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Define lifetime value

Explain how to use LTV In fundraising

Understand current retention rates

Describe the factors that drive customer and donor loyalty
Develop a range of strategies to build retention



Improving attrition rates by 10% can improve
revenue generated by

50%

100%

150 - 200%
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Tenure - how long a donor gives for
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New Donor Retention Rate 13.5%
Repeat Donor Retention Rate 41.3%

Fundraising Effectiveness Project 2023



“the total net contribution that a customer

generates during his/her lifetime on a house
list”
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$1000 +

Value
$500 - $1000

$100 - $500

/ $20 - $100 \
/ $20 and under \
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Historic Future

Segment

Individual
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n
LTV=2Ci(1+d)-
=1
Where

¢ = net contribution from each year’s
fundraising activity

d = discount rate

| = expected duration of each relationship in
years



Costs/revenues
Duration of lifetime
Discount Rates



Assigning Acquisition Allowances
Choosing media for initial donor acquisition
Setting criteria for donor marketing

Investing In the reactivation of donors
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What Drives Donor Value....?7??



Death and Relocation

Won by the competition

Lower price elsewhere
Unsatisfactory complaint handling
Lack of interest from the supplier

14
68
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50 Ways To Lose Your Lover?

il
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gnore Them
_1e To Them
—all To Return Calls or Answer Letters

~all To Deliver On Promises
Be Uncivil

Increase Prices

Don’t Turn Up On Time

Etc.
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[J Rating
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Wil Customers Buy From You Again

No Complaint Complaint Not
Resolved

Complaint

Resolved

Immediately

Resolved

[ Major
E Minor

| ;
i
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So what's likely to drive
donor loyalty?

il
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No longer able to afford support

No memory of ever supporting!!

Still supporting by other means

Feeling that other causes are more deserving
X no longer needs my support
Death/Relocation

Not reminded to give again

X did not inform me how my monies were used
X’'s communications were inappropriate

X asked for inappropriate sums
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Donor Satisfaction

il
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But what about commitment?
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Qualitative Phase
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Trust in Organization

Payment Method

Personal Link

Organsation’s Performance

Risk

SN

‘ Availability of

R Comimitment

Tangible Link To Beneficiaries

Multiple Engagements

Choice in Comprunicaliog

Communicateon Quality

g

Media

Behaviour

Shared
Heliefs

Eoow ledge!
Learning

%
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Quantitative Phase
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Service
Quality

27

Risk

Trust

Structural Equation Model

27

Passive
Commitment

10

.08

Shared
Beliefs

o4

Personal
Link

Active
Commitment

Learning

Multiple
Engagements

Loyalty

37
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Cumulatively, increasing each attitude by one point increases a
donor’s likelihood of renewal by approximately 51.26%
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Measurement...

il
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| am a committed supporter of Oxfam
| am a loyal supporter of Oxfam
Oxfam is my favourite charity

7 Point Scale

Strongly Disagree ...... Strongly Agree

But avoid

Net Promoter Scores

Institute for Sustainable



According to global benchmark data, which accounts for the NPS of
more than 150,000 organizations, the average score is +32. If your
score is below zero, it's considered 'bad. A score above 20 is generally
viewed as good and a score above 70 is exceptional.

NetPromoter Score®

0 9 8 ¥ & B K B 4 1 0
0000000000
(T ‘ | !

| |
% Promoters w— %0 Detractors = NPS
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NPS assumes low scores are active “detractors” of brand

NPS throws away data

NPS does not identify the full set of organizational experiences
that matter

Recommendation is not the primary goal
NPS is not as predictive of giving as other measures
Confusion over what NPS is really designed to do



...examined data from more than 15,000 consumers and 21
companies over multiple years. They then added in the growth
rates for those companies under investigation. As the authors
note “even when ignoring statistical significance (the likelihood
that the correlations occurred by chance) Net Promoter was the
best predictor in only two out of 19 cases.” They go on to
conclude that “based on our research it is difficult to imagine a
scenario in which Net Promoter could be called the superior
metric” (p. 56).



In June 2011 , Fred Reichheld, the creator of NPS, wrote: “The
reason that so many researchers hate NPS is that so many
senior line executives love it.” He continued to defend NPS by
saying that although it was less accurate for predicting
iIndividual customer behavior than other measures, it was better
at predicting business growth. But a few weeks later, he wrote
that predicting individual behavior was the basis of NPS—rather

than a correlation to growth.



Some Practical Advice ...

il
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1. Measure and Reward ...

il
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Very dissatisfied ..... Very Satisfied
/ point scale

Components of the service and
Overall — how satisfied are you?



Commitment

Commitment has been measured by the level of agreement with statements such as:

“X is my favourite charity”

‘I am very committed to X”

“The work is X is very important to me”

InstitLéed’ur Sustainable



Trust

We would avoid questions that talk of trust in the abstract (e.g., | have a high degree of trust in XXX) and
instead focus on specific manifestations of trust because donors find them easier to process, thus:

“l trust XYZ to use donated funds appropriately”
“| trust XYZ to deliver on its promises”

“I trust XYZ to be open and truthful in all its communications”

Again, 5- or 7-point measurement scales can be adopted.
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2. Plan a Simple
Communications Cycle and
Supporter Journey

il
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Strategic Donor Communication Cycle

RECRUIT —y.

CASH - Press ad

ACQUISTION

-» Fax appeal
(emergencies)

ONE-OFF DONORS
!

Called 4-6 weeks later to convert o RG

Donor Care:
Receipl ASAP within 2-5 days
Commurication preferences noted
241000 receive personal call, email,
pesonalised note or thank you lelter

2. i - Face lo face
REGULAR - New media
GIVING > Direct Mail
SRR S Events

Welcome call'emainl within one week of
Sign up (volunteer);
Welcome pack sent within 5
receved al sIgn up.

days il not

Donor Care:
Communicalion preferences noled
Choice of debil dates
Attempl o activate financial lapsed by
phone When emailleiter

3; T
BEQUESTS

!

Survey

-» Direct Mail pack

- New media appeals

A~ 2 » &

e ENGAGE

—

Monthly e-newslelter

Ny

Ad hoc invites to donor
events/brietings —
posled to website

FFax appeal for
acquisition

Major donor
personal calls

Media coverage

3x newsletler
“soft" aDDeaIs\<

[N—

//—-~-

COMMUNICATION CYCL

i S

————

MONTHLY RG
COMMUNICATION
CYCLE

EMERGENCIES

MAXIMISE VALULE

s

» Adhoc invites to donor
events & briefings

ACTIVE CASH DONOR

E

» 4x cash appeals

Donor care leller

¥ &receipt

>.

Upgrade to mcreased
monthly gills alter 6 mihs
debit & then every 12
mths of original update

Launch appeals (online, DY as
fasl as possible 1o all donors

TV/Radio P ont Moedia appeals

NB: Donors are segmented into "Middle" and
"Major” donors, and receive targeted
communications accordingly.

by phone/email

Dedicated Donor Care Stalf
- Offer payment holidays and reduction in monthly amounts

- Contact donor after 1 month of unsuccessful debit (V)
- Contact lapsed monthly donors alter 6 imonths to reaclivate.
- Track why donors atlrite (reason, upgrade cause/eflect)




What do we want to expose our donors to ...

n what order ...

Does It vary by segment — how ...
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Al offering new opportunities for nonprofits to create unique goals and
plans for each donor. As your relationship with each donor grows, you
will have more information on the donor’s interests and ability to give.
You can add this information to your donor database and adapt the
loyalty plan to work for each individual.
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3. Survey to ldentify Needs
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T I Research gives useful information on
each supporter’s attitude

B¢ or g;

With each
1 €ach ron) of the follow,
8 Statemen,
ts?

Strongl,

dgree

August 2006

Please tell us what you think #arch ingo
P treay,

Dear Mr Pdgeon.

| am delighted to enclose your latest copy of Together, keeping you up to date with all the progress you are helping us
10 make.

| would also ke to thank you for your continued support of Cancer Research UK Your generosity and kindness mean

30 muxch in the fight ageinst cancer
We value your views

Attached 1o the & s a smple questionnaine. It asks about your expenences of and attitudes towards cancer and
Cancer Research UK\ i be very grateful f you could take pust a couple of man nplete it and post it

back to us i the Freepost envelope provided

Your answers are very mportant 1o us as they help us to understand people’s attitudes towards cancer and the
cffect 1t has on ther Ives.Ths will in turn help us to know the best ways to commus with all our supporters, fOvercome
Depending on your personal expeniences, | will completely understand f there are any questions that you woukd
rather not answer - please feel free just to leave them out And rest assured, your answers will reman completely

confidental

Thank you 50 muuch for everything you do for Cancer Research UK. It's because of people ke you that moce

people than ever before are now sunming cancer
Yours sincerely,
Claire Wikon

upporter Services

Cancer Rescarch UK

Tk YO Tor
““'.‘ Proade

o e
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4. Give Good Feedback & Thank
Properly!!

il
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wstreets
wcitys, «states azipcodes

Dear «formalsalus,

IThank you so much for your gift of $«trcptamts in support of
the Ontario Science Centre.

)Science and technology enriches our lives, and a single visit
to the Science Centre can plant a seed and provide the tools for
a lifetime of exploration and discovery. Thanks to your
support, young pecple and their families from Toronto’'s at risk
communities will experience the inspiration and excitementithat
you and your family enjoy each time you visit.

We’‘xre thrilled to anncunce top-notch exhibitions and IMAX
films in henour of cur 40™ ananiversary. Come and experience our
upoconing features The Science of Spying, followed by Lizards and
Snakes, Mtvolnndw:u—nto«lm Watch for news

cant,

on our anniversary celeb ion in Sep

JIn recognition of your donation, we’d like to acknowledge
your support by including your name in our Annual Report and on
our Donor Wall. Your donation receipt, in the form of a letter,
is enclosed. If you have any questions or need any assistance,
please contact Matt Wiesenfeld, Mead of Annual Giving at (416)
696-3233.

I hope you visit us soon, to see the impact you are making when
you chose to donate to the Science Centre.

Yours wmincerely,

Lesley lewis
CEO (6)

Encl.

Date

«addressoos
«stroots
“«oAtys, «otates wzipcodes

Dear «formalsalus,

Robots whir. Comets streak. Tide pools gurgle. Whea soience
comes to life, anything is possible... and all because of you.

Thank you for your contribution of § upport of the
Ontario Science Centrel mrwtuMAupLung.
generation of future scientists and their families who, without
You, might not have the means to visit our Science Centre.

we YoUu provide the tools for a Lifetime of exploration, m -
Alluninating the comets, giving ua mxo their gurgle, and

much more =~ sharing with oth ‘s ties the
sane excitoment that you and m z.-uy enjoy cach time you
visit,

W 3N recognition of your kind gift, wo'll add your name to our
Annusl Report and our Domor Wall. (And you'll find your donation
receipt enclosed.) If you have any quastions, please coatact
Hatt Wiesenfeld at (416) 696-3233., We'd love to hear from you.

Thank you so very msuch for sowing the seeds of discovery,

Lesley Lowis

" anniversary - from
+ Alive! = 80 l bopo
in our up g

oa. Thanks again,
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Dear NAME,

")Om behalf of XYZ Charity, thank you mest sincerely for sending through AMOUNT donated on bebalf of
the winner of the ABC Competition. We truly appreciate your customer’s generosity and support.

FnovuXXX,un. XYZCWMM. Ireland’s leading independent charity advocatiog for the rights,
well being & pi il Oar missh hlon‘tmﬁy&h]m ) to children in all forms -
mﬁmqehldbghndnommllyb P happin &qulw Despite
Inhd‘sgnupmlkmnloil'ﬂonhpml“yurm Inerabh onfulfilled,
Tihklhup!\‘lcwd-nﬁlnch&mrydlyvhhthp-l&'lmunm

Our services to children, thelr families and communities include:

«  ProgrammeName is Ircland’s only multi-media listening :mke lor clldn-. pnvldllg ‘ltly n-nl-
the-clock support. With 2 network of over 200 vol
over 1.8 million calls, texts and onlime m-mmmminl.mrhm Nullyl.ﬂﬂnlhm
recelved each day.

*  The ProgmmmeName2 progr fi gers with behavioural or | health probi:
as well as these at mdnhmwnmlmlhml udmbnﬁ«l leaviog.

*  ProgrammeNamed is a home-based service king with vulecrable young child
experiencing behavieural or emotional difficulties with limited support eptions available.

o Now in its 12 year, ProgrammeNamed bs a 24-7 service focused on children, young peaple and psrents

who are begging or at risk of begging on the strects. PregrammeNamed also provides suppert to
children from minority ethnlc backgrownds who are seoking asybum is Irefand

whe are

~ We rely on donations like yowrs to contl te expand and improve our progr

*  AMOUNT can cover the costs of one month's onc-on-one web counselling.

*  AMOUNT can help us train ome new volusteor who will then devete 100 hours or mare of service 1o our
preg king an i ble difference to the lives of so many children,

| fWe woeld wele the ch to explain our work further or any questions you might have. Please
@0 not hesitate to s anyel u(XX)XXXXXKXuvum:yMﬂ

Again, we really appreciate your support and we hone that vou can continue 10 sunnert us ia whatever wav voa
can in the future.

Yoars siacerely,

Fundraising Campaigns Administrator

After

IXYZCharity Letternead]

FirsiName LastName
Addresst
Address2
Address3

2™ March 2009

Dear NAME,

| Sonvewhere in Ireland, 2 child is calling for belp. And because of you, & caring voice
answers,

Thank you so much for donating AMOUNT through the ABC Competition to XYZ
Charity. Yoar geaerosity - and your customer’s support - ure truly at the heart of all
we do,

Nearly 2,000 times, each and every day, you make all the differemce in the workd for
troubled chiddren, Your kind contribution means that XYZ Charity can keep skilled
yolunteers standing ready to amswer calls... offer counseling services that keep
teenagers |a school aod awsy from drugs... and meator yowng ehildrea (snd their
parents) to better cope with tough times.

Your support even extends to Ircland’s “invisibles™ — thase who beg or arc at risk of
begging — as through XYZ Charity's rousd-the-clock outreach services, young lives are
forever changed.

It's all thanks to yeu.

And we wels the ch n any questions you might have. Please contact us
anytime on (XX) XXX XXXX or visit www.xyzcharity.org. I'll also update you on all
the good your gift s doing ln XYZ Charity’s [anneal ietter? quarterly newsletter?|,
which you'll receive fwhen].

Al of us here at XYZ Charity really appreciate your support. Thank you again for
givieg vulnerable young chikiren a place to turn for help... and & reasen to hope.
Yours siacerely,

[INSERT SIGNATURE)

TN
Chief Exccutive, XYZ Charity

Institute for Sustainable
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Planned
Parenthood

Care. No matter what.



NoO
Acknowledgement received acknowledgement

Thank you for taking the time to read this letter. I often write
to you to ask for a gift, but not today.

Today, I want to tell you that you are the real gift.
Today, I want to thank you for changing lives.

Your past support of Planned Parenthood of Southern New
England (PPSNE) changed Lauren’s life.

After suffering years of abuse, Lauren found renewed hope
for safety: gifts like yours allowed her to get her first well-women
exam. This meant the world to her — safe, non-judgmental care
provided by informed and thoughtful health care providers.




Donor identity boosted

Planned Parenthood of Southern New England Planned Parenthood of Southern New England
Please check the box if the statement below describes you: Please check the box if the statement below describes you:
1 Yes, | think standing together with PPSNE to guarantee safe, compassionate and (1 Yes, | think standing together with PPSNE to guarantee safe, compassionate and
affordable care is an important part of who | am. affordable care for 80,000 patients each year is an important part of who | am.

[ Yes, | want to stand with PPSNE patients. Please accept my renewed [ Yes, | am honor to support the patients PPSNE serves. Please accept
giftof: 0$25.00 ~ O$30.00  O837.50  OOther_______ my renewed gift of: O $150.00 O $180.00 O $225.00 O Other

blackbaud #bbconUK



5120.00 $112.78

[
=
3 5100.00
£ $80.00
? ; ‘, $67.46
- ' Z * * I,
B $60.00 ¥ x “ ’
) /

=
2 L “\\\\\* ;
g s4000 L
- .
&
E 520,00
g
of

%0.00

Thank You received Mo Thank You rece ved

Those who received the thank-you letter gave on average $45
more than those who did not. This is a 67% increase in giving.



5. Build Passion...

- Cross-sell

il
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WWW."ph or

Log on now to help
break the trade that's
breakmg horses,

100,000 horses are still being
trucked long-distances across
Europe to slaughter.

Please help them.

Tell
Make A Noise now! g '*"‘ﬂ You thinks

Please ¢o
Bt your Atecest in o

be X
when we com ECAte with yo
o

I'm Counting on

m‘m,\\ms&& ,

tation of o
\rve bed v - . Fones e st st

sreely ovan
The shocking reality is that this legisly

ignored: mr s Mo still l«"rvo’ in 2
Campaign and | am writing to ask for y

Here’s how to Make A Noise!

Please do as much as you can t
water & m ith the campaign, Ar
days wthons you can do will help the ILPH 10 put

seeks 0 cam i

an end to the
Wt s Naggerne
« Make A Noise canpangs we 3

I you care sbout the weltare of animal
your voice 10 eurs with & danation of |
fong-distance tramsport to slaeghter b

: Help fund our vital investigations and campaigning with

Lobby the EU Commissioner for Animal Health and Welf:
the card below.

: Log onto www.ilph.org/makeancise for other ways to

We expose the suffering of horses on

their long-distance journey to slaughter. oo

Help us break
the trade that’s
breaking horses.

P, PROOPOS
Mouse, Sastterton, Norfolk NRI6 2YX

To help the ILPH's vital work with
a regular gift, please see over.

WAKE A NOISE &

Drive long-distance transportation of
horses for slaughter off Europe’s roads —"‘—'

Yes, | want to help horses with a gift to the ILPH of
@0 Joo[ | £50] ] oc the amount of my choice: £
Please accept oy (hegue/pntsl

On plevse debx "yq/-l ) Mt OhantyCad
card o[ lIlIllllIllII[l
Moo nue 1

St Gt o Dnphy it

ave the ILPH money. | you e happy
erse wite your emal abden belom

To the Commissioner ="
Add:your voice to-mine.

Please tick the box to tell us you've sent the
Commissioner your Make A Noise card.

9/makeanoijse

L2t people in your Communit
Make A Noiget -
TONNON the letter we've ey,
10 your kocal newse
OQawie ovents and

Y know abogt

60 K¢ you a0d pogs
W MP and MED
U9 3 Campaigaing oro

TS, V.
set

00D
Show us you're commi g
$9% 69 0aline and

COMPY Grrer

tted to the cagser
d become 3 Make A Noise

5
$hop online and sup

P POrt Make A &

Voise!

TN 10 end this

¢ QUestionny . The more we know
‘it"‘("f(cr.:t"f\" "

Ve we can

You to make 3 big noise

BELCIM

10 Make & Mt
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American Civil Liberties Union (ACLU) - U.S.

» Activists taking 2+ actions between September
and November were 4x more likely to donate
at year-end

* Donors taking 2+ actions produced 26% more
revenue at year-end than non-activists

Nick Allen

Institute for Sustainable
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6. Give Some Control
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=
Let The Camphill Famn, help you

Your support means a great deal to us and we want to hel. ou in return.
Please lot us know your preferences by ticking the relevant b. «s below.

Choose when you want to hear from us | To set u, or change a regular gift

If you receive four issues of our newsletter each year: | Giving The Cam, il Famidy your regular financial suppoet helps us
I would prefer 30 heoe from you just once o year, ot Chritmos. te. By amendin ng, Banker's Order or

; o g Our communities
If you receive a newsletter once a year only, the paperwork
you may like us to contact you more often:

F m\\\) & 1 woold ke to receve Campnill Faenly Lk four times  yeor, X lfyouw ald ke to set up a regular gift:

& The Comphill Faemily on o regular b
oot . If you would rather not receive appcals S

would like you to keep me up

wdumm‘ ple- . send me o Direct Debit form,
1f you would like to amend your existin

you wot ]
4 regular gift:
If you would rau.. : - olveody give regularly by Banker's Order ond would fke to
information from The Camphlll Family: et Debit - please send me o form

would prefer you NoY to write 1o me ogoin

Nl Famly L, bt | do ot wish 10 recew appeols

s OFfice
AR hage
808" by
oach
wor!
Your guide to The Camphill Family Leave a gift of happiness in your Will
awarm welcome at any of the eleven The Camphil Family in yout W
by The Camphil Family, This
gives you all the infor u need 10 plan 3 v
acluding

Please send me o free copy of the guide

Find out more about what life is like in one of our Camphill communities

Qur video of life in Botton X A Celebration of Botton booklet
..1,;»»‘ and is a charming p

Plecse snd me a free cop Celebration of Botton

10. lemg Botton Village
4
01287 660871 and we can give you details

Please send me o free copy of the Bo g pho of workshop epening times as well as directions,

Would you like to enter the electronic
age with Camphill Family Life?
n, Sug, Joanre, -~ in Camphill we're commit the environment

Maureen, Ann and and ene way of doing this is by keeping paper use to 3

TTTFFITT

ackie is hece 1o help ’ B minimum, That's why in the future we'd like to offer you the
you. Just ring our A option of receiving Comphil Family Lfe and other Camph
helpline 01287 66129¢ | | k email instead of through the pos
or our switchboard ‘ t s know b " d, and

01287 660871, 9am ) !

—

53

-

further detads
Yes, | would be interested in reciving Camphill Family e
by emai, My emoil oddress s
more than one copy of our mewsletter by mistake, or if there

g cise you would fike to tell us.

The Camphill Famiy raises funds for eleven communities helping aduits in need of special care 1ad understanding
Together they make vp the Camphill Vilage Trust Uimited, registared charity mumber 212402
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/. Go Social
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Another way your nonprofit can encourage donations is
by giving donors a way to spread the word about your
organization. Thanks to peer-to-peer campaigns, donors
can show their loyalty by sharing their stories and
collecting funds through these online campaigns.
Nonprofits can support donors’ efforts by communicating

updates on the organization’s programs, pictures, and
success stories.

Institute for Sustainable



8. Invest in Monthly Giving
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The Nonprofit Recurring Giving Benchmark
Study from Next After, they highlight how
only 14% of organisations prompted one
time donors to upgrade to a regular
donation



https://cdn2.hubspot.net/hubfs/320257/eBooks%20and%20Resources/The%20Nonprofit%20Recurring%20Giving%20Benchmark%20Study.pdf?utm_campaign=ebook-lead-gen&utm_medium=email&_hsenc=p2ANqtz-_HR71g6Wxnzsw702O2FlbsYFiB5RI0ULP_dZcMIp2YD3j970cSPIaJxPkD1ODw6lh3krSX5Qv6FqvC9-2GcEzOkLYjXkUB137But-RjfBy-H5BU8w&_hsmi=101533934&utm_content=101533934&utm_source=hs_automation
https://cdn2.hubspot.net/hubfs/320257/eBooks%20and%20Resources/The%20Nonprofit%20Recurring%20Giving%20Benchmark%20Study.pdf?utm_campaign=ebook-lead-gen&utm_medium=email&_hsenc=p2ANqtz-_HR71g6Wxnzsw702O2FlbsYFiB5RI0ULP_dZcMIp2YD3j970cSPIaJxPkD1ODw6lh3krSX5Qv6FqvC9-2GcEzOkLYjXkUB137But-RjfBy-H5BU8w&_hsmi=101533934&utm_content=101533934&utm_source=hs_automation

O. Innovate with the latest
sclence
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But more of that anon ...
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