
Dr Adrian Sargeant

www.philanthropy-institute.org.uk

Adrian@philanthropy-institute.org.uk

Building Donor Loyalty: 
The Science of Loyalty 

and Retention

http://www.philanthropy-centre.org/


Objectives

oDefine lifetime value

oExplain how to use LTV in fundraising

oUnderstand current retention rates

oDescribe the factors that drive customer and donor loyalty

oDevelop a range of strategies to build retention



Is Retention An Issue?

Improving attrition rates by 10% can improve

revenue generated by

o50%

o100%

o150 - 200%



Tenure Year of 
giving % still giving

1 48.6%

2 40.8%

3 35.3%

4 31.1%

5 27.7%

6 25.0%

7 22.6%

8 20.5%

9 18.7%

10 17.1%

11 15.7%

12 14.4%

13 13.3%

14 12.2%

15 11.2%

16 10.4%

17 9.8%

18 9.0%

19 8.3%

20 7.7%

21 7.1%

22 6.8%

23 6.4%

24 6.0%

25 5.7%



In the US 

oNew Donor Retention Rate 13.5%

oRepeat 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”

What is Lifetime Value?



$1000 +

$500 - $1000

$100 - $500

$20 and under

$20 - $100

Value

Value Segments



Perspectives on Value

Historic Future

Segment

Individual



n

LTV = Ci (1 + d) -i

            i=1

Where

c = net contribution from each year’s 
fundraising activity

d = discount rate

i = expected duration of each relationship in 
years

LTV



Key Decisions

o Costs/revenues

o Duration of lifetime

o Discount Rates



What can it do for you?

oAssigning Acquisition Allowances

oChoosing media for initial donor acquisition

oSetting criteria for donor marketing

oInvesting in the reactivation of donors



So……...

What Drives Donor Value….???



Why Do Customers Defect?

Factor %

Death and Relocation 4

Won by the competition 5

Lower price elsewhere 9

Unsatisfactory complaint handling 14

Lack of interest from the supplier 68



50 Ways To Lose Your Lover?



50 Way To Lose Your Lover

oIgnore Them

oLie To Them

oFail To Return Calls or Answer Letters

oFail To Deliver On Promises

oBe Uncivil

oIncrease Prices

oDon’t Turn Up On Time

oEtc.



Customer Satisfaction
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Will Customers Buy From You Again
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So what’s likely to drive 

donor loyalty?



Reasons For Quitting

oNo longer able to afford support

oNo memory of ever supporting!!

oStill supporting by other means

oFeeling that other causes are more deserving

oX no longer needs my support

oDeath/Relocation

oNot reminded to give again

oX did not inform me how my monies were used

oX’s communications were inappropriate

oX asked for inappropriate sums



Donor Satisfaction
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Satisfaction



But what about commitment?



Qualitative Phase





Quantitative Phase



Risk

Trust

Personal

Link

Passive

Commitment

Active

Commitment

Loyalty

Service
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Shared

Beliefs

Learning

Multiple

Engagements
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Structural Equation Model



Commitment



Trust



Satisfaction, Commitment and Trust

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



Measurement…



Options ...

o I am a committed supporter of Oxfam

o I am a loyal supporter of Oxfam

oOxfam is my favourite charity

7 Point Scale

Strongly Disagree …… Strongly Agree

But avoid

oNet Promoter Scores



Net Promoter Score

oAccording 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.

% %



Problems

oNPS assumes low scores are active “detractors” of brand

oNPS throws away data

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

oRecommendation is not the primary goal

oNPS is not as predictive of giving as other measures

oConfusion over what NPS is really designed to do



Keiningham et al.

o…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).



Reichheld

oIn 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 
individual 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 …



1. Measure and Reward …



Satisfaction

Very dissatisfied ….. Very Satisfied

7 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:

o “X is my favourite charity”

o “I am very committed to X”

o “The work is X is very important to me”

39



Trust

We would avoid questions that talk of trust in the abstract (e.g., I have a high degree of trust in XXX) and 

instead focus on specific manifestations of trust because donors find them easier to process, thus:

o “I trust XYZ to use donated funds appropriately”

o “I trust XYZ to deliver on its promises”

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

Again, 5- or 7-point measurement scales can be adopted.

40

Trust



2. Plan a Simple 
Communications Cycle and 

Supporter Journey





A Supporter Journey

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

oIn what order ...

oDoes it vary by segment – how ...



And move towards a loyalty plan for 
every donor

AI 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.



3. Survey to Identify Needs



Research gives useful information on 

each supporter’s attitude





4. Give Good Feedback & Thank 
Properly!!







#bbconUK



#bbconUK

No 

acknowledgementAcknowledgement received



#bbconUK

Donor identity boosted



#bbconUK

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…

oCross-sell







6. Give Some Control





7. Go Social



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.



8. Invest in Monthly Giving



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


9. Innovate with the latest 
science



But  more of that anon …

65
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