, no 

platform subscription and no technical knowledge to open or forward. 

Email: The Continuity Layer 

Email is the most reliable tool in Phase 1, even if it lacks the novelty of newer channels. M+R's 

2026 Benchmarks Study found that email revenue increased 16 percent on average in 2025, 

while email accounted for 11 percent of all online revenue. In Phase 1, email does not need to 

carry the entire fundraising model. It needs to do a narrower job: keep the relationship alive 

between the first encounter and the decision to participate more deeply. Email can deliver the 

Compendium after a conversation. It can share an audio briefing with someone who asked for 

more information. It can announce when a new vendor partnership becomes available. It can 

connect a supporter to the Web3 Fundraising newsletter when new developments arrive. The 

newsletter is the primary channel for ecosystem updates, available at Web3Fundraising.com. 

Audio: The Warm Introduction 

Readers come to this Compendium differently — some reading front to back, others scanning 

the table of contents and reading selectively, and some for whom a long PDF is not how they 

prefer to receive new information, especially about something they have not yet decided matters 

to them. Audio exists for that third group. A short audio briefing carries tone, warmth and 

context in ways that static text cannot. Listeners hear a human voice. They can make the 

judgment — is this person credible? Do I trust this? Does this sound like something real? — 

within the first sixty seconds, while they are driving, walking, cleaning up after practice or 

sitting in a parking lot waiting to pick up their kids. Edison Research's 2026 Infinite Dial report 
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found that 58 percent of Americans age 12 and older consumed a podcast in the last month, 

which makes audio a mainstream information channel available for a well-built Phase 1 system 

to use. 

Online Ordering: The Commerce Path 

Online ordering is the commercial spine of Phase 1 value-for-value commerce. It removes the 

friction that made old-model product fundraising so labor-intensive and turns a purchase 

decision into recurring mission cash flow. The paper order form required a person to collect 

information, handle cash, track orders, manage delivery and follow up on every item. Online 

ordering replaces that entire chain with a link, a product page and a fulfillment system the 

vendor manages. The organization shares the link. The supporter clicks, orders and receives the 

product. The mission receives a meaningful share. Nobody handles a spreadsheet. Nobody 

chases anyone for payment. Nobody stores inventory in a garage. 

The Pure Coffee Company 

The clearest Phase 1 illustration of how all of these tools work together is 

PureCoffeeCompany.com. Coffee is familiar, repeatable and easy for most supporters to 

understand — people already buy it, many of them regularly and habitually. A product that 

supporters already want creates a different emotional dynamic than a product they are being 

asked to buy in support of a cause. The supporter simply needs to prefer this coffee to whatever 

they currently use; no charitable feeling required. 

Pure Coffee Company's fundraising page describes a model in which affiliates and brand 

partners can use custom links and QR codes for event promotions, websites, flyers, podcasts, 

posters, mailers, handouts and other sharing tools. Coffee sales generate meaningful 

commission earnings for the cause. A group does not need a complicated launch plan to begin. A 

coach explains the model after Tuesday practice. A pastor mentions it after the service. A 

booster club officer sends a message with a link. A parent shares a QR code on a group chat. A 

church committee member emails the case study to two people who asked follow-up questions. 

Coffee is a repeat-purchase product. A supporter who decides to route their coffee spending 

through a Web3 Fundraising commerce pathway makes one decision that generates recurring 

value every time they reorder. The group does not run a new campaign. The supporter does not 

need to be re-persuaded. The value recurs because the purchase behavior recurs. That is the 

practical definition of recurring mission cash flow built from commerce rather than from 

donation decisions. 

Human Conversation: The Activation Tool 

All of the tools described in this chapter require a human being to put them in motion. A QR 

code needs a reason to look for it, a PDF needs a moment of curiosity to pull someone in and a 
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commerce pathway needs some prior connection to the mission it supports. That first moment 

of engagement — when someone decides to act rather than scroll past — almost always involves 

a trusted person who said something in plain language. The PDF explains what takes twenty 

minutes to say. The audio delivers the tone that text sometimes cannot. The QR code gives the 

conversation a place to go when the moment is right. The link travels after the conversation 

ends. But a trusted person opens the door. 

Ordinary tools become powerful when they work together. A PDF that explains, an audio that 

introduces, a QR code that opens a doorway, a link that travels, an email that maintains the 

relationship, an online ordering pathway that moves value and a human conversation that 

activates trust — these are not seven separate things. They are one system, organized toward a 

single strategic goal: recurring mission cash flow that keeps moving toward the mission without 

requiring a new campaign, a new emergency and a new exhausting ask every single time. 

→ See also: 
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Chapter 6 

Hybrid Fundraising Bridges the Gaps 

 

Hybrid fundraising builds on what is already working. Most organizations reading this 

Compendium have real assets in place — an annual event people look forward to, a network of 

parents who show up, sponsors who come back each season, a congregation that gives, alumni 

who remember and volunteers who care enough to stay even when the work gets hard. Those 

assets took years to build, and this model has no interest in asking anyone to walk away from 

them. Hybrid fundraising asks a simpler question: what happens after the room empties? 

What Hybrid Fundraising Actually Means 

Kindful's nonprofit glossary defines hybrid fundraising as a model that incorporates in-person 

and virtual fundraising elements in one event or campaign. OneCause similarly describes a 

hybrid fundraising event as one that happens both in person and online, allowing two audiences 

to engage at the same time from multiple locations. In Web3 Fundraising, we use the word 

hybrid in a larger but still practical way. We are not only talking about the event with a 

livestream. We are talking about a bridge between the fundraising people already know and the 

Phase 1 tools that make the work more durable. The bridge connects familiar activity to 

recurring mission cash flow. It lets the familiar fundraiser leave something behind after the 

campaign ends — a list, a link, a recurring pathway, a QR code, a shareable asset, a value-for-

value commerce entry point — so the organization does not start completely from zero the next 

time. 

Qgiv and Bloomerang's 2024 Sustainable Giving Report found that 43 percent of fundraiser 

respondents offered some hybrid additions to their fundraising events, while nearly half offered 

none. Organizations that build the bridge now will carry a meaningful head start. 

What the Bridge Actually Does 

A gala still has dinner, speakers, music and a live appeal. Now every table also has a QR code, 

guests can download the Compendium or case study before the evening ends, attendees can 

choose a recurring giving or value-for-value option, and sponsors receive a digital follow-up 

instead of a handshake and a business card that gets lost in a jacket pocket. A product sale still 

has order forms, enthusiastic students and community support. Now online ordering removes 

cash handling, links travel beyond the local room, supporters can reorder without another 

campaign, and the sale creates a digital list that the organization can reach again without 

starting fresh. A church appeal still happens on Sunday morning, carried by the pastor's voice 

and the community's shared commitment. Now a QR code in the bulletin opens a mobile 

pathway, families can share the link outside the congregation, and a recurring commerce or 
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giving option stays available long after the announcement fades. A booster campaign still runs 

on game-day energy, parent loyalty and community pride. Now a custom link travels through 

group chats, a QR code on a printed sign connects to an online ordering pathway, and local 

businesses can engage digitally rather than waiting to be approached in person each season. 

In every case, the familiar activity does what it does best: create trust, attention and community 

energy. The digital layer does what physical moments cannot: keep the pathway open after the 

event ends, allow the relationship to travel beyond the original room and let value keep moving 

toward the mission without requiring a new campaign to restart the flow. 

Digital Continuity Completes What Physical Moments Start 

Physical fundraising moments are powerful precisely because they are physical. People are 

present, the cause is visible and the energy is shared — and then the physical moment ends, 

which is the limitation the digital layer exists to address. People leave. The memory fades. The 

next request comes weeks or months later, and the organization must rebuild the same energy 

from scratch. Digital continuity solves the gap between physical moments. A QR code on a table 

card connects the moment to a destination that stays active after the tables are cleared. A link in 

a follow-up email reaches the people who attended and the people who wished they could. An 

online ordering pathway gives a supporter who bought something at the event a way to reorder 

next month without being asked again. The physical moment captures attention. The digital 

layer keeps the pathway open. Together, they create something neither can create alone: a 

fundraiser that keeps working after the room empties. 

Hybrid Fundraising Protects the People Who Show Up 

Traditional fundraising concentrates pressure on the faithful few because the model has no 

mechanism for reaching anyone else. When a QR code connects a physical event to an online 

pathway, the reach no longer depends entirely on which parents showed up or which 

congregants were in the room. The link travels. The case study gets forwarded. The audio 

briefing reaches someone who heard about it from a friend who attended the event. NonProfit 

PRO reports Neon One data showing recurring-donor retention held between 78 and 80 

percent, compared with roughly 32 percent for one-time donors, and that supporter 

relationships with recurring participants lasted an average of 7.7 years compared with 1.7 years 

for one-time donors. When more supporters have a simple, recurring way to participate, the 

organization depends less on the same small group to rescue every need. 

The Coffee Shop at the Gala 

Imagine a booster club hosting its annual dinner. Tables are set, families arrive, a coach speaks, 

a video plays and a live appeal generates energy and donations. The evening feels like a success. 

Now imagine that the same evening also includes a table card with a QR code that opens 
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PureCoffeeCompany.com's value-for-value page. A parent scans it, reads about the model, 

orders a bag of coffee and signs up to reorder monthly. The booster club receives a meaningful 

share of that first purchase and of every subsequent reorder — without a new ask, without a new 

event, without a new campaign. The parent who scanned the code did not sacrifice anything 

extra. They redirected a purchase they were already going to make — coffee — toward a cause 

they were already in the room supporting. The dinner ends. The recurring support continues. 

When traditional methods and Phase 1 tools start working together consistently, something 

begins to change in how value moves toward the mission. It no longer moves through a single 

channel. It no longer depends on one campaign, one event, one support circle or one annual 

push. It begins to arrive from several directions at once. When multiple value streams move 

toward the mission simultaneously, the fundraiser is no longer managing a campaign. The 

fundraiser is managing a system. And when that system is well designed, value does not just 

flow toward the mission — it circulates. That movement has a name. Chapter Seven calls it the 

vortex. 
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Chapter 7 

The Vortex Accelerates Value Toward the Mission 

 

Hybrid fundraising builds the bridge. The vortex is what the bridge makes possible. When 

familiar tools and traditional fundraising methods begin working together, value no longer has 

to travel through one narrow channel. It does not have to wait for one campaign, depend on one 

event, ask one circle of supporters or reset to zero when the event ends. It begins to move from 

more than one direction — through the PDF someone forwarded, the QR code someone scanned 

at a game, the coffee order someone placed because a friend mentioned it, the email update that 

reminded a supporter the pathway still existed, the conversation that brought a local business 

into the system for the first time. Web3 Fundraising calls this the vortex. Not chaos. Not a 

tornado. Not a technical platform or a crypto mechanism or a promise of automatic income. The 

vortex is organized circulation of value toward a mission — multiple pathways, each doing a 

specific job, each sending support in the direction of the work that needs to get done. 

The Mission Is the Center 

A vortex needs a fixed point — without one, the tools scatter into noise. A QR code without a 

destination, a link without a story, an email without a reason to open it, audio without a point 

and an online ordering pathway without a mission connection all share the same problem: they 

are components waiting for a center. The center of the Web3 Fundraising vortex is the mission: 

the team that needs to travel, the church that needs to sustain its programs, the school that 

needs instruments, the veterans' group that needs resources, the community cause that needs 

consistent support. None of the tools is the center. The mission is the center. The tools are 

pathways. 

When the mission is clear, the tools organize around it: the PDF explains why it matters, the QR 

code opens the doorway to the next step, the audio briefing introduces the model in plain 

language and the link travels through networks the organizer never directly reaches. Email 

maintains the relationship after the first encounter, the online ordering pathway routes 

everyday spending toward the cause and the human conversation activates the trust that makes 

the first scan, click and order feel safe. 

Why a Vortex Is Different From a Funnel 

Most fundraising leaders are familiar with the funnel model: awareness, interest, decision, 

action, narrowing a wide audience toward a single transaction. The funnel does that well. Its 

limitation is what happens after the transaction. The funnel empties. The campaign ends. The 

donor gives once and leaves, and the organization climbs back to the top and starts over. 
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The vortex organizes differently. Instead of narrowing toward a single exit, it circulates toward a 

center. Instead of emptying when a transaction occurs, it creates pathways that can be used 

again. Instead of depending on one wide opening to capture attention, it creates multiple entry 

points so value can arrive from more than one direction simultaneously. A parent scans a QR 

code at a game. A grandparent receives a forwarded link. A local business owner hears about the 

model from a coach. A church committee member downloads the Compendium after an audio 

briefing. A longtime supporter switches their coffee order to a value-for-value commerce 

pathway. Each of these is a different entry point. Each sends value toward the same mission 

center. None cancels the others. All of them can operate at the same time. 

Value Circulates Instead of Draining Away 

Traditional campaign fundraising follows an extraction pattern: the organization identifies a 

need, asks supporters to give, uses what comes in and then returns later to ask again. Value 

flows in one direction, from the supporter's resources toward the mission, and the supporter 

ends the transaction with less than they started with. The vortex replaces extraction with 

circulation. In the Web3 Fundraising vortex, the supporter who downloads the Compendium 

receives education. The supporter who listens to the audio briefing receives clarity. The 

supporter who orders through a value-for-value commerce pathway receives a useful product at 

a competitive price point. The supporter who shares a link with a friend receives the satisfaction 

of connecting two things they care about. None of this requires the supporter to sacrifice 

something they would not have otherwise given. It requires the system to give them real value 

for real participation. When the exchange is genuinely useful, participants return. When they 

return, value circulates rather than extracting once and disappearing. 

Multiple Streams Organize Around One Center 

Scattered tools without a mission center do not create a vortex — they create noise. An 

organization that adds a QR code, an audio file, an email list, a product link and a YouTube 

channel without connecting them to a clear mission pathway and a coherent story will find that 

each tool produces a small, isolated response rather than organized circulation. The vortex 

requires organization. It requires a clear center — the mission — and clear pathways — the tools 

— and a clear story that explains why the center matters and how the pathways lead there. When 

those three elements are in place, multiple value streams begin to reinforce each other. The 

education in the Compendium builds the trust that makes the QR code worth scanning. The 

scan opens the commerce pathway. The commerce pathway creates recurring value. The 

recurring value creates planning stability. The planning stability allows the mission to serve 

more confidently. The confident mission serves as a better story. The better story travels further. 

The cycle feeds itself. 
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What the Phase 1 Vortex Looks Like 

A booster club officer explains the model after a Tuesday practice. A parent scans the QR code 

on the table card, which opens the Compendium download page. She downloads the PDF, 

listens to the audio briefing on the drive home and shares the coffee case-study link with her 

mother-in-law, who already buys coffee online every month. The mother-in-law switches her 

order to the value-for-value pathway. The booster club receives a meaningful share of that first 

order and of every subsequent reorder. The officer receives a newsletter update when new 

vendor partners become available and shares it with the local business owner who has 

sponsored the team for three seasons. No new campaign launched. No emergency appeal went 

out. No additional pressure landed on the same parents who already show up for everything. 

The PDF explained. The audio introduced. The QR code opened the doorway. The link traveled. 

The commerce pathway moved value. The newsletter update maintained the relationship. The 

human conversation brought a new participant into the system. Each tool did its job. Together, 

they created something none of them could create alone. 

The Vortex Protects the Faithful Few 

Traditional fundraising concentrates pressure on the same small circle of familiar supporters 

because it depends on one pathway — the ask — traveling through one network — the people 

already close to the organization. When the pathway is narrow and the network is small, the 

same people carry everything. The vortex creates more pathways and wider reach. The parent 

who shares a link opens a pathway her grandmother uses. The local business owner who keeps a 

case-study card at checkout introduces the model to customers who have never heard the 

organization's name. The church committee member who forwards the audio briefing reaches 

siblings and cousins who live outside the congregation's geography. Each new entry point brings 

a potential participant into the system without requiring another ask from the same tired circle. 

When the system begins to work, an important question shifts in the mind of the fundraiser. The 

campaign-era question was: how do we make this campaign successful? The vortex-era question 

is: how do we give more people more useful reasons to stay in the system? 
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Chapter 8 

Gain and Retain Supporters with Value, Clarity & 
Connection 

 

Participation powers the vortex — not pressure. Chapter Seven showed how multiple value 

streams organize around a mission center, tools connecting, pathways working together, 

creating organized circulation rather than one-time extraction. The vortex stalls the moment 

people stop wanting to be part of it. 

No system design, however thoughtful, can force participation — not a QR code, not an audio 

briefing, not this Compendium, not a commerce pathway. All of them depend on the human 

decision to engage. And that decision — to participate, return and bring someone else into the 

system — is not made because the mechanics are clever. It is made because the experience of 

participation felt worth repeating. What makes it feel worth repeating? Three things. Every time. 

Across every sector, every cause, every community, every kind of fundraising entity we study. 

Supporters want value, clarity and connection, and when an organization delivers all three 

consistently, the vortex keeps moving. Remove any one of them and the circulation slows, the 

list goes cold and the faithful few are left carrying everything again. 

Who Supporters Really Are 

Before we describe what supporters want, we need to name what they are not — because 

fundraising language has a long history of treating them as something other than what they 

actually are. Supporters are not wallets, not traffic, not leads to convert or pressure points to 

activate. They are people who already care about something — a team, a congregation, a school, 

a community, a cause — and who are deciding, in each encounter with a fundraising system, 

whether this particular pathway is worth their attention, their money, their time or their trust. 

Bekkers and Wiepking's landmark review of more than 500 studies on charitable giving 

identified eight mechanisms that drive giving: awareness of need, solicitation, costs and 

benefits, altruism, reputation, psychological benefits, values and efficacy. That list describes a 

person making a genuinely complex decision about whether to act, whether the action will 

matter and whether the relationship with the organization deserves their continued investment. 

That is not a consumer being converted. That is a person being treated as an intelligent 

participant in something that matters to them. The difference in how a fundraising system treats 

that person determines whether the system grows or stalls. 
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The First Need: Value 

Supporters return to systems that give them something useful. In a traditional donation model, 

usefulness arrives after the fact: the supporter gives, the organization uses the funds and the 

supporter eventually hears something about the impact. The sequence puts the supporter in a 

position of giving first and receiving later, with no guarantee that what they receive will feel 

proportionate to what they gave. Value-for-value commerce changes that sequence. The 

supporter receives real value — a product they genuinely want, at a price they consider fair — 

and in the same transaction directs value toward a mission they care about. Nothing is deferred. 

Nothing is hoped for. The value arrives simultaneously with the support. 

The Association of Fundraising Professionals notes that some supporters may prefer buying a 

product or service over simply donating, precisely because they receive something tangible in 

return for helping a cause they believe in. That preference is not a weakness in the donor. It is a 

signal that value-for-value commerce addresses a real human need that traditional donation 

asks leave unmet. Value in the Web3 Fundraising vortex can be practical, emotional, relational 

or experiential. What matters is that the supporter receives something real — not a vague 

promise of future impact, but something present, clear and worth returning for. 

The Second Need: Clarity 

Supporters give more confidently — and more consistently — when they understand what is 

happening. The Generosity Commission's 2023 research found that 67 percent of respondents 

wanted to know all the details about how their money would be spent before they gave it to 

make sure it would not go to waste. Candid reports that nonprofits with a Seal of Transparency 

receive, on average, 62 percent more in donor contributions than organizations without one — 

visible information reduces hesitation, and reduced hesitation increases participation. 

Clarity inside the Web3 Fundraising system means several specific things. The supporter 

understands what they are being invited to do. The ask is plain, the pathway is simple and the 

next step is obvious without requiring the supporter to figure it out. Clarity also means the 

supporter understands what happens with their support. Where does the value go? Who 

benefits? When? Fidelity Charitable's 2025 Giving Report found that donors showed strong 

loyalty to favorite charities in 2024, with nearly four out of five grants supporting causes 

previously funded. Organizations build loyalty at that level through consistent, clear 

communication over time — not through a single compelling ask. The Phase 1 PDF — this 

Compendium — exists partly for this reason. A supporter who has read the education 

understands the model. A supporter who understands the model participates more confidently 

and explains it more accurately to others. 
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The Third Need: Connection 

Value brings people in, clarity helps them decide and connection brings them back. Althoff and 

Leskovec's DonorsChoose study found that donors were more likely to return after positive 

interaction with the receiver, timely recognition and detailed communication of impact. The 

mechanism is not complicated: when a supporter feels that their action mattered, was noticed 

and was appreciated, they are more likely to act again. When they feel like a transaction that has 

already been processed, they are less likely to return. 

Connection also has a community dimension. Supporters connect to missions and to the people 

who carry them — the coach who explained the model after practice, the committee member 

who shared the audio briefing, the friend who forwarded the link with a personal note attached. 

In the Web3 Fundraising vortex, connection lives in every human touchpoint — the 

conversation that introduced the model, the follow-up message that kept the relationship active, 

the newsletter update that reminded a supporter the pathway still existed. These are not frills. 

They are the mechanism through which the vortex sustains itself beyond the initial transaction. 

Urgency Alone Exhausts the System 

Urgency is the dominant emotional tool of traditional fundraising, and it is genuinely useful in 

the right context. Emergencies are real. A team that needs travel money this week has a real, 

urgent need. Urgency, in these cases, is honest. The problem arrives when urgency becomes the 

permanent emotional engine of a fundraising system. DellaVigna, List and Malmendier's door-

to-door fundraising experiment found that social pressure shaped giving, and their welfare 

analysis suggested those campaigns lowered potential donor utility on average. When people 

give because they feel they cannot say no, the giving happens, but the relationship absorbs a 

cost. Something is spent from the trust account. 

NonProfit PRO warns that repeated urgent appeals without clear resolution or meaningful wins 

can contribute to donor fatigue and emotional burnout. When every communication from an 

organization sounds like an emergency, supporters begin to discount the signal. A system built 

on value, clarity and connection uses urgency sparingly and honestly. When a real need is 

genuinely urgent, the message lands with full force precisely because it is not the default mode 

of every communication. 

Understanding what supporters want raises an immediate practical question. What kind of 

fundraiser is actually designed to deliver value, clarity and connection on a consistent basis? Not 

once, during a particularly well-run campaign, but as the standard operating logic of the whole 

system? That question has an answer. The answer looks a great deal more like a well-run 

business than like the traditional fundraising models this Compendium has spent eight chapters 

examining. 
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Chapter 9 

Perfect Fundraisers Function Like Successful 
Businesses 

 

Let us start with an honest question. If someone described your current fundraising model to a 

business advisor — the planning cycle, the volunteer labor, the net yield, the reset after every 

campaign, the repeated asks to the same circle — what would that advisor say? Most would land 

in the same place: high cost, low yield, no scale, continuous dependence on a small circle, reset 

to zero after every cycle. The model is the problem. Fix the model, not the people running it. The 

people running most community fundraisers are not the problem. The model is the problem. 

Chapter Eight showed what supporters actually want: value, clarity and connection. Chapter 

Nine shows what a fundraising model looks like when organizers build it from the beginning to 

deliver those things reliably — not once, during an unusually well-run campaign, but 

consistently, as the standard logic of the whole system. 

Better Business Thinking Reveals Better Fundraising 

We use Dr. Tia Jolie Phillips' Perfect Business framework as an evaluative lens in this chapter — 

not because fundraising should become purely commercial, but because the same questions that 

reveal a better business also reveal a better fundraiser. A better business creates real value for 

the people it serves. A better fundraiser does the same. A better business reduces friction so 

participation requires the least possible effort. A better fundraiser does the same. A better 

business can be taught to the next person who needs to run it. A better fundraiser can too. The 

mission is not being replaced by commerce. The mission is being protected by better mechanics. 

Ethical and Useful First 

A better fundraiser earns participation through genuine value rather than pressure, 

manipulation or guilt. Bekkers and Wiepking's review of more than 500 studies confirms that 

the real mechanisms driving giving include genuine altruism, values alignment and the 

psychological benefit of participation — not primarily social pressure or urgency. A system that 

cultivates those three and minimizes the last is both more ethical and more durable, with the 

business logic building naturally on top of the ethical foundation. 

Recurring Instead of One-Time 

The most consequential difference between a better fundraiser and a campaign-only model is 

whether it produces recurring value or only one-time results. Classy's 2023 State of Modern 

Philanthropy report found that recurring donors on its platform were nine times more valuable 

than one-time donors over their relationship with the organization. NonProfit PRO reports 
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Neon One data showing recurring-donor retention between 78 and 80 percent, compared with 

roughly 32 percent for one-time donors, and that recurring supporter relationships lasted an 

average of 7.7 years compared with 1.7 years for one-time participants. M+R's 2026 Benchmarks 

Study found that monthly giving accounted for 27 percent of all online revenue in 2025. These 

numbers describe the structural difference between an organization that starts every month with 

a foundation and one that starts every month from zero. 

Scalable Beyond the Original Room 

A better fundraiser can travel without the organizer. Traditional fundraising is bounded by the 

room — the parents who attended the meeting, the congregants who heard the announcement, 

the families who received the order form. When the room empties, the momentum dissipates. 

Kindsight's summary of Peer-to-Peer Professional Forum data reports that the top ten peer-to-

peer fundraising programs raised more than \$690 million in 2024. That shows what scale 

becomes possible when supporters have a structure for carrying a campaign beyond the original 

organization. In Phase 1, scalability looks like a link that a parent texts to her mother-in-law, a 

QR code that a coach adds to a printed sign and a PDF that a committee member forwards to a 

colleague. None of these actions require a new campaign. All of them carry the model beyond 

the original room. 

Low-Friction and High Net Yield 

A better fundraiser counts the real cost. Bloomerang's illustrative event scenario shows a 

fundraiser grossing \$100,000 netting only \$23,000 after direct expenses and staff or 

volunteer time. A better fundraiser measures itself by net mission value — the value that actually 

reaches the mission after removing all costs, fees, labor and friction from the gross result. Low 

friction matters for supporters too. Every step between a supporter's intention to help and their 

ability to act is an opportunity for the intention to fade. A mobile-friendly link, a QR code that 

opens instantly, a product page that requires no instructions and a payment system that takes 

fifteen seconds — these reduce the gap between caring and acting. 

Teachable and Duplicable 

A better fundraiser distributes its leadership rather than concentrating it in one heroic person. 

Allen and Mueller's volunteer-retention research links role ambiguity and burnout to volunteers' 

intention to quit, which supports the practical design rule that a better fundraiser should be 

clear enough for ordinary people to learn, explain and repeat without a specialized expert 

managing every step. A model that lives entirely in one person's head creates fragility. When 

that person steps back — graduates, moves, changes seasons, ages out, burns out — the model 

goes with them. A better fundraiser has a PDF that explains the model, a QR code that opens the 

pathway, an audio briefing that introduces the concept without the founder in the room and a 
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case study that shows what the model looks like when it is working. When the system is 

teachable, the cause does not depend on any single person's continued presence. 

Phase 1 Aligns With Modern Life 

The U.S. Census Bureau reported that e-commerce accounted for 16.9 percent of total U.S. retail 

sales in the first quarter of 2026. Online ordering is already how a meaningful share of all 

purchasing happens — Pew Research Center found that 76 percent of U.S. adults buy things 

online using a smartphone. A supporter who switches their coffee order to a value-for-value 

pathway redirected an existing behavior rather than learning a new one. A better fundraiser asks 

less of supporters and delivers more, not through magic but through alignment. 

Legacy Cash Flow: The Asset That Keeps Working 

The perfect fundraiser creates something that outlasts the next event. Legacy Cash Flow — the 

concept Chapter Four introduced — is the asset a better fundraiser creates over time. The list, 

the link, the recurring pathway, the commerce relationship, the case study that keeps teaching 

and the supporter habit that keeps recurring — these are organizational assets. They produce 

measurable, recurring value for the mission. When organizations build and maintain them 

thoughtfully, they function like the endowment that most community organizations cannot 

build: dependable support that keeps moving toward the mission over time. 

→ See also: 

Chapter 3 — One-Time Campaigns Create One-Time Relief 

Chapter 4 — The Real Goal Was Always Cash Flow 

Chapter 5 — Why Not Use the Tools You Already Have? 

Chapter 7 — The Vortex Accelerates Value Toward the Mission 

Chapter 8 — Gain and Retain Supporters with Value, Clarity & Connection 

Chapter 10 — 17 Ways to Un-Crazy Your Booster Talks 

Appendix A — Shared Language 

Appendix B — Sources and Research Notes 

Appendix G — Keywords and Important Concepts 
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Chapter 10 

17 Ways to Un-Crazy Your Booster Talks 

 

Most booster conversations go sideways for a structural reason: the same exhausted people keep 

trying to solve the same recurring problem with the same old tools, in the same meeting, with 

the same general announcement, hoping for a different result this time. The conversations fail 

not for lack of passion but for lack of clarity. The model is not broken because the volunteers did 

not try hard enough. The model is broken because the mechanics produce these exact 

symptoms, reliably, across every sector where this pattern runs. Chapters One through Nine 

explained why. Chapter Ten gives you language to use at the table, in the meeting, on the group 

chat and in the one-on-one conversation that could actually change someone's mind. These are 

not pressure scripts. We do not do those. These are clarity tools — practical reframes, better 

questions and more honest language that make participation easier to understand, easier to say 

yes to and easier to share with the next person in the circle. 

Why Booster Talks Get Crazy 

Most booster fundraising conversations are actually two conversations happening 

simultaneously. The organizer is trying to solve a cash-flow problem. The parents, congregants, 

coaches or committee members in the room are trying to figure out how much this ask is going 

to cost them in time, money, energy and social goodwill. When those two conversations stay 

separate, the meeting fills with surface-level agreement and background resistance. When they 

get named clearly, the room can make a useful decision together. The goal of every reframe in 

this chapter is the same: stop managing the surface and start addressing what is actually 

happening. 

1. Start With the Need, Not the Fundraiser 

What goes wrong: the meeting opens with "We are selling X" or "Everyone needs to sign up for 

Y" before anyone explains the actual recurring problem. The Generosity Commission's 2023 

research found that 67 percent of respondents wanted detailed clarity about how their money 

would be spent before they gave it. That instinct applies to participation too. Better language: 

"Before we talk about the fundraiser, let's name what we are actually trying to solve. This team 

has recurring costs that no single campaign fully covers. What we need is a more dependable 

way to address them." 

2. Say System, Not Just Ask 

What goes wrong: parents assume they are about to hear another isolated request. They have 

heard many. Their defenses activate before the explanation finishes. When the framing changes 
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from ask to system, the listener's mental model changes with it. Better language: "This is not 

another one-time ask. We are trying to build something that makes the next ask less necessary. 

That is a different conversation." 

3. Count the Real Net — Not Just the Gross 

What goes wrong: someone says "that fundraiser raised $10,000" and the room celebrates, 

without anyone subtracting product cost, platform fees, delivery logistics, volunteer labor or the 

three Saturdays the same four parents will never get back. Bloomerang's illustrative event 

scenario shows a fundraiser grossing $100,000 netting only $23,000 after direct expenses and 

staff or volunteer time. Gross revenue can feel like success while net mission value tells a 

different story. Better language: "Before we commit to repeating this, let's answer one question: 

what did we actually keep after all costs and time? That is the number that matters for 

planning." 

4. Replace Broadcasts With Specific Invitations 

What goes wrong: a message goes to the full group. A handful of people respond. Everyone 

assumes the others are handling it. The Lewis Center for Church Leadership warns that broad 

general appeals can let people assume someone else will step forward, while specific personal 

invitations produce more consistent participation. Better language: "We are not asking everyone 

to do everything. We need each person to choose one clear next step. Here is what that looks like 

for this group." 

5. Protect the Faithful Few by Distributing the Load 

What goes wrong: the same three parents run every campaign, coordinate every delivery, send 

every reminder and clean up every mess. Allen and Mueller's volunteer-retention research links 

role ambiguity and repeated overload to volunteers' intention to quit. Overusing the reliable few 

does not protect the mission. It depletes the most mission-committed people in the group. 

Better language: "Our most reliable volunteers should not carry the whole system. Let's create 

smaller defined roles so more people can actually say yes without feeling trapped." 

6. Define the Role Before You Extend the Invitation 

What goes wrong: a parent hears "help with fundraising" and imagines twelve months of chaotic 

meetings, endless texts and no clear end point. Undefined roles create fear. Defined roles create 

participation. Better language: "This specific job takes about twenty minutes. We need someone 

to share this QR code with ten people from their existing network and report back what 

questions they ask. That is the whole job." 
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7. Move From Pressure to Choice 

What goes wrong: the fundraising message relies on social obligation, guilt or the awkwardness 

of saying no to someone's face. DellaVigna, List and Malmendier's field experiment found that 

social pressure shaped giving, and their welfare analysis suggested the campaigns could lower 

potential donor utility on average. Pressure-based giving produces short-term results with long-

term costs to the relationship. Better language: "We are not here to pressure anyone. We are 

showing one practical way to support the team if it fits your life. If it does, we would love to have 

you in." 

8. Explain the Value Before the Commission 

What goes wrong: the organizer leads with "we get fifty percent of everything sold," which 

sounds good to the group but means nothing to a new supporter who has not heard the model. 

People need to understand what the supporter receives before they care what the organization 

keeps. Value-first is the correct order. Better language: "The way this works, a supporter buys 

something they genuinely want at a fair price. The product is high-quality, the price is 

competitive and a meaningful portion comes back to support the team. It is not a charity ask. It 

is a useful exchange." 

9. Put the Promise Next to the QR Code 

What goes wrong: a QR code appears on a flyer with no explanation of what happens when 

someone scans it. Supporters pause, wonder and move on. Nonprofit Tech for Good 

recommends that QR codes point to mobile-friendly destinations with clear calls to action. The 

code is the door. The promise is the reason to open it. Better language next to the code: "Scan for 

a five-minute audio explanation that shows how this helps the team. Listen, share, decide." 

10. Give Every Link One Clear Job 

What goes wrong: a supporter clicks a shared link and lands on a cluttered page with no obvious 

next step. They close the tab. Confusion kills momentum faster than disinterest. Better 

language: "This link should do exactly one thing: help the supporter understand the offer and 

take the next step. If it does more than that, it probably does less than we need." 

11. Use the Meeting to Point, Not to Explain Everything 

What goes wrong: the organizer tries to explain the entire model, the history, the case study and 

the how-to instructions in one meeting while parents are tired and distracted. Edison Research's 

2026 Infinite Dial report found that 58 percent of Americans age 12 and older consumed a 

podcast in the last month. A brief audio explanation travels with the listener. A live meeting 

monologue does not. Better language: "We are not going to explain everything tonight. Here is 
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the five-minute audio briefing. Scan the QR code before our next conversation and bring one 

question. That is a better use of everyone's time." 

12. Design Every Fundraiser to Leave Something Behind 

What goes wrong: the campaign ends. The group celebrates. Two weeks later, the next need 

appears and the organization starts completely from zero. Classy's 2023 State of Modern 

Philanthropy report found that recurring donors on its platform were nine times more valuable 

than one-time donors. A recurring pathway does not appear by accident. Someone has to decide 

to create it before the campaign launches. Better language before the campaign launches: 

"Before we announce this, let's decide: what stays after the fundraiser ends? The list, the QR 

code, the recurring option, the follow-up message — at least one of these should outlive the 

campaign." 

13. Offer Local Businesses a Relationship, Not a Rescue Request 

What goes wrong: a local business receives the same sponsorship request from the baseball 

team, the football program, the band booster, the church festival and three nonprofit galas — all 

within the same season. The Association of Fundraising Professionals notes that mission-

aligned products and services can both diversify income and deepen supporter connection, 

giving participants something tangible in return for helping a cause they believe in. Better 

language: "We are not asking you to rescue us again. We are looking for partners who want their 

customers to see them as community-connected and who see value in a relationship that 

benefits everyone." 

14. Show Why Online Ordering Still Feels Personal 

What goes wrong: a parent or committee member says, "I prefer the old way — I like talking to 

people." The real concern is relational, not technical. Pew Research Center found that 76 percent 

of U.S. adults buy things online using a smartphone. Online ordering becomes impersonal only 

when organizations forget to maintain the human relationship alongside the digital pathway. 

Better language: "Online ordering does not replace the conversation. It removes the paper form, 

the cash collection and the delivery headache so the conversation can stay focused on the 

relationship instead of the logistics." 

15. Keep the Old Fundraiser in the Picture 

What goes wrong: when an organizer introduces a new model, experienced volunteers assume it 

replaces every event, tradition and relationship they have already built. Chapter Six's hybrid 

fundraising model exists precisely because familiar methods deserve a digital layer, not a 

funeral. Better language: "We are not canceling the dinner or the game-day table or the spring 

sale. We are adding a pathway that keeps working after those events end. Both can exist. The 

question is whether the old method leaves anything behind." 
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16. Make the Next Step Smaller Than the Ask 

What goes wrong: the organizer tries to win the room in one meeting. The room pushes back. 

Bekkers and Wiepking's review of more than 500 studies identifies efficacy — the belief that 

one's action will actually matter — as one of the key mechanisms of giving. A supporter who 

does not know what to do next cannot act on their efficacy. Better language: "You do not have to 

decide the whole thing tonight. Listen to the three-minute audio, look at the one-page overview 

and bring back one honest question. That is enough for this meeting." 

17. Measure the Right Win 

What goes wrong: after every campaign, the group asks one question: did we hit the goal? That 

question rewards one-time performance and ignores whether the campaign built anything 

durable. Chapter Four established that recurring, dependable mission cash flow is the real goal. 

Chapter Nine showed that perfect fundraisers function like successful businesses, creating 

recurring value rather than one-time relief. Better question after every campaign: "Did this 

create anything that will keep working after the campaign ends? What recurring pathway, 

reusable asset, stronger list or new supporter relationship came out of this one?" 

The Shift These Seventeen Tools Are Building 

Each of these reframes addresses one common failure point, but together they describe a more 

fundamental shift in how fundraising conversations work. The old mode asks urgently, hopes 

someone responds, counts the gross, celebrates and resets. The better mode names the need, 

reduces pressure, defines the role, explains the value, creates the pathway and measures the 

recurring result. That shift does not happen in one meeting — it happens over several, as the 

language improves, the tools become familiar and the community begins to understand that 

fundraising can be something other than an annual endurance test. Once a group learns to talk 

differently, it can start choosing differently. 

→ See also: 
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Chapter 11 

Better Questions Create Better Fundraisers 

 

Every fundraising cycle begins with a question, and most groups jump immediately to 

execution: What did we do last year? What can we run quickly? What will people tolerate? Those 

questions tell a group how to run a fundraiser. They say nothing about whether the fundraiser is 

worth running. There is a practical cost to beginning with execution questions. When we skip 

the strategic evaluation and move directly to planning, we tend to repeat the model that was 

most recently familiar and then spend considerable effort executing it well. If the model is 

fundamentally misaligned with the mission's real needs, excellent execution only helps us run 

the wrong fundraiser more efficiently. Better fundraisers begin with better questions. 

The Difference Between Execution Questions and Strategy Questions 

Execution questions help a group run a fundraiser. They are useful once a sound model has been 

chosen. Strategy questions help a group choose the right model in the first place. Most 

fundraising conversations jump immediately to execution: Who will run the table? Who will 

send the emails? When should we launch? That sequence puts the cart before the horse. If the 

model is not worth choosing, it does not matter how smoothly we can run it. The better 

sequence is: ask the strategy questions first, evaluate the model honestly, redesign anything that 

produces too many weak answers, then move to execution with a stronger foundation. 

What Does This Fundraiser Really Cost in Human Hours? 

Fundraising costs money and human hours in equal measure. Every fundraiser consumes some 

combination of planning time, meeting time, volunteer time, board time, staff time, parent time, 

church time, coach time, treasurer time, follow-up time, emotional energy, relational risk and 

mission attention. These costs do not appear on the campaign's budget line, but they are real. 

Independent Sector and the Do Good Institute estimated the national value of a volunteer hour 

at $36.14 in 2025. CauseVox's event ROI guidance notes that volunteer time is not free even 

when no one receives a paycheck. Graham-Pelton warns that organizations should consider the 

opportunity cost of devoting staff time and resources to events. Every hour a volunteer spends 

running a fundraiser is an hour not spent on the work the mission exists to do. Fundraising 

should support the mission, not become the mission. The questions below include two 

specifically designed to count human hours as a real cost, because a fundraiser that raises 

money while consuming more mission capacity than it supports has not actually helped the 

group move forward. 
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Category One: Mission Questions 

Question 1: What problem are we actually trying to solve? This question sounds obvious until 

you notice how often a group chooses a fundraiser before defining the problem. Ask before 

planning: are we solving a one-time shortfall or a recurring cash-flow gap? A strong answer 

names the recurring need and explains how the fundraiser addresses it at the structural level, 

not only the immediate level. A weak answer stops at "we need money." 

Question 2: Does this fundraiser strengthen the mission or distract from it? Ask before 

planning: will this fundraiser require so much meeting time, volunteer coordination, logistics 

management and follow-up that the actual mission work slows down or stops? 

Question 3: Can we explain this fundraiser in one clear paragraph? If the organizer cannot 

explain it simply, the supporter cannot understand it, and if the supporter cannot understand it, 

the supporter cannot share it. Ask before planning: can any member of the group explain the 

need, the value, the next step and how the mission benefits — in plain language, in under a 

minute? 

Category Two: Cash-Flow Questions 

Question 4: Does this create recurring mission cash flow or only one-time relief? A fundraiser 

that solves today's bill and resets to zero next season has not addressed the structural problem. 

Ask before planning: does this model create a pathway that supporters can repeat? Does it build 

toward Legacy Cash Flow? 

Question 5: What net mission value remains after cost, time and labor? Gross revenue is not net 

mission value. Ask before planning: what is the realistic net yield after every cost is subtracted? 

Have we counted volunteer labor at its real value? 

Question 6: Does this leave behind a reusable asset? A fundraiser that ends with nothing behind 

it has created temporary relief and a full reset. Ask before planning: what will still be working 

thirty days after this fundraiser ends? A list, a QR code, a link, an audio briefing, a recurring 

commerce pathway, a trained volunteer, a sponsor relationship, a supporter story? 

Category Three: Supporter-Experience Questions 

Question 7: What does the supporter receive? Ask before planning: does this model give the 

supporter something genuinely useful — a product, an experience, a meaningful connection, 

clear impact information or a reciprocal exchange? Or does it ask the supporter to sacrifice 

something in exchange for a vague promise? 
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Question 8: Is the supporter's next step clear? A supporter who cannot immediately identify 

what to do next will usually do nothing. Ask before planning: can a supporter understand what 

to do in ten seconds? 

Question 9: Does this create connection or only pressure? Pressure can raise money once. 

Connection raises money over time. Ask before planning: will people feel invited into something 

worth joining, or trapped by another awkward ask? 

Category Four: Capacity Questions 

Question 10: Who carries the work? Ask before planning: is this model distributing the work 

across a broader group, or is it quietly landing on the same three people again? 

Question 11: Can ordinary people learn and repeat this? Ask before planning: could a new 

committee member, a new parent, a first-time volunteer or a new board member learn this 

model quickly enough to run it independently next time? 

Question 12: Does this reduce friction or add more? Ask before planning: does this model make 

the next step easier for everyone involved, or does it create more complicated processes than the 

group currently has? 

Category Five: Labor Questions 

Question 13: How many human hours will this fundraiser consume, and what mission work will 

those hours displace? Independent Sector and the Do Good Institute's $36.14 volunteer-hour 

estimate gives boards a concrete tool for this calculation. Multiply the estimated volunteer hours 

by that figure and compare the result to the fundraiser's projected net mission value. If the labor 

cost approaches or exceeds the fundraising yield, the model deserves a redesign conversation 

before it launches. A strong answer acknowledges the full labor cost and judges it worth the 

mission tradeoff. A weak answer has never considered the question. 

Question 14: Does this fundraiser give time back to the mission or take more time away from it? 

A fundraiser that creates a reusable link, a recurring commerce pathway, a trained volunteer 

network or an automated order system gives some labor back. Ask before planning: is this model 

designed to reduce fundraising drag over time, or will we be doing the same amount of work 

again next season? 

Category Six: Scalability Questions 

Question 15: Can this travel beyond the room? Ask before planning: can a supporter in the room 

share this with someone who was not in the room, and can that second person share it with 

someone they know — without the organizer needing to start over with a new explanation? 
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Question 16: Does this align with how people already live? The U.S. Census Bureau reported that 

seasonally adjusted e-commerce sales accounted for 16.9 percent of total U.S. retail sales in the 

first quarter of 2026, and Pew Research Center found that 76 percent of U.S. adults buy things 

online using a smartphone. Ask before planning: does this model fit how our supporters already 

shop, search, scan, listen, click and share? 

Question 17: Does this build toward Legacy Cash Flow? Every fundraising decision can be 

evaluated against one ultimate metric: does this move the organization toward dependable, 

recurring mission cash flow, or does it solve today's bill and reset to zero? 

How to Use These Questions in a Real Meeting 

The seventeen questions require honest conversation, not a formal scoring system. Before a 

committee votes on a proposed fundraiser, work through the categories together. For each 

question, the group can mark an informal green, yellow or red. Green means the model handles 

this question well. Yellow means the model handles it partially and needs redesign. Red means 

the model fails this question and the group should pause before committing. A fundraiser with 

mostly green answers is worth moving forward. A fundraiser with several yellow answers 

deserves redesign before launch. A fundraiser with multiple red answers deserves an honest 

conversation about whether the group is repeating a pattern that will not improve simply 

because good people try harder. 

Better Questions Protect Good People 

These questions matter for a human reason that goes beyond strategy and finance. The people 

who run most community fundraisers are parents, coaches, pastors, teachers, veterans, 

neighbors and volunteers who care enough about a cause to give their time to it — not 

professionals, and not people who should burn out trying to carry a broken model. When the 

fundraising model is poorly designed, those people absorb the cost. They work harder. They feel 

guilty when results fall short. They take on more than any reasonable person should carry. 

They eventually step back, and the organization that relied on them finds itself starting over 

with new people who will repeat the same pattern because nobody thought to ask a better 

question first. Better questions protect the faithful few. They distribute the work more honestly. 

They help leaders choose models that create compounding value rather than repeating 

exhausting cycles. They honor the time, energy and goodwill of the people who show up. 

Together, they give every organization a practical path toward what this Compendium has been 

building toward from the first chapter: a fundraising system that supports the mission, respects 

the supporters, frees the people who care most and builds toward Legacy Cash Flow one better 

decision at a time. 
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Chapter 12 

Download, Share and Stay Connected 

 

When this Compendium does its job, it gives you something more than a new fundraising idea. 

It gives you a new way to ask what fundraising should be doing in the first place — and that is a 

different kind of gift. A new fundraising idea produces one campaign. A new way of asking 

produces better campaigns indefinitely. The quality of every fundraising decision from this point 

forward depends on the quality of the questions that precede it. The Compendium opens the 

conversation rather than closing it — it is the beginning of one. And like every good beginning, it 

asks something simple of the person holding it: keep it, share it and stay close as the work 

continues. Three steps. That is all Chapter Twelve asks. 

How to Access Everything 

The Compendium comes in several formats, each suited to a different kind of learner and use. 

The PDF edition is the primary recommended format — free, fully hyperlinked and available for 

download at Web3Fundraising.com. The hyperlinks — connecting chapters to appendices, 

concepts to definitions, claims to sources — make it a navigable knowledge map rather than a 

static file. A perfect-bound print edition will be available through Web3Fundraising.com under 

the Resources tab when publication formatting is complete. The print edition does not include 

hyperlinks, which is why the PDF remains the recommended version for full use. Three audio 

programs are available through the website: The Science & Business of Fundraising (overview), 

The Science & Business of Fundraising: Professional Deep Dive, and The Science & Business of 

Fundraising: Builder Briefing. Future translations into additional languages are planned. 

Newsletter subscribers will be among the first to know when translations become available. 

Step One: Download It and Keep It Close 

We designed this Compendium to travel. The PDF format is intentional. It does not require a 

platform subscription, a login, an app or a specific device. It opens on a phone, a tablet, a laptop 

or a desktop. 

Save the PDF somewhere you can find it before the next fundraising conversation begins — 

before the committee has voted on a method, before the volunteers have been recruited. The 

Compendium is most useful as preparation, not remediation. The Compendium is most useful 

as a preparation tool, not as a post-mortem. When the next budget gap appears — and it will — 

the question should not be which campaign can we run fastest. The question should be does this 

model create recurring mission cash flow, or does it create one more reset? Chapter Eleven's 

seventeen questions are available every time a proposal comes to the table. Chapter Four's cash-

flow framework is available every time a committee wonders why the same campaign keeps 
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producing the same temporary relief. Chapter Two's faithful-few analysis is available every time 

the same three people end up carrying the whole thing again. 

The appendices in the back of this Compendium are working tools. Appendix A carries the 

Shared Language — the plain-English definitions of every term used across these chapters, 

including Fundraising Drag, Legacy Cash Flow, value-for-value and vortex. Appendix B carries 

the Sources and Research Notes. Appendix C carries the Endowment Math Tables. Appendix D 

carries the Future Development Notes. Appendix E carries the Builder Resource Doorway — a 

protected access point for groups ready to move from reading to implementing. Appendix F 

carries the Board and Committee Discussion Prompts. Appendix G carries Keywords and 

Important Concepts — a hyperlinked index of every meaningful idea in this document. Keep the 

map. Use the tools. Return to both when the pressure returns, which it will. 

Step Two: Share It With Someone Who Needs It 

You almost certainly know at least one person who is currently carrying more fundraising 

weight than any one person should carry. A coach who stays up late filling out order forms after 

practice. A church treasurer who runs the same campaign every spring and wonders every 

spring why it feels harder. A PTA board chair who has been meaning to find a better way for 

three years but has not had the language for what a better way would actually look like. A youth 

ministry leader who loves the mission and dreads the fundraising conversation. A veterans' 

group organizer who has personally covered shortfalls out of pocket more than once. These are 

not people who lack commitment. They are people who are operating inside a model that was 

not designed to protect them. 

Indiana University Lilly Family School of Philanthropy research on giving decisions found that 

word-of-mouth and personal connection supported the choices donors and participants make, 

and that a prior contact or connection was repeatedly named as a driver for engagement. We 

designed this Compendium with that reality in mind — built to travel person to person, not to be 

discovered through an algorithm. The person most likely to benefit is not necessarily the most 

senior person in the room. It may be the most tired one. Share it with someone who keeps 

showing up, keeps carrying the work and deserves a better system. 

Step Three: Stay Connected 

Phase 1 is here and works. Web3 Fundraising will continue to publish updates as the tools 

improve, new vendor partnerships become available, new educational resources are released 

and builder resources open. The way to stay close is simple: go to Web3Fundraising.com and 

click Newsletter. The newsletter is where practical updates travel. If you are an organizer, a 

builder or a group ready to move from reading to implementing, go to Web3Fundraising.com 

https://web3fundraising.com/
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and click Get The Playbook. The Playbook contains proprietary builder information and is 

available through a simple request form at Web3Fundraising.com/playbook. 

The Compendium's Purpose, Stated Plainly 

Fundraising should support the mission, not become the mission. That sentence is the reason 

this Compendium exists. Every hour a parent, pastor, coach, teacher, volunteer, board member 

or community organizer spends managing a fundraiser is an hour not spent coaching the team, 

teaching the students, serving the congregation, supporting the veterans, building the program 

or doing the work we do in accordance with our mission. Fundraising drag is real, it is costly and 

it is not inevitable. The tools and models in this Compendium exist to reduce that drag — to give 

groups a path toward recurring mission cash flow, a practical understanding of why the old 

mechanics keep producing the same exhaustion and a set of better questions to ask before the 

next cycle begins. Keep the map. Share it freely. Stay connected as Web3 Fundraising grows. 

And then begin — with the mission back at the center, where it was always supposed to be. 

→ See also: 

Chapter 4 — The Real Goal Was Always Cash Flow 

Chapter 5 — Why Not Use the Tools You Already Have? 

Chapter 8 — Gain and Retain Supporters with Value, Clarity & Connection 

Chapter 10 — 17 Ways to Un-Crazy Your Booster Talks 

Chapter 11 — Better Questions Create Better Fundraisers 

Appendix A — Shared Language 

Appendix B — Sources and Research Notes 

Appendix C — Endowment Math Tables 

Appendix D — Future Development Notes 

Appendix E — Builder Resource Doorway and Update Access 

Appendix F — Board and Committee Discussion Prompts 

Appendix G — Keywords and Important Concepts 
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Appendix A 

Shared Language 

 

Use this section to find plain-language definitions of every term used throughout the Web3 

Fundraising Compendium. When a term appears in a chapter and you want a cleaner definition, 

this is where to look. Terms are listed alphabetically. 

The Science & Business of Fundraising — The overview audio program — a short 

introduction to the Web3 Fundraising model, designed for people who prefer to hear an 

overview before reading the full Compendium. Available through Web3Fundraising.com. 

The Science & Business of Fundraising: Builder Briefing — The builder-level audio 

program — a focused implementation briefing for groups ready to deploy Phase 1 tools. 

Available through Web3Fundraising.com. 

The Science & Business of Fundraising: Professional Deep Dive — The professional-

level audio program — covers the model, research foundations and practical frameworks in 

depth. Available through Web3Fundraising.com. 

Better Business Lens — A way of evaluating a fundraiser by asking whether it behaves like an 

ethical, useful, scalable, teachable and recurring business system rather than a one-time 

campaign. 

Bridge Model — A transition approach that lets an organization keep useful traditional 

fundraising practices while adding Phase 1 tools that create more durability, reach and recurring 

value. 

Builder Resource Doorway — A protected access point for approved builders, partners and 

implementation groups. See Appendix E for access details. 

Campaign Reset — The pattern that occurs when a one-time fundraiser ends, the immediate 

need is addressed and the organization has to start over with no reusable asset, no recurring 

pathway and no lasting cash-flow improvement. 

Clarity — The supporter's ability to understand what is being asked, what happens next, where 

the value goes and why the action matters. 

Compendium — The Science & Business of Fundraising: The Web3 Fundraising Compendium 

for Building Recurring Mission Cash Flow — the public education asset you are reading now. 

Connection — The sense that the supporter belongs to, understands or cares about the 

mission, people or community involved. 

Digital Continuity — The ability for a fundraising pathway to keep working after the physical 

moment ends. 
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Digital Layer — The online pathway added to a physical or traditional fundraiser — a QR code, 

link, email, audio briefing, online ordering page or signup form. 

Familiar Technology — Tools people already know how to use: PDFs, links, QR codes, 

websites, audio briefings, email, online ordering and simple sharing systems. 

Faithful Few — The small group of reliable people who repeatedly carry the work, time, stress 

and responsibility of fundraising when the system does not distribute participation broadly 

enough. 

Fundraising Drag — The time, stress, labor and attention a group loses while trying to raise 

money instead of doing the mission work itself. Every hour spent managing the fundraiser is an 

hour not spent advancing the mission. 

Future Development — Future Web3 Fundraising updates, tools, resources and ecosystem 

improvements that may be announced through Web3Fundraising.com when they are ready, 

tested, explained and useful. Phase 1 is available now. See Appendix D. 

Hybrid Fundraising — A fundraising approach that combines familiar traditional methods 

with digital tools, shareable assets and recurring pathways so a fundraiser creates more than 

one-time relief. 

Legacy Cash Flow — Dependable support that keeps moving toward a mission over time — 

stability, continuity and breathing room — without requiring management of a large financial 

asset or complicated institution. 

Mission Center — The cause, group, need or purpose that gives the vortex its focus. 

Mission Liberation — The Web3 Fundraising conviction that fundraising should free people 

to return to the mission rather than consume the time, attention and energy needed to do the 

mission work itself. Fundraising should support the mission, not become the mission. 

Net Mission Value — The value actually available to support the mission after direct costs, 

fees, time, labor and hidden friction are considered. 

Next-Generation Fundraising — A broader way of thinking about fundraising that uses 

familiar tools, value-for-value models, hybrid systems and recurring pathways to reduce 

pressure and build more durable mission support. 

Nonlinear Value — Value that continues moving after the original hour of work, conversation, 

share or setup. 

Online Ordering Pathway — A digital purchase path that allows supporters to order directly 

without paper forms, cash handling, manual delivery or repeated organizer involvement. 

Organized Circulation — The intentional arrangement of tools and pathways so value can 

move repeatedly toward a mission instead of appearing only during isolated campaigns. 
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Perfect Fundraiser — A fundraising system that creates real value, respects supporters, 

reduces friction, can be taught and repeated, scales beyond the original circle and builds toward 

recurring mission cash flow. 

Phase 1 — The current Web3 Fundraising deployment stage, available now. Phase 1 uses 

familiar tools: PDFs, links, QR codes, audio briefings, email, online ordering, simple sharing 

systems and human conversations. 

Playbook — A private, protected implementation guide for approved builders, partners or 

internal operators. Capitalized throughout as The Playbook. 

QR Code — A scannable code that opens a digital destination such as a website, PDF, audio 

briefing, order page, signup form or campaign resource. 

Recurring Income — Income or value that arrives repeatedly rather than only once. 

Recurring Mission Cash Flow — Support that repeats over time and helps a mission plan 

with more stability than one-time campaigns allow. 

Recurring Pathway — A practical route that allows support to repeat, such as monthly giving, 

repeat purchasing, recurring sponsorship or value-for-value commerce. 

Scalable Fundraiser — A fundraiser whose explanation, link, product, process or 

participation pathway can travel beyond the original organizer, room or support circle. 

Shareable Asset — A piece of content designed to move easily from person to person: a PDF, 

link, audio briefing, graphic, flyer or QR code. 

Simple Sharing System — A repeatable set of links, messages, assets and next steps that 

helps supporters share without reinventing the explanation every time. 

Supporter Experience — What it feels like for a person to encounter, understand, participate 

in, repeat and share a fundraising pathway. 

Teachable System — A system that ordinary people can learn, explain and repeat without 

needing one irreplaceable expert to manage every step. 

Urgency-Based Ask — A fundraising message that depends primarily on immediate pressure, 

emergency timing or fear of loss. 

Value — The useful benefit a supporter receives from participating — practical, emotional, 

relational, symbolic, social, experiential or material. 

Value-Based Invitation — An invitation to participate that gives the supporter a clear, useful 

and respectful reason to act without relying primarily on guilt or pressure. 

Value Circulation — A pattern in which supporters, vendors, organizers and the mission each 

receive something useful enough to keep the system moving. 
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Value Extraction — A pattern in which supporters feel mainly drained, pressured or used 

without receiving clarity, usefulness, appreciation or connection in return. 

Value Stream — A pathway through which money, attention, purchases, relationships, 

sharing, participation or practical support moves toward the mission. 

Value-for-Value — A fundraising model in which supporters redirect spending they were 

already going to make — on products or services they genuinely want — toward a cause they care 

about. Nobody sacrifices anything extra. Nobody needs to be asked twice. 

Vetted Vendors — Vendors reviewed for fit, credibility, public-facing clarity, practical 

usefulness and alignment with value-for-value fundraising. 

Vortex — Organized circulation of value toward a mission. Multiple pathways, each doing a 

specific job, each sending support toward the mission center. 

Vortex Fundraising — The Web3 Fundraising model that organizes multiple tools, 

relationships and value pathways so support can move toward the mission from more than one 

direction simultaneously. 

Web3 Fundraising — A free education initiative that teaches churches, schools, teams, clubs, 

ministries, nonprofits, community causes and mission-driven groups how to build toward 

recurring mission cash flow. Web3 Fundraising is a Web3Freedom.com project. 

↑ Return to Table of Contents 
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Appendix B 

Sources and Research Notes 

 

All sources cited in the Web3 Fundraising Compendium are listed below, organized by chapter. 

Each entry includes source name, publication or article title, author or organization, date and 

URL or DOI. Source notes appear where limitations are relevant to a reader’s interpretation. 

Citation standard: all public endnotes cite credible third-party sources. No internal project 

documents, no Wikipedia and no self-citations appear as public endnote authority. 

Chapters 1–3: Fundraising Reality 

Giving USA Foundation. Giving USA 2025: The Annual Report on Philanthropy for the Year 2024. Giving USA 

Foundation, 2025.  https://givingusa.org/giving-usa-2025-u-s-charitable-giving-grew-to-592-50-

billion-in-2024-lifted-by-stock-market-gains/ 

Indiana University Lilly Family School of Philanthropy. The Giving Environment: Understanding How Donors 

Make Giving Decisions. January 2022.  

https://scholarworks.indianapolis.iu.edu/server/api/core/bitstreams/9631fc6a-945b-4d25-

b6dd-06bd0bcf233e/content — Focus-group research; use with limitation: qualitative data, not a national 

statistical benchmark. 

The Generosity Commission. Giving in America: Towards a Stronger Culture of Philanthropy. 2023.  

https://www.thegenerositycommission.org/generosity-commission-report/ 

Candid. 2026 Seals of Transparency. 2026.  https://candid.org/blogs/candid-2026-seals-of-

transparency-made-faster-easier-nonprofits-more-donations/ 

Tax Policy Center. How Did the TCJA Change the Standard Deduction and Itemized Deductions?  

https://taxpolicycenter.org/briefing-book/how-did-tcja-change-standard-deduction-and-

itemized-deductions 

Association of Fundraising Professionals. Fundraising Effectiveness Project Data Q1 2025.  

https://afpglobal.org/news/fundraising-effectiveness-project-data-q1-2025-shows-increases-

dollars-raised-declining 

Classy / GoFundMe Pro. The State of Modern Philanthropy 2023.  

https://proinfo.gofundme.com/rs/673-DCU-

558/images/The%20State%20of%20Modern%20Philanthropy%202023.pdf — Platform-specific 

survey data from GoFundMe Pro clients. 

Bloomerang. Fundraising Event ROI.  https://bloomerang.com/blog/fundraising-event-roi 

Klafke, Guilherme, and de Oliveira, Luciano Ferreira. The Antecedents of Donor Fatigue: A Systematic Review. 

Voluntas, 2022. DOI:  https://doi.org/10.1007/s43545-022-00328-5 — Brazilian nonprofit context; use 

with limitation. 
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Chapter 4: Cash Flow and Endowments 

FEG Investment Advisors. Giving the Spending Policy the Attention It Deserves.  

https://www.feg.com/insights/giving-spending-policy-the-attention-it-deserves 

Wealthspire. A Guide to Spending Policies for Nonprofits.  https://www.wealthspire.com/blog/guide-

spending-policies-nonprofits 

Commonfund. Common Misconceptions About Endowments.  

https://www.commonfund.org/blog/common-misconceptions-about-endowments — Note: 

Appendix C’s illustrative calculations are constructed by Web3 Fundraising using these publicly documented 

spending-policy assumptions. 

Association of Fundraising Professionals. New Insights About Recurring Donations and Stewarding Donors.  

https://afpglobal.org/new-insights-about-recurring-donations-and-stewarding-donors 

NonProfit PRO. Recurring Donor Base Grew 31% Since 2023, New Data Reveals. April 28, 2026.  

https://www.nonprofitpro.com/article/recurring-donor-base-grew-31-since-2023-new-data-

reveals/ 

Chapter 5: Phase 1 Tools 

M+R Benchmarks. Email Messaging.  https://mrbenchmarks.com/email-messaging/ 

M+R Benchmarks. Fundraising.  https://mrbenchmarks.com/fundraising/ 

Edison Research. The Infinite Dial 2026. March 12, 2026.  https://www.edisonresearch.com/the-

infinite-dial-2026/ 

NonProfit PRO. 10 Ways Nonprofits Can Use QR Codes. Audrey Merwin. March 21, 2025.  

https://www.nonprofitpro.com/article/10-ways-nonprofits-can-use-qr-codes/ 

Nonprofit Tech for Good. 6 Innovative QR Code Strategies for Nonprofits. February 2, 2025.  

https://www.nptechforgood.com/2025/02/02/6-innovative-qr-code-strategies-for-nonprofits/ 

BDI Agency. Ways to Use QR Codes in Nonprofit Fundraising.  https://bdiagency.com/ways-to-use-qr-

codes-nonprofit-fundraising/ 

Pure Coffee Company.  https://purecoffeecompany.com/ — Used for Pure Coffee Company's own public 

product description. No exclusive relationship implied. 

Pure Coffee Company. Top Challenges — and Solutions — in Fundraising for Charities, Groups and Causes.  

https://purecoffeecompany.com/fundraising/ 

Chapter 6: Hybrid Fundraising 

Kindful. Hybrid Fundraising.  https://kindful.com/nonprofit-glossary/hybrid-fundraising/ 

OneCause. Hybrid Fundraising Guide.  https://www.onecause.com/blog/hybrid-fundraising-guide/ 

Qgiv / Bloomerang. Sustainable Giving Report. 2024.  https://bloomerang.co/guide/sustainable-

giving-report/ 
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NonProfit PRO. How to Master Phygital Fundraising in a Hybrid Donor World. November 18, 2025.  

https://www.nonprofitpro.com/post/how-to-master-phygital-fundraising-in-a-hybrid-donor-

world/ 

Chapter 7: The Vortex 

Stanford Social Innovation Review. Systems Thinking: A View from the Trenches. Srik Gopal, Donata Secondo 

and Robin Kane. May 2, 2017.  

https://ssir.org/articles/entry/systems_thinking_a_view_from_the_trenches 

Stanford Social Innovation Review. Ten Nonprofit Funding Models. William Landes Foster, Peter Kim and 

Barbara Christiansen. Spring 2009.  https://law.stanford.edu/wp-content/uploads/2018/05/SSIR-

Ten-Funding-Models-edit.pdf 

Carroll, David A., and Stater, Kevin J. Revenue Diversification in Nonprofit Organizations: Does It Lead to 

Financial Stability? Journal of Public Administration Research and Theory, 2009. DOI:  

https://doi.org/10.1093/jopart/mun025 

Association of Fundraising Professionals. Many Ways to Give: The Importance of Diversified Nonprofit 

Funding. Jena Lynch and Brittan Stockert. August 18, 2025.  https://afpglobal.org/many-ways-give-

importance-diversified-nonprofit-funding 

Chapter 8: Supporter Experience 

Bekkers, René, and Wiepking, Pamala. A Literature Review of Empirical Studies of Philanthropy: Eight 

Mechanisms That Drive Charitable Giving. Nonprofit and Voluntary Sector Quarterly, 2011. DOI:  

https://doi.org/10.1177/0899764010380927 

Althoff, Tim, and Leskovec, Jure. Donor Retention in Online Crowdfunding Communities: A Case Study of 

DonorsChoose.org. arXiv, March 9, 2015.  https://arxiv.org/abs/1503.02729 — arXiv preprint; platform-

specific context. 

Merchant, Altaf, Ford, John B., and Sargeant, Adrian. Charitable Organizations’ Storytelling Influence on 

Donors’ Emotions and Intentions. Journal of Business Research, July 2010. DOI:  

https://doi.org/10.1016/j.jbusres.2009.05.013 

Fidelity Charitable. 2025 Giving Report. 2025.  https://www.fidelitycharitable.org/content/dam/fc-

public/docs/insights/2025-giving-report.pdf 

DellaVigna, Stefano, List, John A., and Malmendier, Ulrike. Testing for Altruism and Social Pressure in 

Charitable Giving. Quarterly Journal of Economics, 2012. DOI:  https://doi.org/10.1093/qje/qjr050 

Chapter 9: Perfect Fundraisers 

U.S. Census Bureau. Quarterly Retail E-Commerce Sales, 1st Quarter 2026. May 18, 2026.  

https://www.census.gov/retail/ecommerce.html 

Pew Research Center. For Shopping, Phones Are Common and Influencers Have Become a Factor. November 

21, 2022.  https://www.pewresearch.org/short-reads/2022/11/21/for-shopping-phones-are-

common-and-influencers-have-become-a-factor-especially-for-young-adults/ 
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Kindsight. Peer-to-Peer Fundraising Statistics.  https://kindsight.io/resources/blog/peer-to-peer-

fundraising-statistics/ 

Allen, Joseph A., and Mueller, Stephanie L. The Revolving Door: A Closer Look at Major Factors in Volunteers’ 

Intention to Quit. Journal of Community Psychology, 41(2), 139–155, 2013. DOI:  

https://doi.org/10.1002/jcop.21519 

Lewis Center for Church Leadership. 4 Strategies for Reversing the 80/20 Rule. Doug Powe. August 7, 2019.  

https://www.churchleadership.com/leading-ideas/4-strategies-for-reversing-the-80-20-rule/ 

Chapter 10: Booster Talks 

All Chapter 10 endnotes are cross-references to existing Appendix B entries from prior chapters. No new 

sources were introduced in Chapter 10. 

Chapter 11: Better Questions 

Independent Sector and the Do Good Institute at the University of Maryland. Value of Volunteer Time. April 21, 

2026.  https://independentsector.org/research/value-of-volunteer-time/ — National value of a 

volunteer hour estimated at $36.14 for 2025. 

CauseVox. How to Calculate Event Fundraising ROI. Gia Chow. February 2, 2026.  

https://www.causevox.com/blog/fundraising-roi/ 

Graham-Pelton. Event Fundraising: 3 Metrics to Measure ROI. September 12, 2022.  

https://grahampelton.com/three-strategies-to-measure-event-fundraising-roi/ — Used for 

opportunity-cost framing. Note: the "50 cents for every dollar raised" claim references unidentified industry 

data and is excluded from the Compendium. 

Chapter 12: Download, Share and Stay Connected 

Indiana University Lilly Family School of Philanthropy. The Giving Environment: Understanding How Donors 

Make Giving Decisions. January 2022 — see Chapters 1–3 entry above. 

Appendix C: Inflation Context 

Federal Reserve / Federal Open Market Committee. Statement on Longer-Run Goals and Monetary Policy 

Strategy. January 28, 2026.  

https://www.federalreserve.gov/monetarypolicy/files/fomc_longerrungoals.pdf 

U.S. Bureau of Labor Statistics. Consumer Price Index Summary — May 2026. June 10, 2026.  

https://www.bls.gov/news.release/cpi.nr0.htm 
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Appendix C 

Endowment Math Tables 

 

These tables exist for one purpose: to show, in plain numbers, why an endowment that sounds 

large may produce less monthly mission support than most people expect. These figures are not 

a projection, a guarantee or a recommendation for any organization. They are illustrative 

examples built on simplified assumptions. The tables below are a teaching tool. Nothing more 

and nothing less. 

Assumptions 

Net return after fees: 1% (deliberately conservative and illustrative). Inflation adjustment: 3% 

annual (rounded near recent core CPI; Federal Reserve longer-run goal is 2%; BLS reported core 

CPI at 2.9% for the 12 months ending May 2026). Principal figures: rounded for readability. 

Chapter Four uses a common endowment spending-policy lens to show how many institutions 

think about annual distributions, often in the 4% to 5% range. Appendix C uses a deliberately 

conservative 1% net-return illustration to stress-test the reader's expectations after fees, 

inflation pressure and weak-return conditions are considered. The two examples serve different 

teaching purposes: Chapter Four explains the traditional spending-policy frame; Appendix C 

shows how quickly monthly support can shrink under conservative assumptions. 

 

Table 1: Monthly Support by Principal Level 

Principal 
Annual Distribution 

(1% net) 
Monthly Nominal 

Monthly After 3% 
Inflation Adj. 

$100,000 $1,000 $83 $81 

$250,000 $2,500 $208 $202 

$500,000 $5,000 $417 $405 

$1,000,000 $10,000 $833 $808 

$3,000,000 $30,000 $2,500 $2,425 

$5,000,000 $50,000 $4,167 $4,042 

$10,000,000 $100,000 $8,333 $8,083 
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Table 2: Principal Required for a Target Monthly Amount 

Target Monthly Support Required Annual Distribution Required Principal (1% net) 

$500/month $6,000/year $600,000 

$1,000/month $12,000/year $1,200,000 

$2,500/month $30,000/year $3,000,000 

$5,000/month $60,000/year $6,000,000 

$10,000/month $120,000/year $12,000,000 

 

The endowment model correctly identified the right destination. Web3 Fundraising offers a 

different road to get there — Legacy Cash Flow built from value-for-value commerce, recurring 

giving pathways and Phase 1 tools, accessible to organizations that cannot accumulate millions 

in principal. 

These figures are for illustration only. Every organization should assess its own financial 

situation, consult appropriate professional guidance and calculate its own projections 

independently. 

↑ Return to Table of Contents 
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Appendix D 

Future Development Notes 

 

Phase 1 is here and works. 

The tools, models and frameworks in this Compendium represent the current Web3 Fundraising 

deployment stage — the foundation that churches, schools, teams, clubs, ministries, veterans’ 

groups and community causes can use right now with familiar technology and without waiting 

for anything more sophisticated to arrive. 

Web3 Fundraising will continue to develop over time. Updates will be announced when they are 

ready, tested, explained and genuinely useful to the organizations Web3 Fundraising built them 

to serve. Web3 Fundraising does not announce capabilities before they are ready. 

What Future Development May Include 

Future Web3 Fundraising development may expand the model in directions that include deeper 

integration with digital commerce tools, more sophisticated recurring giving infrastructure, 

expanded vendor networks, new regional availability, enhanced builder resources and 

capabilities that take full advantage of the technological shifts already underway in commerce, 

communication and organizational management. None of these are Phase 1 requirements. Phase 

1 works without any of them. The groups best positioned to benefit from future development are 

the ones that engage Phase 1 now — building the language, the habits, the supporter 

relationships and the organizational infrastructure that will make the transition into future 

capabilities natural rather than disruptive. 

How to Stay Informed 

The Web3 Fundraising newsletter is the primary channel for all future development 

announcements, new capability introductions, vendor network updates and ecosystem 

developments. Visit Web3Fundraising.com and click Newsletter to subscribe. 

↑ Return to Table of Contents 
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Appendix E 

Builder Resource Doorway and Update Access 

 

The Web3 Fundraising Compendium carries the public education layer. Behind it sits a deeper 

layer — resources, tools, sharing assets, QR materials, implementation guidance and ongoing 

updates — built for people and organizations ready to move from reading to building. Access to 

this deeper layer is available through Web3Fundraising.com. 

How to Get The Playbook 

Go to Web3Fundraising.com, study the public information, and click Get The Playbook. The 

Playbook contains proprietary builder information and is available through a simple request 

form. Direct link: Web3Fundraising.com/playbook. 

Keeping Your Access Current 

We update The Playbook as the system grows. Access updates and new materials come through 

the builder update channel and the Web3 Fundraising newsletter. 

The Newsletter Keeps You Informed 

The Web3 Fundraising newsletter is the primary communication channel for everything that 

happens inside the ecosystem — new vendor announcements, capability updates, future 

development milestones, access updates, new tools and ecosystem announcements. Visit 

Web3Fundraising.com and click Newsletter to subscribe. 

Availability Expands by Region Over Time 

Web3 Fundraising is working to make its resources available as broadly as possible. Current 

availability varies by country and region based on the business and regulatory environment in 

each location. Newsletter subscribers will be notified as new regions become accessible. 

Whether you are a coach, pastor, treasurer, school leader, ministry director, booster club 

president, nonprofit organizer, community builder or local business owner — if the ideas in this 

Compendium resonated with you and you are ready to go further, go to Web3Fundraising.com 

and click Get The Playbook. 
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Appendix F 

Board and Committee Discussion Prompts 

 

These prompts help boards, committees, church councils, booster clubs, school advisory groups 

and community-cause leaders use the Compendium in real meetings. They are conversation 

tools, not quiz questions. 

Group 1 — Understanding the Problem 

1. What has changed about fundraising for our group? Are we relying on methods that worked 

in a different time? Are supporters harder to reach, more distracted or more selective? (Chapter 

1) 

2. Who carries most of our fundraising work? Which people always show up? Which people 

have quietly stepped back? What would happen if our most reliable volunteers stopped carrying 

the load? (Chapter 2) 

3. What does our current fundraising actually cost us — including volunteer hours, meeting time 

and emotional energy? What mission work did those hours displace? (Chapter 3, Chapter 11, 

Appendix A) 

4. Where do we keep resetting to zero? Which fundraisers end with no reusable asset and force 

us to start over every season? (Chapter 3) 

Group 2 — Evaluating Current Methods 

5. Are we solving a cash-flow problem with campaign thinking? Do we need one-time money or 

recurring mission cash flow? (Chapter 4) 

6. Which familiar tools are we underusing? Do we have a clear PDF or handout? Are our QR 

codes easy to understand? Can supporters order or participate online? (Chapter 5) 

7. What old method could become stronger with a digital layer? Which event or sale already 

works somewhat and could be extended through a QR code, link or online ordering path? 

(Chapter 6) 

8. Are our efforts scattered or organized around the mission? Do our tools point toward one 

clear mission center? Where is value leaking or getting lost? (Chapter 7) 

Group 3 — Exploring Better Models 

9. What value does the supporter receive? Are we offering genuine value or asking mainly 

through guilt? Would we feel good sharing this with someone we respect? (Chapter 8) 
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10. Is this fundraiser clear enough to share? Can someone explain it in one paragraph? Can a 

supporter share it without a long explanation? (Chapter 10, Chapter 11) 

11. Does this behave like a better business system? Is it ethical, teachable, scalable and low-

friction? Does it create recurring value and leave something behind? (Chapter 9) 

12. What would reduce Fundraising Drag for our group? What fundraising work drains the most 

time? How could we give time back to the mission? (Appendix A, Chapter 11) 

Group 4 — Planning Next Steps 

13. What reusable asset should our next fundraiser create? A list, a QR code, a recurring option, 

a value-for-value pathway, a better process? (Chapter 5, Chapter 7) 

14. Who should receive the Compendium next? Which board member, pastor, coach, teacher, 

treasurer or community organizer needs this? Who carries too much fundraising stress? 

(Chapter 12) 

15. What decision will we make differently because of this conversation? What old habit will we 

stop repeating? What tool will we test first? (Chapter 11, Chapter 12) 

↑ Return to Table of Contents 
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Appendix G 

Keywords and Important Concepts 

 

Primary locations appear first. Secondary locations appear after. Use this index alongside the 

hyperlinked Table of Contents to find any concept wherever it appears in the Compendium. 

Group Types and Common Fundraising Problems 

Annual fundraiser — Primary: Ch. 3, Ch. 9. Secondary: Ch. 4, Ch. 10 

Athletic fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 5, App. F 

Band fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 5 

Booster club fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 3, Ch. 9, App. F 

Budget shortfall — Primary: Ch. 4. Secondary: Ch. 3, Ch. 7 

Church fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 6, Ch. 8 

Community fundraising — Primary: Ch. 2, Ch. 7. Secondary: Ch. 9, App. F 

Donation fatigue — Primary: Ch. 2. Secondary: Ch. 8, Ch. 10 

Event fundraiser — Primary: Ch. 3, Ch. 6. Secondary: Ch. 9, Ch. 11 

Fundraiser burnout — Primary: Ch. 2. Secondary: Ch. 10 

Gross vs net revenue — Primary: Ch. 3, Ch. 9. Secondary: Ch. 11 

How do we avoid starting from zero every season? — See: Campaign Reset, Legacy Cash 
Flow — Ch. 3, Ch. 4 

How do we create recurring support? — See: Recurring Mission Cash Flow, Value-for-
Value — Ch. 4, Ch. 8 

How do we help supporters share the fundraiser? — See: Simple Sharing System, 
Shareable Asset — Ch. 5, Ch. 7 

How do we make booster meetings less chaotic? — See: 17 Ways to Un-Crazy Your 
Booster Talks — Ch. 10 

How do we make fundraising easier to explain? — See: Clarity, Simple Sharing System 
— Ch. 8, Ch. 10 

How do we protect our best volunteers? — See: Faithful Few, Fundraising Drag — Ch. 2, 
Ch. 11 

How do we raise money without asking the same people again? — See: Faithful Few, 
Vortex — Ch. 2, Ch. 7 

How do we reduce volunteer work? — See: Fundraising Drag, Phase 1 — Ch. 5, Ch. 11 

How do we use QR codes in fundraising? — See: QR Code — Ch. 5, Ch. 6, Ch. 10 

How much did our fundraiser really make? — See: Net Mission Value — Ch. 3, Ch. 9, Ch. 
11 

Ministry fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 4 

Nonprofit fundraising — Primary: Ch. 1, Ch. 9. Secondary: Ch. 2, Ch. 4 
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Parent volunteers — Primary: Ch. 2, Ch. 10. Secondary: App. F 

PTO / PTA fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 3, App. F 

Same few people — See: Faithful Few — Ch. 2 

School fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 5 

Small nonprofit fundraising — Primary: Ch. 1, Ch. 9. Secondary: Ch. 4 

Sponsor fatigue — Primary: Ch. 2. Secondary: Ch. 10 

Starting from zero — See: Campaign Reset — Ch. 3, Ch. 11 

Team fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 5 

Travel team fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 5 

Veterans group fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 4 

Volunteer burnout — Primary: Ch. 2. Secondary: Ch. 10, App. F 

Volunteer hours — Primary: Ch. 11. Secondary: Ch. 2, App. F 

Youth sports fundraising — Primary: Ch. 10. Secondary: Ch. 2, Ch. 6, App. F 

Phase 1 Tools as Search Terms 

The Science & Business of Fundraising (audio overview) — Primary: Ch. 5. Secondary: 
Ch. 6, Ch. 7, Ch. 12, App. A, App. E 

The Science & Business of Fundraising: Builder Briefing — Primary: Ch. 12. Secondary: 
Copyright Page, App. A, App. E 

The Science & Business of Fundraising: Professional Deep Dive — Primary: Ch. 12. 
Secondary: Copyright Page, App. A, App. E 

Email — Primary: Ch. 5. Secondary: Ch. 7, Ch. 12 

Online ordering pathway — Primary: Ch. 5. Secondary: Ch. 9, App. A 

PDF edition — Primary: Ch. 5. Secondary: Ch. 12, Sharing Note 

QR code — Primary: Ch. 5. Secondary: Ch. 6, Ch. 10, Ch. 12, App. A 

Shareable asset — Primary: Ch. 5. Secondary: Ch. 12, App. A 

Simple sharing system — Primary: Ch. 5. Secondary: App. A 

Web3Fundraising.com — Primary: Ch. 12. Secondary: App. E 

Web3Fundraising.com/playbook — Primary: App. E. Secondary: Ch. 12, Author's Note 

Core Concepts — Alphabetical 

Better Business Lens — Primary: Ch. 9. Secondary: Ch. 11, App. A 

Better Questions — Primary: Ch. 11. Secondary: Ch. 10, Ch. 12, App. F 

Bridge Model — Primary: Ch. 6. Secondary: Ch. 7, App. A 

Builder Resource Doorway — Primary: App. E. Secondary: Ch. 12, App. A 

Campaign Reset — Primary: Ch. 3. Secondary: Ch. 11, App. A 

Cash Flow — Primary: Ch. 4. Secondary: Ch. 3, Ch. 9, Ch. 11 

Clarity — Primary: Ch. 8. Secondary: Ch. 10, Ch. 11, App. A 
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Connection — Primary: Ch. 8. Secondary: Ch. 12, App. A 

Digital Continuity — Primary: Ch. 6. Secondary: Ch. 5, App. A 

Digital Layer — Primary: Ch. 6. Secondary: Ch. 5, App. A 

Donor Retention — Primary: Ch. 3. Secondary: Ch. 6, Ch. 8, Ch. 9 

Endowment Math — Primary: App. C. Secondary: Ch. 4 

Faithful Few — Primary: Ch. 2. Secondary: Ch. 10, Ch. 11, App. A 

Familiar Technology — Primary: Ch. 5. Secondary: Ch. 9, App. A 

Fundraising Drag — Primary: Ch. 11. Secondary: Ch. 9, Ch. 10, Ch. 12, App. A, App. F 

Future Development — Primary: Ch. 12. Secondary: App. D, App. A 

Hybrid Fundraising — Primary: Ch. 6. Secondary: Ch. 7, Ch. 11, App. A 

Legacy Cash Flow — Primary: Ch. 4. Secondary: Ch. 7, Ch. 9, Ch. 11, Ch. 12, App. A 

Mission Center — Primary: Ch. 7. Secondary: App. A 

Mission Liberation — Primary: Prologue. Secondary: Ch. 11, Ch. 12, Epilogue, App. A 

Net Mission Value — Primary: Ch. 9. Secondary: Ch. 3, Ch. 10, Ch. 11, App. A 

Opportunity Cost — Primary: Ch. 11. Secondary: Prologue, App. B 

Perfect Fundraiser — Primary: Ch. 9. Secondary: Ch. 11, App. A 

Phase 1 — Primary: Ch. 5. Secondary: Ch. 6, Ch. 7, Ch. 9, Ch. 12, App. A, App. D 

Playbook — Primary: App. A. Secondary: App. E 

PureCoffeeCompany.com — Primary: Ch. 2, Ch. 5. Secondary: Ch. 8, Ch. 9, App. B 

Recurring Mission Cash Flow — Primary: Ch. 4. Secondary: Ch. 7, Ch. 9, Ch. 11, Ch. 12, App. A 

Recurring Pathway — Primary: Ch. 6. Secondary: Ch. 9, App. A 

Scalable Fundraiser — Primary: Ch. 9. Secondary: Ch. 11, App. A 

Supporter Experience — Primary: Ch. 8. Secondary: Ch. 11, App. A 

Teachable System — Primary: Ch. 9. Secondary: Ch. 11, App. A 

Value-for-Value — Primary: Ch. 8. Secondary: Ch. 5, Ch. 9, Ch. 10, App. A 

Volunteer Time — Primary: Ch. 11. Secondary: Ch. 2, App. B 

Vortex — Primary: Ch. 7. Secondary: Ch. 6, Ch. 8, Ch. 11, App. A 

Web3 Fundraising — Primary: Front Matter. Secondary: Ch. 5, Ch. 12, App. A 
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Epilogue 

 

The Compendium was always about more than money. Every chapter in this 

Compendium carries a financial argument — about cash flow, net mission value, recurring 

income, Legacy Cash Flow and the economic reality of building something more durable than 

the next campaign. But underneath all of them runs a deeper current, and it deserves to be 

named plainly before you close this document and return to the work that called you here. 

The people who carry fundraising deserve better than what the old model asks of them. The 

parent staying up past midnight with order forms has already given her day to the team. The 

pastor walking into the budget meeting knows before he sits down that the same congregation 

will hear the same appeal again. The coach who loves the players cannot fund the season without 

calling the same twelve families — and the math keeps coming up short. The board treasurer 

who has quietly covered shortfalls out of pocket has made a calculation she has not shared with 

anyone. The volunteer who keeps showing up because she cannot let the mission fail has given 

more than any system has the right to ask. 

Every hour these people spend chasing money is an hour not spent on the work they came to do 

— every fundraising meeting is a mission meeting that never happened, and every awkward ask, 

every pressure campaign, every guilt-laden appeal costs something that never appears on any 

balance sheet: human energy, human goodwill and human time, none of which comes back once 

it is spent. 

Dr. Tia Jolie Phillips came to this work with a simple conviction: time matters — time with 

family, time serving a mission, time given back to the people who gave it to a cause they love. We 

have seen what these meetings cost good people from the inside.  

We built Web3 Fundraising because those costs are real and because reducing them is a worthy 

goal, not just a business efficiency. The people serving missions in churches, schools, teams, 

clubs, ministries, veterans’ groups and community causes deserve better than the exhausting 

cycle they have inherited. They deserve a model that gives back more than it takes. They deserve 

fundraising that supports the mission instead of consuming it. 

This Compendium is a gift. Take the map, use it well and share it freely with the people who 

need it most. Spend the time you save doing the work that matters. 
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