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The Four Pillars of
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FOUR PILLARS OF

Donor Retention

Identification

Recognize and understand the
diverse array of individuals who
support your organization.

&

Renewal

Re-engage past donors and
motivate them to continue
their support.

)

Operationalization

Establish systematic processes
and best practices to manage
and nurture relationships with
donors.

()

Connection

Leverage communication to
foster stronger connections
with donors.
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Pillar One:
Identification




The Fundraising Effectiveness Project

Helping nonprofits increase giving at a faster pace by providing critical tools for tracking and evaluating their
annual growth in giving.
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Overall Donor Retention YoY

451% 47.2% 44.6% 45.4%
4355 419%

2018 2019 2020 2021
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New Donor Retention Rate YOoY

28 0%

25
24 0%
20.0%

16.0%

2015 2016 2017 2018 2019 2020 2021

Repeat Retention Rate YOY

700% g32%
60.0%

50.0%
2015 2016 2017 2018 2019 2020 2021
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Cost Per
Acquisition

5X
Cost per
renewal

Cost Per
Acquisition

2-3X
Initial donation
amount

Renewal Response
Rates

20-30X
Higher than
acquisition
response rates
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WHICH IS YOUR STRATEGY?

ACQUISITION Vs RETENTION
DRIVEN DRIVEN

'~

€

ATTRITION
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* Asking patterns

What you can
control

» Existing communications

e Channel of communications

e Renewal asks

* Data hygiene
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Identifying which donors you want to retain

* Who to “bless and release”
* Who to fight for
* How to think long term value strategy vs short term gains

* The envelope story
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What is the average recapture rate for lapsed donors?
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Pillar Two:
Operationalization




Strategy
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The Change 1. Understanding

2. Acceptance

3. Action
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Tactics: Infrastructure that scales
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Database of Record

Donation Platform

Email Marketing

Matching Gift

Donor Experience

Web Analytics

Impact Reporting

Planned Giving

Project Management

Accounting

Volunteer Mgmt

Event Mangement

Prospect Research

Social/Ad Mgmt
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Pillar Three:
Connection




Retention Mindset
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Self
Actuadlization

Donor
Focused

cause
Focused

@l Physiological




How Shared In Real-Time
Beliefs
Fuel Loyalty

1. Donor’s aspirational identity
2. Organization shares beliefs
3. Donor reconciles

4. Donor renews
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It Sounds Like

Shared Beliefs
Fuel Loyalty

— Changemakers like you...

— Most people assume someone else will take care of
It...but you're not most people.

— Like you, we believe better isn't good enough.

— Together, we know XXXX Is a problem

— You care about people and are here to help
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Type

— Smgll Sl —  Alumni — First Time —  Check — Fund
WHO e
|| Leadership a | Honor n : | Project
Annual el Memorial el Geme Based
) — Major Gift — Employee — Loyal — DAF — Unrestricted
Conventional \ J : J L ) L ) L J
Segmentat|0n Planned Grateful :
— . — ) — Recurring — Corporate — Cause Based
Giving Patient
Single Factor or Dimension ) ’ ) ’ ) ’ ) ’ ) ’
Principal , _
— _ —  Friend —  Lapsed —  Matching
Gift
— Volunteer — Increasers — Stock
|  Event | Planned
Attendee Giving
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Acknowledgment Postcard

New Donor Postcard - “Welcome to the Family’

Receipt — Confirmation of gift managed by central

Impact Report- Distribution managed internally, hard mailer vs. digital based on capacity
Email = Welcome video from a coach or SA, personalized note

Phone call = Based on capacity, may be from a gift officer

Handwritten note — Based on capacity

Student — Athlete Call = Thank you for joining the Foundation

NEW DONOR STEWARDSHIP TIMELINE

First Gift

0 < above

d

First 30 days

l

3 Months

I

6 Months

I

9 Months

12 Months

-

-

N

™~

Acknowledgment
Postcard

Thanking a donor for
their gift and
acknowledging it has
been received.

New Donor Postcard

Welcoming new donors
to the LF Family

Impact Report
Mailer

Share what a
donor’s
contribution can
do for Student-
Athletes.

Hard mailer vs.
digital based on
capacity.

N

Email

Thanking them for
being a donor from
acoachoraSA.A
personal note may
be added pending
format.

N

Phone Call

A personal touch
to check in with
new donors.

=

<

Hand written note

Personally thanking
donors for their first
year as Texas
Athletics donors.

Receipt

From central

Student - Athlete Call

Thank you for being a donor and supporting the student-athlete experience. May happen at anytime
during this cycle based on timing of the gift.

»

Renewed gift
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Retention
Killers

e Irrelevant
® |[ncorrect Info
e Lack of Trust

e |Impersonal



Pillar Four:
Renewal




Is it an Ask?

e Tﬁhﬂaﬁk You!

Thanks to the generous SCA community, we exceeded our Giving
Tuesday goal of $40,000 to help our crews plant more trees and
revitalize more green spaces in urban areas around the country!

We are grateful and humbled when so many people choose to
support conservation.

Even though Giving Tuesday is over, your gift foday will STILL be

doubled to support conservation efforts.

MATCH MY GIFT

A
OXFAM n u

America January Newsletter

Thank you for your support in 2014!

2023 Impact Report

Lynne,

As | reflect on all thal happened throughout 2023, | am distinctly proud of whal we have been
able 1o achieve logether.

Thanks 1o you, SBP was able Lo shrink the time belween dsaster and recovery lor hundreds
of thousands of famiies across the U.S. and Carbbean in innovative, lransformmational, and
scalable ways.

Across the counlry, far loo many disaster-impacied people and communilies were al rsk of

being pushed 10 ther breaking point. Your support provided a clear path forward. Thank
you, Lynne!

READ SBP'S 2023 IMPACT REPORT

Thank you for believing in SBP and the famiies we serve. | am honored to share this
impact report with you, introduce you to some of the people whose lives you've
touched, and show you the systems you've helped to change for the better.
Please et me know il you have any feedback or would like Lo leam more.

Besl wishes,

Zack Rosenburg
Ceo-Founder and CEO

P.S. We would be happy to share a hard copy with you. Please request cne by emailing Lily
Hanngan al hannigan@sbpusa.org with your name and mailing address,

DOWNLOAD SBP'S 2023 IMPACT REPORT

DONATE

0006@0
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The vast majority of donors who ever give again do so
within the first 18 months

87% within 18 months
70% within first year
45% within first 6 months
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Solution?

Ask for monthly or recurring gifts!



RECURRING GIVING STATISTICS

Recurring
donors give

Bt

of nonprofits of organizations of donors enrolled
prompt donors to Aepon bl i hl stop acknowledging in a recurring giving
make their one-time than one-time recurring gifts by program prefer
gift a recurring gift donors. the third month. to give on a
during the monthly basis.

donation process.

https://360matchpro.com/fundraising-statistics/
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Impact and
behavior
recoghnition




Technology
can aid
renewdl

remarketing banner Ad prompts user to
on Facebook of the items return to your site
they viewed on your site

« Donates Online
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Thank you!

info@donorrelations.com
donorrelations.com



