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Q1/Q2 Events Impacting Giving 2020 

January 2020 
Australian 
Bushfires 

February 2020 

March 2020 
COVID 19 

Shutdowns and 
Quarantines 
CARES Act 

Passage 

President 
Impeached 

April 2020 

Stimulus 
Checks 

Distributed 

May/June 2020 
#GivingTuesday 

Now 
Racial Justice 

Protests 
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Show	a	timeline	or	steps	in	a	
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Q3/Q4 Events Impacting Giving 2020 

July 2020 
Facebook 
Boycott 

August/Sept 2020 

Fall 2020 
Hurricane 
Season 

California 
Wildfires 

RBG Passing 

Schools/
Universities Re-

Open 
November 2020 

Presidential 
Election 

December 2020 
#GivingTuesday 
– December 1, 

2020 
 Year End Giving 
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US Unemployment Rate 

Source:  US Bureau of Labor 
Statistics 

December 2020 – 
6.7% 

March 2021 – 6.0% 



US Unemployment Gap 

As of March 2021, 8.4 million fewer 
people on payrolls than in February 
2020. 
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Q4	2020	



Q4 2020 donorCentrics Index of Direct Marketing 
Fundraising 
 
For	the	twelve	months	ending	Q4	2020,	Target	Analytics	evaluated	transactions	from:	

Direct marketing giving only (mail, telemarketing, web, canvassing, DRTV; no events) 
Individual payments greater than $10,000, soft credits, matching gift payments are 
excluded 



2020 Results Summary 

Unprecedented 
Need Drove Direct 

Marketing 
Fundraising Gains 

in 2020 
Donor generosity led to 

increases in all key 
fundraising metrics across all 

sectors 

	



Every Key Fundraising Metric 
Increased at the Median in 2020 

 
o  Most metrics increased for the second 

year in a row 

o  71% of participating organizations 
experienced an increase in donors  

o  80% of participating organizations 
experienced an increase in revenue 

Year-to-Year Median Percent Change for Key Metrics - Overall 
Index 
 



o  Human Services and International 
Relief had the strongest growth in 
donor counts in 2020. 

o  Environmental and Relief had the 
greatest share of organizations with 
growth in 2020 at 85%. 

o  Health saw the first increase in 
donors in several quarters.  It should 
be noted that the index does not 
include event giving. 

Every sector had an increase in donors in 2020. 

Year-to-Year Median Percent Change for Donors – by Sector 
 



o  New donors increased dramatically 
for those sectors most directly 
responding to the COVID-19 
pandemic: Human Services and 
International Relief. 

o  Societal Benefit has the third 
greatest increase in new donors in 
2020, behind Relief and Human 
Services.  

Nearly every sector had an increase in new donors in 2020. 

69% of participating organizations had an increase in new donors 
in 2020. 

Year-to-Year Median Percent Change for New Donors – by 
Sector 
 



o  Three sectors had 90 – 100% of all 
organizations see a positive change 
in revenue: 
o  Animal Welfare   
o  Environmental 
o  Human Services 

 

Every sector had an increase in revenue in 2020. 

Year-to-Year Median Percent Change for Revenue – by Sector 
 



Year-to-Year Median Percent Change for Revenue per Donor – 
by Sector 
 

Nearly every sector had an increase in revenue in 2020. 



21.6% 

2.4% 

Factors	Impacting	Growth	
for	Environmental	
Organizations	
	
•  Increased	and	on-going	attention	
on	climate	change		

•  Increased	outdoor	space	usage	
during	pandemic	

•  Focus	on	sustainer	giving	

Long Term Donor Growth - Environmental 
 



Though	new	donors	remain	below	Q4	
2015	rates,	the	increases	in	2020	drove	a	
return	to	levels	last	seen	in	Q1	2018.			

-13.6% 

9.1% 

Long Term New Donor Growth - Health 
 



As	during	the	recession	of	2007-2009,	
donors,	particularly	new	donors,	are	
responding	to	the	needs	of	their	neighbors	
during	this	time	of	great	job	loss	and	food	
insecurity.	

19.0% 

9.1% 

-45.5% 

Long Term New Donor Growth – Human Services 
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With	strong	retention	of	donors	acquired	
during		disaster	spikes,	the	relief	sector	has	
performed	in		line	with	and	at	times	
significantly	better	than	the		index	as	a	whole	
for	donor	counts.	

10.1% 

2.4% 

Long Term Donor Growth – International Relief 
 



22.9% 

2.4% 

The	social	justice	protests	in	
spring	2020	likely	drove	spikes	in	
donor	counts	with	current	
results	far	surpassing	index	
medians	and	returning	to	levels	
last	seen	in	2017.	

Long Term Donor Growth – Societal Benefit 
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donorCentrics® Online Benchmarking 

Sharing	and	Learning	

Sharing	and	learning	from	18	
large	national	organizations	
representing	a	variety	of	
fundraising	sectors.	

Data	and	Analysis	
Analysis	of	giving	from	a	
total	of	8.5	million	donors	
and	a	total	of	$1	billion	in	
FY2020.	



 
Total Active Donors and Revenue Increased at the Medians in 
FY2020 

3% increase in the 
median number of 

active donors.  

3% 
7% increase in median 

revenue.  

7% 



Donor Growth by Online Giving Status 

0% change in the 
median number of 

active donors giving 
only Offline Gifts.  

0% 
11% increase in 

median number of 
active donors giving 

only Online Gifts.  

11% 
Offline Giving Only Online Giving Only 



Online Donors and Recurring Giving 

Over the five-year period, online donors 
making recurring gifts have nearly doubled. 

Median Share of 
Online Donors Making 
Any Recurring Gifts in 

2020 
  

18% 
Median Revenue per 
Donor for Recurring 
Only Donors Giving 

Online in 2020 
  

$203 



New Donor Growth by Online Giving Status 

7%	increase	in	median	
number	of	new	donors	
giving	only	Offline	Gifts.		

7%	
23%	increase	in	median	
number	of	active	donors	
giving	only	Online	Gifts.		

23%	
Offline	Giving	Only	 Online	Giving	Only	



New Donors by Online vs. Offline: Acquisition 
Month 

19% 
26% 27% 24% 

31% 

Online Acquisition: July through March 

2016 2017 2018 2019 2020 

18% 20% 20% 
24% 

60% 

Online Acquisition: April through June 

82% 
75% 74% 76% 

70% 

Offline Acquisition: July through March 

2016 2017 2018 2019 2020 

82% 80% 81% 
76% 

40% 

Offline Acquisition: April through June 

Composite 



Thank You! 
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Roger Hiyama, EVP, Solutions & Innovation 

Acquisition Benchmarking by Industry 
Category 

First Look at                                    
New-to File Conversion Metrics 
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Acquisition Benchmarking  
 

By Industry Category 
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2017-2019 -- The Canary in the Coal Mine?  

NTF # of Donors 

•  12 straight quarters of decline in New-to-File donors from 2017 to 2019 
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2017-2019 – NTF Average Gift Trends  

NTF Avg. Gift 

•  With exception of Q1 2017, average gift was on a protracted decline 
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2017-2019 – NTF Qtrly Metrics by Category 

NTF # of Donors 
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2017-2019 – NTF Qtrly Metrics by Category 

NTF # of Donors 
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The Covid-19 Pandemic 
•  It was abrupt and impacted everyone in the 

world seemingly all at once 
•  The economic impact was mixed 

depending on the business sector – travel, 
hospitality (hotels/restaurants), and retail  
hurt the worst 

•  After an initial drop in March/April 2020, 
the stock market rebounded quickly 

•  Unlike the Great Recession, nonprofit 
organizations vowed to stay the course 
with their original marketing and acquisition 
plans 

•  Many nonprofits immediately pivoted and 
modified their messaging and creative to 
be more relevant 
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2020 COVID-19 New to File – Number of Donors 

NTF # of Donors 

Pandemic Hits 
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2020 COVID-19 New to File – Average Gift Amount 

Pandemic Hits 

NTF Avg. Gift 



38 © 2021 Wiland, Inc.  |    

2020 – Covid-19 New-to-File Donors by Category 
NTF # of Donors 

•  Impact of the Covid-19 Pandemic was mixed by category 
•  Some categories experienced a delay/lag in the early months of the pandemic 
•  Health Concerns and Cure continued to be challenged throughout the year but overall trendline is 

beginning to improve 
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2020 – Covid-19 New-to-File Donors by Category 
NTF Donors 

•  Human Services (includes food banks) was literally off the charts beginning in March 2020 
•  Religious Affiliation/Association and Support, Assist, Improve Lives & Rights (includes international 

relief) showing strong recovery 
•  Veterans & Frontline Responders had initial lag but finished the year very strong 
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2020 – Covid-19 New-to-File Avg Gift by Category 

NTF Avg. Gift 
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2020 – Covid-19 New-to-File Avg Gift by Category 
NTF Avg. Gift 
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New-to-File Conversion Metrics  
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2020 – NTF 6-Month Conversion Rate 
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2020 – NTF 6-Month Conversion Rate 
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2020 – NTF 6-Month Conversion Rate 
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2020 – NTF 6-Month Conversion Rate 
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2020 – NTF 6-Month Conversion Rate 
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6-Month New Donor Conversion Summary 
•  Some very surprising metrics  

o  These don’t appear to be “traditional” emergency donors (defined by low conversion metrics) 
o  Those acquired in April and May appear to have the strongest metrics 

•  The big winners: 
o  Arts Culture & Education had incredible boost in new donor conversion 
o  Human Services continued with strong conversion metrics for donors acquired regardless of 

month of acquisition;  
o  Religious Affiliation/Association and Health Concerns and Cure showing 23%+ increase in 

conversion. 

•  Animal Protection and Welfare, Environment & Conservation showing negative 
conversion metrics 

•  Support, Assist, Improve Lives & Rights surprisingly flat  
•  Will want to look at 12-month conversion metrics and understand impact of transaction 

channel and sustainers 



Thank You! 
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Roger Hiyama 
rhiyama@wiland.com 
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Hello! I’m Karen Hopper, 
Senior Data Strategist, 

M+R 
 
 

We are communicators, 
marketers, fundraisers, and 

campaigners who unleash the 
power of people to do good.   

 

@nochillfilter 
@mrcampaigns 
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COMING APRIL 21 

MRBENCHMARKS.COM 
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Of all digital 
revenue came in 
during December 

30% 
53 

Source: 2021 M+R Benchmarks 
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Overall, December was up! 

Median performance: 

●  35% increase in revenue 

●  38% increase in number of gifts 

●  Average gift was flat but swayed easily 

by outliers: a handful of really big gifts 

can skew this really easily!  
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Of all December 
revenue was 

directly attributed 
to email.  

26% 
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Email revenue increased while volume stayed flat: 

●  Groups, on average, sent 12 EOY appeals, the same median number 

as they sent last year - not including Giving Tuesday messaging 

●  76% of our sample saw email revenue increase:  

○  Some groups had standout years with audience growth and 

response rate—due in no small part to the pandemic (think: front-

line organizations like food banks).  

○  Other groups had smaller, more active lists, thanks to increasingly 

aggressive inactive suppression and reactivation strategies. 
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Ads performance 
Strategies are evolving and 
paying off. 

In December, the average 
group:  

●  Had return on ad spend 
(ROAS) of $2  

●  Generated 22% more 
revenue YOY (last click) 
while spending 11% less  

 @mrcampaigns 
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Of total 2020 
ad budget in 
December 

Groups spent 

31% 

@mrcampaigns Source: 2021 M+R Benchmarks 
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Giving Tuesday 
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55% 
Of online Giving 

Tuesday revenue 
was attributed to 

email. 
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Giving Tuesday is still primarily driven by email: 

●  Avg number of appeals 

sent was 5, with volume 

down 10% YOY. 

 

●  Every group sent an email 

before Giving Tuesday, 

and many also sent emails 

after.  
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Giving Tuesday was generally up: 
Nonprofits who saw increases in: 

●  Revenue increases were 

widespread, but not uniform—

some nonprofits saw an influx in 

mid-level and large gifts, while 

others grew their low-dollar 

conversions. 

 

●  Groups that had a standout 

election fundraising season 

saw softer results on Giving 

Tuesday. 
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Photo by ROBIN WORRALL on Unsplash 



@mrcampaig
ns 

55% Of all website traffic 
is visiting on a mobile 

device 

Source: 2021 M+R Benchmarks 
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SMS: OMG so many texts 

Small sample, but: 

1 group saw a return of nearly $3 per 

message sent 

Several groups had SMS messages that 

generated six figures 

Regulatory changes are coming, make sure 

you have a dedicated number and an opted-

in list!  

66 
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When you come work for 
us, here’s what you’ll find: 

+ Work that is awesome 

+ Colleagues you can count on 

+ A critical, fearless approach 

+ Creativity that just won’t quit 

Learn more and apply at: mrss.com/careers 

Open positions: 

 
+  VP of Social Media 

 
+  Account Supervisor | Account Executive  

Digital Organizing 
 

+  Digital Ads Manager | Associate Media Director  
Advertising 
 

+  Account Executive  
Digital Fundraising and Advocacy 
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Connect with us! 

FACEBOOK 

TWITTER 

INSTAGRAM 

LINKEDIN 

BLOG 

facebook.com/MRCampaigns/ 

@mrcampaigns 

@mrcampaigns 

linkedin.com/company/m-r-strategic-services/ 

mrss.com/lab 
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QUESTIONS? 
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Thank you to our sponsor! 
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