Data Strategy Forum

Unlocking the Mystery of Donor Retention

Barbara O'Reilly, CFRE

Founder and Principal
Windmill Consulting LLC
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Nice to Meet You

Windmill Hi“

CONSULTING LLC

25 year career as a fundraiser, earning my
stripes at big shops like Harvard, American Red
Cross, National Trust for Historic Preservation

CFRE, AFP Master Trainer, Board member, AFP
Washington Area Metro Chapter, Advisory
Panel, Rogare, The Fundraising Think Tank

Tailored 1.1 consulting on startups, major gifts,
campaigns, assessments/studies, CEO/CDO
coaching, and board training.
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What matters to Ways to 3 keys to
donors and how measure increasing donor
that affects retention & retention before

their giving why it’s and after 12/31
Important

Windmill ﬁﬁ

CONSULTING LLC
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W h at M atte rS “We make a living by what

we get, but we make a

M OSt tO life by what we give.”

DONOIS  _winston churchil
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Why Do Donors Give?

Believe In Mission Of Organization

Believe Gift Can Make A Difference (Impact)
Personal Satisfaction

Support The Same Organizations Each Year
Want To Give Back To Their Community

Tax Benefit

Remedy Issue That's Personal

Volunteer For The Organization

Were Asked

Y BOReillyWHC
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45% 60%

Source: 2016 U.S. Trust® Study of High Net Worth Philanthropy




The Science Behind Giving

Charitable giving is rewarding (like
receiving money)

But uniquely involves oxytocin-rich

soclal attachment brain regions (used
In maternal and romantic love)

| Philanthropy is a “social act” using

the mechanisms of FAMILY bonding—
we create a “synthetic family” with
other donors.

Source: Dr. Russell James, “Planned Giving and the Mind”
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The Link Beween Charity, Happiness, & Health

* People who made a philanthropic
gift were 43% more likely to say they

were “very happy” compared to
those who did not make a gift.
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Similarly, volunteers were 42% * Donors were 25% more likely to say their
more likely to say they felt “very health was “excellent” or “very good”
happy.” While non-volunteers stated while non-donors were twice as likely to
they were “not happy at all.” say their health was “poor or fair.”

Source: The Paradox of Generosity, Christian Smith & Hilary Davidson




Why Do Donors Stop Giving?

Solicited too frequently or for
too much

Personal changes in
philanthropic focus

Changes in nonprofit leadership
or activities

Organization was not effective

No longer involved with
organization

0%
Y BOReillyWHC m2014 ®2012 ®2009
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13%

25%

38% 50%

Source: 2014 Bank of America Study of High Net Worth Philanthropy




Ways tO “Remember, you don't

live in a world all your

Measure o
Retention

—Albert Schweitzer
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“ Retention is the single most

important thing for growth.”

— Alex Schulz, VP Growth, Facebook.com
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“Improving Donor
Retention by Just
10% Can Double the

Lifetime Value of your

)
Donor Database!

— Adrian Sargeant
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Improved Retention Rate: 51%

Year

Donors

Avg. Gift*

Total

Start
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Grand Total from Original Donors:

Total Savings:

B

$ 690.45

$
$
$
$
$ 5504
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$
$

545

Grand Total from Original Donors: $ 1,277,2 08

@ bloomerang
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And It's getting worse...

AVERAGE FIRST-TIME REPEAT MONTHLY
45% 23% 60% 920%
i

Source://bloomerang.co/blog/the-s
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How Many Donors Are You Keeping?

400 izno16 o 1,000 i2n015 40%% t

donors who of same Donor
made donation donors who Retention

current year gave last 60%% ! |

year Donor
Attrition
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How Many Are Making a Second Gift?

First-time Donors 10
Giving 2nd Gift

First-time Donors 40

First-time Donor
Retention Rate (%)
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How Much Revenue Are You Losing?

SAC

ITV — Z": ARPU . — Costs,
(1+WACC)

X =1

$900 .60 $1,500

Average Attrition Average

Annual : Rate — LTV of a Donor
Donation
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Key Ta Ct i C S “Donors don't give to

institutions. They invest in

to Improve  ggigeeer
Retention  _crsm
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What does this trust exercise teach us?
Never take your donors' support for granted."

Source: Chronicle of Philanthropy, May 1, 2008
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Prioritize Your Donor Groups
r ——

@ & << A
e
B AUDND
|
‘ ‘

Current Donors

* Largest over their lifetime
as donors
_ongest donors

_ower-level donors who
nave deeper capacity
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New Donors

* Largest New donors
* Potential capacity

* Passion for organization

Lapsed Donors

* Length of giving
* Cumulative Giving to you
e Screened capacity




One-on-One Visits with a
Board member and/or ED
or CEO

Thank you calls from Inclusion of staff visits with
staff/Board/ED or CEO prospects and donors

Engage and Inspire

Quarterly in-person or Continued invitations to Opportunities to ask for advice Small cultivation

teleconference updates established events with (market study, focus groups, events
with CEO or ED strong follow-up surveys)
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Plan Meaningful Donor Communications
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Prompt, meaningful Designation of gift to a Measurable results on
gift acknowledgment program, service or project the last gift before being
more narrow in scope than asked for another one
the charity’s overall
mandate

, B O R e| | |yW H C ource: Principles of Donor-Centered Fundraising by Penelope Burk (Cygnus Research)
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9 3 O/ * They would “definitely or probably give
O again the next time they were asked”

Boards

Influence
DOnOr 84% * They would “make a larger gift.”

Retention
74% . iTnhdeeyﬂvr:ﬁtéllsn“continue giving
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whillconsulting.com

HOME SERVICES BlO CLIENTS CASE STUDIES RESOURCES CONTACT NEWSLETTER ¥ in

Windmill | li]l

CONSULTING LLC

UNLOCKING THE SECRET TO DONOR RETENTION

Did you know that on average, nonprofits lose more than 60% of their donors each and every year? This donor churn creates
unnecessary work and is not cost effective for nonprofits, especially those with limited capacity. In particular, we know that your
next major donors are probably right under your nose and you don’t know it. Here are some tools to help you reverse this trend.

KEY RESOURCES

Books and calculators that can be your guide that you can use to track your donor retention and
engagement stats.

LEARN MORE
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Let’s Stay Connected

Windmill il

CONSULTING LLC

Want to chat further?

Email me boreilly@whillconsulting.com

Interested in more resources?

www.whillconsulting.com/newsletter

Follow me:

B@BOReiIIyWHC
m linkedin.com/in/boreillywhc
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