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I. EXECUTIVE SUMMARY
NonProfit PRO aims to provide valuable insights to
help your nonprofit succeed in all it does, so, in its
third year, our “Peer-to-Peer Fundraising Study” will
inform nonprofits about everything peer-to-peer from
the last 12 months. Now, we know the past year was
anything but ordinary, so this data will also show what
impact the COVID-19 pandemic is having on peer-topeer fundraising. In the “2021 Peer-to-Peer Fundraising
Study,” we asked all participants about peer-to-peer
fundraising — from details of nonprofits’ top-performing
events, to strategic planning, to technology’s role in peerto-peer fundraising.
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For those who need a refresher, peer-to-peer fundraising is a method by which nonprofits rely on
supporters for fundraising efforts. This fundraising approach typically takes the form of events,
individual fundraisers, team fundraisers, crowdfunding or social media fundraising, though virtual
fundraising became more prominent during the pandemic when in-person events were frequently
not possible or preferred. Peer-to-peer fundraising allows nonprofits to expand their donor bases
through participants’ individual networks and also allows participants to raise money for a cause they
feel passionate about.
Through this survey, we learned how peer-to-peer fundraising is recovering and yet still affected by
the pandemic. By asking survey participants to share details about their top-performing peer-to-peer
event, we were able to gain valuable insights into peer-to-peer fundraising as a whole.
Also, while education around peer-to-peer fundraising has improved over the years, there is still a
significant number of nonprofit employees unaware of what this fundraising method is or can do for
a nonprofit’s revenue. While the past year may not have been peer-to-peer’s strongest year, our data
still shows that peer-to-peer engagement can have a significant impact on fundraising revenues.
Finally, we took a look at communication and retention efforts of peer-to-peer participants and the
use of technology at these events to see what, if any, changes occurred in these aspects of peer-topeer fundraising.
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II. KEY TAKEAWAYS
Lack of Knowledge and/or Resources
n 51% of nonprofits did not engage in peer-to-peer fundraising, with half of that group not
doing so because of a lack of resources or time.
n 15% of respondents admit to not knowing what peer-to-peer fundraising is.

Effects of COVID-19 Pandemic
n In the first year that “virtual fundraising” is listed on the survey, it became the second
leading peer-to-peer strategy — only one point behind in-person events — during the past
12 months, according to 21% of nonprofits.
n Fundraising efforts remained steady for those who did peer-to-peer fundraising while
fundraising efforts decreased 13% from 2018 — the last time NonProfit PRO held this survey
— for those who did not.

Participant Engagement and the Use of Technology
n The majority of nonprofits now use technology for peer-to-peer events, with 60% citing the
use of software.
n More than half of respondents still admit to not having a strategic plan in place.
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III. RESEARCH METHODOLOGY
In order to learn more about the role peer-to-peer fundraising plays in today’s nonprofits, we
surveyed 266 respondents in August 2021 across two categories: those who have engaged in peerto-peer fundraising within the past year and those who have not.
When it comes to categorizing nonprofits (Figure 1), 33% of respondents served the human services
sector, followed by nonprofits focused on health (14%) and education (14%).

Figure 1: Nonprofit Category
Human services

33%

Health

14%

Education/high education

14%
9%

Arts, culture and humanities
Animals, environment and wildlife

6%

Youth development
Social advocacy
Religion/faith-based
Other (please specify)

5%
5%
4%
9%

Q. Which category does your nonprofit fall under?
n=222

Respondents also were more likely to be a part of a smaller nonprofit (Figure 2) with 58% having
fewer than 20 employees, though 17% employed 21 to 50 workers and 13% had a staff of 101 to
500 employees.

Figure 2: Nonprofit Size
Over 500

4%

101 - 500

51 - 100

21 - 50

13%

9%

17%

1 - 20

58%

Q. How many staff members does your nonprofit have?
n=222
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IV. LACK OF KNOWLEDGE AND/OR RESOURCES
Peer-to-peer fundraising remains elusive to too many nonprofits. While 39% of respondents engaged
in peer-to-peer fundraising in the past year (Figure 3), 51% did not and another 10% were unsure
if they did. While peer-to-peer fundraising dropped from 2018 levels when more than half (53%)
affirmed their efforts, that isn’t particularly surprising considering the remaining obstacles to having
a peer-to-peer event during a pandemic. What may be surprising to the nonprofit sector is that the
uncertainty and lack of education around peer-to-peer fundraising among nonprofit professionals
remained high.

Figure 3: Peer-to-Peer Fundraising Engagement
10%

Yes
39%

No

Unsure

51%

Q. Has your nonprofit engaged in peer-to-peer fundraising in the last 12 months?
n=266
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Of those who had not or were unsure if they had engaged in peer-to-peer activities (Figure 4),
most did not feel they had the resources (50%) or the knowledge (35%) to do so. Additionally, 30%
revealed they didn’t believe it would excite their donor base enough to be worth the effort.

Figure 4: Reasons for Not Engaging in
Peer-to-Peer Fundraising
We lack the resources (time/money/staff) to host
peer-to-peer fundraising campaigns.

50%

We don’t have enough knowledge about it.

35%

We don’t believe it will receive enough interest
among our audience to make it worthwhile.

30%

We don’t know what it is.
We think it’s too difficult or too time consuming.
We don't think it's a priority right now.
Other (please specify)

15%
10%

Multiple Responses
Permitted

3%
10%

Q. Which category does your nonprofit fall under?
n=222

A portion of the 10% responding “other” might be attributed to the pandemic, though the
pandemic’s effect on tightened budgets and the need to pivot to continue to support nonprofit
missions also could have contributed to lack of resources and prioritization of peer-to-peer. However,
there was a noticeable drop in those acknowledging that they flatly don’t know what peer-to-peer
fundraising is, with 15% of respondents citing that as an answer compared to 26% in 2018, which may
show increased education around peer-to-peer fundraising.

V. EFFECTS OF COVID-19 PANDEMIC
Nonprofits may still be predominantly relying on virtual events and other means of revenue to get
them through trying times amidst a global pandemic, but fundraising numbers remained steady.
About 43% of those that participated in peer-to-peer fundraising relied predominantly on overall
fundraising efforts (Figure 5) while only 19% did the same when not conducting peer-to-peer
fundraising (Figure 6) — a significant fall from 2018 levels when 32% listed fundraising activities as
contributing at least half of their nonprofit revenue.
Therefore, peer-to-peer fundraising remains a key component of nonprofit revenues. And regardless
of its form — in-person, virtual, hybrid — peer-to-peer fundraising gets results.
Both groups saw a bump in grants and major gifts over 2018, with the group not participating in
peer-to-peer having an increase in sustainer programs as well.
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Figure 5: Revenue Sources – Q1=Yes
Fundraising efforts (direct marketing,
peer-to-peer, galas, etc.)

43%
23%

Grants
16%

Major gifts
Program service revenue
Sustainer programs
Other (please specify)

3%
2%
0%

None of the above make up 50% or more

13%

Q. For classification purposes, which of the following made up the bulk (50% or more) of
your organization’s revenue in the last 12 months?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months

Figure 6: Revenue Sources – Q1=No
30%

Grants
Fundraising efforts (direct marketing,
galas, etc.)

19%
13%

Major gifts
9%

Sustainer programs
7%

Program service revenue
Other (please specify)

3%

None of the above make up 50% or more

19%

Q. For classification purposes, which of the following made up the bulk (50% or more)
of your organization’s revenue in the last 12 months?
n=162 Respondents that have not engaged in peer-to-peer fundraising in the last
12 months

As mentioned, peer-to-peer fundraising can take many forms. Typically, the most common is an inperson event, like a race or walk benefitting a cause. While those types of events did not happen at
their typical levels over the past 12 months, with many transforming into virtual events (like running
a 5k on one’s own via an app) or hybrid (such as the option to bike a course as usual for in-person or
on your own anywhere in the world via an app), the benefits of an event — regardless of the format —
are still visible.
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An in-person event strategy, surprisingly, still led the way with 26%, an 8-point increase over 2018,
while virtual fundraising — in its first year included in the survey — followed with 25% of respondents
(Figure 7). This shows a return of in-person events but still a strong reliance on virtual formats.
However, not far behind was social media fundraising (17%) and individual fundraising (15%). In
comparison to 2018 results, in-person events actually doubled (though we labeled them “offline
events” in that survey). Meanwhile, individual and team fundraisers numbers were cut in half, with a
16-point and 8-point decrease, respectively.
The strong showing for virtual fundraising should come as no surprise. While online events may have
been out of reach for many nonprofits pre-pandemic, the past 18 months have forced nonprofits to
pivot in ways never imagined before and to prioritize technology when their usual means of raising
funds were no longer available. Though virtual often meant fewer participants, one of the impressive
trends to come of virtual peer-to-peer is that participants improved engagement, on average (more
on that later!).

Figure 7: Top Performing Peer-to-Peer Strategy
26%

In-person events (e.g. race, marathon)

25%

Virtual fundraising
17%

Social media fundraising
15%

Individual fundraisers
9%

Team fundraisers
6%

Crowdfunding
Other (please specify)

2%

Q. Of the following, which peer-to-peer strategy has been the top performing (highest
revenue producing with most supporters/donor participation) that your nonprofit has
utilized in the last 12 months?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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In 2018’s survey, “A-thon” and athletics peer-to-peer fundraisers dominated with 68% of survey
respondents making that selection as their top-performing type, but this year that number is down
to 49% (Figure 8). Many who selected the “other” category noted online and virtual experiences, with
virtual fundraisers and birthday-related fundraisers mentioned most frequently.
Those birthday fundraisers, found mainly on Facebook, provide a low barrier to entry for nonprofits
unable to invest in the technology to pull off a fully virtual event. It’s proven to be an effective
method, with more than $5 billion raised since 2014 between Facebook and Instagram.

Figure 8: Category: Top Performing
Peer-to-Peer Event
26%

In-person events (e.g. race, marathon)

25%

Virtual fundraising
17%

Social media fundraising
15%

Individual fundraisers
9%

Team fundraisers
6%

Crowdfunding
Other (please specify)

2%

Q. Of the following, which peer-to-peer strategy has been the top performing (highest
revenue producing with most supporters/donor participation) that your nonprofit has
utilized in the last 12 months?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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When it came to registration fees (Figure 9), the controversial option of charging to sign up seems to
have lessened significantly, or at least became less frequently used due to the pandemic, with 45%
of respondents opting for no registration fee and 29% requiring participants pay anywhere from $1
to $50. Opponents of the fee cite that it causes participants to view the fee as their donation and
not feel compelled to also fundraise on behalf of the organization. Three years ago, more than half of
participants charged up to $50, with 26% waiving the fee, so it seems fundraisers are starting to favor
the logic behind not charging to participate.

Figure 9: Registration Fee:
Top Performing Peer-to-Peer Event
$251 or more

8%

$101 - $250

8%

$51 - $100
$26 - $50
$1 - $25

10%
15%
14%
45%

No registration fee
Q. What is the registration fee for your nonprofit’s top-performing peer-to-peer
fundraising event in the last 12 months (if any)?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.

About three-quarters (73%) of nonprofits recruit only 500 or fewer participants to their best event
(Figure 10). Additionally, almost half of respondents also noted that less than 25% of their participants
are fundraising (Figure 11). Though the challenge of converting non-fundraising participants remains,
there is still value in adding them to your donor lists. Even if they don’t fundraise for a peer-to-peer
event, it doesn’t mean your organization can’t cultivate them in the future.
However, there is a disconnect between registration fees and fundraisers if fees are less common
and fundraiser participation still isn’t wavering. It is common that a small number of participants raise
most of the money at these events, though that trend is changing with more engaged fundraisers
joining virtual events. Virtual fundraisers break down barriers for those who may not have been able
to participate due to reasons such as committing to an early-morning Saturday event or traveling
to the often-urban area that is hosting the event. The virtual option, while deemed safe during the
pandemic, also provides flexibility to new participants who may not have been able or willing to join
previously.
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Figure 10: Participation Level:
Top Performing Peer-to-Peer Event
Over 10,000
5,001 - 10,000
1,001 - 5,000
501 - 1,000

7%
2%
7%
12%

101 - 500

43%
30%

Less than 100

Q. How many people participated in your nonprofit’s top-performing peer-to-peer
fundraising event in the last 12 months?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.

Figure 11: Fundraising Efforts of Participants:
Top Performing Peer-to-Peer Event
76% - 100%

51% - 75%

26% - 50%

13%

21%

23%

Under 25%

43%

Q. Of those who registered to participate in your nonprofit’s top-performing peer-to-peer
fundraising event in the last 12 months, what percentage of them also fundraised?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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About 68% of respondents find more than half of their donations come online (Figure 12), but there is
still a significant amount of people who find most of their donations offline. Other studies have found
an influx in online fundraising overall since the onset of the pandemic. For example, the “Peer-to-Peer
Fundraising Thirty Survey” found overall peer-to-peer fundraising among the top 30 U.S. programs
plummeted $401.2 million in 2020. However, an always-virtual event made its debut on the list.
Children’s Cancer Research Fund’s Great Cycle Challenge USA raised $15 million — a 77.1% increase
over the previous year, earning it the fastest-growing program on the list. However, the average
amount raised per fundraiser climbed to $416 last year — up from $227 in 2019. “M+R Benchmarks
2021” found online revenue grew by 32% in 2020, which was much steeper than usual, showing the
increased need to focus on online giving.

Figure 12: Online Fundraising Percentage:
Top Performing Peer-to-Peer Event
76% - 100%

48%

51% - 75%

26% - 50%

Under 25%

20%

11%

21%

Q. What percentage of donations from your nonprofit’s top-performing peer-to-peer
event in the last 12 months came in online (through a credit card/PayPal donation form) as
opposed to offline (paper pledge sheets, cash, checks, phone)?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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A third of nonprofits (33%) that host peer-to-peer fundraisers found that more than half of their
revenue comes from participant fundraising while another third (32%) attributed at least half of their
revenue to donations (Figure 13).

Figure 13: Bulk of Revenue: Top Performing
Peer-to-Peer Event
33%

Fundraising in support of participants
Donations

32%
19%

Sponsorships
Registration fees
Other (please specify)
None made up 50% or more

8%
1%
8%

Q. What made up the bulk (50% or more) of the revenue of your nonprofit’s topperforming peer-to-peer event in the last 12 months?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.

VI. PARTICIPANT ENGAGEMENT AND THE USE OF TECHNOLOGY
For those nonprofits that engaged in peer-to-peer fundraising, their strategic efforts varied widely.
More surprisingly, more than half (51%) admitted to not having a set strategic plan (Figure 14). A
strategic plan is important to the success of an event, as well as retention of those new donors. Here’s
some advice from those who do have a plan:

Strategic Plan Insight from Nonprofit Peers
n “[We do] personal outreach to top 20 to 30 walkers/teams to get them to renew. We send
them their previous-year donor list to make it easier on them to solicit their donors.”
n “Donors are thanked immediately for their donation [and] followed up with either an email
or written mail outlining what their donation was able to accomplish within two weeks. An
additional email/mail communications [is sent] after six months, reminding them of what
was accomplished immediately with their gift, and with an end-of-the-year appeal outlining
what the organization was able to accomplish with the addition of their gift.”
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n “For peer-to-peer, the team reaches out via mail, email and phone to invite [and] then
thank, and finally to communicate results and impact in [a] newsletter. All of our donors
are part of our strategic retention plan, from new donor handwritten notes and welcome
invites to tours and events, to long-time donor letters and calls.”
n “We are purposefully asking for longer-term pledges that result in a multi-year commitment
if so inspired to support us.”
n “[We send] targeted stewardship communications and targeted asks within the next six
months related to the mission of the peer-to-peer event.”
n “We have an email series set up to thank them for their participation, [and] invite them
to participate next year. We then email them details for the next event three months prior
to start.”
n “Our executive director and board members maintain close relationships with corporate
and individual donors. They are seen and treated as partners in our mission.”
n “Our plan is to engage with them throughout the year via email by sharing stories of those
who have been impacted by their donations/registration fees and share other ways they
can help. Since our event is a running/walking event, we gather birth dates. In October
2021, we plan to send past participants a birthday greeting via email.”
n “We invite donors to attend our programs so they have an opportunity to see firsthand
what their donation supports.”

Figure 14: Strategic Retention Plan

Yes

51%

49%

No

Q. Does your nonprofit devise a strategic retention plan for each of its peer-to-peer
fundraising efforts?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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Most of those plans involved communication with donors. Thanking your donors is a must. Not only
is it the right thing to do — it also drives retention, but where opinions differ is how to go about it.
Respondents in this survey preferred email (78%), social media (72%) and the nonprofit’s website
(50%) as options for appreciating peer-to-peer participants (Figure 15). Only 1% admitted to not
thanking them at all — an improvement over 6% missing the crucial step of showing appreciation in
the 2018 survey. Other improvements include social media thanks increasing by 12 points and website
appreciation rising by 10 points, which may have made up for the 16-point decrease in thanking
participants publicly live at the event. The lack of live events has pushed nonprofits to thank donors
via the digital means where they find them.
Best practices for thanking event participants include thanking them throughout the campaign, as well
as sending a wrap-up event message to show highlights from the event — even when virtual — with
stories and photos, as well as how their fundraising contributed to the overall event fundraising tally.

Figure 15: Showing Appreciation:
Top Performing Peer-to-Peer Event
By email

78%

On social media

72%

On our website

50%

Through inexpensive gifts (e.g. T-shirt, mugs, gift cards)

40%
34%

Publicly at the live event
Through storytelling (video or written copy)

33%

In person by a nonprofit representative
By mail and/or phone
Through expensive gifts (e.g. electronic devices)

27%
6%

Multiple Responses
Permitted

2%

Other (please speci fy)

1%

We do not recogni ze peer-to-peer event parti ci pants

1%

Q. How has your nonprofit shown appreciation to peer-to-peer event participants in the
past 12 months? (Check all that apply.)
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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More than half of respondents keep in touch with these participants monthly (34%) or quarterly
(25%), but there could be missed opportunities, particularly for the 6% who do not follow up after
thanking the participant or after the event at all (Figure 16). Time and time again, statistics show that
a simple thank you can go a long way with retention and donor relationship-building. These efforts
can also be covered within a strategic plan that tracks correlations between donor communications,
and year-over-year participation retention and fundraising growth.

Figure 16: Frequency of Event
Participant Communication
12%

At least once a week

34%

At least once a month
25%

At least once every three months
14%

At least once every six months
10%

At least once a year
We do not follow up with the participant
after the initial thank you.
We do not follow up with the participant
after the peer-to-peer event.

5%
1%

Q. How often has your nonprofit communicated (calls, emails, visits, etc.) with event
participants in the past 12 months?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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There are simple questions that can increase fundraising efforts when fundraising online. First up is
asking if donors’ employers will match their gifts. An alarming 32% of respondents are missing out on
doubling their efforts (Figure 17). For those that are asking, they may need to take it one step further
and make sure donors understand how the process works since the burden of getting the match is on
the donor. Making it easy for donors to get the signoff on the match is critical to securing the match.

Figure 17: Asking About Corporate Gift Matching
Yes, on online donation forms

38%

Yes, on online donation forms and paper
pledge sheets

Yes, on our paper pledge sheets

23%

8%

No

32%

Q. Does your nonprofit ask donors if they are eligible for corporate gift-matching through
their employer?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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Nonprofits can inspire and satisfy donors by offering them the option to cover the donation fee.
At FrontStream, when given the option, 60% of donors opt-in to cover the processing fees. We
found that 51% of respondents allow donors to cover the fee as a set percentage while others allow
donors to cover transaction costs as a set dollar amount (10%) or by rounding up the donation (7%).
However, 33% of respondents did none of those options (Figure 18), a missed opportunity for what
could add up to a substantial amount of money.

Figure 18: Topping Up
Yes, it’s a set percentage of the
donation.

Yes it’s a set amount (e.g. $3).

Yes, we “round up” the donation.

51%

10%

7%

No

33%

Q. Does your nonprofit allow event donors to “top up” their gift or cover the transaction
fee when making a donation online?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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Nonprofits may have evolved their use of technology or they were forced into going digital since our
last survey in 2018 because the results have flipped with 60% now using fundraising software (Figure
19) as opposed to the 61% who did not in 2018. While it’s not clear how much of the change directly
correlates with the pandemic, it’s evident that more nonprofits see the value that technology can
provide from registration to fundraising to communicating with participants.

Figure 19: Peer-to-Peer Fundraising Software Use

Yes
40%

60%

No

Q. Does your nonprofit use peer-to-peer fundraising software for its events?
n=104 Respondents that have engaged in peer-to-peer fundraising in the last 12 months.
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Among those using peer-to-peer technology, there have been a variety of benefits, with ease of
registration (69%) and less paperwork (67%) being the top improvements (Figure 20). Since virtual
or hybrid events are seemingly here to stay, the importance of having peer-to-peer technology
has increased substantially. Now that virtual events are less expensive to hold than their in-person
counterparts, it may be the best time to invest in technology that will satisfy your nonprofit’s needs
for both virtual and hybrid options.

Figure 20: Benefits of Peer-to-Peer
Fundraising Software
Has made registration a breeze for our participants

69%
67%

Less paperwork to keep track of
Keeping track of information on participants,
volunteers and fundraisers has become easier

60%

Staff members and volunteers have become more
productive with their time

55%

Communication post-event has become much
simpler

45%

Has improved networking between the community
Other (please specify)
It has not helped my nonprofit

38%

Multiple Responses
Permitted

2%
4%

Q. How, if at all, has using software to manage day-of event activities benefitted your
nonprofit? (Check all that apply.)
n=55 Respondents that have engaged in peer-to-peer fundraising in the last 12 months
and that use peer-to-peer fundraising software for their events.

VII. CONCLUSION
In summary, peer-to-peer fundraising has pivoted and begun to rebound to a transformed format. In
spite of a global pandemic, nonprofits — those that understand and have the resources at least — have
found ways to continue to find ways for their supporters to fundraise on behalf of their missions. After
all, 24% more nonprofits that utilized peer-to-peer within the past 12 months relied on fundraising
for the majority of their revenue than those that did not engage with peer-to-peer fundraising at all.
Additionally, more than ever, nonprofits are relying on virtual fundraising methods and therefore
leaning on technology more so than in the past, which paves the way for those virtual and hybrid
fundraising endeavors that everyone keeps saying are here to stay.
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Led by a former Forrester Research analyst, the NAPCO
Research team crafts custom data-centric solutions that
leverage our highly engaged audiences across the markets
in which we operate, our industry subject matter experts and
in-house research expertise. We partner with our clients to
identify their unique business problem and create solutions
that enable deeply informed decision making.
Contact research@napco.com for a research consultation.

FrontStream is a leading provider of software and payment
processing solutions that help charities and companies raise
money, engage constituents and make a positive impact.
The company’s Panorama platform offers a full suite of
management tools for constituent relationships, auctions,
charity events, peer-to-peer and online fundraising, employee
giving, volunteering and gift matching that have helped
more than 10,000 customers raise billions in donations. The
company employs over 200 professionals and is based in
Cambridge, Ma., with additional offices in the U.S., Canada
and Australia. To learn more, visit frontstream.com
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