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A little bit of background...



60-70% of first-time donors
do not give again the
following year.

*53% due to lack of effective
communication

It's 5-10x more expensive to
gain a new donor than to
keep an existing one

Nonprofit Donor
Loyalty Primer

5% Lured by a
Competitor
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$3% of donors kaave due 10 the chavitys lack of communication
Fotn i vt @ bloomerang




Recurring Donations

710%

Donor retention




2-Year Timeline: One-Time Donations

Y2 High ;

Y2 Low ;

¥ Recurring Donations  ®One-Time Donations



o

N

-Year Timeline: Recurring Donations

¥ Recurring Donations ¥ One-Time Donations

Recurring donations have a significant compounding eftect.



Proving the model...



Example 1: Assumptions

5,000 Donors to start with
$240 Initial one-time gift
10% Donation growth YoY
45% Donor Retention Rate

O New Donor Acquisition



Example 1: 45% Retention

1 5000 $240 $1,200,000
2 2,250 $264 $594,000
3 1,013 $290 $294,030
4 456 $319 $145,545
5 205 $351 $72,045
6 92 $387 $35,662
7 42 $425 $17,653
8 19 $468 $8,738
9 8 $514 $4,325
10 4 $566 $2,141
TOTAL: |  $2,374,139




Example 2: Assumptions

5,000 Donors to start with

$20 initial monthly commitment
10% Donation growth YoY

/0% Donor Retention Rate

O New Donor Acquisition



Example 2: 70% Retention

Year# | #ofDonors | Aeroge St | Average it ) 8 Vel
1 5000 $20 $240 $1,200,000
2 3,500 $22 $264 $924,000
3 2,450 $24 $290 $711,480
4 1,715 $27 $319 $547,840
5 1,201 $29 $351 $421,836
6 840 $32 $387 $324,814
7 588 $35 $425 $250,107
8 412 $39 $468 $192,582
9 288 $43 $514 $148,288
10 202 $47 $566 $114,182

TOTAL: | $4,835,130




Example 3: Assumptions

« 5,000 Donors to start with
« $20 Initial monthly commitment
* 10% Donation growth YoY

e 20% Donor Growth Rate



Example 3: 20% Growth

Year# | #ofDonors | Averoge St | Average it ) 8 Vel
1 5,000 $20 $240 $1,200,000
2 6,000 $22 $264 $1,584,000
3 7,200 $24 $290 $2,090,880
4 8,640 $27 $319 $2,759,962
5 10,368 $29 $351 $3,643,149
6 12,442 $32 $387 $4,808,957
7 14,930 $35 $425 $6,347,823
8 17,916 $39 $468 $8,379,127
9 21,499 $43 $514 $11,060,447
10 25,799 $47 $566 $14,599,791

TOTAL: | $56,474,136




Example 3: 20% Growth

Year# | #ofDonors | Averoge St | Average it ) 8 Vel
1 5,000 $20 $240 $1,200,000
2 6,000 $22 $264 $1,584,000
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Summary

Example 1.
45% Retention

Example 2:
70% Retention

Example 3:
20% Growth

# of Recurring

Over 10 years

Donors after 4 202 25,799
10 Years
Average
Annual $237.,414 $483,513 $5,647,414
Revenue
Total Revenue
$2,374,139 $4,835,130 $56,474,136




Summary
E I # of Starting # of Donors After | Revenue After 10
xampies Donors 10 Years Years
Small NPO 100 516 $1,129,483
Medium NPO 1,500 7,740 $16,942,241
Large NPO 5,000 25,799 $56,474,136




$16,000,000
$14,000,000
$12,000,000
$10,000,000
$8,000,000
$6,000,000
$4,000,000
$2,000,000

$-

Revenue Summary
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Benefits:

* Predictable revenue

« Compounding growth

* FOCUS on retaining donors
« Community development
* Long-term sustainability




A Little Advice...

\ Casual Donor /

G \ Engaged Donor /
e Focus on low initial

commitment Recurring Donor
* Jreat donors like
investors
« TJalk about impact
 (reate relationships
& community




A Real World Success Story...



Team Rubicon Case Study

e What's Eleven11?

» Components to a successful campaign
— Planning
— Execution

— program management

e Results



The Support Squad

The Support Squad
has become a
reliable source of
revenue from
engaged donors.




Team Rubicon Case Study

$ TEAM RUBICON

BRIDGE THE GAP

( I. E V JOIN THE TEAM

ELEVEN11 Start Fundraising
As part of this campaign, you can create a personal
Benefiting: Team Rubicon P vhndopipod oo bustel oy

* Planning

d by: Team Rubicon

When: October 30, 2013 at 12:00am to BECOME A FUNDRAISER
November 11, 2013 at 11:45pm

e CRM/Salesforce

ontact:
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* Custom graphics
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The 60/10/40 Rule

10% 40% Program
Execution Management

60% Planning




CRM/Salesforce Configuration

* Apps [ Operation: Seabird ... @ GoToWebinar: Web... / PSYOPS Projects-S... ___ salesforce.com - Cu... Team Rubicon_CRM... @ Org Structure - Adm... ['] The Commons - Pri... » (] Other bookm

sales

Matt Scott v  Help & Training Nonprofit CRM v
Home Chatter Files Contacts Households Organizations Reports Dashboards Recurring Donations & Pledges Contact Merge  About Nonprofit Starter Packages + ¥
() Matt Scott [=] Edit| Delete | Create New View dFeed | B O
Keenan Williamson
M_“’Eﬁ-lr:yp“gyo:;e allc|ple|Fle|uli/J|k|LImM|[n|o|P|a|R|s|T|u|v|w|x|Y|z|other [Al]
Korri Wass

Action| Kristi Tindall Donation Name Amount Acknowledgment Caller Acknowledgment Status +
Edit| D| Larry Steagall Clarizza Doloroso - StayClassy 11/09/2...  $300.00 Matt Scott Required o
Edit| D) t:ﬂ:ia%ﬂ;grich Wendy & Mark Jacobs Glassman - Stay... $500.00 Matt Scott Required
Edit| D) L@sa Barca Claire Silberman - StayClassy 11/10/2013 $750.00 Matt Scott Required
Edit| D t:; .'?E':Le::'ew il Reaina McGraw - StayClassy 1110/2013  $250.00 Matt Scott Required
Edit| D| Loan Vo Eric Alborn - StayClassy 11/11/2013 $250.00 Matt Scott Required
Edit| D kﬂ":ricseﬁ:jgel 3 Teresa Grogan - StayClassy 11/11/2013  $250.00 Matt Scott Required 3
Edit| D MarDee Petersen B Frank Luby - StayClassy 11/11/2013 $1,111.00 Matt Scott Required
Edit| | Marie Ballance Patrick Reilly - StavClassy 11/11/2013  $1,000.00 Matt Scott Required
Edit| D) m::ﬁns;:;wmo Lindsay Drewel - StayClassy 11/11/2013  $250.00 Matt Scott Required
Edit| D Mary Seshasayee Debi Bookwalter - StayClassy 11/11/2013  $300.00 Matt Scott Required -
Edit| D Seatt s - Phil Cronin - StayClassy 11/14/2013 $5,000.00 Matt Scott Required
Edit| Del | @ 11/10/2013 Robert Moore - StayClassy 11/10/2013 $250.00 Matt Scott Called
Edit| Del | €@ 11/11/2013 Loraine Dieqo - StayClassy 11/11/2013 $250.00 Matt Scott Called
Edit| Del | @ 11/11/2013 Joan Bowen - StayClassy 11/11/2013 $500.00 Matt Scott Called
Edit| Del | @ 11/11/2013 Christopher Harvey - StayClassy 11/11/...  $500.00 Matt Scott Called
lfr!i'l Nel 1 8 11112012 Kalaivani Nuane - StavClacav 11/11/2012 K280 NN = Matt Qratt Callad - e
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Presenters (0)

v Participants (3)

Matt Runypon
Sarah Nanbu

Tegan

Chat (Everyone)

Matt Scott: Thank you all!!!!

Matt Scott: Hey Sarah are you
dialed in?

Sarah Nanbu: Hey! | can hear
you, but I don't think my mic
is connected

Matt Scott: 1-888-827-6039
Participant Passcode:
58502560#

Matt Scott: You need to call in

Training your Team

Share - MattScott

ckﬂmn: Wendy & Mark Jacobs Glassman - StayClassy 11/08/2013 - salesforce.com - Enterprese Editicn
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Share your Progress

Team Rubicon
November 7

If you just joined our Support Squad, you should be flexing in the
mirror right now. If you'd like to help us reach today's goal, look
no further: http://bitly.com/eleven11TR.

1131 SenOR ZE‘

Supporters love
transparency, and
they love seeing their
progress towards
success.



Make the Ask

® o
‘e
2@
The Ask jeilc
® recurring
. ‘ . ‘ . donors
® o
Social Media
Sl In 11 days
Phone calls y

Engagement



The Results:

new recurring donors
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. Number of New Recurring Donors by Day
2012 vs. 2013 Eleven11
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The Results:

$6,148

new monthly recurring
revenue




The Results:

From

$8,600/mo

$14,700/mo



The Results:

$26K

in one-time donations




The Results:

$95K

Projected year 1 ROI




Eleven11: if continued...

Year# | #ofDonors | Averoge St | Average it ) 8 Vel
1 752 $21 $252 $189,504
2 902 $23 $277 $250,145
3 1,083 $25 $305 $330,192
4 1,299 $28 $335 $435,853
5 1,559 $31 $369 $575,326
6 1,871 $34 $406 $759,431
7 2,245 $37 $446 $1,002,448
8 2,695 $41 $491 $1,323,232
9 3,233 $45 $540 $1,746,666
10 3,880 $50 $594 $2,305,599

TOTAL: $8,918,396




So how do you replicate the success
of Eleven11 to develop and grow
your recurring revenue program?



H Launching your
Recurring Revenue Program

* Focus on relationships

e Create access

* Engagement



Focus on Relationships

Relationships
are about trust,
connection,
and pursuit of a
common
pUrpose.




Making the Ask...

member

REFLECTION

Here, | stand amidst comrades once again
We've put together the best team possible with
the best equipment we could feasibly bring. My
teammates came to a devastated country that's
not theirs, and yet, they are willing to sacrifice
so much for it. They who do not have a stake

except their innate drive to help humanity. |

believe this is why people join Team Rubicon

—to once again be part of a cause greater than
their own. And for that, | am forever grateful.

as aveteran, as an American, and as a Filipino.

LOURDES TIGLAO
USAF VETERAN

Make it about the relationship between
supporter and your organization’s impact.



Making the Ask...

Targeted campaign or Year-
Round-Presences...

—ither way, be specific.




Making the Ask...

This Veterans Day, join us in rebuilding our communities and helping our neighbors.

ot (1U7H1 A VOLUNTEER W/ PPE

B VAT MAAGENENT
RN TN FOR 1 VOLATER

i 11015, TACTICS & TECHNIQUES
R TRAINING FOR T VOLUNTEER

P (7010 A STRIKE TEAM
} BUILD A FORWARD (PERATING BASE

Quantify your

SUppo
montr
donati

ters’

)
on by

tying It 10 your

work.
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. Access & Transparency

Set up a targeted
campaign that you
can build on Y/Y.

Year round
presence on your
website.

Inves_f l\_/-licinthly

Recurring monthly donation allow TR to better forecast our operations. They're
also an attractive addition to your credit card statement. Plus, recurring donors

receive special offers from Team Rubicon.

Invest Monthly

Become a Member of the TR Nation




Engagement

OPB has the sustaining circle, how are you
making your monthly donors feel special?



Engagement

ull. AT&T 4G 9:49 PM < 100% EF

News PHOTO ¢

Offline: gear,
postcard, news
letter ext.

13 likes

jessica_hsu | made a small contribution to o v o .
@TeamRubicon to #aid #Oklahoma. Today | O | | I I | |
received this #handwritten #card, "Jessica, n | n e 2 e a | I S O C | a
thanks for your #support. We could not send
our teams to OK without you." It's #nice to > o

know there are still real people, not just | l ' e d | a We b S |te eXt
organizations. And that there are those of us ) 3

who still try to do some #good in this #world.
#thankyou #love #instadaily #instagood
1 #iphonesia #instagramhub




Managing Recurring Revenue

* Ongoing Maintenance
—Minimize Churn
—|ncrease Donor Lifetime Value

e Year/Year Growth



Minimize Churn

# of lost donors

Donor Churn =
# of total donors

On average, 70% recurring of recurring
donors continue into year two.



Leading Causes of Donor Churn

Vs

PAVOID PYTYA\\ N

Lack of engagement

Outdated payment
information

Donor Fatigue



o

“For years, | felt lost and
useless. | went from job
to job and thought my
life had no meaning until
| found Team Rubicon.
They have given me a
renewed lease on life - |
get to be with people
who are of the same
mind frame and feel as |
do. It is amazing and
refreshing to be accepted
for myself.”

Jodi
Team Rubicon Veteran

» TEAM
'RUBICON

Personalized Engagement

Newsletters

Occasional calls

Direct mail



Outdated Payment Information

Team Rubicon
¥ EL SEGUNDO, CA

Dashboard Fundraising

Actively manage expiring credit cards and
outdated contact information



Donor Fatigue

Quarterly

Woekly
Every other week
14%
%

6%

W

Moathly

NorpesbtMark eaglude com/013

Dea't know

Twice » yoar 3%)
Several tirnes o week (3%)
Will not send omail (5%

How much is
too much?



Donor Fatigue

\
Q 77 A

mme(‘\ Y/

Customize
your frequency B\OQS NN “f@
to meet the @5000& Media@ a

= s i
recipient’s & S/%b ke =
preferences. ""“Q

e ?0\\° ¢ Network QY



Increase Donor Lifetime Value

DONOR

RECURRING DONOR
FUNDRAISER

LIFELONG FUNDRAISING
& MAJOR GIFTS

Increase monthly
donation amount of

existing recurring
donors



Increase Donor Lifetime Value

Donor
Lifetime =
Value

Avg. Donation per Donor

Donor Churn Rate



Increase Donor Lifetime Value




o] .
. Increase Donor Lifetime Value

 Quantify their gift
through engagement

* When updating
payment methods

e Just ask




Managing Recurring Revenue

$16,000.00

$14,000.00

$12,000.00

$10,000.00

$8,000.00 i Recurring Revenue - 2013

& Recurring Revenue - 2012
$6,000.00

$4,000.00

$2,000.00

S-

Year / Year Growth



Year/Year Growth

Establish your
program’s brand,
then build on it
each year.



Recap — 7 Tips for Launching and
Managing a Recurring Revenue Program

1. Define your goals & Key Metrics
1 # of donors
2 Average Gift
3 Retention Rate (Churn)
4 Upgrade Rate

Launch a targeted campaign
Engage — Make them feel special.

2
7
4. Team effort (60/10/30 Rule)
5. Measure, learn, and repeat



Questions?



Your Presenters:

Mike Spear
Director of Business Development

StayClassy

Matt Scott
Online Donations and Donor Engagement Coordinator

Team Rubicon

Christine Crosby
Account Executive

StayClassy

Terri Harel
Marketing
StayClassy



Thank Youlll

Contact our team:
sales@stayclassy.org
(619) 961-1892
Or
Create a free trial:
www.stayclassy.org/signup



