How to ask
for a donation
Asking for a donation can be difficult for some people, but
for others, it comes easily. There are many ways to ask for a
donation, but before you jump in, there are a few things you can
do first that will make your ‘ask’ as effective as it can be.
Step 1: What’s your why?

Step 2: Set yourself a goal

Before you ask others to donate, have you thought about
why you signed up for the challenge? And why others
should support you?

Yes, we set you a minimum fundraising target, but the sky is
the limit! Don’t be afraid to set a higher goal and if you hit
your first goal, set a new one and keep going!

•

Do you have a connection to cancer that has brought
you to Smiling for Smiddy? Is there a family member,
friend or colleague that you’re riding in honour of?

•

Does it just sound like a great ride and a great cause?
You love to ride and want to support a good cause while
you do it—you’re paying it forward.

Remember to keep your supporters involved in your journey
by letting them know when you are close to or hit your
fundraising milestones. Who knows, they may even be
motivated to donate again to get you across the line!

•

Step 3: Donate to yourself

Or maybe you just want to challenge yourself and
what better way than to support cancer research
while you’re at it!

Sounds obvious, right? But it’s incredible how many people
forget to ‘walk the talk’ and reach into their own pockets
before asking others to donate.

There is no wrong answer and only you can know your
reason. This first step is all about identifying it so you can
communicate it to your networks. If you care about the
cause, your supporters should know why it’s important to
you and why you are going the extra mile to support it!

Kick off your fundraising campaign with a healthy donation
of your own to set the bar for the donations to follow and
inspire others to get on board.

This way, instead of feeling like you’re just asking people for
money, you make it sound like what it is: a chance for people
to make a difference.

Top Tip:

Let us know if you need help putting
your ‘why’ down on paper – give us a
call on 07 3163 8000 and we can help
you write your story.
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Step 4: Be strategic about
making your ask
You might be keen to get the wheels rolling and let
EVERYONE know exactly what you’re doing to raise funds
for cancer research at Mater, but there’s no need to smash
everyone with the same message for months.
Think strategically and divide your audience up into several
parts including family, friends, workmates and sporting groups.
This way, you can tailor your message to these three groups,
speaking to them in the specific tone you usually speak to
them in (your Nan might not respond to the same language
as your mates!).
Ideally you want your best supporters to donate first—to
follow your lead and match or beat your donation. This
should be an individual approach (not a ‘send all’ email)
addressed and personalised to each person.

Once your fundraising dollars are starting to roll in you can
hit up your next group of supporters. This could include work
colleagues or members of other social or sporting groups
you are connected to. For larger groups, a more generalised
email ask might suit, but where possible a personal touch is
always better! Whatever you choose, remember to always
include the link to your fundraising page.

Memory Jogger
Who can I ask to sponsor me?

Team

Sports/Social club
Suppliers

Notices
Board at the
corner shop

Social
Networking
Sites

Facebook

Instagram

Once you’ve
identified all the
different networks
you belong to,
think about the
best ways to
approach each
of these groups
for support.
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Work

Me

LinkedIn

Friends

Old school/
University friends

• If your best supporters are likely to be your family, friends
and colleagues, make your ask personal—face-to-face;
over the phone; or in a personalised email.
• When it comes to clients, suppliers etc. don't rule out asking
for a donation in the form of a gift voucher, product or service
which could be raffled or auctioned at an event or online.
• People may not always be able to give money,
so think about other ways they can help like
volunteering at your event, selling raffle tickets
or even hosting an event!

Clients

Colleagues

Family

Twitter

Don’t be afraid to pick up the phone and speak to them
directly. You can then follow up with an email to share the
link to your fundraising page.

Spectators

Neighbours
and Local
Community

Check out our
Memory Jogger

for help on identifying
your different fundraising
networks!

Step 5: Make your ask!
It’s important to capture people’s attention from the outset.
If you’re using email, your subject line is key!

Email example. (Note: your email needs to be in your words,
not ours—after all, they’re supporting YOU).

Why not start with something like:
I need your help

I want to make a difference

My next crazy adventure/challenge
Help us find the “needle in a haystack”
Together, we can keep the labs running and the lights on
Your message doesn’t need to be long—tell them what
you’re doing, why, and of course what they can do (donate!).
That’s right, make sure you actually ask for the donation—
many people say what they’re doing but forget to actually
ASK for a donation, then wonder why all they get back is an
email saying what a great job they’re doing.
Tell your networks how they can help. Don’t name a price.
Let people know how much you put down to kick-start your
campaign, but be careful of asking for a specific amount.
Instead, ask for as much as they’re comfortable giving.
Let people know that anything they can spare will make a
difference in the fight against cancer.

Dear
This August I will be embarking on an epic challenge.
I will be riding [INSERT KILOMETRES] as part of
[INSERT NAME OF CHALLENGE HERE] to raise vital
funds for game-changing cancer research projects
at Mater.
While scientific pursuits are embarked upon with
noble intentions, the realities of keeping labs
running and the lights on means researchers need
money—and this is where you come in.
Together, we are hoping to raise [INSERT GOAL
FUNDRAISING AMOUNT NOMINATED BY SMILING
FOR SMIDDY] to fund projects into melanoma, breast,
prostate and ovarian cancer. Can you help me
reach my goal of [INSERT FIGURE HERE] by donating
at [INSERT YOUR FUNDRAISING LINK HERE].
All donations of $2 or more are tax deductible.
Thank you for your support.

Step 6: Follow up
So you’ve sent out the request but not everyone has
donated. Don’t get yourself down, sometimes life gets in
the way and people forget to do it. This is a journey; keep
your supporters in the loop about how you’re tracking with
both your fundraising and your training.
Send out a quick email or social media post to tell them
about the training you’re doing. You can include a Strava file
of your long ride, or the past week/fortnight/month’s training
logs. Tell them how you’re feeling—has it been a tough
week? How are you feeling on the bike? Did you break your
bike? Did your bike break you?
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Take them on the journey with you and show them
how much work you’re doing to get ready for the
the challenge.
This is also a way to ‘soft ask’ and remind them to donate.
Include a link to your fundraising page and mention how
your fundraising is tracking to date. You can also provide
information about any upcoming fundraising events or
activities you’re doing.

Step 7: Thank you, thank you,
thank you!
Make sure you say thank you for every donation—and
you can’t say it enough! Pick up the phone, send them an
email or even acknowledge them in a post on social media.
Everyone loves a thank you. And regardless of whether they
donate $20 or $2000, everyone deserves one!

Here’s an example of a simple but effective thank you
email which you could send out pre-trip:

When you finally cross the finish line, send out a snap of you
celebrating the end of the trip and saying thank you again.
Make sure your supporters know how much their support
has meant to you and exactly how their dollars are making
a difference.

Top Tip:

One study on donor-centred
fundraising found that 85 per cent
of participants would donate again
if they received a personal thanks
and 86 per cent said they would
even give a larger amount.

Dear INSERT NAME OF DONOR,
I want to sincerely thank you for your donation
to my fundraising page.
As you know, I’ll soon be embarking on the
adventure of a lifetime, cycling [INSERT CHALLENGE
HERE]. It was my goal to raise [INSERT FUNDRAISING
GOAL HERE] towards our group total of [INSERT
GOAL FUNDRAISING AMOUNT NOMINATED BY
SMILING FOR SMIDDY] for cancer research at Mater.
Your contribution helps me get one step closer to
reaching my personal target.
If you’d like to follow our journey, jump onto
Facebook and ‘like’ the Smiling for Smiddy
Facebook page—they’ll be sharing photos, stories
and videos from our time on the road.
Thanks again for your generosity and support,
PS. You can see my up-to-date total on my
fundraising page here: INSERT FUNDRAISING
PAGE LINK.

The Email Schedule
Here are some suggested key timings that might help you structure when to send
your emails so you don’t overload your networks, but still keep them well informed.

Email #1:
Kick it off

Email #2:
Update

Send: Now

Send: One
month later
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Email #3:
Taking it
up a level

Email #4:
The countdown
is on!

Email #5:
I’m off, thank you
for your support

Email #6:
I did it! Thank you
for backing me.

Email #7:
Update – total
amount fundraised

Send: 6 weeks to go

Send: 3 weeks to go

Send: 1 week to go

Send: The day after

Send: <1 week after

