The State of Year-End
Multichannel Fundraising

How 7119 organizations are engaging with
donors during the end of year campaign
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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
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NEARLY ONE THIRD OF ANNUAL GIVING
OCCURS ON DECEMBER

According to a study done by Neon One
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50%

OF NON-PROFITS RECEIVE A MAJORITY
OF THEIR ANNUAL DONATIONS
FROM OCTOBER THROUGH DECEMBER

According to a study done by Bloomeran g & Pursuan t
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There are a lot of
donations at stake
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The Original Study

The Giving Process

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.
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The Communication

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 New Study

This time, the study solely focused on

messages received from
NOV 15 TO DEC 31, 2020

November
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SENT TO OUR TWO DIFFERENT DONOR
PERSONAS
ONLINE & POSTAL

0o

= ~
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Original vs Year End Study Comparison

Original
Multi-channel
Study

4 months

NOVEMBER DECEMBER

Year End i R -
Multi-channel 45 days _

Study
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AVERAGE AMOUNT OF MESSAGES
RECEIVED PER DAY

ORIGINAL STUDY YEAR-END STUDY

18 31

72%

In Emails Being Sent
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Was year-end communication any
different from a “normal” period?

Postal VS Online
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Original vs Year End Study

Number of Organizations By Message Type

24 additional
organizations

did not communicate

with the postal donor
during year end

20

10
m Original mYear-End

0

Mail Only Email Only Mail & Email None
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Original vs Year End Study

24 additional
organizations

did not communicate

with the postal donor
during year end

m Original mYear-End
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Mail Only

Number of Organizations By Message Type

Email Only

Slight Decrease
in Multichannel

)

Mail & Email

None



Original vs Year End Study

60

50

12 additional
organizations

did not communicate
with the online donor
during year end

40

Online

b

B
o
[

20

10

Year-End

® QOriginal
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Mail Only

Number of Communications by Study: Online Donor

Email Only Mail & Email

None



Original vs Year End Study

Number of Communications by Study: Online Donor

60

50
Significant Decrease

in Multichannel

12 additional
organizations

40

Online

did not communicate , B 0
with the online donor Nggrww

20

during year end

10

m Original mYear-End

Mail Only Email Only Mail & Email None
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Original vs Year End Study

60

50

12 additional
organizations

40

Online

did not communicate , B 0
with the online donor Nggrww
during year end 20
10
m Original mYear-End
0
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Number of Communications by Study: Online Donor

Increase in “Mail Only”

Mail Only

Email Only Mail & Email

None



WE RECEIVED

233 MAILERS

FROM 132 ORCANIZATICNS
THAT WE. DID NOT DONATE TO

That accounted for 44% of all the mail we received.
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Only received mail from 58 out of
103 organizations. (56% “conversion”)

Received mail from 90 organizations
we did not donate to.
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Postal

ar

During year-end,

postal donors are more likely to receive

direct mail from unknown organizations
than they are from the ones they give to.



WE RECEIVED 10 EMAILS <@>
FROM AN ORGANIZATION M
THAT WE DID NOT DONATE TO
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Overall, how did each
persona compare?




Persona Comparison

Are organizations actually communicating with their donors?

Postal Donor Online Donor

@ Email and Mail @ Email and Mail

. @ Email Only ® Email Only
@ Mail Only @ Mail Only
None None
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Postal Donor Online Donor

@ Email and Mail @ Email and Mail

Sdie ® Email Only @ Email Only
@ Mail Only @ Mail Only
None None

43% of organizations did not communicate with their postal donors.
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43.7%

Postal Donor

@ Email and Mail
@ Email Only
@ Mail Only

None

Online Donor

@ Email and Mail
@ Email Only
@ Mail Only

None

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

@ Email and Mail @ Email and Mail

43.7%

@ Email Only @ Email Only
@ Mail Only @ Mail Only
None None

35% of organizations sent messages to both types of donors.
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KEY FINDING #1

65%

OF ORGANIZATIONS ARE NOT COMMUNICATING WITH
THEIR ONLINE AND OFFLINE DONORS IN
MULTIPLE CHANNELS
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Thoughts with Noah ®

Why is it so hard for organizations to
communicate effectively with donors?
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BUT WHY IS
MULTI-CHANNEL
IMPORTANT?




Avera%e Revenue per Donor by Channel
Cohor
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Vlr tUOUS Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services @
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Avera%e Donor Retention by Channel
Cohor

0% 55%

Higher retention
rate

70%

60%
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40%
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10%
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Avera%e Donor Retention by Channel
Cohor

86%

70% Higher retention

rate
60% 56%
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463%
14,400%
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Completely earth-shattering tactic #1
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Completely earth-shattering tactic #2
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Number of Organizations Sending Emails

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

—@— Online Donor Postal Donor
60 )
— — . -
57 58 — o 60
Email S5 53 54 55

S
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When are organizations
sending messages?
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GIVING TUESDAY VS DECEMBER 31
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Giving Tuesday vs Week of December
315t Comparison by Donor

B Postal Donor B Online Donor

100

75

50

25

Neither Giving Tuesday Week Only Last Week Only Sent Both Weeks

virtuous @




74 organizations
did not send messages to either
donor during either week



Giving Tuesday vs Week of December
315t Comparison by Donor

100

75

50

25

B Postal Donor

Neither

B Online Donor

Giving Tuesday Week Only

Last Week Only

Sent Both Weeks



‘Percentage of Online Year-tnd Revenue

After December 25th

December 3lst

Giving Tuesday

Dat 0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00% ‘
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‘Percentage of Online Year-tnd Revenue

After December 25th

(34% mor revenue

December 3lst } ““““ ‘ ‘ ‘ ‘ ‘

.
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These weeks SHOULD NOT have
L] equal priority for most organizations.

Dat 0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00% ‘
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KEY FINDING #2

THERE WAS LITTLE DIFFERENCE BETWEEN THE NUMBER
OF ORGANIZATIONS SOLICITING DURING
GIVING TUESDAY AND THE WEEK OF DECEMBER 31°7
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Thoughts with Noah ®

What place does Giving Tuesday have in the
world of year-end fundraising?
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Volume of Mail by Donor

When we compared the e

volume of mail each donor
received, we observed that

150

both the online donor and 100
postal donor received the
same amount of mail during 50
this period.

Online Donor Postal Donor
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Number of Organizations Sending Mail by Donor

Also, the same number of Mail Bmail
organizations sent mail to both 50
donors.
60
40
20
0
Online Donor Postal Donor
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Volume of Email by Donor

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

Mail | Email
80

/X more organizations
sent emails to the online
donor compared to the postal
donor

60

40

20

Online Donor Postal Donor
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Solicitation vs Cultivation

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

B Solicitation I Cuiltivation

1K
70/30
750 Solicitation to Cultivation
500
250 60/40
Solicitation to Cultivation
0

Online Donor Postal Donor
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60% Solicitation /
40% Cultivation

But it's more complicated than that



Solicitation vs Cultivation

Many organizations sent no cultivation to their donors.

Bl Online Donor [ Postal Donor

100

79

20%

Sent Cultivation to Postal Donors

Cultivation




Solicitation vs Cultivation

Many organizations sent no cultivation to their donors.

I Online Donor M Postal Donor

100

80%

Sent NO Cultivation to Postal Donors

Cultivation



KEY FINDING #3

MANY ORGANIZATIONS AREN'T CULTIVATING THEIR
DONORS DURING THE YEAR-END SEASON.
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Thoughts with Noah ®

How can fundraisers use more cultivation
strategies to grow giving?
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WHY IS THIS IMPORTANT?
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No Additional Cultivation Additional Cultivation Group
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No Additional
Cultivation Emails 42%

In Online Revenue
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HOW YOU CULTIVATE YOUR
DONORS CAN AFFECT YOUR
REVENUE.
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What did the experience look like
for online donors?
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A DEEPER LOOK AT HOW
ORGANIZATIONS COMMUNICATED
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Unique Messages Sent to Both Personas

o /4% of organizations sent 3 or

fewer unigue communications
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Unique Messages Sent to Both Personas
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Unique Messages Sent to Both Personas
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Most Messages Sent:

Alzheimer's Association

% e 57 total communications

; ; * 95% to online persona
alzheimer’s
association®

* 88% were solicitations
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Most Messages Sent:

Alzheimer's Association

Weekly Communications for Alz.org

15

/?\ 10
10 g g
6 / \ 4 ./.
d_ 5

Weekly communication frequency

0 Increased steadily toward year end |
oY ) ) o 7 70 7o
q'\b’rLo \1'7'{3}0 \1'30’10 ch g c'\/b“qp C(L,\»’LO qub"}o
O O O O¢ Q% o¢ o°
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Most Messages Sent:

Alzheimer's Association

Year End Spam Rating for Alz.org

During year end, the Alz.org
domain had 2 out of 5
emails go to spam

Inbox 59%
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Alz.org Weekly Spam Rating vs. Emails Sent

Sending Volume
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Alz.org Weekly Spam Rating vs. Emails Sent

100 % 10M

75 % 7.5M

Spam ratings spike

50 % during increase

sending of year end

Inbox Placement

v
<
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25 % 2.5M

0%
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Alz.org Weekly Spam Rating vs. Emails Sent

100 % 10M

75 % 7.5M

| 2.5M
0

But return to normal once

50 % .
sending volume decreased

Inbox Placement

| —
=
awn|oA bulpuss

25 %
N
1
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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 wantto open?
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Unique Messages Sent to Both Personas
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Identical Donor Experience:

Hearing Health Foundation

Hearing Health ’.)
Foundation
Prevention | Research | Cure
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Identical Donor Experience:

Hearing Health Foundation

Communication Types by Persona

P Solicitation |l Cultivation
20

There was a 4:1 ratio of
solicitation to cultivation
for both donors

15

10

Online Donor Postal Donor
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Identical Donor Experience:

Hearing Health Foundation

Communication Channels by Persona

I Online Donor [ Postal Donor

And both donors
received multichannel
communications

Email Mail
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Identical Donor Experience:

Hearing Health Foundation

Weekly Communications for Hearing Health Foundation

5

Campaign kicked off a few
days before Giving Tuesday

0 N

0
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xb$9 v
o o o o o o o

virtuous




Identical Donor Experience:

Hearing Health Foundation
'»

GI¥VINGTUESDAY

(O Hearing Health Foundation [ § B
888

Prevention | Research | Cure

Double your gift, starting now!

Dear Kovin,
ot il bt Hearns e Fouromon (). Because this research is so urgent, HHF is getting an early start to Giving Tuesday.

yoar-okl cadgnéer Savannan'y hearing heaity They are pisa SRR Effective now, every dollar that you donate will be matched by generous benefactors. The
Sevannat hes en auciory proceesing dezg L opportunity expires at 11:59 PM EDT on Tuesday, December 1.

e i e e s oty e sl 0

ial to improve the lives of individuals like Savannah and millions more.

Because this research is so urgent, HHF is getting an early start to Giving Tuesday.
Effective now. every dollar that you donate will be matched by generous benefactors. The
opportunity expires at 11:59 PM EDT on Tuesday, December 1.

Let's make a difference for individuals like Savannah and so many more. Don’t wait to
make your gift today.

Sincerely,
;..‘;/27 /Jl/“LN

Timothy Higdon
President & CEO
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No Matching Gift Matching Gift

Stand against government overreach today Stand against government overreach—your

and help us reach our $75,000 goal by, gift will be TRIPLED!
October 11!

88%

In Donations
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Control
FAMILYLIFE

Help for today. Hope for tomorrow.

A Cru Ministry

You Can Help Create Godly Homes Through
Biblical Guidance and Practical Resources

Your support today DOUBLES through
a $645,000 Matching Gift

Goal: $645,000

$589,746

Families need the help and hope found in Christ now more than ever. But they can’t do this alone.
God has called us to provide the biblical guidance and practical resources to empower them to
pass that legacy on to the families around them.

To help with this, FamilyLife has received an amazing Matching Gift that will help reach twice as
many families! But this limited-time opportunity ends May 31.

When you make a gift today, it will be matched dollar for dollar—up to $645,000—to reach
families with biblical truth. Your generous gift will go directly towards...

virtuous

Sticky Bar

Reminder: A generous donor will match YOUR donation today, up to $645,000.

FAMILYLIFE

Help for today. Hope for tomorrow.

A Cru Ministry

You Can Help Create Godly Homes Through
Biblical Guidance and Practical Resources

Your support today DOUBLES through
a $645,000 Matching Gift

Goal: $645,000

$589,746

Families need the help and hope found in Christ now more than ever. But they can’t do this alone.
God has called us to provide the biblical guidance and practical resources to empower them to
pass that legacy on to the families around them.

To help with this, FamilyLife has received an amazing Matching Gift that will help reach twice as
many families! But this limited-time opportunity ends May 31.

When you make a gift today, it will

families with biblical truth. Your ge| q q O/

In Donations



Identical Donor Experience:

Hearing Health Foundation

Weekly Communications for Hearing Health Foundation

There was direct malil
reinforcement toward the end
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Identical Donor Experience:

Hearing Health Foundation

Post Card Received on 12/21

Hearing Health Foundation (HHF)'s urgent hearing
and balance research continues during COVID-19.

¥Your year-end donation
will be doubled so that
science doesn’t stop.

Deadline for your tax-deductible
contribution: Thursday, December 31.

virtuous

Email Received on 12/28

(= Hearing Health Foundation

Prevention | Research| Cure L

Future
discoveries
depend on
your support.

Dear Kevin,

Hearing Health Foundation (HHF) is so grateful that you have been part of hearing and
balance research this year.

The COVID-19 pandemic threatened to halt our scientific work in 2020 and, thanks to
your heroic responses, science did not stop.

With your support, HHF plans to expand on our recent progress in 2021. Some of our
project focus areas include:

e Hair cell regeneration in the ear

o Genetic analyses of animal hearing and balance models

o How tinnitus changes auditory networks

e Speech processing in older adults and in cochlear implant users
e Mechanisms of Méniére's disease

Our project plans are exciting, but remember: We will only be able to carry out this critical
work with your support.

There are only a few days left in the year, and you can step up today to ensure our
scientists are well-equipped for 2021.

Thanks to anonymous, generous donors, your contribution today will be doubled.

HHF is immensely grateful for your commitment and pledges to use your donation as
wisely as possible.

DONATE

Sincerely,



No Post Card Post Card

No Postcard
Sent

A Thanksgiving message for you, Jon

In Donor Conversion
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Identical Donor Experience:

Hearing Health Foundation

Weekly Communications for Hearing Health Foundation

5

2 Urgency was
increased near the
end of the deadline

0
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nb *rLQrL
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Identical Donor Experience:

earing Health Foundation
e

We’re counting on

(2 Hearing Health Foundation
h Prevention | Research | Cure 888 .
\ ' K)

your support today.

Dear Kevin,

e i mam g e Thank you so much for your contribution.

through Hearing Health Foundation (HHF).

Today, on the last day of 2020, anonymous benefactors have generously pledged to
match your donation to HHF so that we can begin the new year with as-fhany resources
as possible.

In 2021 and beyond, HHF will fund research that will betterthe lives of individuals like Jan
(pictured above), his mother Cynthia, and their family

Jan was born with a hearing loss that went urfdetected until he was about 2 %; years old. D O N A I E B E F O R E 1 1 " 59 P M E S I
Bullied by his peers as a child, Jan.says that his hearing loss pushed him to prove he's -
just as capable as anyone elseBut new treatments and cures for hearing loss would

mean the end of stigma and an even more hopeful future for his career in acting.

His mother, Cynihia, says: “All we can hope for is that a cure for hearing loss can be
found in theAtGture.”

Withryour help today, HHF is determined to create lasting, positive health outcomes for
<fhose who live with hearing loss and related conditions.

Thank you so much for your contribution.

DONATE BEFORE 11:59 PM EST

g;,/z7 /J/L

Timothy Higdon
President & CEO
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No Countdown Clock

Dear << Test Salutation >>,

| wanted to send you a quick reminder to make your online gift to Dallas Theological
Seminary today. Your gift is an investment that will produce a return greater than any
worldly investment you could make.

Generous donors have already helped DTS meet the Challenge Gift of $450,000, but
it’s not too late to make your gift! Every penny counts to help DTS equip servant-

leaders to boldly proclaim the Good News of Jesus.

Before you help ring in the new year, help lay the groundwork to advance God’s
kingdom in 2015.

Make your year-end gift now.

Sincerely,

Mark L. Bailey, PhD
President
Dallas Theological Seminary

You are receiving this email because you donated to DTS and opted to receive emails.
unsubscribe
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Countdown Clock

Dear << Test Salutation >>, _
DEADLINE: MIDNIGHT 12/31/2014

| wanted to send you a quick reminder to n n E E B
mak(.e your online gift to. D.allas Theologlcal DAYS  HOURS MINS SECS
Seminary today. Your gift is an investment

that will produce a return greater than any worldly investment you could make.
Generous donors have already helped DTS meet the Challenge Gift of $450,000, but
it’s not too late to make your gift! Every penny counts to help DTS equip servant-

leaders to boldly proclaim the Good News of Jesus.

Before you help ring in the new year, help lay the groundwork to advance God’s
kingdom in 2015.

Make your year-end gift now.

Sincerely,

Mark L. Bailey, PhD
President
Dallas Theological Seminary

63%

You are receiving this email because you dona
unsubscribe

In Donor Conversion



Thoughts with Noah ®

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