
The State of Year-End 
Multichannel Fundraising
How 119 organizations are engaging with 
donors during the end of year campaign



WHY IS YEAR-END GIVING 
IMPORTANT?



THE AVERAGE NON PROFIT BROUGHT IN 

35% OF ONLINE REVENUE
DURING THE YEAR END SEASON

Data according to a NextAfter analysis of 23 large nonprofits with online revenue greater than $1M



NEARLY ONE THIRD OF ANNUAL GIVING 
OCCURS ON DECEMBER

31%

According to a study done by Neon One



OF NON-PROFITS RECEIVE A MAJORITY 
OF THEIR ANNUAL DONATIONS 

50%
FROM OCTOBER THROUGH DECEMBER

According to a study done by Bloomerang & Pursuant



Of non-profits receive a majority of their 
annual donations 

50%
From October through December

According to a study done by Bloomerang & Pursuant

There are a lot of
donations at stake



The Original Study

Donated $20 online to 119
organizations.

Donated $20 via mail to 119
organizations.

Captured 12 key data points in 
the giving process.
Donation Page. Thank You Page. Ways to Give Page.

The Giving Process



the giving process.
Donation Page. Thank You Page. Ways to Give Page.

Tracked 2,297 messages over 
4 months.
Email. Phone. Direct Mail. SMS.

Classified each message as 
cultivation or solicitation.

Detailed analysis on 47 direct 
mail appeals and 64 email 
appeals.

The Communication



This time, the study solely focused on 
messages received from 

NOV 15 TO DEC 31, 2020

November

December15

31

The New Study



SENT TO OUR TWO DIFFERENT DONOR 
PERSONAS

ONLINE & POSTAL



Original 
Multi-channel 
Study

Year End
Multi-channel 
Study

Original vs Year End Study Comparison

45 days

4 months



YEAR-END STUDYORIGINAL STUDY

18 31

AVERAGE AMOUNT OF MESSAGES 
RECEIVED PER DAY

72%
In Emails Being Sent



Was year-end communication any 
different from a “normal” period?
Postal VS Online



24 additional 
organizations
did not communicate
with the postal donor
during year end

Number of Organizations By Message Type

Original vs Year End Study
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24 additional 
organizations
did not communicate
with the postal donor
during year end
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Slight Decrease 
in Multichannel
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12 additional 
organizations
did not communicate
with the online donor 
during year end

Number of Communications by Study: Online Donor

Original vs Year End Study
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12 additional 
organizations
did not communicate
with the online donor 
during year end

Number of Communications by Study: Online Donor

Original vs Year End Study
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in Multichannel
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12 additional
organizations
did not communicate
with the online donor 
during year end

Number of Communications by Study: Online Donor

Original vs Year End Study
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WE RECEIVED 

233 MAILERS
FROM 132 ORGANIZATIONS 
THAT WE DID NOT DONATE TO
That accounted for 44% of all the mail we received.



Postal Only received mail from 58 out of 
103 organizations. (56% “conversion”)

Received mail from 90 organizations 
we did not donate to.



Postal Only received mail from 58 out of 
103 organizations.

Received mail from 90 organizations 
we did not donate to. 

During year-end,
postal donors are more likely to receive 
direct mail from unknown organizations 
than they are from the ones they give to.

Postal



WE RECEIVED 10 EMAILS 
FROM AN ORGANIZATION 
THAT WE DID NOT DONATE TO

OPPORTUNITY



Overall, how did each 
persona compare?



Postal Donor Online Donor

Are organizations actually communicating with their donors?

Persona Comparison



Postal Donor Online Donor

Are organizations actually communicating with their donors?

43% of organizations did not communicate with their postal donors.



Postal Donor Online Donor

Are organizations actually communicating with their donors?

7.5% of organizations communicated with postal donors via online channels.



Postal Donor Online Donor

Are organizations actually communicating with their donors?

35% of organizations sent messages to both types of donors.



KEY FINDING #1

65%
OF ORGANIZATIONS ARE NOT COMMUNICATING WITH 
THEIR ONLINE AND OFFLINE DONORS IN 
MULTIPLE CHANNELS



Thoughts with Noah ®
Why is it so hard for organizations to 
communicate effectively with donors?



BUT WHY IS 
MULTI-CHANNEL
IMPORTANT?



Average Revenue per Donor by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services



Average Revenue per Donor by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services

210%
more valuable



Average Revenue per Donor by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services

233%
more valuable



Average Donor Retention by Channel Cohort
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Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services

55%
Higher retention 

rate



Average Donor Retention by Channel Cohort

43%

56%

36%

67%

0%

10%

20%

30%

40%

50%

60%

70%

80%

Offline Only Offline w/ Valid Email Online Only Multichannel

Average Donor Retention by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services

86%
Higher retention 

rate



ONLINE ACQUIRED DONORS ARE 463% 
TO 14,400% MORE LIKELY TO BECOME A 
MULTI-CHANNEL DONOR COMPARED 
TO OFFLINE ACQUIRED.

Source: NextAfter clients

Looking at NextAfter clients…



TRY MAILING YOUR 
ONLINE DONORS.

Completely earth-shattering tactic #1



TRY EMAILING YOUR 
POSTAL DONORS.

Completely earth-shattering tactic #2



The number of organizations that sent email to the online and postal donor 
remained drastically different during the 7 weeks.

Number of Organizations Sending Emails

Email



When are organizations 
sending messages?



GIVING TUESDAY VS DECEMBER 31



Giving Tuesday vs Week of December 
31st Comparison by Donor



Giving Tuesday vs Week of December 31st Comparison 
by Donor

74 organizations
did not send messages to either 

donor during either week



Giving Tuesday vs Week of December 
31st Comparison by Donor

These weeks appear to have equal 
priority for most organizations.



Data according to an analysis of 17 nonprofits with active online fundraising programs.0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue



Data according to an analysis of 17 nonprofits with active online fundraising programs.0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

4.6%



Data according to an analysis of 17 nonprofits with active online fundraising programs.0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

16.5%



Data according to an analysis of 17 nonprofits with active online fundraising programs.0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

38.9%



Data according to an analysis of 17 nonprofits with active online fundraising programs.0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

253% more revenue



Data according to an analysis of 17 nonprofits with active online fundraising programs.0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

734% more revenue



Data according to an analysis of 17 nonprofits with active online fundraising programs.0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Giving Tuesday

December 31st

After December 25th

Percentage of Online Year-End Revenue

734% more revenue

These weeks SHOULD NOT have 
equal priority for most organizations.



KEY FINDING #2

THERE WAS LITTLE DIFFERENCE BETWEEN THE NUMBER 
OF ORGANIZATIONS SOLICITING DURING
GIVING TUESDAY AND THE WEEK OF DECEMBER 31ST



Thoughts with Noah ®
What place does Giving Tuesday have in the 
world of year-end fundraising?



When we compared the 
volume of mail each donor 
received, we observed that 
both the online donor and 
postal donor received the 

same amount of mail during 
this period. 

Volume of Mail by Donor



Also, the same number of 
organizations sent mail to both 

donors.

Number of Organizations Sending Mail by Donor



In contrast, not only did the online donor receive far more email, but the ratio of cultivation vs 
solicitation was unbalanced.

Volume of Email by Donor

7x more organizations 
sent emails to the online 

donor compared to the postal 
donor



Solicitation vs Cultivation
The online donor received far more emails, but they received a 
higher ratio of solicitation to cultivation.

70/30
Solicitation to Cultivation

60/40
Solicitation to Cultivation



60% Solicitation / 
40% Cultivation

But it’s more complicated than that



Solicitation vs Cultivation
Many organizations sent no cultivation to their donors.

60%
Sent Cultivation to Online Donors

20%
Sent Cultivation to Postal Donors



Solicitation vs Cultivation
Many organizations sent no cultivation to their donors.

40%
Sent NO Cultivation to Online Donors

80%
Sent NO Cultivation to Postal Donors



KEY FINDING #3

MANY ORGANIZATIONS AREN’T CULTIVATING THEIR 
DONORS DURING THE YEAR-END SEASON.



Thoughts with Noah ®
How can fundraisers use more cultivation 
strategies to grow giving?



WHY IS THIS IMPORTANT?



No Additional Cultivation Additional Cultivation Group

42%
In Online Revenue



HOW YOU CULTIVATE YOUR 
DONORS CAN AFFECT YOUR 
REVENUE.



What did the experience look like 
for online donors?



A DEEPER LOOK AT HOW 
ORGANIZATIONS COMMUNICATED
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74% of organizations sent 3 or 
fewer unique communications
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Highest volume sent to a single 
persona (Online)

1.2 messages per day.



Most Messages Sent: 

Alzheimer's Association

• 57 total communications

• 95% to online persona

• 88% were solicitations



Most Messages Sent: 

Alzheimer's Association
Weekly Communications for Alz.org

Weekly communication frequency 
increased steadily toward year end



Most Messages Sent: 

Alzheimer's Association

Spam
41%

Inbox 59%

Year End Spam Rating for Alz.org

During year end, the Alz.org
domain had 2 out of 5 

emails go to spam



Alz.org Weekly Spam Rating vs. Emails Sent
Inbox Spam



Alz.org Weekly Spam Rating vs. Emails Sent
Inbox Spam

Spam ratings spike 
during increase 

sending of year end



Alz.org Weekly Spam Rating vs. Emails Sent
Inbox Spam

But return to normal once 
sending volume decreased



A few things to consider…
1. Are you sending enough cultivation?

2. Are you prioritizing the right giving days? (Giving 
Tuesday VS Dec. 31)

3. Are you sending emails that people want to open?
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There were only two organizations 
that treated both donors the same



Identical Donor Experience:

Hearing Health Foundation



Identical Donor Experience:

Hearing Health Foundation

Communication Types by Persona

There was a 4:1 ratio of 
solicitation to cultivation 

for both donors



Identical Donor Experience:

Hearing Health Foundation

Communication Types by Persona Communication Channels by Persona

And both donors 
received multichannel 

communications



Identical Donor Experience:

Hearing Health Foundation
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Weekly Communications for Hearing Health Foundation

Campaign kicked off a few 
days before Giving Tuesday



Identical Donor Experience:

Hearing Health Foundation



No Matching Gift Matching Gift

88%
In Donations



Control Sticky Bar

44%
In Donations



Identical Donor Experience:

Hearing Health Foundation
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Weekly Communications for Hearing Health Foundation

There was direct mail 
reinforcement toward the end



Identical Donor Experience:

Hearing Health Foundation

Post Card Received on 12/21

Email Received on 12/28



No Post Card Post Card

204%
In Donor Conversion



Identical Donor Experience:

Hearing Health Foundation
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Weekly Communications for Hearing Health Foundation

Urgency was 
increased near the 
end of the deadline



Identical Donor Experience:

Hearing Health Foundation



No Countdown Clock Countdown Clock

63%
In Donor Conversion



Thoughts with Noah ®
What should someone take away from this 
research as they enter the year-end season?



multichannelnonprofit.com/year-end

Get Your 
Free Copy of 
the Report


