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ABSTRACT 

Social media scholars and users in the nonprofit sector describe social media as a 

relatively new phenomenon that is a powerful and a present channel of 

communication.  The study looked into the use of social media for fundraising among 

nongovernmental organizations in wildlife conservation in Karen by examining why 

some organizations were successful and others were not. The objectives of the study 

were to examine the effectiveness of social media (Facebook, Twitter, Crowdfunding 

and websites) as a fundraising tool used by nongovernmental wildlife organizations to 

raise funds, evaluate ways in which organizations engage their social media audience 

for fundraising, and identify the emerging trends in the use of social media for 

fundraising. The research used both descriptive and observation research designs and 

the data for the study was collected using questionnaires, interviews, and observation 

of social media accounts of the organizations. The findings indicated that social media 

is effective in engaging with an organization’s audience as it creates a platform for 

people who care about the same cause as an organization to come together. About 

80% of the organizations under study engaged the social media followers with brief 

posts on Twitter and Facebook; which ended with links to the organizations’ websites 

or crowdfunding sites. Using new social media fundraising features and tools such as 

Hootsuite was identified as an emerging trend that had been adopted by 50% of the 

organizations that were studied. The conclusion of the study is that social media 

complements traditional fundraising practices by increasing the geographical 

coverage and reducing the time spent in reaching existing and potential donors. The 

study recommends that NGOs using social media sites for fundraising may capitalize 

on building relationships and stewardship before embarking on asking for money. 

Further research may be done on specific aspects of social media.  
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

Using communication as a fundraising tool in a nonprofit helps to raise awareness of 

the organization and build loyalty in the targeted or existing donor community. An 

organization that executes its communication activity effectively is most likely to 

continue receiving funding from its existing donors and attract funding from new 

donors (Corazon, 2015). 

Social media is a platform for social networking which according to Hart et al. (2007), 

has become the strongest and most important difference between what is traditionally 

practical offline and what is now possible for nonprofits. ‘‘This difference gives a 

sense of advantage in using social media for fundraising, it does not rule out the place 

of traditional fundraising which according to Hart et al. (2007) is ‘‘tried and true” (p. 

6). 

Social media is becoming increasingly popular because people want to connect. It 

makes the process of fundraising faster and more spread out geographically and 

across age groups (Sumac Research, 2010). This can be attributed to the fact that 

social media involves online communities that are spread out within the globe. Except 

for the reason of these people being in different time zones, it is possible to 

communicate with them almost simultaneously within a short period of time. Social 

media is a powerful tool to link to donors worldwide although it remains an 

underutilized fundraising tool according to Chikati (2010). He has argued that the 

reason for this could be probably an over reliance on offline fundraising or lack of 
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internet savvy staff to engage with these online communities. At the same time, 

organizations tend to remain dependent on their existing donors. 

The purpose for using social media is to target a more diverse audience to increase 

funding opportunities to complement traditional fundraising. For instance, the same 

story about the impact of a cause can be shared with prospective and existing donors’ 

traditionally through mailing a newsletter or on social media through a Facebook or 

Twitter post or a YouTube video. ‘‘Due to social media, people and nonprofits are 

connecting online in ways that were never imagined 10 years ago. As a result, online 

giving is consistently and rapidly growing with each passing year” (Mansfield, 2012, 

p. 23). As a result, it is a call on organizations to implement their social media 

fundraising strategies to tap into the increasing number of online donations. The 

ability of social media to reach multiple audiences almost simultaneously means that 

it takes a shorter time and fewer resources to build a relationship. However, 

relationships in traditional fundraising are built over a long period of time (Hart et al., 

2007). 

Kenya is a popular wildlife tourism destination with the country having a great variety 

of species of wildlife found in the country’s national parks and game reserves. 

Although challenged by a number of factors, wildlife tourism has over the years been 

a key economic pillar, earning the country an average of USD 1 Billion per year, 

according to the sustainable tourism report of 2016 (Kenya Tourism Board, 2016). A 

growing human population has led to the encroachment of key wildlife territories. 

Kenya Wildlife Conservancies Association (2013) reported that in the last three 

decades, the Kenyan population has more than doubled and the government’s effort to 

provide services often clashes with conservation. In farming areas, such as the areas 
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around the Mount Kenya National park and areas within the Aberdares National Park, 

elephants, buffalos and other herbivores get into farms and feed on farmers’ plants 

and crops. In other areas such as those around Maasai Mara, carnivores hunt down 

domestic animals for food. In retaliation, humans fight back the animals by killing 

them. Repeated cases of human wildlife conflict have been in the Kenya news media 

often. Sayagie (2014) reported that in May 2014, women in Narok County held 

protests against the invasion of their farms by wild animals, with elephants being 

identified as the most problematic species for them. Mnyamwezi, (2011) reports that 

Taita Taveta is among the counties that face the worst human- wildlife conflicts, 

especially by elephants and lions. As a result of human wildlife conflicts, 302 

elephants and 59 rhinos were killed in 2015 and as of April 2016 there were about 800 

claims lodged by people who had been injured by wildlife or families of those killed 

by wild animals (Ngotho, 2019). 

Adding to the reasons for human wildlife conflicts is the infamous yet lucrative trade 

in ivory. The Africa Wildlife Foundation (AWF) in Kenya stated that this trade has 

encouraged poachers to go to extraordinary measures to avoid detection in their 

slaughter of rhinos and elephants. As a result, these two members of the big five have 

become critically endangered (AWF, 2015).  As a result, by 2015 Kenya had the only 

one remaining of the northern white rhino in the world living under armed guard 

security at the Ol Pejeta conservancy in Kenya according to Karimi (2015).  

Conservation entities such as AWF continue to blame the rising cases of human 

wildlife conflict and undetected poaching on human encroachment of wildlife areas 

through unplanned development which has resulted in habitat fragmentation thus 

threatening many of the animal species in Kenya. As the country tries to build an 
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infrastructure to support its population, it often comes at the expense of areas rich in 

biodiversity for instance the recently constructed Southern bypass that passed through 

the Nairobi National Park. 

According to Udoto (2012) Kenyans’ constantly changing lifestyles have led people 

to be disconnected from matters of conservation of wildlife and their habitats. This is 

despite the fact that wildlife conservation is inextricably linked to Kenya’s economic 

development and the livelihood of its people through domestic and foreign tourism. 

The nongovernmental organizations (NGO) council, which provides leadership to the 

NGO sector in Kenya points out that nongovernmental organizations are important 

development channels especially in sectors that are not covered by governmental 

services. Nongovernmental organizations in wildlife conservation, similar to other 

NGOs help to mitigate social economic problems affecting communities.  

Human wildlife conflict, poaching, a growing population and infrastructure 

development in wildlife areas among other challenges are the means by which 

wildlife habitats have been encroached. This has “resulted in the reduction of the 

country’s wildlife population by more than half and because of this, the tourism 

industry has occasionally faced stagnation” Kenya Wildlife Conservations 

Association (KWCA, 2013, para. 4). This has in turn necessitated the need for having 

organizations to champion wildlife conservation to complement the efforts of the 

Kenya Wildlife Service, the government body involved in wildlife conservation. 

These nongovernmental organizations are regulated by the Government through the 

NGO Council. According to KWCA’s website (2015), ‘‘a strong park and reserve 

system has provided a great opportunity for Kenya…” (para. 1). This is owing to 
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wildlife tourism that is a key pillar of the country’s economy and through the creation 

of employment opportunities in the tourism industry.  

Non-governmental organizations in wildlife conservation can be categorized as 

community based, national, regional and international.  Their unifying factor is that 

they are all engaged in various ways in the conservation of wildlife in Kenya, directly 

or less directly. They are Southern NGOs that depend on their Northern counterparts 

for funding. By definition, Northern NGOs are those in developed countries, which 

are mainly the donor countries. The Southern NGOs are those that receive the funding 

from the Northern NGOs (Maiywa, 2007). 

Wildlife conservation NGOs in Kenya live by donations from their supporters. They 

are sustained in large part by voluntary donations. This is evidenced by their websites 

and social media pages that are marked by ‘donate’ buttons. Their activities are made 

possible mainly by donor contributions that result from active fundraising.  For them 

‘‘to survive and flourish, (they) …must be thorough, orderly, and deliberate in their 

fundraising program’’ (Howe & Strauss, 2000, p. 17). 

According to Turner (2017) social media is today the most powerful and present 

channel of communication with the world for nongovernmental organizations. This is 

because social media allows these organizations to reach a more widespread target 

audience than they could reach earlier.  

Statement of the Problem 

 Nongovernmental organizations in wildlife conservation rely on donor funding to run 

their activities. To get this funding, these organizations have been involved in various 

fundraising activities including writing proposals to donors, holding events and 
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selling items that are made by the beneficiaries of their various projects. Donate 

buttons, invitation to events and trainings, selling of merchandise on their websites 

and crowdfunding sites are among the social media campaigns that nongovernmental 

organizations in wildlife conservation in Karen have taken to raise funds for their 

activities.  Some organizations have raised funds through these social media 

fundraising campaigns and some others have not. Even for organizations that have 

raised funds on social media, they have not always succeeded in all their social media 

fundraising campaigns. This study sought to answer the question why the use of social 

media fundraising campaigns results in the raising of funds in some fundraising 

campaigns and not in others.  This was done by examining various organizations’ 

fundraising campaigns, both those that were successful and those that were not.  

Purpose of the Study 

The purpose of this study was to examine approaches, strategies and new trends in the 

use of social media for fundraising by nongovernmental wildlife conservation 

organizations in Karen.  

Objectives of the Study 

1. To examine the effectiveness of social media (Facebook, Twitter, 

Crowdfunding and websites) as a fundraising tool used by nongovernmental 

wildlife organizations to raise funds.  

2. To evaluate ways in which organizations engage their social media audience 

for fundraising. 

3. To identify the emerging trends in the use of social media for fundraising. 
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Research Questions 

1. What is the effectiveness of social media as a fundraising tool used by 

nongovernmental wildlife organizations to raise funds?  

2. In which ways do organizations engage their social media audience for 

fundraising?  

3. What are the emerging trends in the use of social media for fundraising? 

Justification for the Study 

‘‘The funding environment is constantly changing…therefore, finding the right funder 

for your particular idea takes time and requires knowledge of multiple sources that 

provide information about funding opportunities” (Gitlin & Lyons, 2004, p. 1). In line 

with this statement by Gitlin and Lyons, this study may contribute to scholarly studies 

in fundraising by exploring the potential of social media fundraising. Findings of the 

study could be useful to the fundraising and social media scholars and professionals 

working with nongovernmental organizations in developing and implementing social 

media fundraising strategies. 

Significance of the Study 

The findings of this study could: 

1. Be beneficial to nongovernmental organizations in strategizing the use of 

social media for fundraising. 

2. Contribute to the scholarly understanding of the use of social media for 

fundraising by adding to the available literature on the field of fundraising for 

nongovernmental organizations. 

3. Open up new areas for further research in the social media fundraising. 
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Assumptions of the Study 

1. The NGOs under study relied on social media fundraising as a complement to 

traditional (offline) fundraising.  

2. Social media fundraising is not dependent on other media channels for funds 

to be raised. 

3. All funds raised within the social media fundraising campaign period were 

raised from the campaigns target audience. 

Scope of the Study 

This study was conducted among 10 selected NGOs in wildlife conservation in Karen, 

Nairobi. The selected organizations were representative of NGOs in wildlife 

conservation at international, regional and national levels. The researcher looked into 

how these organizations’ use social media as a tool for their fundraising campaigns by 

examining some of the fundraising campaigns they ran between 2017 and 2018. The 

reason for this time frame is because Facebook, which is among the sites to be studied 

was created in 2004, the earliest of the four tools under study. Facebook Causes, an 

early form for social media fundraising was created in 2007 to help users fundraise, 

recruit volunteers and raise awareness (Laird, 2010). Crowdfunding sites established 

purposely for raising funds was first created in 2010. The social media fundraising 

tools under study were organizations’ websites, Facebook, twitter and crowdfunding 

websites. 

Limitations and Delimitations of the Study 

1. The study was conducted among NGOs in wildlife conservation based in 

Karen, Nairobi, and thus may not be generalized to all other NGOs in the 
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country.  However, the sample taken was representative of NGOs engaged in 

similar activities.  

2. There was a level of privacy in releasing financial information which may 

have limited data collection. The researcher upheld utmost confidentiality, in 

case of any sensitive information gathered. 
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Definition of Terms 

1. Social media 

Taskiran and Yilmaz (2015) defined social media as ‘‘platforms where users share 

their knowledge, experiences, manners, and fields of personal interest through the 

internet or mobile phones’’ (p. 201). ‘‘Social media is the set of web based broadcast 

technologies that enable the democratization of content to publishers with the ability 

to achieve massive scalability real time…” (Jacka and Scott, 2011, p. 5). The 

researcher used the term social media to refer to Facebook, Twitter, crowdfunding 

sites and organizations’ websites.  

2. Social media fundraising  

According to Mansfield (2012) ‘‘…the rise in online giving over the last few years 

directly correlates with the rise of social media” (p. 31). This is attributed to the fact 

that the more a nonprofit utilizes social media to build their online brand, the more 

likely potential donors are to discover the organization and enter into a relationship 

that will cause the donor to give to the organization’s cause. It is this relationship 

between online giving and social media activities that results in the aspect of social 

media fundraising.  This study focused on four social media platforms: Facebook, 

Twitter, Organizations’ websites and crowdfunding sites and how organizations are 

using them to raise funds. While the study acknowledged the existence of other social 

media sites, the four were chosen due to their popularity and use for fundraising as 

discussed in chapter two.  

3. Traditional media 

Traditional media also referred to as old or offline media refers to the use of media in 

oral, print, and electronic formats, limiting the audience to more passive one-
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dimensional roles (Wahl, 2013). The use of oral, print and electronic media formats 

for fundraising describes traditional (offline) fundraising. This definition of traditional 

fundraising was upheld in the study. 

4. Online communities 

An online community is ‘‘a group of people that share common interests which has as 

a result the establishment of a social relationship which is cultivated over time. Online 

communities are spread across geographical borders and time zones, using the internet 

to collaborate” (Panagrotis, 2013, p. 4). In this study, online communities were used 

to refer to people who like or follow an organization’s social media pages.  

5. Nongovernmental Organization (NGO) 

Nongovernmental organizations (NGOs) are the most visible entities of the civil 

society (Jillo & Kisinga, 2010).  The Kenya NGOs Act of 1990 defined NGOs as: 

“…private voluntary groupings of individuals or associations not operated for profit 

or for other commercial purposes, but which have organized themselves nationally or 

internationally for the benefit of the public at large and for the promotion of social 

welfare....” (NGOs Coordination Board, 1990, p. 5).  Nongovernmental organizations 

in this study refered to those organizations that rely on donor funding to support their 

operations.  

6. Wildlife conservation 

This is the practice of protecting wild animals and plants in their natural habitats. It is 

a conscious process to protect earth’s biological diversity (Kenya Wildlife Service, 

2016). This study adopted this definition of wildlife conservation to refer to the NGOs 

that were studied. 
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7. Fundraising 

According to Chikati (2000) ‘‘fundraising is about getting resources from people for a 

cause (p. 211). ‘‘It is a systematic approach of mobilizing resources from willing 

supporters in order to achieve organizational goals effectively…fundraising does not 

involve giving money alone; it includes other resources also.” (p. 218). The 

Association of Fundraising Professionals (AFP), (2010) defined fundraising as ‘‘the 

raising of assets and resources from various sources for the support of an 

organization” (para. 2). Further, AFP (2010) distinguished between two approaches of 

fundraising. On the one hand there is centralized fundraising which is one individual 

or one department’s responsibility while on the other hand there is decentralized 

fundraising which involves several people or departments within an organization. 

Other scholars have defined fundraising as resource mobilization. Fundraising for the 

purpose of this study is any activities that an organization engages in for the purpose 

of raising money. 

8. Emerging trends 

Kontosthasis (2002) defined emerging trend as a ‘‘topic that is growing in interest and 

utility over time” (p. 77).  An emerging trend in this study has been used to mean new 

approaches that organizations are taking to raise funds. 

Summary 

This chapter gave an introduction and background to the study; stated the problem 

under investigation; gave the purpose and objectives of the study; pointed out the 

research questions, gave a justification and significance of the study. Further, the 

chapter highlighted the assumptions, scope, limitations and delimitations of the study. 

The chapter also gave a definition some of the key terms used in the study. 
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CHAPTER TWO 

 LITERATURE REVIEW 

Introduction 

In this chapter, the researcher looks at literature related to the study, discusses the 

theoretical framework of the study, the general and empirical literature of the study 

and the conceptual framework. 

Theoretical Framework 

The Theory of Diffusion of Innovation 

Dijck (2013) traced the earliest history of social media to the site Six Degree that was 

created in 1997. Two years later, in 1999 Blogger was launched followed by 

Wikipedia (2001), Myspace (2003), Facebook (2004), YouTube (2005) and Twitter 

(2006). “With its earliest history going back to 1997 as noted earlier, social media is 

arguably a relatively new phenomenon, whose study is still in an early stage” (Taylor, 

Lewin, & Strutton, 2011, p. 271). The newness of social media means that there are 

not yet many “theory-driven empirical research” studies about all the ways and 

reasons people use sites such as Facebook and Twitter (Cheung, Chiu, & Lee, 2011). 

There are a few theories which relate to this study. These include the social 

penetration theory, the media systems dependency theory and the diffusion of 

innovation theory. While each of the theories discussed below is relevant to the study 

in various ways, the diffusion of innovation theory touches on the aspects of the study 

and has thus been picked as the dominant theoretical framework of the study. 

Social Penetration Theory 

The social penetration theory is classified as one of the relationship centered theories 

of communication. Relationship is important in fundraising because ‘‘people give to 
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people they know and care about. People need to feel a personal connection to the 

causes and initiatives they choose to donate to” (Hart et al., 2007, p. 92). According to 

the social penetration theory, relationships develop as communication increases in 

both depth and breadth.  This theory, developed in 1973 by Irwin Altman and Dalmas 

Taylor proposes that relationships develop in four stages: orientation stage, 

exploratory affective stage, affective stage and the stable stage. In the orientation 

stage, people talk only a few topics and then it the range of topics widens at the 

exploratory affective stage. At the affective stage, people are intimate and disclosing 

more personal information while at the stable stage, there is high level of openness 

and vulnerability to each other. A relationship that has progressed is characterized by 

high levels of both breadth and depth.  As a relationship grows deeper, greater depth 

is explored (Miller, 2005). 

Kiiru (2010) suggested that for an organization to raise funds on social media, there 

needs to be a personalized relationship with the audience. This personalized 

relationship leads to donors’ involvement and participation in the life of an 

organization and in turn, they are motivated to give their resources. Altman and 

Taylor (1973) explained the social penetration theory in four stages:  

Orientation Stage 

This is the initial interaction between strangers. It is also known as the ‘‘small talk or 

first impression stage”. This stage compares to the cultivation stage in which a 

fundraiser is building relationships with potential donors by introducing them to the 

organization, for example by exchanging a business card with few details about the 

organization. 
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Exploratory Affective Exchange Stage 

At this stage communication is on a wide range of topics but withholding deep 

personal information. This stage is also at the cultivation level in fundraising where a 

fundraiser creates interest in a potential donor by sharing information like what the 

mission and mandate of the organization is. 

Affective Exchange Stage 

At the affective exchange stage there is increasing disclosure and intimate details are 

shared. This would be the solicitation stage in fundraising. The communication is 

open enough to have the fundraiser express the organizations needs and ask for help. 

Stable Exchange Stage 

At this stage there is highly open communication. In fundraising, this compares to 

both the solicitation and stewardship stages. In solicitation, the fundraiser asks for 

help and shares confidential information about the organization as may be needed by 

a potential donor to make a decision to fund or not to. It is also the stewardship stage 

at which there is reporting and acknowledging the impact of the donor’s support. Both 

the donor and the fundraiser have a highly open communication for the benefit of the 

organization. 

The social penetration theory focuses on building relationships which is an important 

aspect of fundraising. However, the theory does not look at the medium through 

which the relationship is being established, which for the purpose of this study was 

social media thus it may not be fully enough for the purpose of this study. 

  

Daystar University Repository

Library Archives Copy



 

17 
 

Media Systems Dependency (MSD) Theory 

This theory was proposed Ball Rokeach and De Fleur in 1976. The theory proposes 

that the media, individuals, their interpersonal environment and the social 

environment seem to have dependency relationships with each other. There is a 

dependency relationship influencing the content of the media and the reactions of 

individual audience members. The proponents of this theory are of the view that 

media systems are taking an increasingly important role as industrialization and 

urbanization have decreased the influence of interpersonal social networks as life has 

become less organized around traditional social groups (Miller, 2005). 

For this study, the content of the media was the fundraising campaign which is 

supposed to elicit a giving reaction to the audience. As this theory suggests, social 

networks are increasingly becoming centered around media systems than one on one 

social groups. The theory, however, does not look into building of relationships on the 

media systems, which is a key aspect to fundraising.  

Theory of Diffusion of Innovation 

The theory of diffusion of innovation was pioneered in 1943 by Bryce Ryan and Neil 

Gross and later expanded by Everett Rogers in 1962. This theory traces the process by 

which a new idea or practice is communicated through certain channels over time 

among members of a social system (Rogers, 2003). 

According to this theory, change occurs over time and is dependent on awareness, 

knowledge and interest, decision, trial or implementation, confirmation or rejection of 

the new idea. Diffusion in this theory is defined as the process through which an idea 

or practice that is perceived as new to a social system is adopted in the system. This 

perceived new idea or practice is the innovation. The theory defines five categories of 
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audiences depending on their tendency to accept and adopt innovation. These 

categories are innovators; who are the first to adapt to new innovations followed by 

early adopters who are then followed by early majority. The late majority and 

laggards respectively, adopt to innovation last (Rogers, 2003). 

According to Carter and Levy (2012), Facebook was launched in February 2004 and 

as reported by Tzu-Wen (2015), it had 1.44 billion active users by 2014. Twitter was 

established in 2006 (Tzu-Wen, 2015). The origin of crowdfunding donation can be 

traced to 2010 (Carter & Levy, 2012). This timeline for the development of social 

media sites indicates that social media is a relatively new phenomenon in the 

communication space. The initial purpose for social media sites except crowdfunding 

was for social networking. 

This makes social media fundraising an even newer innovation. The social media 

users and organizations are the social systems expected to adapt to this newer 

innovation. The funds raised from a social media fundraising campaign is a measure 

of the diffusion of the innovation, the innovation being using social media for 

fundraising although created for social networking. This is in consideration of the 

notion brought out by Miranda and Huby (2015), that ‘‘people spend a significant 

portion of their lives online…to plan events…keep in touch with loved ones and to 

build new relationships as well as to support the causes and organizations they care 

about” (p .65). 

According to this theory, an idea is adapted after going through the process of 

knowledge, persuasion, decision, implementation and confirmation. At the knowledge 

level, the new idea is shared. This could be, in the case of this study, through a 
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fundraising post on a social media site. After this comes the persuasion stage in which 

the audience express interest in the post may be by a like on Facebook, a retweet on 

twitter, reading about it on a crowdfunding site or a comment on the website. Once 

their interest in the cause of the organization is established, there comes the decision 

stage which involves them choosing to be part of the cause or not. Should they choose 

to be part of a fundraising cause, then there comes the implementation stage at which 

they decide to click probably a donate button or ‘going’ for an event. The final step is 

confirmation where they donate, buy a ticket to an event or a t-shirt for a marathon 

and they actually participate. Once they are at the confirmation stage, they are most 

likely to share the cause with their social media audience as well.  

The theory of diffusion of innovation proposes that a new idea is adopted by different 

people in the social system at different times. There are the innovators who according 

to this theory are the earliest in adopting a new idea or practice. The innovators are 

followed by the early adopters who then are followed by the early majority.  Slow to 

adopt an innovation are the late majority and the laggards adopt an innovation last 

(Rogers, 2003).  It is most probable that social media user’s fall into these five 

timelines.  

The different time frames for an organizations’ audience on social media may 

determine the funds raised by a given campaign time.  For instance, if most of the 

audience are innovators, then a three-month ticket sale for a training workshop may 

bring in some funds. On the other hand, if the majority of the audience are slow to 

confirm by making donations to a project within the campaign’s time frame, then it 

may be considered as having not a fund raising target. This implies a relationship 

between the time for adoption of a fundraising campaign, the time frame within which 
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the fundraising campaign lasts, the message packaging and the choice of social media 

tool. In other words, the funds raised by use of social media is dependent on the 

adoption of the innovation of social media fundraising. This is when the adopter 

continues implementing the innovation as they experience its benefits or they may 

change their decision and reject the innovation (Rogers, 2003). 

General Literature Review 

Social media refers to communication platforms which are generated and sustained by 

the interpersonal interaction of individuals through the internet. Social media uses 

web-based technologies to turn communication into interactive dialogues.  It includes 

online communities created by individuals across the world. This global 

interconnectedness of people gives an opportunity to organizations to directly connect 

with their existing and potential donors (Batikas, Martin, & Maghiros, 2013). 

Through social media, organizations can establish and maintain relationships who 

share similar interests with them from across geographical locations. These 

relationships may, with time, result in growing the donor base for the organizations.  

Whitaker (2014) observed that ‘‘donors are moving away from traditional ways of 

finding organizations to fund; they are now using online recommendations from 

friends, family members and even people they have never met” (p. 10). As such, one 

way to have success in social media fundraising is to have a large number of 

followers. It is important to encourage these followers to share the organization’s 

charitable actions with the friends in their networks. This can help raise even more 

money through new recommendations and referrals. Encouraging existing donors to 

share about the organization on their personal social media platforms is also a way to 

try and convert non donors to donors. 
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In addition to using social media to raise funds, a study on the state of the nonprofit 

industry conducted in 2012 by Blackbaud showed that nonprofits use social media 

for: educating the public about the organization, marketing the organization, 

communication with constituents, raising funds, serving program recipients and 

creating an online community.  

Social media allows fundraising specialists to use their creativity (Ramanujam, 2007).  

This provides an opportunity for these professionals to come up with creative 

fundraising campaigns to gain the attention and good will of the global audience of 

social media users and eventually meet their fundraising targets. As Mansfield (2012) 

put it, the return on investment from using social media is directly connected to the 

quality of content an organization provides for its audience to engage with. This is 

because social media gives an opportunity to reach more people in an engaging and 

interesting way. This interesting interactions between an organization and its audience 

make it possible to connect with prospective donors in ‘‘a little fun, human and 

powerful way” (Cohen & Bodhar, 2012, p. 1). People connect by interacting with 

others in personal ways and social media has become a catalyst for these interactions. 

These personal interactions can be used to raise funds for an organization based on the 

premise that ‘‘people give to people with causes, not to organizations. People need to 

feel a personal connection to the causes and initiatives they choose to donate to” (Hart 

et al., 2007). 

Nongovernmental organizations such as those studied, relied on donor funding for 

most of their operations. Some of these organizations were in existence before the 

emergence of social media and they still relied on donor funding through offline 

(traditional) fundraising methods. These traditional methods include among others; 

soliciting gifts from corporations, foundations and individuals, hosting fundraising 
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events and promoting legacy or planned gifts. Knight (2013) noted that these 

traditional fundraising approaches mainly involved paperwork, which she refers to as 

‘‘paper fundraising” (Knight, 2013, p. 1).  Another way of traditional fundraising is 

by use of volunteers, which according to Mckinnon (2005), is done by many 

organizations all over the world.  The use of volunteers is a form of fundraising in that 

it cuts on the costs of hiring staff. Although these traditional (offline) methods may 

not to be taken to be totally inappropriate, they need to be complemented with new 

(internet) fundraising activities which include using the social media to realize 

organizations’ financial resource needs.  

Social Media Fundraising Sites 

 ‘‘Statistics about how many people participate in social media increases every time 

you look” (Bray, 2013, p. 83). As social media users increase, Bray (2013), noted that 

there is also a ‘‘…growing number of people of all ages donating to charity online” 

(p. 127).  Statistics of a steadily growing number of social media users and the 

willingness of some of these users to donate online may have influenced the social 

media presence of the nongovernmental organizations that rely on donor funding, 

such as those in wildlife conservation. As per the above statistics, Facebook and 

Twitter are the most popular social media sites. They are also used as platforms for 

directing people to an organization’s website. Crowdfunding is defined by Freedman 

and Nutting (2015) as ‘‘a method of collecting many small contributions, by means of 

an online funding platform, to finance or capitalize a popular enterprise” (p. 56). The 

duo indicated that donation based crowdfunding emerged around 2010.  
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Facebook 

Tzu-Wen (2015) recorded that as of 2015, Facebook was the social media platform 

market leader with 1.44 billion monthly active users. This vast audience provides 

potential for organizations to go through the fundraising process of cultivating, 

soliciting and acknowledging donors. Upon creating a profile, Facebook users can 

post written items, videos and photos. Once posted, users send friend requests to 

people they know, or they are interested in to form their connections on the site. For 

organizations, a profile is managed by an administrator who is a Facebook user. To 

post an item, there is the option of sharing it publicly to people within and beyond 

your connections, sharing it with friends only (only people within your connections), 

to have the post visible to you only or to customize it to subgroups within your 

connections. Once the item is posted, the audience have an opportunity to express 

how they feel about it by choosing the appropriate feeling character options provided. 

The audience can also comment on the item or share it with their audience. Audiences 

have the liberty to react to any of the options, all or none. Facebook reports more 

internet traffic than any other social media (Noor & Hendricks, 2013). This 

observation makes Facebook an important site of study in social media fundraising for 

organizations. 

Those nonprofit organizations that do have a Facebook page tend to give that 

responsibility to either communications or marketing or fundraising departments 

(Hauswirth, 2010). Deciding who or which department should manage the Facebook 

page usually reflects the organization’s main purpose for having a social media 

presence. In Hauswirth’s (2010) study on nonprofit organizations use of Facebook in 

the southern part of the United States, she found that “visibility was the overwhelming 

main reason” for creating a Facebook page (p. 38). While many organizations are 
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looking for inexpensive donor acquisition tools, Hauswirth also found that Facebook 

was not a replacement for traditional marketing methods, but another added layer to 

what was already in place. 

Twitter 

Twitter is a micro blogging site that allows users to interact through short messages. 

Twitter supports more than 35 languages and had an average of 284 million monthly 

active users as of 2015 (Mesquita & Peres, 2015). Once a profile is created, a user is 

able to post messages ‘tweet’ although only up to 140 characters. Users may also 

tweet photos and videos. A user may follow friends and other entities who may in 

return follow back. Upon tweeting users can react to the tweet in three ways: they can 

retweet thereby sharing with their network of followers; they can like the tweet thus 

showing agreement with it or they can reply to the tweet with their views on the 

matter of the tweet. Followers are also at liberty to do none of the three and bypass the 

tweet.  

‘‘Nonprofits can benefit from Twitter in several ways: tracking information related to 

the organization’s cause, monitoring what people are saying about the organization 

and listening to what motivates people around the cause” (Tempel, et al., p. 242). A 

way to cultivate relationships on Twitter is by commenting and retweeting posts of 

potential donors before asking them to give. It may also be necessary to ask finish 

posts with a request for retweet to your followers. This is to increase the number of 

times the post is retweeted, which means it is spread farther and wider. It would also 

be important to come with a hashtag that people can identify with your organization 

(Heyman, 2016).  

Having the leadership of the organization active on twitter not only creates additional 

communication outlets, but also establishes the credibility of the organization with 
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them as the thought leaders. Twitter provides ‘Twitter lists’ which helps to manage 

the different categories of an organization’s followers and helps in easy identification 

of what is trending as it relates to the organization.  
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Crowdfunding 

Crowdfunding involves ‘‘reaching geographically dispersed people around the globe 

who are willing to support the cause by donating small amounts of money or helping 

spread the word” (Newmark, 2014, p. 7). Crowdfunding is the use of sites purposely 

dedicated for raising funds from donors across the globe who have an online presence. 

Crowdfunding enables organizations to collect funds from willing donors across the 

globe through websites that are particularly dedicated to this. An organization posts a 

particular project on a crowdfunding website after following some spelt out procedure 

and meeting a set out threshold. Once the project is available on the website, it is open 

for viewing by people across the globe who then make donations to the organization 

through online payment systems.  ‘‘Crowdfunding is not as commonplace as 

Facebook, Twitter and websites but it is quickly rising and becoming a powerful and 

popular fundraising tool” (Heyman, 2016, p. 185). Before launching a crowdfunding 

campaign, Heyman suggested that an organization should secure at least 20% of the 

target from the inner circle supporters. This agrees with the fundraising principle ‘‘the 

closest should pace set pace” (p. 185). 

Either of two rules govern different crowdfunding sites. One is the all or nothing rule 

in sites such as Kickstarters in which if a nonprofit does not meet its target, the donors 

do not remit the money raised. The other is the flexible option in sites like Indiegogo 

which an organization receives what has been donated even when it is short of the 

target. Crowdfunding works best for organizations that have a large following and 

active social media presence since this is likely to give mileage to the crowdfunding 

campaigns (Pakroo, 2017). Some examples of crowdfunding sites include global 

giving, gofundme.com, M-changa, kutoa.org and just giving. As of October 2019, 

gofundme.com had helped organizations and individuals raise over US $ 5 billion. 
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Organizations’ Websites 

Bray (2013) held the opinion that every organization should have an updated website 

which should easily lead viewers to information on how to donate, how the money 

will be spent and an acknowledgement to funders. A website should have a detailed 

description of the organization to let supporters feel connected to it. This will also 

allow them to answer any questions that they could be having about an organization. 

Not so much information about an organization may be shared on face book or twitter 

or a crowdfunding site all at once. However, an organizations’ website allows for 

sharing of all the information that an organization would like. Posts on other social 

media sites may be linked to the website for people to get more information. While at 

times posts on other sites may attract some costs, the website is free. 

Empirical Literature Review 

Fundraising has to do with mobilizing all resources that an organization can in order 

to accomplish its purposes and objectives. Moreover, “fundraising includes the 

potential that an organization has to develop resources for its operations” (Kiiru, 

2010, p. 218). The World Wildlife Fund Social Spot (2015) stated that social media 

allows organizations to reach their audience that they could not have reached earlier 

when all they had as means of communication was newspaper, brochures, and reports. 

Social media provides opportunities for users to engage with each other. It gives a 

new way to reach more people. 

According to a report done by Pew Research in April 2015, 85% of American adults 

were using at least one form of social media daily (Pew Research, 2015). On the one 

hand, this is a significant representation of the donors that fund the Northern NGOs 

who in turn donate to the southern NGOs. On the other hand, it means that NGOs 

utilizing social media for fundraising have the opportunity to directly engage with 
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these donors. Maddalena (1981) advises that ‘‘to design a successful program, you 

must understand the needs of your audience, who you are, what you have to offer, 

who you want to reach, what message you want to send, and what results you would 

like to achieve from your efforts” (p. 80). 

Weinstein (n.d.) listed five principles of fundraising, which compare with other 

scholars. These principles are: 

1. People give to people to help people 

The decision for people to donate or not is made based on the relationship of the 

donor and the person asking for the donation. Donors give so that their donation is 

used to help people in need or causes they (donors) believe in. This explains why peer 

to peer fundraising campaigns on Facebook fundraisers observed in the study 

performed better than organization initiated fundraisers.  

2. People give relative to their means 

Weinstein and Barden (2016) suggested that people give in relation to their means and 

in relation to what other people give. This agreed with Mobilecause.com (2018) that 

listed social pressure as the reason for the success of the peer to peer fundraising, in 

which people give because others in their circles are giving. While giving relative to 

their means, the observation by Weinstein and Barden was that people can give far 

much less than their means or far much within their means. At the same time, the 

giving is relative to what others donating for the same cause give. 
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3. Those closest must set the pace 

‘‘If those closest to the organization do not believe in the project enough to give 

generously, then those others not as close to the organizations may not be expected to 

give much” (Weinstein, n.d., p. 11). 

4. The 80/20 rule vs 90/10 rule 

Weinstein and Bardenn (2016) noted that 80% of funds raised comes from no more 

than 80% of the donors. They also observed a shift in the 80/20 rule in a 2015 study 

of 88 nonprofits that found that 90% of funds raised are from 10% of the donors. This 

introduced the need for balance principle of fundraising. 

5. The need for balance 

‘‘Mature fundraising programs rely on a three-part strategy: treat all donors and 

prospective donors with utmost respect, broaden the base of support and nurture 

personal relationships with major current and prospective donors” (Weinstein & 

Barden, 2016, p. 5). He stated that the three-part strategy cushions the organization in 

cases of economic instability or an organizations internal situation that may affect 

fundraising. 

Case Studies on Social Media Fundraising 

In a case study of Wildlife Direct use of social media fundraising, Mwambui (2010) 

found that Wildlife Direct had relative success in their social media fundraising. She 

pointed out that this success, however, has not been across board, raising concerns on 

the return for investment in using social media for fundraising. She observed that 

organizations need to continue using traditional media for fundraising while preparing 

for more widespread use of social media in the future. Further, she points out that it 
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would take a long time to ‘‘substitute face to face engagement; trust that happens in a 

room between people is hard to replace, therefore online and offline engagement 

augment each other” (p. 17). 

Sargent et al. (2007), in a study on UK charities, found that donations through the 

charities’ websites exceeded offline donations. In considering the value of setting up 

and maintaining these websites, the study concluded a net value to the organizations. 

The websites that doors seemed to prefer were those that were more accessible, 

indicated how the funds raised and those to be raised would be used, gave information 

about the organization and were easier to navigate through the pages. 

The Leukemia and Lymphoma society of Canada (LLSC) is a nonprofit that relies on 

donor funding for research, patient services and health education programs. Their 

mission is ‘‘to cure the world of blood cancer and improve the lives of those affected” 

(llscanada.org, para. 1).  In 2013, they ran a fundraising campaign ‘Light in the Dark’. 

Their only one social media strategist centrally used Hootsuite to manage the 

campaign on Facebook and Twitter. Before launching the campaign, they scheduled 

posts, cover photos, posters and developed the hashtag #LighttheNight4wcd. As a 

result, the campaign increased the traffic to their organization’s website by 700% and 

raised five Million Canadian Dollars from 25 000 participants (Hootsuite Resource, 

2019).  

The World Wildlife Fund (WWF) is a conservation organization that ran the 

campaign ‘‘Last Selfie” in 2012. The goal was to raise funds for conservation as well 

as create awareness on the need to conserve endangered species. The campaign ran on 

both Twitter and Snapchat for a duration of one week. The organization posted photos 

of endangered animals that gave an emotional appeal for donations. Adding to the 
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photos, they gave a number through which people could text to make a donation. In 

the one-week campaign, the photos were retweeted by 40 000 Twitter users and were 

seen by 120 Million Tweeps. As a result, WWF reached their campaign goal in 3 days 

and had surpassed it by the end of the week (Turner, 2017).  A review of the World 

Wildlife Fund social media fundraising campaigns by “WWF Social Spot” (2015) on 

NJE Design indicated that ‘‘WWF has been a successful nonprofit organization that 

has won the hearts of its audience due to their significant campaigns and the way they 

interact with the public on social media” (para. 8). 

Turner (2017) described the Humane Society of the United States as an early adopter 

of Social media with over 840 000 followers on Twitter and over 2.6 Million on 

Facebook. The organization’s page is verified on both sites.  In 2013, the organization 

is reported to have raised US $ 200 00, which is about five percent of their donor 

funding through Facebook.  As part of their social media strategy, Turner (2017) 

noted two unique approaches in dealing with their online community. First, the 

organization gave a personal response to every person that commented on any of their 

social media pages. Second, they included low donation amounts in the forms within 

Facebook tabs as a way to encourage people to give even the least they could. Their 

Facebook cover photo was video that included a call to action.  

Sumac Research (2010) reported that Greenpeace, an organization that worked to 

conserve whales and other endangered marine life, created a social media fundraising 

campaign ‘Great Whale Trail’ to track the movement of whales on waters where they 

were hunted. Greenpeace raised over 120 000 US Dollars from the campaign. Crohns 

and Colitis Foundation of Canada created a social media event ‘No Go Gala’ through 

which they raised over 375 000 US Dollars (Sumac Research, 2010). The social 
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media fundraising event was aimed at raising funds for the treatment of people with 

the Colitis or Crohns disease. 

Chikati (2010) listed appeals to donors through solicited and unsolicited proposals, 

the newsletter, routine events referrals and sale of items made by an organization’s 

beneficiaries as traditional fundraising methods which were time consuming.  

However, social media has bridged the time and distance gap. In the place of a letter, 

one can lodge their case on for instance, Twitter in 140 characters with the very 

contents of the fundraising letter. Instead of mailing numerous letters and paying the 

cost to the post man, a twitter post would reach a huge global audience at minimal 

cost, the cost here being for the internet usage (Pitman, 2015). Adding to reaching an 

organization’s social media connections, it is also an opportunity for these 

connections to share the message with their other connections outside the 

organization. This multiplies the message and most likely the effect. This makes it 

much faster, easier and cheaper to reach existing and potential donors with a message 

(Miranda & Huby, 2015).  

Traditional Fundraising 

Traditional (offline) fundraising is the use of oral, print and electronic media formats 

for fundraising (Wahl, 2013). While different authors agree that many of the tried and 

true concepts of traditional fundraising apply on the internet, Marla et al. (2005) noted 

that the major difference between traditional and social media fundraising is 

interactivity. This is because social media allows for increased quick delivery 

information and feedback across temporal and spatial dimensions (Wahl, 2013). In its 

own right, traditional fundraising has resulted in donations to fund organizations’ 

causes and it is most probably the reason that some NGOs are still in operation today. 
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Importantly, not all organizations have shifted to social media fundraising, yet they 

are still flourishing. However, it is owing to the overreliance on the traditional 

fundraising activities that as Klein (2011), put it, ‘‘thousands of organizations have 

had to cut back or even close…” (p. 22). It is only when an organization maintains a 

diversity of sources that it will survive for the long term Klein (2011). Diversifying 

these sources may mean utilizing both traditional and social media fundraising. This 

would result in reaching those on social media and those who are not. Miranda and 

Huby (2015) asserted that people are now spending a significant portion of their time 

online. While the speed, cost and distance convenience of social media may make it 

seem like an easy task to fundraise, Pitman (2015) clarified that an organization 

having a social media account and being active users does not mean that they will 

raise money. Rather, it is by understanding how to use social media to cultivate 

relationships with existing and potential donors, solicit funds from them and show 

them stewardship for their money. 

Both traditional and social media fundraising are based on a tiered structure. 

However, the key difference between the models is that social media creates an 

opportunity for creating a more personalized relationship with the donor. This 

relationship works to the benefit of the organization, since ‘‘donors may contribute to 

an organization they are unfamiliar with, but they give much more time and money to 

those they know and trust (Lord, 1996). This fact was echoed by Hart et al. (2007) 

‘‘people give to people with causes. People need to feel a personal connection to the 

causes and initiatives they choose to donate to” (p. 18).  

The Process of Fundraising on Social Media 
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‘‘The funding environment is constantly changing. Therefore, finding the right funder 

for your particular idea takes time and requires knowledge of multiple sources that 

provide information about funding opportunities” (Gitlin & Lyons, 2004, p. 1). To 

understand and keep up with the funding environment, fundraising professionals 

adapt their fundraising processes according to the needs of their organizations.  Kiiru, 

(2010), states that a successful fundraising campaign tends to incorporate research, 

cultivation, solicitation, evaluation and stewardship. The benevon model lists 

cultivation, solicitation and stewardship.  

Cultivation 

The benevon model for nonprofit fundraising (2018) referred to cultivation as the 

point of entry. According to Kiiru, (2010), cultivation is the stage at which to build 

relationships with potential donors and enhance relationships with existing donors. 

Kapin and Ward (2013); Zavattaro and Bryer (2016) agreeing with this thought, stated 

that fundraising is about building a community and relationships with people. 

However, the latter duo indicate that nonprofits have failed in building relationships 

with their online audiences but rather share organization centric information and focus 

on distributing that information instead of actual engagement with their audiences. In 

the cultivation stage, an organization identifies potential donors on social media and 

begins to cultivate a relationship with them. Miranda and Huby (2015) suggested that 

this identification step starts by ‘‘pinpointing relevant interest indicators, or ways in 

which people express their interest in an idea or cause by talking or interacting about 

it in the form of likes, shares, comments and posts” (p. 91). At this stage, an 

organizations fundraiser is able to learn why people in the social media networks of 

an organization care and how to engage them deeper in relation the organizations’ 

fundraising activities. It is in the cultivation step that new followers are attracted to an 

Daystar University Repository

Library Archives Copy



 

35 
 

organizations social media platform to build a relevant target audience and broaden 

the reach of messages. Miranda and Huby (2015) advised that ‘‘no matter who you 

identify as new supporters, remember to keep your organization’s presence on social 

media relevant to your target audience by creating and sharing content that reflects 

their interests” (p. 73). 

Solicitation 

It is in this step of the fundraising process that hard earned followers are turned into 

fundraising success by way of asking them for donations (Miranda & Huby, 2015). It 

is providing an opportunity for those people who share an interest in the organizations 

activities to give funds to support the cause of the organization. This asking for 

money is done by use of a strong emotive message. These messages may be packaged 

in videos, photographs or stories that show these potential donors what their money 

will go into. Thompson (2003) pointed out that ‘‘people love pictures. Photos and 

videos get more noticed, liked and shared the most on social networking sites” (p. 22). 

Before posting the photos and videos, it is important to consider who the message 

targets and what on what social media platform is likely to be more effective. Kapin 

and Ward (2013) suggested; ‘‘when drafting your fundraising pitch, you will need to 

tailor messages to each channel, since each one has a different tone, length, 

consideration and nomenclature” (p. 16).  Some donors are looking to hear about the 

organization in many channels, others in one channel. The messaging and visual story 

of all channels should reflect one another. 

The solicitation message is usually accompanied by a call to action. This call to action 

may be a donate button, or a link redirecting the person to the organization’s website 

to learn more about a cause with the goal eventually being that they will donate. 

Daystar University Repository

Library Archives Copy



 

36 
 

Another call to action attached on a funds soliciting message maybe a request for the 

person to share the message with people in their circles. However, for one to share a 

particular message with their connections, it has to be compelling enough for them 

(Bray, 2013 p. 431). Sharing messages provides an opportunity for multiplying the 

audience and having a wider reach. By sharing the message, their connections on 

social media get to see what they are doing and may decide to check out the 

organization. This may call for a new cultivation step for this new people. 

Bray (2013) suggested that solicitation does not have to always involve asking for 

money. Rather, ‘‘posts shared on social media should remind the people you are 

connected to that you are hard at work on your mission everyday…” (p. 431). This 

constant reminder should solicit people to give without an organization always having 

to ask for money.  

Pitman (2015) argued that solicitation needs research. Research helps to avoid 

mistakes such as asking too much or asking too little or even the fear of how the 

donor will respond. Research also prepares the fundraiser before they get to the donor.  

Cultivation and solicitation may include peer review and Capacity to give, 

Philanthropic nature, Interest in the cause (CPI Index).  Peer review includes having 

people in the fundraising committee go over a list of prospective donors one by one. It 

involves listing their interests, likelihood to give to the particular campaign and how 

much they should be asked for. This review also helps to discover the links of the 

prospective donors with other members of the community- broadening the base of 

potential donors. 
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The CPI index developed by Pitman evaluates a donor in three perspectives: Capacity 

to give; Philanthropic nature and interest in the cause or organization. He stated; 

‘‘Donors are not motivated by the need but by more knowing how their gift will 

leverage on the organization’s mission” (Pitman, 2015, p. 28). It is important 

therefore, to ensure an organization factors in all aspects of the CPI index so as to 

attract new donors. 

Stewardship 

Stewardship entails acknowledging the donor. Miranda and Huby (2015) referred to it 

as acknowledgement and noted that ‘‘social media allows you to say thank you in a 

highly personal, public and creative way” (p. 211). By acknowledging the support of 

donors, it creates an opportunity for future engagement with them as well as an 

opportunity for them to share about the organization with their connections. ‘‘All 

those who give their resources have expectations from their beneficiaries. They expect 

the organization or the individual receiving the money or gift to use it efficiently and 

for the purpose for which it was given” (Chikati, 2010, p. 44). ‘‘Online donors expect 

an immediate thank you…then follow up with a mailed thank you letter which looks 

more formal and guarantees that the donor will have something in print for tax record 

keeping” (Bray, 2013, p. 397). 

As with solicitation, a stewardship message could be packaged in a video, photograph 

or story that show the impact of the funded cause. Miranda and Huby (2015) asserted 

that ‘‘many larger institutional donors are now exploring ways to better understand 

the impact of their donations beyond the traditional monitoring and evaluation 

reports” (p.107). The duo cites that international philanthropic foundations such as 
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Rockefeller and the UK department for international development are pushing for 

effective digital story telling of the impact of their donations.  

By the use of the impact stories put together in a compelling video, pictorial chart or 

story, an organization’s social media audience is likely to share those messages with 

their connections and this will give an opportunity to the organization to reach new 

potential supporters who will know that giving to the particular organization can make 

a difference. This will ensure that the fundraising process keeps repeating as every 

time it reaches a more diverse and global audience with potential to become one time 

or regular donors. 

Bray (2013) stated that ‘‘if you happen to know some of your donors’ twitter handles, 

thank them personally on Twitter and let them know how their donation will be 

supporting your organization. This will also let your other Twitter Followers and your 

donors’ followers” (p. 89).  
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Conceptual Framework 

Intervening Variables 

 

 

 

 Independent Variables                                                              Dependent Variables 

 

Figure 2.1: Conceptual Framework 

Source: Author (2020) 
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Discussion 

In this framework, social media sites are the independent variable while the dependent 

variable is the funds raised.  The intervening variables are time, message and 

engagements. Das (2008) stated that it is how an organization tells its fundraising 

need that determines if they will raise any funds from a fundraising campaign or not. 

The messaging as placed on social media, and in what format- whether a story, a 

video or a photo is key in the realization of a fundraising target. However, how long 

the audience is exposed to the message on social media is also a factor in determining 

how the audience will react to the message. As in the theoretical framework, the 

audience confirms the message at different times. Chikati (2010) observed that ‘‘a 

campaign slogan is used to position the campaign in the mind of its audience as a 

constant reminder of the major benefit of the campaign…” (p. 7). 

Once a message is packaged in a format, it is upon the person in charge of an 

organization’s fundraising to determine how long to take the audience through the 

fundraising cycle. For existing donors with whom the organization has a relationship, 

the process may start at solicitation or stewardship. However, for new audience with 

potential donors, it may start at cultivation. How long the fundraising process takes 

will determine how far the organization gets in raising funds from a social media 

fundraising campaign. Fundraising is realized when the social media users respond to 

the call of action which may be following a donation link, giving real time, placing an 

order for an item put on sale or contacting the organization to find alternative ways to 

give or get involved. 
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Summary 

This chapter presented the theories related to the study and discussed the theory of 

diffusion of innovation as the relevant theoretical framework for the study. The 

chapter also discussed various aspects of the general and empirical literature. Finally, 

the chapter looked at the conceptual framework and its discussion.  
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CHAPTER THREE 

 RESEARCH METHODOLOGY 

Introduction 

This chapter presents the research methodology used in the study.  The purpose of a 

research methodology, according to Cooper and Schindrer (2005) is to convey the 

plan for data collection and analysis. In this chapter, the researcher looks into the 

research design, the population for the study, the sample size, the sampling procedure, 

data collection instruments and procedures, pretesting of the instruments, the data 

analysis plan and the ethical considerations.  

Research Design 

‘‘Research design is an arrangement of conditions for collection and analysis of 

data…” (Chandran, 2004, p. 68).  It is the means by which to achieve the research 

objectives. ‘‘It is a procedural plan to answer questions validly, objectively, 

accurately and economically” (Kumar, 2011, p. 72).  Research design is the strategy 

that integrates components of the study in a way that will result in addressing the 

research problem.  

Research design can be descriptive, correlational, experimental or observation. 

Descriptive research design seeks to explore and describe the state of individual 

variables. Correlational research design involves observing different variables and 

explaining the relationship in their existence. The observation research design 

involves nonverbal interaction with the variables. 

This study employed both the observation and descriptive research designs. Chandran 

(2004) defined the observation research design as one in which ‘‘…the investigator 

does not interact or communicate verbally with the subject of research. It is suited to 
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research situations where data collection does not require personal and verbal 

interaction situations” (p. 72). This design was relevant since the study included social 

media accounts of organizations which are available on the internet and thus could 

only be studied by observing how these accounts are used for fundraising and the 

findings described. 

The researcher used observation research design to follow the social media 

fundraising campaigns of ten organizations in wildlife conservation. By observing, the 

researcher analyzed the fundraising campaign messages, the activities in the campaign 

and the participation of the organizations’ audience in the fundraising campaigns. The 

researcher also observed the different ways in which the social media fundraising 

campaigns are carried out among the ten organizations. These organizations were 

purposively sampled because they are representative of wildlife conservation 

organizations with a social media presence and they rely on fundraising to finance 

their operations. 

Concurrently, with the observation research design, the researcher used the 

descriptive research design which according to Kumar (2011) is ‘‘…concerned with 

describing the characteristics” (p. 35). The researcher described the nature of 

messages used in the fundraising messages. The researcher also described the 

interaction of the organizations’ audience with the messages. Further, the researcher 

described the various trends in the social media fundraising campaigns. The 

researcher used the descriptive research design to describe how funds were raised 

from the organizations’ social media fundraising campaigns. 
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Population 

Kumar (2011) defined the population as the source of the information required to find 

answers to the set out research questions. It is the specific group relevant to a study 

(Zikmund, 2003).  Further, he stated that a study population needs to be clearly and 

specifically defined in order to select the appropriate respondents. 

Ten organizations representative of national, regional (Africa) and international 

NGOs were studied.  

Table 3.1: Organizations Under Study 

Wildlife Conservation Organization Number of staff in social media 
fundraising 

African Wildlife Foundation 2 
Basecamp foundation 1 
Mara Naboisho Conservancy 1 
Kenya Wildlife Conservation Association 2 
African Conservation Centre 1 
Kenya Wildlife Trust 2 
The Nature Conservancy 1 
Conservation International 1 
Maasai Mara Wildlife Conservancies 
Association (MMWCA) 

2 

Land and Life Foundation 2 

 

These ten organizations, in their capacities as national, regional or international serve 

as the Kenya headquarters and therefore host the communication and fundraising staff 

who are involved in social media fundraising for these organizations. A total of fifteen 

staff in fundraising and communication departments of these organizations, involved 

in social media fundraising made the population for this study.  These fifteen staff are 

the people who work together to put up social media fundraising campaigns. They 

determine the choice of social media platforms, the messages they will use and they 

are the ones who monitor and evaluate the outcome of a social media fundraising 

campaign. At the same time, they are involved in planning the various activities that 
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they use to raise funds on social media thus they are able to know how their social 

media audience participates in activities on the ground.  

Sample Size 

A sample size refers to the number of items to be selected from the universe that 

constitute a sample (Kothari & Garg, 2014).  The duo points out that a size of sample 

‘‘should neither be too large nor too small” (p. 53). The sample size for the purpose of 

this study was ten nongovernmental organizations involved in wildlife conservation. 

The 10 NGOs, all in Karen, are representative of wildlife conservation organizations 

that have a social media presence and they rely on fundraising to finance their 

operations. The sampled organizations are representative of international, regional 

and national NGOs focusing on wildlife conservation engaged in social media 

fundraising. Fifteen staff in social media and fundraising from the ten organizations 

were involved in the study.  The 15 staff were purposively selected staff working in 

fundraising and social media teams of these organizations. 

Sampling Techniques 

The researcher used purposive sampling. This is because the purpose of the study was 

to find out how these organizations use social media fundraising campaigns to raise 

funds. Therefore, the researcher purposively identified the organizations that are 

involved in using social media for fundraising. This kind of non- probability sampling 

involves selecting the sample deliberately (Kothari & Garg, 2014). The researcher 

looked out for NGOs that are engaged in social media fundraising and are specifically 

in wildlife conservation. In purposive sampling, Chandran (2004) indicated that the 

sample need not be probabilistic to ensure that the sample represents the population. 

‘‘The primary consideration in purposive sampling is your judgement as to who can 
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provide the best information to achieve the objectives of your study” (Kumar, 2011, p. 

207). 

Data Collection Instruments 

According to Kumar (2011), the choice of data collection instruments depends on the 

purpose of the study, the resources available and the skills of the researcher.  ‘‘A data 

collection instrument is a communication medium between the research objectives 

and field subjects or respondents (Chandran, 2004, p. 119). For this study, the data 

collection instruments were: 

Nonparticipant observation in which as the researcher, I passively observed the social 

media activities of the NGOs, watching the fundraising activities on their social media 

sites (Kumar, 2011).  

The study also included the use of unstructured interviews with the communication 

and fundraising staff of the organizations under study. In an unstructured interview, 

the researcher has ‘‘complete freedom in terms of the wording you use and the way 

you explain questions to your respondent” (Kumar, 2011, p. 145). The unstructured 

interviews were used to collect qualitative data. The researcher interviewed the people 

in charge of fundraising at the different organizations. 

Questionnaires were used to collect quantitative data will be administered to the 

communication staff involved in social media at the organizations under study. A 

questionnaire is a ‘‘written list of questions, the answers to which are recorded by 

respondents…” (Kumar, 2011, p. 145).  The questionnaires had open ended, closed 

ended and follow up questions (Chandran, 2004). The researcher administered the 

questionnaires, an activity which is explained by Chandran (2004) as a method in 
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which ‘‘…a questionnaire is given to each individual respondent in a selected group 

to fill” (p. 118). 

Data Collection Procedures 

The researcher sought the necessary authorization from the university’s 

communication department, the University Ethics Review Board, the National 

Commission for Science, Technology and Innovation (NACOSTI) and the 

organizations under study. Upon receipt of the above authorizations, the researcher 

arranged for convenient days to conduct the unstructured interviews and to administer 

the questionnaires. The researcher also followed the social media sites of the 

organizations to observe fundraising campaigns posted.  

Pretesting 

Pretesting means to determine to what extent a questionnaire communicates. ‘‘It helps 

the researcher revise the questions and make them clear to the respondent, remove 

questions which are unacceptable and are unlikely to be answered” (Chandran, 2004, 

p. 129).  He further observed that a failure to pretest the questionnaire may be ‘‘costly 

in terms of money and it may seriously compromise the quality of data results” (p. 

129). 

The researcher pretested by way of having a mock unstructured interview, and 

administration of questionnaires to staff in NGOs similar to those under study to 

ensure that the questions are valid for wildlife conservation NGOs as they are the 

focus of the study. The pretesting helped to identify any problems in understanding 

the way questions were worded and whether the respondents understanding of the 

questions is similar to what the researcher was trying to convey. Adjustments were 

made to incorporate their feedback before the actual field work will was carried out. 
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The validity of a measure focuses on ensuring that what the instrument claims to 

measure is what it is measuring (Lodico et al., 2010, p. 93). Content validity is the 

form of validity in which the instrument covers the subject matter under study 

(Lodico et al., 2010, p. 93). The researcher ensured content validity of the research 

instruments by assessing that the instruments covered the fundamental aspects of the 

topic under study.  Reliability of the instruments was measured using the test- retest 

method. Reliability of a research instrument is defined by Lodico et al. (2010) as ‘‘an 

instruments ability to produce approximately the same score for an individual over 

repeated testing or across different raters” (p. 93). A measure is reliable if ‘‘the 

measurement does not change when the concept being measured is constant in value” 

(Bailey, 1994, p. 72). In the test- retest method of instrument reliability, the researcher 

administered the same test at two different points. The score was correlated, and a 

correlation coefficient obtained. 

Data Analysis Plan 

Data analysis is the conversion of raw data collected in the field to a form that is 

suitable for presentation (Kothari and Garg, 2014).  Quantitative data is data with 

numerical information or statistics while qualitative data is the kind of data without 

numerical attributes (Chandran, 2004). The researcher obtained qualitative data from 

nonparticipant observation, some from the unstructured interview and some from the 

open ended questions. Quantitative data was collected mainly from the close ended 

questionnaires. Responses from the nonparticipant observation and unstructured 

interviews were coded and given numerical values for analysis.  The observations on 

the qualitative variables may also be assigned numbers (Kumar, 2011).  

The Statistical Package for Social Sciences (SPSS) version 24 was used to make 

statistical inferences from the quantitative data.   
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Ethical Considerations 

Kumar (2011) suggested that a number of ethical concerns need to be considered in 

relation to any participants in a given research activity. The researcher sought the 

informed consent of the NGOs under study. The participants were informed of their 

right to opt out of the study at any time: before, during and after their initial 

participation. The researcher and respondents agreed on time durations in which 

respondents decided if they were willing to share information, they considered 

sensitive. Participants were also assured of their confidentiality and the intended use 

of the findings of the study.   

The researcher upheld utmost confidentiality and avoids inappropriate use of the 

information given by respondents. During reporting, the researcher kept to accurate 

and unbiased reporting of the findings. The researcher will make the findings 

available and accessible on multiple platforms. The researcher also plans to publish 

the report in peer reviewed journals and a book. 

Summary 

This chapter has presented the research design, the population studied, the sample 

size, the sampling procedure, data collection instruments and procedures, pretesting of 

the instruments, the data analysis and the ethical considerations. 
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

Introduction 

This chapter presents the data collected from Communications and Fundraising 

officers from NGOs in wildlife conservation in Karen as well as the analysis and 

interpretation of the data. SPSS version 24 was used in the analysis of the quantitative 

data.  Some of the qualitative data was coded and analyzed as quantitative and the 

other qualitative data was analyzed thematically.   

Analysis and Interpretation 

Response Rate 

The sample size included 10 respondents; who were communications staff in the 

organizations under study. The researcher also administered five interviews to 

fundraising staff in these organizations. 

One staff among those in communication and or social media responded to the 

questionnaires. At the same time, one staff in fundraising was interviewed. Thus, a 

total of 10 questionnaires were administered, one to each of the ten organizations and 

five interviews with a fundraising staff from each of the organizations.  The 

researcher also observed the social media accounts of all the 10 organizations from 

2017 to 2018.  

Demographic Information 

This section looks at the demographics of the individual respondents as well those of 

the each of the organizations. For staff it covers age, gender, position in the 

organization and the length of working experience. The demographics of the 
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organization covered include the years the organization has been in existence, key 

wildlife conservation activities and category of the organization. 

Demographics of Respondents 

 

Figure 4.1: Demographics of Respondents 

The study had four men, two of between 42 and 49 years, one of between 26 and 33 

years and one of between 34 and 41 years. The ladies were six with five of ages 

between 34 and 41 and 1 in the 26-33 years’ age bracket. In a study on the effects of 

gender on social media adoption, Idemudia et al. (2017) found that gender is a 

significant factor in the adoption of social media with more females than males using 

social media. Noguti, et al., (2019) in studying gender differences in motivations to 

use social networking sites (SNS), a subset of social media, analyzed a survey of 

university students in Australia and found that more females than males are likely to 

use Facebook. 
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Position in the Organization 

Approximately 50% of the respondents were tasked with both the communication and 

fundraising activities of their organizations, 40% were Communication officers who 

managed the social media accounts of their organizations and 10% had fundraising as 

their key assignment in the organization. Bray (2013) while analyzing nonprofits that 

made more than USD 100 000 on social media noted that ‘‘nonprofits that invest in 

social media staff raise more money on social media” (p. 203).  The findings of his 

study were that 30% of nonprofits – both big and small - that were making more than 

USD 100 000 on social media had at least two social media staff.  He also found that 

organizations that raise money on social media have a social media budget, part of 

which that goes into Facebook advertising and promoting tweets. 

A 2011 survey by Charitycomm and Forster on the Communication and Fundraising 

departments of different organizations found that both departments are dependent on 

each other as they both work towards a shared goal. The survey indicated that 

different organizations have organized these departments in different ways so that in 

some organizations they have been merged and in some they are independent but 

interdependent. The survey included 115 participants with 45% of them working in 

organizations having an annual income of more than 9 Million Pounds. Agreeing with 

the findings of this survey, Pidgeon (2015) stated that if the Communication and 

Fundraising departments do not work together, it is likely to result in reduced 

donation/ giving for an organization. He argues that this is because fundraising 

controls the income while communication controls the message that is likely to bring 

in that income. Charitycomm and Forster (2011) acknowledged that merging or 

separating the departments is a decision of the organizations. This seems to explain 
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why organizations merge the roles of communication and fundraising (50%), and 

those that do not involve their communication staff in pushing for fundraising 

activities on social media (40%).  
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What is your working experience in fundraising/ social media?   

40% of the respondents in the study had 0-5 years working experience in fundraising 

and or social media, 30% had worked 6-10 years and another 30% had 11- 15 years’ 

experience. 

Demographics of the Organization 

When the Organization was Established 

In the organizations under study, 4 of the 10 were established between 1950 and 1990 

and the other 6 were established between 2001 and 2013. These organizations had 

larger social media followers and were raising more money on social media than the 

newer organizations. This finding agrees with Whitaker, in a 2014 study on Non-

profit organizations and social media fundraising study found that donors give higher 

amounts to older, more established organizations. Organizations dealing in arts and 

animals are likely to receive smaller amounts per donor than organizations dealing in 

human services. 

Key Wildlife Conservation Activities of the Organization 

The organizations under study included the following as their key activities: creation 

of awareness on new policies; advocacy for community rangers; conservation 

education; sustainable tourism; conservation of the biological resources and the socio-

cultural heritage of the conservancy area; landscape restoration and aerial counts for 

wildlife. 

Length of Period Worked in the Department 

The study sought to find out the period the respondent has worked in the department. 

The findings are shown in Table 4.1. 
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Table 4.1: Length of Period Worked in the Department 

Period  Frequency Percent 

Less than 1 year  1 10 

1-4 years  5 50 

More than 4 years  4 40 

Total   10 100 

 

The study findings indicated that, 90% of the respondents have been working in the 

communication/ fundraising department of their organizations for more than one year 

while 10% have worked in these departments for less than one year. 

Category of the Organization 

The study also sought to understand the category of the organization in which the 

respondents worked. The findings are summarised in Table 4.2.  

Table 4.2: Category of the Organization 

Category  Frequency Percent 

National  4 40 

Regional  3 30 

International  3 30 

Total   10 100 

 

The findings indicated that 40% of the organizations under study are National, (within 

Kenya); 30% are Regional (within Africa) and another 30% are International (have a 

global presence). Various scholars agree that the category of the organization does not 

limit the scope from which to source for funding to implement their activities. 
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Social Media Platforms Used by the Organization to Engage with Donors 

The study sought to know the social media platforms used by the organization to 

engage with donors. The findings are shown in Figure 4.2. 

 

Figure 4.2: Social Media Platforms Used to Engage with Donors 

From the findings, Facebook at 20% utilization, is the most popular social media site 

used for engaging with the organizations’ donors compared to crowdfunding and 

organizations’ websites, both at 10% each. However, 30% of the organizations engage 

with their donors on all social media sites in the study. This is in line with a January 

2019 Statista Research of most popular social networks that places Facebook as the 

most popular social networking site. Organizations that used ‘‘others” (10%) for 

engaging with donors listed them as email marketing. Zavattaro and Bryer (2016) 

studied nonprofit organizations use of social media and pointed out that Twitter is not 

as widely used as Facebook as a means of connecting with the public. It is thought 

that the 140-character limitation for posting a Tweet on Twitter, and a stigma that it is 
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merely a mechanism to connect with celebrities, are obstacles to more people using it 

for personal and professional communication (Hauswirth, 2010).  

Global economic issues make inexpensive and free marketing tools and public-

organization relationship building mechanisms, such as social media, attractive 

options for nonprofit organizations. This is underscored by the fact that acquiring a 

new donor through traditional acquisition methods, such as direct mail, may cost as 

much per donor as the amount of the first gift given (Proper, Caboni, Hartley, & 

Willmer, 2009). Yet simply creating a Facebook page, or opening a Twitter account, 

does not translate into new donors, guarantee repeat donors, or deeper relationships 

with current constituents (Culnan, McHugh, & Zubillaga, 2010). A social media 

strategy should include plans to not only lead people to those accounts but should also 

encourage them to be active participants on those accounts. Active participation 

means that an individual likes, shares, or comments on a Facebook post. 

Social Media Platforms Used by the Organization to Fundraise 

Compared to the previous question ‘‘On which social media platforms does your 

organization engage with your donors? The organizations used the same social media 

platforms for fundraising as they use for engaging with their audience. The findings 

are shown in Figure 4.3. 
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Figure 4.3:Social Media Platforms used by the Organization to Fundraise 

The findings indicate that 30% use Facebook, Twitter, Crowdfunding and 

organization’s website to fundraise, 20% use Facebook, 10% use both crowdfunding 

and websites, 10% use Facebook, Twitter and organizations websites, 10% use only 

crowdfunding sites and another 10% use other ways to fundraise. The other ways 

were listed as email marketing. Corazon, 2015, in a study on the role of 

communication in fundraising found out that use of social media enhances fundraising 

since it is fast and efficient. 

Other Ways of Raising Funds for the Organization 

Table 4.3: Other Ways of Raising Funds for the Organization 

Fundraising Activity Frequency  

Proposals (both solicited and unsolicited)    10 
Email Marketing      8 
Branded Merchandise      2 
Fundraising events    10 
Promotions/ Partnerships      4 
Phone Soliciting                                                                                          1 
One on one Soliciting    10 
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The frequency exceeds the number of organizations since organizations indicated use 

of more than one way to raise funds. 

Proposals 

All the organizations under study use proposals to raise funds. Chikati (2010) defined 

a proposal as a document that “is designed to present a plan of action, outline the 

reasons why the action is necessary and convince the reader to agree with and approve 

the implementation of the actions recommended in the body of the document” (p. 3). 

A solicited proposal is one done usually in response to a Request for Proposal (RFP) 

usually issued by a prospective funder. An unsolicited proposal is done when 

someone in an organization has an idea of how to raise money and has potential 

funders in mind (Chikati, 2010). He also noted that donor agencies receive more 

proposals than they can fund from the crowded nonprofit world. He therefore suggests 

that a ‘‘…good project proposal should communicate clearly and accurately the needs 

of the organization” (p. 107). 

Email Marketing 

According to Miller (2013), most listed for email marketing was Mail chimp. Email 

marketing involves creating, and sharing relevant and valuable content that attracts, 

motivates, engages and inspires your supporters to help you achieve your mission. It 

is a high- impact, low cost way to build support for a nonprofit.  Campbell (2017) 

noted that ‘‘social media combined with great websites, blogs and email tactics is 

being used to raise awareness and substantially increase fundraising success” (p. 109). 
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Branded Merchandise 

Basecamp Foundation and Land and Life Foundation are organizations that use 

branded merchandise to raise funds. These are items made by people who are 

supported by the organization. In the case of Basecamp, a group of women makes 

beaded jewelry and sandals that are sold locally and internationally through the 

organization’s website and displaying in events. 

Fundraising Events 

Organizations indicated that they host staff giving days, in which staff from the 

organization and others give to a particular cause. Other events include among others, 

dinners, galas, breakfasts, runs and walks. 

Promotions/ Partnerships 

The Nature Conservancy (TNC) partners with Amazon Smile occasionally in which 

shoppers have a chance to choose TNC as a beneficiary. If chosen, TNC receives 5% 

of the price of the item as a donation from Amazon Smile. 

Conservation International had a partnership with Omaze.com, a kind of 

crowdfunding site that offers experiences and merchandise to support nonprofits. In 

the promotion available during the time of study, people who donated US $ 50 got 

entries that gave them chances to win holidays in selected destinations.  

The African Wildlife foundation had a partnership with iGive in which when 

members shop, a percentage is donated to AWF. At the time of the study it was 3%. 

iGive is an online shop that helps to fundraise for causes. Shoppers choose the cause 

to support. It has a membership of about 350 000 people, supporting 50 000 causes.   
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Two online stores are partnering with African Conservation Centre (ACC) as at the 

time of visiting their website on 7th August 2018. These are iGive.com and Amazon. 

ACC receives 3% of purchases made on iGive.com. On the other hand, Amazon gives 

to ACC up to 8.5% of books bought. Additionally, of for every Amazon Smile 

purchase, ACC gets up to 0.5%. 

Phone Soliciting 

The Nature Conservancy uses telephone soliciting in which they call people, tell them 

about their work, a cause and ask them to sign up as donors.  

One on One Soliciting 

All the organizations use this fundraising method. This is when a designated staff of 

the organization approaches specific people, talks to them about their programs and 

then ask them to give. 

Frequency of Running Social Media campaigns for Fundraising 

The study sough to understand how often the organization run social media 

campaigns for fundraising. Figure 4.4 Summaries the findings. 
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Figure 4.4: Frequency of Running Social Media campaigns for Fundraising 

The findings show that 30% of the organizations run social media fundraising 

campaigns very often, 20% quite often, 20% often, 10% Not quite often and 20% 

rarely often. Mansfield (2012), suggests that a nonprofit should host up to 6 

fundraising campaigns in a year, with 3 of them being in the November and 

December when most donations are made. 

Fundraising on Facebook 

To understand the use of Facebook to fundraise, the study sought to find out the 

number of Facebook followers and the findings are as shown in Table 4.4. 

Table 4.4: Number of Followers on Facebook 

Facebook Followers  Frequency Percent 

Less than 5000  5 50 
Between 5001 and 
IM 

 3 30 

More Than IM  2 20 

Total   10 100 
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The findings show that, half (50%) of the organizations under study had less than 5 

000 ‘‘Likes” on Facebook. 30% had more than 1 Million and 20% had between 5 000 

and 1 Million. 

‘‘Facebook to a nonprofit is a platform for engaging donors and volunteers…the 

power of Facebook as a fundraising tool continues to evolve as more people join and 

more applications are being developed to assist nonprofits. It (Facebook) provides an 

opportunity to grow and maintain relationships in different ways” (Temple, et al., 

2009, p. 240). For successful fundraising on Facebook, Heyman (2016) pointed out 

that it would be important to understand a nonprofits donor. This, he suggested can be 

achieved by using Facebook Ads that give details about individual donors including 

how active they are on Facebook and how they engage with the organization’s posts. 

This prepares the way to effectively engage and solicit from them. 

A 2018 Statista and LinkedIn study showed that Facebook had 2.07 Billion active 

monthly users. To keep up with an organization’s audience, Ibrisevic (2018) is of the 

opinion that ‘‘…it’s no longer a matter of discussion whether a nonprofit organization 

should be active on social media or networks, because they should be” (p. 293). 

The study found that in both the campaigns that raised and those that did not raise 

funds: people liked and shared the fundraising campaign and the organization got new 

followers ‘‘likes” on Facebook. Fritz, 2018, in seeking to answer why some 

fundraising appeals are successful (raise money) and others are not, suggested seven 

things fundraisers can do to get people giving online: 

1. Use compelling images and focus on one victim instead of several 
2. Help develop a feeling of community and fairness 
3. Show the inter connection between ourselves and people thousands of miles 

away and how we are all similar 
4. Help donors understand that their gift is not just another drop in the bucket 
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5. Tell compelling personal stories 
6. Use statistics in concrete, human and creative ways 
7. Offer ways to help that don’t involve just giving money 

Fundraising on Twitter 

The study sought to find out the number of followers the organization has on twitter. 

The findings are summarised in Table 4.5 

Table 4.5: Number of Followers on Twitter 

Facebook Followers  Frequency Percent 

Less than 1000  4 40 
Between 1001 and 100,000  3 30 
More Than 100,000  3 30 

Total   10 100 

 

The study found that 40% of the organizations have less than 1 000 Twitter 

Followers. 30% have between 1001 and 100 000 and another 30% have more than 

100 000 Twitter Followers. This is although a Statista and LinkedIn report showed 

that Twitter had 330 Million monthly active users in 2018. 

The study found that all (100%) of the organizations that raised funds on Twitter 

campaigns had their followers like and retweeted the fundraising campaigns. 

However, the campaigns did not trend. 

As with campaigns that raised funds, those that did not also had people liking and 

retweeting the fundraising campaigns but did not trend. Although the campaign did 

not trend, Mara Naboisho created and promoted the #ComingTogether campaign. 

They used Twitter and Facebook to create awareness about the campaign and directed 

followers to Indiegogo.com., the crowdfunding site that hosted the campaign. Other 

organizations under study also used Twitter and Facebook to raise awareness about an 

ongoing campaign and ended the Twitter and Facebook posts with a link to the 
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crowdfunding site or website page hosting the campaign. Some of those campaigns 

include: 

How do you shut down the #wildlife trafficking industry that profits $19 
billion per year? A: Dogged persistence. Give now to help our canine heroes 
track poachers and detect wildlife contraband. AWF-trained sniffer dogs can 
save #elephants… but only if you help! http://bit.ly/canine-heroes 

You can help Africa’s wildlife without ever closing your Facebook tab. 
Simply start a Facebook fundraiser to protect iconic species like elephants, 
rhinos, and lions. http://bit.ly/2M68jvf 

A recent ivory seizure showed poachers are turning their attention to baby 
elephants. Tiny tusks that belonged to calves still dependent on their mother’s 
milk were among the ivory confiscated. Some were as small as a pencil. AWF 
needs your support to protect Africa’s elephants and other iconic species. 
Become a monthly donor by September 28 and have your first month’s 
donation doubled. http://bit.ly/2Iko10A 

O’Reilly and Milstein (2009) indicated that ‘‘fundraising is flourishing on Twitter, 

most often in micro form; that is people organize campaigns in which they are asked 

to give a very small donation and perhaps re tweet. When enough tweeps participate, 

the numbers and awareness add up (p. 159). Agreeing with that thought, Norman and 

Mathos (2012) stated that ‘‘Twitter can help your campaign travel and 

multiply…attract very distinct demographic and reach supporters you may otherwise 

not reach” (p. 147). Waters and Jamal (2011) reported that 40% of nonprofits in the 

USA use twitter. They tend to use this platform for disseminating information. They 

propose that ‘‘Twitter has the potential for relationship building and interactivity if 

used proactively and reactively” (p. 311). Agreeing with the latter, Zavattaro and 

Bryer (2016) stated that a number of nonprofits are using twitter to build relationships 

better than websites.  

Although some organizations tend to use Twitter more than Facebook. Loudon and 

Hall (2011) noted that Twitter, and micro blogging in general, are not well understood 

despite being “the most interesting” (p. 236). In addition, they cited Twitter as being 
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the stronger social media outlet because it allows for symmetrical and asymmetrical 

relationships. This is because a tweet more closely resembles a conversation starter. A 

tweet can only contain 140 characters. This brevity makes it easily digestible and 

easier for followers to respond.  

Whitaker (2014) in a study on nonprofit organizations and social media fundraising 

associated frequent twitter posts to more donors. However, ‘‘no significant 

relationships were found between the frequency of social media posts and amount 

raised, number of donors, or average amount given per donor” (p. 25).  He 

recommended donors to actively post on Twitter to increase engagement with 

potential donors. 

Fundraising on Organizations’ Websites 

The study sought to find out if the organizations’ website has a donate button. The 

findings are shown in Table 4.6. 

Table 4.6: Presence of Donate Button on the Website 

  Frequency Percent 

Yes  7 70 
No  3 30 

Total   10 100 

The study findings showed that 70% of the organizations reported having a donate 

button on their website while 30% of them reported not having one. Organization’s 

website, e newsletter and donate buttons need to be central to the planning and 

execution of online campaigns. These are directly connected on the return on 

investment from using social media for fundraising (Mansfield, 2012). Websites that 

are burdened with too much text or too much images without consistency in color 

scheme and size may not be effective for communication and fundraising campaigns. 
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Organizations’ websites observed in the study fit in Mansfield (2012) suggestions for 

what an effective website should be: 

1. Have a simple, visually powerful web 2.0 home page design. 

This home page should have large, good quality images and minimal texts. 

Navigation should be bold, bright and obvious. He suggests that the e newsletter, 

donate button and group text messaging should be on the right upper hand corner of 

the home page. 

2. Have a consistent design throughout all secondary navigation and content 

pages.  

“All content pages should be the same size and consistent in layout and color scheme. 

Colors used should be limited to three of four” (p. 87).  Images should be consistent in 

size, resolution and position in every page.  

3. Format text for easy reading 

Paragraphs should be brief, limited to up to four sentences. Headlines should be bold. 

The pages should be kept short, without need for excessive scrolling. 

4. Limit the layout to two columns 

‘‘A little over two thirds of one of the columns should be for content of that page; the 

other column should be for navigation and ‘‘graphics for special campaigns” (p. 89). 

5. Page titles should increase the organizations’ Search Engine Optimization 

(SEO) 
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Every page should have a unique title.  The home page should have the organizations 

name and tag line. Making the website unique makes it appear in search results. 
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6. Subscribe to E-newsletter and group text messaging functionality 

A subscribe button, allowing visitors to sign up for newsletters should be on the home 

page and secondary pages of the website. To make this button effective, the subscribe 

process should be kept as easy as possible. Asking for multiple pieces of information 

for a user to be able to subscribe may result in loss of potential subscribers. 

7. Include social media icons  

Having Facebook and Twitter Icon for example, on the website may result in new 

Facebook fans and twitter followers. More followers increase chances of recruiting 

more donors. 

8. Have the donate button on every page 

This button should be on every page of the website and in close proximity with the 

social media icons. Mansfield (2012) stated that online donors are often impulsive and 

do not want to navigate through.  

Out of the 70 % of the organizations in the study that had a donate button, 57% 

indicated that people clicked on the ‘donate button’ to make donations while 43% 

indicated that people do not click on the ‘donate button’ to make donations. 

9. Host the organization’s blog inside the website 

Having the organizations blog in the website helps with branding and search engine 

optimization. Every time a blog post is promoted on social media or on the e 

newsletter, it drives traffic to the website. 
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Donation Through the Organization’s Website 

The study sought to understand the instance when people are most likely to donate 

through the organization’s website. The study findings are summarized in Figure 4. 

 

Figure 4.5: Instance when People are most Likely to Donate Through Website 

Those donors that make donations through organizations’ websites, 10% give even 

when there is no campaign while 60% give both when there is a campaign and when 

there is not while 30% of the respondents were not sure of the giving patterns of their 

donors. 

Mansfield (2012) noted that ‘‘the return on investment from using social media …is 

directly connected to how well designed your website is, the size of your e newsletter, 

the quality of the content you provide and the vendor you select to process your 

online donations” (p. 4). 
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Out of the 7 organizations under study that had a donate button 6 had it on the top 

right of the homepage. Others had it in ways that it was visible in all other pages of 

the website. Only one organization had the donate button at the bottom right side of 

the website. The button is however inactive. It does not direct you to a giving 

platform. 

The donate button of the Kenya Wildlife Trust is found on the top right corner of their 

website.  Clicking on the donate Icon leads to a donate page that gives instructions on 

different ways to donate to the organization (offline ways). Notably, their online 

donations are not active yet with a message to that being online donations coming 

soon. The organization reported that they were working on securing online donations. 

The 7 organizations that had active donate buttons had somewhere in the donate page 

a message assuring the donors of the security of their online donation. 

The web pages with active donate buttons had: 

1. Illustrations of how the donations are used. Mara Naboisho indicated that 90% 

goes to projects while 10% goes to supporting activities (administration fees). 

Africa Wildlife Foundation showed that 87% goes to programs, 10% to 

fundraising and 3% to administration.” 

2. Confirmation of security of the online donations 

3. Up to date audited financial statements of the organization. 

4. Different donate options (gift membership, leadership giving, employer 

matched gifts, legacy gifts, memorial or honor giving, workplace giving). 

There is also an option for different amounts and the donors’ desired 

frequency of giving. 
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5. International organizations had Charity rankings. Some potential donors check 

charity navigator for rankings before they give for instance this review on The 

Nature Conservancy’s Facebook page review 

I check charities ratings on Charity Navigator, what they do, and 
CEO/Executive Directors salaries before I give. This Charity is a 3 star 
with a rating of 83 out of a 100 and CEO with a $731,827 salary. 
Outrageous compared to over twenty similar charities I checked. They 
had salaries between $20,000 and $225,000 with 4 stars and ratings in 
the 90’s. 
 

6. Offers alternative ways of giving for instance, giving in honor of someone, 

giving monthly, making a planned gift, mailing donations 

Mansfield (2012) suggested that ‘‘a large colorful donate button should be featured on 

your home page and on every other secondary page thereafter. Ideally, the button 

should be in close proximity with your social media icons…” (p. 12). 

Fundraising on Crowdfunding sites 

Only 3 (30%) out of the 10 organizations in the study used crowdfunding sites to raise 

funds. All of those reported the crowdfunding as successful. “Crowdfunding involves 

marketing directly to your existing and new donor base to help you raise donations for 

a specific campaign” (mobilecause.com, para. 3). Crowdfunding requires keeping 

people updated throughout the campaign to keep them motivated and informed of the 

progress being made towards your goal.  

African Wildlife Foundation does not crowdfund on the often used crowdfunding 

sites. Rather, on their website, next to the donate button is the ‘Fundraise’ icon that 

allows users to run peer to peer fundraising campaigns for the organization amongst 

their circles and for specific projects of the organization that they most like.  It is the 

organization’s style of crowdfunding. About 387 campaigns are featured at the time 
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of the study. 94 (24.29%) of the featured campaigns had raised US $ 48 355 as at the 

time of the study. Among them the featured campaigns; 

Emily’s ‘5K for elephants’ campaign raised US $ 1 450, Memorium for Cecil the lion 

that raised US $ 600, and Dave’s Marathon for Gorillas raised US $ 1 346. Other 

campaigns had raised as little as US $ 10 while others had raised nothing at all. 

Conservation International, in partnership with the crowdfunding site Everyday Hero, 

enables one to create a fundraising campaign through Facebook or email. At the time 

of the study, no campaign was running, and past campaigns were not visible. Adding 

to Everyday Hero, the organization runs Facebook Fundraisers. This is a form of 

crowdfunding on Facebook. A Facebook fundraising campaign by the organization 

launched on November 5, 2018 had raised USD 62 of the USD 400 target in 2 days. 

Some of the other Facebook fundraisers at the time of the study included: 

1. One user pledged Birthday (Oct 26- Nov 16), raised USD 300 of the 300 

targets in 13 days. 

2. Another birthday Fundraiser raised USD 292 of her USD 100  

3. Another fundraiser raised USD 1850 of the USD 2500 in 4 weeks 

4. A birthday fundraiser raised USD 970 of the target USD 1 000 in 4 weeks. 

Land and Life Foundation, in their crowdfunding appeal for ‘Wildlife Warrior annual 

retreat’ raised 572 Pounds of the target 1500 Pounds which makes 38% of target. The 

campaign ran from November 3rd, 2017 to January 1st, 2018. The organization, in a 

similar campaign, between April 5th to 4th August, raised 270 pounds of 1500 (18%) 

of the target. 

Mara Naboisho in April 21, 2016 launched #ComingTogether for people and wildlife 

campaign that ended August 26, 2018. The campaign raised USD 38 649 which is 
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77% of the targeted USD 50 000 through the crowdfunding site Indiegogo.com. 93 

people gave towards the campaign.  

Outlaw, 2013, states that ‘‘for crowdfunding to work, you need a combination of 

elements including a great idea, an engaged following, compelling thank-you perks 

and several months that you can dedicate to your campaign” (p. 10). 

In the crowdfunding campaigns that the study observed, there was none that involved 

videos. All the campaigns employed text and photos. Lauro et al. (2019) citing a study 

on UK fundraising, stated that 57% of donors watch videos before giving online. 

Keeping videos on crowdfunding sites between 90 to 120 seconds long increases the 

chances that potential donors will watch it instead of saving it for later which they 

may never do (Heyman, 2016). 

Interview Guide Analysis 

The researcher interviewed five fundraising staff from the organizations with the aim 

of understanding their approach for fundraising on Social Media. The views of these 

fundraisers are hereby presented. 

All five fundraisers seemed to agree that social media, especially Facebook and 

Twitter are better for creating awareness about a fundraising campaign as compared to 

actually raising the funds. Social Media increases Brand awareness of the 

organization which in turn may result in raising funds when a fundraising campaign is 

launched.  

Websites and crowdfunding are preferred because of the security of online donations; 

which is a responsibility of the organization. 
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Some of the fundraisers reported having some of their major institutional donors 

demanding for reports on how the organizations were using social media.  

The fundraisers cited the active users of Facebook and Twitter as between ages 18- 30 

and with not much purchasing power to give but with time and skills to create 

awareness about a campaign.  

Summary of Key Findings 

The following were some of the study findings, as per the study objectives. 

Key findings by objective 

Research Objective 1: To examine the effectiveness of social media as a fundraising 

tool used by nongovernmental wildlife organizations to raise funds. 

Findings 

1. There is an increasing popularity in utilization of social media by individuals 

and organizations. 

2. Whether people will give or not towards a fundraising campaign, they will 

like, comment and share the campaign in the case of Facebook or retweet, like 

and comment as in the case of Twitter. 

3. Proposals, fundraising events and one on one soliciting are the most popular 

ways of fundraising besides using social media. 

Research Objective 2: To evaluate ways in which organizations engage their social 

media audience for fundraising. 

Findings 

4. Organizations use social media more to create awareness about their 

organizations’ activities and campaigns- than directly for fundraising. 
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5. Organizations post briefs of fundraising campaigns on Facebook and Twitter 

and end the posts with links to their websites or crowdfunding sites which 

have more detailed information on the fundraisers 

6. People giving on the social media sites in the study gave in small amounts 

towards the targeted amount 

7. Fundraisers on social media have clearly labelled timelines, campaign 

message and the amount a particular fundraiser targets to raise.  

Research Objective 3: To find out emerging trends in social media fundraising 

campaigns that make some and not others successful.  

Findings 

8. Organizations are getting into partnerships and promotions with for profit 

enterprises to raise funds 

9. In August 2017, Facebook introduced a Facebook fundraiser as a new feature 

on their site to enable users to raise funds for causes they care about. Some 

organizations are utilizing this feature. 

10. Social media fundraising campaigns are not set to last more than 4 months 

11. The regional and international organizations have been ranked by 

organizations that verify and rank charities as worth giving to. 

12.  To increase donor confidence, the organizations have a statement confirming 

security on online payments on the social media sites where the campaigns 

are hosted 

13. Organizations list especially on the websites in the case of this study, how 

they utilize donor funds. 
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14. Some organizations post their audited financial statements on their websites 

for accountability and to build donor confidence. 

Summary 

This chapter has presented the quantitative and qualitative data collected for the study. 

The researcher has also discussed the analyzed data and its interpretation. Finally, the 

chapter has presented a summary of the key findings. 
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

Introduction 

In this chapter, the researcher discusses the key findings of the study in relation to the 

study objectives and the theoretical and conceptual frameworks. The researcher also 

makes conclusions and explains how the research questions were answered. Finally, 

the chapter presents recommendations of the study and recommended areas for further 

study. 

Discussions of Key Findings 

Effectiveness of Social Media as a Fundraising Tool 

The study established that whether people will give towards a fundraising campaign 

or not, they will engage with the campaign post by way of likes, comments, retweets 

and sharing the campaign post. This makes social media effective for engaging with 

an organization’s audience. It creates a platform for having people who care about the 

same cause as an organization to come together. They may share information that is 

of interest in regard to the key activities of the organization. When an organization 

has created successful online relationships, stakeholders could become a champion of 

the organization. This has the potential to supplement an organization’s overall 

strategy of increasing the offline activities of supporters which include donating, 

hosting fundraisers, and volunteering (Levenshus, 2010). This is because even when 

people do not give but engage with a post, it increases the chances for the visibility of 

an organization because each like, share, retweet or comment reaches other people in 

the networks of the one who has shared. 
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In the benevon model for fundraising for nonprofits (2018), this engagement between 

an organization and its social media audience may fall in the category of cultivation. 

Kiiru (2010) stated that this first stage of fundraising is about establishing and 

maintaining relationships. It is after building these relationships that “nonprofit 

organizations need to understand how to translate that online activity with current and 

potential donors into offline activity of making a monetary contribution” (p. 20). 

Why People Give 

Mobilecause.com (2018) suggested that psychological motivators inspire people to 

give.  Some of the reasons people give include: 

Empathy and storytelling using compelling videos, photos and stories that end in a 

call to action. Impact reporting that involves telling of the success of your efforts. 

This lets the donors know that what they are doing is making a difference. 

Social pressure - this works well for peer to peer fundraising in which case people 

give because they see others doing so. From the study, social pressure may be the 

reason why the peer to peer crowdfunding was successful where it was applied. 

Scarcity - this involves creating urgency in order to get people to give. 

Small first step - letting people make small commitments at the beginning; which is 

likely to lead to bigger commitments in the future. 

For an organization’s audience that is already giving, the findings of the study suggest 

that social media would be platform for stewardship; In stewardship, the organization 

may use social media to acknowledge and appreciate the support of donors. Creating 

awareness about the impact of an organization’s impact creates an opportunity for 

future engagement with them as well as an opportunity for them to share about the 
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organization with their connections. ‘‘All those who give their resources have 

expectations from their beneficiaries. They expect the organization or the individual 

receiving the money or gift to use it efficiently and for the purpose for which it was 

given” (Chikati, 2010, p. 44). This statement by Chikati may explain the reason why 

some organizations under study posted statements explaining the how funds are 

utilized. Others made their audited financial statements available on the website and 

others showed their charity rankings. 

Giving on Social Media 

Millennials (between 24 to 38 years) and Generation X (between 39 to 54 years) are 

keen to give and prefer giving online instead of in cash or by writing cheques. These 

groups make the largest population of the work force, thus most of them have an 

income. They tend to spend more time on social media. In relation to the theory of 

diffusion if innovation, they could lie between innovators and early majority. The 

reason that this generation spends time on social media makes it important for 

nonprofits to have mobile friendly web access. Mansfield (2012) has agreed with this 

observation, stating ‘‘millennials prefer mobile” (p. 5). While 40% of Millennials are 

reported as enrolled in a monthly giving program, 86% of them report giving to 

nonprofits. Chung (2018) reported that 46% of millennial donors give through 

crowdfunding. About 32 % donate to religious and spiritual causes, 18% to human 

rights causes. They are the top supporters of human rights and international 

development, child development and victims of crime and abuse (Burke, 2018). 

About 50% of Generation X are enrolled in a monthly giving program. They are 

reported as giving more frequently compared to other generations. Chung (2018) 

reported that ‘‘generation X is inspired to donate by a message or image they saw on 
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social media” (para. 3). About 38% of generation X donate to religious and spiritual 

causes, 9% to human rights causes. They are the top supporters of health services, 

animal rights and welfare and environmental protection (Burke, 2018). Both Gen X 

and Millennials report that their decision to give is determined by the impact of their 

gift. This emphasizes the need to indicate on the fundraising campaign how the gifts 

will be spent.  

Generation Z (Gen Z), born between 1996 to currently, have been nicknamed the 

‘Philanthroteens’ because of their motivation to give and support social change 

(Chung, 2018). By 2018, 30% of the Gen Z had already given their own money and 

19% of them had volunteered their services to nonprofits by 2018. Gen Z are reported 

as ‘‘heavily active on social media, they trust social media influencers and hungry to 

make the world a better place” (Chung, 2018, para. 4).  

Ways in which Organizations Engage their Social Media Audience 

The study found out that social media, especially Twitter and Facebook posts were 

brief and ended with links to the organizations’ websites or crowdfunding sites. This 

may be attributed to security of payments where donors may want to make online 

payments in a way that guarantees the security of their bank accounts. This may be so 

especially for donors who may be classified as late majority and laggards in the 

Theory of Diffusion of innovation as used in this study. This category of people, the 

theory suggests, are slow in adopting innovation; giving on Facebook and Twitter in 

this case. 

While some donors may be classified as late majority and laggards, so may be some 

organizations. The study found out that one of the ten organizations (10%) under 

study are already utilizing Facebook’s new feature ‘fundraisers’ that was launched in 
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2017. This organization may be classified as the early majority with reference to the 

theory of diffusion of innovation. As at the time of the study, the fundraisers were 

bringing in money by utilizing the new feature: 

1. One user pledged Birthday raised USD 300 of the 300 targets in 13 days. 
2. Another birthday Fundraiser raised USD 292 of her USD 100 target in  
3. A FB campaign by the organization launched on Nov 5 2018 raised USD 62 of 

the USD target of 400 in 2 days. 
4. Another fundraiser raised USD 1850 of the USD 2500 in 4 weeks 
5. A birthday fundraiser raised USD 970 of the target USD 1000 in 4 weeks. 

To examine how a nonprofit organization uses social media as a relationship building 

tool, Waters, Burnett, Lamm, and Lucas (2009) analyzed 275 U.S. nonprofit 

organizations’ use of Facebook. The purpose of the study was to examine “how 

organizations use Facebook to engage stakeholders and foster relationship growth” (p. 

102) by specifically looking at organizations by type based on the Association of 

Fundraising Professionals categorizations. Those nonprofit organization categories are 

arts and humanities, education, healthcare, human services, public/society benefit, and 

religious (p. 103). The authors noted that organizations want to utilize Facebook but 

may lack the financial or human resources to have someone constantly monitor the 

page. Using content analysis, the researchers found that most organizations were not 

using Facebook to its fullest extent. While many organizations were using Facebook 

to disclose information about the organization, most were not encouraging 

conversation or posting of unique content from its audience. Based on the findings 

from this study, the authors suggested that nonprofit organizations devote some 

thought to implementing more interactive strategies. 

While implementing interactive strategies, Kapin and Ward (2013) gave general 

guidelines on posting to social media: 
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1. Limit posts broadcasting information and links, unless it is live reporting 

2. When thanking people for responses, retweets or other general engagement, 

consider including multiple people in one tweet to decrease the number of 

very similar messages 

3. When answering questions, ensure to reply mentioning their name first 

4. When providing resources from another organization, mention them in the 

post so they can further support follow up questions or comments 

5. Track posts and the responses to inform your goals and set limits for the 

number of posts each day or week. 

The in-depth interview revealed that organizations under study used social media 

to share information about the activities of the organization. However, in their 

study Saxton and Waters (2014) found that social media posts that end with a 

clear call to action that includes soliciting funds elicited the highest number of 

reactions. With this their study concluded that organizations should post messages 

that ask stakeholders to do something for the organization rather than only say 

something about the organization.  

Emerging Trends in Social Media Fundraising 

This study found out that most of the organizations’ audience on social media, 

especially Facebook and Twitter have low buying power and therefore are not likely 

to give in huge amounts. Donations from individuals-who a fundraiser is likely to 

meet on social media- as opposed to corporate, foundation, or government gifts - 

which are likely to come from offline efforts - continue to represent the main source 

from which funds are raised (Knowles & Gomes, 2009; Ko, Gibson, & Kim, 2011). 
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As agreed by Merchant and Ford (2008), those donations are often smaller amounts. 

Other studies have established that all generations have developed a significant 

presence on Facebook. Therefore, fundraisers should focus their efforts on age 

specific relationship-building process from which financial contributions will come.  

At the same time, scholars have noted that the age profile of active social media users 

is shifting upwards as the younger generation move to newer social sites such as 

Instagram (Gilbert, 2016). These older generations are aged 55 years and above are 

less active on social media compared to the youth and professionally active 

generations. A 2017 Edge research conducted on behalf of the Blackbaud Institute for 

Philanthropic Impact estimated found that boomers (ages 56-75 years) make 41% of 

philanthropic giving. The study also found the average donor age to be 64, indicating 

that boomers will remain the vast of nonprofit donors for the next several years. In the 

study, 35% this category of donors mostly gives through organizations’ websites, 

27% through mail while 11% give through social media (Kiger, 2018). In another 

study by Classy.org, 35% of boomers give through crowdfunding (Chung, 2018). 

About 49% of the boomers want to know about a nonprofits finances before they 

donate. 48% donate to religious and spiritual causes, 8% to human rights causes. They 

are top supporters of first responder organizations (Burke, 2018).  

Fundraisers may need to focus on campaigns that will attract many people who will 

give in small amounts and thus may require more time for an organization to raise an 

amount targeted in a social media fundraising campaign.  As the study found out, 

most of the campaigns lasted at least four months. This timeline may also be 

explained by part of the Theory of diffusion of innovation which states that people 

react to new ideas at different speeds. Creating time for people in the four categories 
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of the theory (innovators, early majority, late majority and laggards) to deliberate on 

whether to give or not may allow more people from each of the categories to give.  

While social media sites increase, so is the demand for a fundraiser to increase an 

organization’s presence in the increasing sites. Tools to manage posting and 

campaigns on multiple sites have also been developed. Tools for example Hootsuite 

help in managing mentions, lists and scheduling posts. Others such as BuzzSumo help 

in identifying key influencers related to the nonprofit. This helps in identifying 

individuals to cultivate and prioritize for Twitter fundraising (Heyman, 2016). 

Time for Social Media 

This study agrees with others that social media allows nonprofits to reach a 

geographically spread out audience. This means that these people are living in 

different time zones and therefore they cannot all be reached at once. To maximize on 

reaching people, tools such as Facebook insights, which is a free analytics tool, help 

to analyze posts and how they perform. Facebook insights give information on likes, 

comments, views and shares. This information helps to determine time when majority 

of followers are likely to be online and thus plan the posting accordingly. Using 

Hootsuite for social media posts ensures that there are no lapses in the flow of 

content. At the same time, to have success in social media fundraising it is important 

to ensure the content is fresh and not all of it is from your organization (Zuckerberg as 

cited in Kanter & Fine, 2010). 

Conclusion 

This study agreed with multiple scholars in the observation that the benefit of social 

media is its viral nature making it reach wide. When an organizations’ supporter 

retweets, likes or shares a post, it reaches a new set of potential supporters. It is about 
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building a community and relationships with people and being able to ask these 

people for support to an organization. Social media is particularly effective in 

engaging younger donors who are not responsive to traditional fundraising campaigns 

(Wankel & Wankel, 2011). Therefore ‘‘social media fundraising must be part of any 

organizations plan but it should not be the whole plan. It does not work instantly; it 

takes time to drive traffic to a website, or to build an active following on social media 

platforms” (Klein 2016, p. 150).  

Social media is good for recruiting donors, but an organization needs to keep in touch 

with these donors in other traditional ways such as personalized mail, phone calls, 

personal invitations and personal solicitation. Mathos and Norman (2012) observed 

‘‘fundraising on social media has to be approached authentically, with respect for 

your communities…some of the most successful campaigns start off with a simple 

idea focused on awareness with the added benefit of fundraising.” (p. 140). 

People connect by interacting with others in personal ways and social media has 

become a catalyst for these interactions. These personal interactions can be used to 

raise funds for an organization based on the premise that ‘‘people give to people with 

causes, not to organizations. People need to feel a personal connection to the causes 

and initiatives they choose to donate to” (Hart et al., 2007, p. 53). The observation by 

the author, may be used to explain why social media fundraising has not fully taken 

over from traditional way of fundraising; proposals and fundraising events being the 

most popular. 

While there is opportunity for organizations to raise funds on social media, this new 

innovation has not been fully adopted by both donors and organizations and thus need 

for more fundraising efforts both offline and online. 
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Recommendations 

The study found that organizations under study were not able to meet their 

fundraising targets by relying on social media alone. This finding is consistent with 

Kapin and Ward (2013) who suggested that because many organizations are not yet 

raising much money on social media, it is important for an organization to establish 

social media metrics. They gave four metrics that an organization should consider 

reviewing on a monthly basis as part of the fundraising campaigns: 

1. Analyze growth of social media followers 

2. Analyze engagement with people on social media- fundraising is about 

building a community and relationships with people. Add up Facebook likes, 

comments, Twitter shares, mentions and retweets. Determine if these were 

more, less or unchanged during the fundraising campaign compared to other 

times. It is also important to read through the comments and determine 

whether they were positive, negative or neutral. 

3. ‘‘Create unique source URLs for fundraising pitches for each social media 

channel. This will help determine donation rates for each social network and 

associated fundraising pitches” (p. 91). 

4. ‘‘Determine the average donation size by dividing the total number of 

donations by the number of donors” (p. 97).  

To the recommendations of Kapin and Ward (2013) the researcher, on the basis of the 

findings of the study, suggests the following:  

1. NGOs using social media sites for fundraising may capitalize on cultivation 

(building relationships) and stewardship (acknowledging and showing impact) 

before embarking on soliciting (asking for money). This is especially so for 
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Facebook, Twitter and Crowdfunding sites. Websites seem to be exempted of 

this since they have the information about the organization that may not be 

available on the other sites. 

2. NGOs could pursue social media fundraising alongside traditional fundraising 

approaches since the new innovation has not been fully adopted. 

3. NGOs may encourage their audience to utilize Facebook fundraisers and to 

host fundraising campaigns on their behalf on crowdfunding sites. This will 

expose the organizations to new networks, increase their visibility and 

enhance their chances of raising funds from far and wide. 

4. Organizations websites could be kept interactive, updated, with detailed 

information and secure so as to build the confidence of donors since they may 

be the only source of information a potential or even existing donor may have 

before deciding on whether to give or not. 

Recommendations for Further Research 

1. Blogging emerged repeatedly as a social media activity with potential to raise 

funds, although it was not an area of focus in the study. Blogging - to share 

information in depth would be a way to cultivate organizations’ potential 

donors and acknowledge current donors. Studies have concluded that donors 

give to organizations whose information they have. This study found that 

organizations were using the social media platforms under study to pass 

information. However, the platforms may be limited to how much content can 

be posted and thus blogging would allow for more detailed information. 

Blogging to share in depth information ‘‘leads to donors feeling educated, 

invested and included in the work of nonprofit aside from just giving money” 

(Whitaker, 2014). Non-profits may think of a blog as ‘‘a 24 hour fundraising 
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professional” (Temple, et al., 2009, p. 77). If the donate button is nearby, any 

blog post is a mini case statement for the cause” (Temple, et al., 2009, p. 243). 

Therefore, the researcher suggests blogging as an area of study in social media 

fundraising. 

2. The researcher looked at the use of social media for fundraising and therefore 

suggests a study on specific aspects of fundraising including the impact of 

messaging and timelines on social media fundraising. 

3. The study found out that social media is more effective for cultivating 

relationships and stewardship, thus, a future study may look into how to turn 

the relationship built into regular donors.  

Summary 

This chapter has shown the study findings, drawn conclusions and given 

recommendations. Additionally, the author has recommended areas for further 

research. 
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APPENDICES 

Appendix A: Questionnaire 

Hello. My name is Mary Gathoni. I am studying Master of Arts in Development 

Communication at Daystar University. I am conducting a research on ‘Use of social 

media for fundraising by nongovernmental wildlife conservation organizations in 

Karen.’ I request you to take some of your time to fill in this questionnaire. Your 

responses will be treated with utmost confidentiality and only for the purpose of this 

study. 

Demographics of respondent 

1. Gender           Male              Female 

2. Age bracket            18-25         26-33           34- 41           42-49           50 and 

above 

3. What is your position in the organization?  

---------------------------------------------------------------------------------------------- 

4. What is your working experience in fundraising/ social media?   

       0-5 years        6-10 years        11-15 years       16-20 years      over 20 

years   

Demographics of the organization                                                                                                                                     

5. When was this organization established? 

----------------------------------------------------------------------------------------------

What are the key wildlife conservation activities of the organization? 

---------------------------------------------------------------------------------------------- 

6. For how long have you been working for the fundraising/ communication 

department of this organization? 

---------------------------------------------------------------------------------------------- 
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7. What is the category of your organization? 

                    National             Regional            International 

8. On which social media platforms does your organization engage with your 

donors? 

      Facebook          Twitter          Crowdfunding sites        Your organization’s website       

Others (Please specify) ---------------------------------------------------------------------------         

9.  Which social media platforms does your organization use for fundraising? 

Facebook          Twitter          Crowdfunding         Your organization’s website        

Others (Please specify) ----------------------------------------------------------------------

- 

10. Other than social media, how else does your organization raise funds?  

---------------------------------------------------------------------------------------------- 

11. How often do you run social media for fundraising campaigns? 

Very Often Quite often Often Not quite 

often 

Rarely often 

     

 

12. Which social media campaigns have you recently conducted? 

Campaign Social 
media 
platform 

Met 
financial 
Target  

Did not 
meet 
financial 
target 

Reason attributed for 
meeting/ not meeting 
financial target 
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Fundraising on Facebook  

13. How many Facebook followers does your organization have? -------------------- 

14. In one of the campaigns that raised funds: 

15a. How many people shared the campaign with their followers? ------------------- 

15b. How many people liked the campaign? ---------------------------------------------

- 

15c. How many new followers did you get during and post the campaign?  --------- 

15d. What was the campaign time frame? ------------------------------------------------

- 

15. In one of the campaigns that funds were not raised: 

16a. How many people shared the campaign with their followers? ------------------- 

16b. How many people liked the campaign? ---------------------------------------------

- 

16c. How many new followers did you get during and post the campaign? ---------

- 

16d. What was the campaign time frame? ------------------------------------------------

- 

Fundraising on Twitter 

16. How many Twitter followers does your organization have? ----------------------- 
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17. In the twitter fundraising campaign where you raised funds: 

18a. How many people retweeted the campaign with their followers? ---------------

- 

18b. How many people liked the campaign? ---------------------------------------------

- 

18c. How many new followers did you get during the campaign? --------------------

- 

18d. How long was the campaign? --------------------------------------------------------- 

18e. Did you campaign trend?        Yes      No 

If yes, for how long? ------------------------------------------------------------------------- 

If No, why do you think it did not? --------------------------------------------------------

- 

18. In the twitter fundraising campaign where funds were not raised: 

19a. How many people retweeted the campaign with their followers? ---------------

- 

19b. How many people liked the campaign? ---------------------------------------------

- 

19c. How many new followers did you get during and post the campaign? ---------

- 

19d. How long was the campaign? --------------------------------------------------------- 

19e. Did you campaign trend?           Yes           No 
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If yes, for how long? ------------------------------------------------------------------------------

If No, what are some of the reasons you think it did not trend? ---------------------------- 

Fundraising on organizations’ website 

19. On average, how many people visit your website monthly? ----------------------- 

20. Do you have a donate button on your website? 

             Yes               No 

21 a.  If yes, do people click to make donations?         Yes         No 

21b. If No to question 21, why do you not have one? ----------------------------------- 

If No to question 21a, what may be the reasons? ----------------------------------------

- 

21. If yes to question 21a, when are people most likely to make donation through 

the donate button?  

During a fundraising campaign          Even when there is no campaign,       I am 

not sure 

Fundraising on Crowdfunding sites 

22. Which crowdfunding sites do you use to run fundraising campaigns? 

---------------------------------------------------------------------------------------------- 

23. In the crowdfunding campaign where funds were raised: 

24a. How many people gave money during the campaign? ----------------------------

- 

      24b. What percentage of the funds target was met? -------------------------------------

- 
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      24c. How long was the campaign? -------------------------------------------------------- 

24. In the crowdfunding campaign where funds were not raised: 

     25 a. How many people gave money during the campaign? ----------------------------

- 

     25b. What percentage of the target did you meet? ---------------------------------------- 

     25c. How long was the campaign? ---------------------------------------------------------- 

Thank you for your participation! 

Consent - For Questionnaire Respondents 

Hello. My name is Mary Gathoni. I am a Master of Arts in Development 

Communication student at Daystar University.  

I am undertaking a research study ‘Use of social media for fundraising by 

nongovernmental wildlife conservation organizations in Karen.’  I am inviting you to 

fill in a questionnaire that will take about 30 to 45 minutes, in which I will be asking 

about your organization’s involvement in raising funds on social media. You will fill 

in the responses on the questionnaire yourself. I suggest bringing the questionnaire to 

your office, although I will follow up with you so we can settle on the most 

convenient place and time. 

The risks for doing this study are minimal. Please feel free not to answer any 

questions that you feel uncomfortable about. You may also withdraw from the 

interview at any time.  

There aren’t any financial benefits for participating in the research, however, the 

research findings may be beneficial to your organization in your future social media 

fundraising efforts. The researcher will give you a final copy of the findings of this 

research. 

Your responses will be treated with utmost confidentiality.  

Thank you for being part of this study. 
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Signed 

Mary Gathoni         

Respondent---- 

 

Principal Investigator       

 Organization  
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Appendix B: Interview Schedule 

Hello. My name is Mary Gathoni. I am studying Master of Arts in Development 

Communication at Daystar University. I am conducting a research on ‘Use of social 

media for fundraising by nongovernmental wildlife conservation organizations in 

Karen.’ I request for a few minutes of your time to conduct an in-depth interview for 

the study. Your responses will be treated with utmost confidentiality and only for the 

purpose of this study. 

1. Among Facebook, Twitter, organizations’ website and crowdfunding, which 

are your preferred social media fundraising platforms (in order of preference)? 

2. What is the reason for the order of preference? 

3. When running a social media fundraising campaign, what determines your 

choice of the social media platform? 

4. Before the emergence of social media fundraising, what ways of fundraising 

were you using? 

5. Some campaigns on social media result in the raising of funds and others do 

not. What makes the difference? 

6. In planning for a social media fundraising campaign, what are the factors you 

need to consider so that the campaign is successful? 

7. Other than raising of funds, is a social media campaign useful in any other 

way? 

8. How do you monitor funds raised as a result of a social media fundraising 

campaign? 

9. What is your timeline between one social media fundraising campaign and 

another? 

10. What are the emerging trends you have observed in social media fundraising 

campaigns? 
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Thank you very much for your time! 

Consent - For interviewees 

Hello. My name is Mary Gathoni. I am a Master of Arts in Development 

Communication student at Daystar University.  

I am undertaking a research study ‘Use of social media for fundraising by 

nongovernmental wildlife conservation organizations in Karen.’  I am inviting you to 

do a one on one interview that will take about 45 to 60 minutes, in which I will be 

asking about your organization’s involvement in raising funds on social media. I 

suggest having the interview in your office, although I will follow up with you so we 

can settle on the most convenient place and time. 

The risks for doing this study are minimal. Please feel free not to answer any 

questions that you feel uncomfortable about. You may also withdraw from the 

interview at any time.  

There aren’t any financial benefits for participating in the research, however, the 

research findings may be beneficial to your organization in your future social media 

fundraising efforts. The researcher will give you a final copy of the findings of this 

research. 

Your responses will be treated with utmost confidentiality.  

Thank you for being part of this study. 

 

Signed 

Mary Gathoni ___________ 

Interviewee____________ 

 

Principal Investigator _______________      

 Organization______________      
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Appendix C: Ethical Clearance 
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Appendix D: Letter of Introduction from Daystar University 
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