


SHONI FIELD

• BC SPCA Chief 
Development Officer

• 23 years of fundraising 
experience specializing 
in direct response.

• Finds putting together 
conference presos an 
excellent discipline in 
articulating fundraising 
philosophies.

Who am I?



• Is there donor appetite for monthly 
giving right now?

• The 4 ingredients of a successful 
digital sustainer program

• 5 digital tactics 

• The balancing act

What we’ll cover

Plus a few cats & dogs!



What donors tell 
you matters…

Can we grow sustainer programs right now?

Surveys of donors* say 
that they’re nervous of 
making the long-term 
commitment to 
monthly giving right 
now.

*Mark Phillips, Blue Frog



…but what 
donors do 

matters more.

Make current emergency = future resilience

At the BC SPCA
First 3 months:
• 1st gift online is monthly 133% 
• New online one time donors converted 

to sustainer at 2% higher than normal.
• Upgrade program showed a 16% 

increase year over year.
3-6 months:
• Monthly donor sign up 62% 
• Monthly revenue from sustainers grew 

8% since March.



Effective sustainer sign up tool
+

Growing your prospect pool
+

Powerful asks
+

Disciplined conversion program

=
SUBSTANTIALLY MORE 

SUSTAINERS



Donor Form dilemma…

More sustainers is always better, but how long can you afford to wait?



Balancing current survival & future resilience



You don’t have to 
do the same thing 
365 days a year!





Growing your 
prospect pool



lead gen·er·a·tion
noun

The action or process of 
identifying and cultivating 
potential customers for a 
business's products or 
services.

What: lead generation



How: Value Exchange 

Are you offering 
something that is 
valued higher than 
what your asking for?

Please send me my complimentary [insert name of item]

You are consenting to receive occasional emails from the BC SPCA about our work. You may unsubscribe at any time.



1. Hard advocacy
2. Soft advocacy
3. Mission premium
4. Knowledge premium
5. Team spirit
6. Feedback loop
7. Alert services

Types of Value Exchange





Powerful Asks



1. Engaged Audience

2. More of your audience

3. Scroll stopping images 

& clickbait copy (sort of)

4. Testing, testing, testing

5. When it’s an ad, when it’s a boost

Mastering Facebook



I. Committed 
activist 3 step:

• Lead 
generation

• Report
• Ask



II. Monthly match



III. Hyper local & 
personal ask



Disciplined 
Conversion 

Program



Email                 → Phone               → Direct Mail

IV: Convert new donors

Hi Joan. My name is Sue and I’m 

calling on behalf of the animals at 

the BC SPCA.  

Thank you so much for your 

recent kind and generous gift to 

help the animals!! 



Help them all!

Donate monthly and receive 

exclusive personal updates for every 

animal helped through Medical 

Emergency.

V. Convert program loyal donors



• If an organization’s “now” feels insecure 
take the “have my cake and eat it too” 
approach:

– focus on securing new one-time gifts and 
then a strong conversion follow up:

• Quick follow up (steward then ask)

• Multiple asks

– Concentrate sustainer focused campaigns in 
the early part of the fiscal year when you can 
get as many months of revenue in as 
possible.

The COVID balancing act



Questions?

Shoni Field
linkedin.com/in/shonifield/
sfield@spca.bc.ca


