Recurring Donations Secure Critical Programs
For nonprofits working in disaster relief, the challenge of securing funding to operate programs
is even more difficult than usual. When your job is responding to volatile events around the world,
you never know when your programs will need to kick into full gear, or when you’ll need an influx of
capital to respond to a crisis. Putting your programs in jeopardy isn’t an option when they provide
critical, life-saving support.
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“

W E TAKE A LOT OF PRIDE IN OUR [MONTHLY DONORS, THE ] SUPPORT SQUAD, AND HAVE
WORKED HARD TO DEVELOP A PROGRAM THAT INVOLVES REGULAR COMMUNICATION THAT
IS RELEVANT TO OUR DONORS. THE SUPPORT SQUAD IS SO CRITICAL TO THE SUCCESS OF
TEAM RUBICON, THAT WE ARE COMMITTED TO ADDING 1,100 NEW MEMBERS DURING THE
2014 ELEVEN 11 CAMPAIGN.”
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BY THE NUMBERS

Creating an Internal Club

NRDs: New Recurring Donors • MR: Add’l Monthly Revenue
What else can motivate people to
make a monthly donation? Promise to
make them part of your inner circle;
after all, everyone loves to be part
of an exclusive club. Team Rubicon
calls its monthly donors the “Support
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Hypothetically, if the Eleven11 campaign continued to grow in line with the last few years, the
ROI could end up as follows:
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TOTAL: $8,918,396
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Building up a recurring revenue program can take some

appropriate resources. By following the 60/40/10 rule –
a solid base of recurring revenue with time. Matt Scott
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buy-in from all members of the organization. Getting
campaign like Eleven11 (and year-round maintenance) will
dramatically improve your chances of success.

Grow Your Online Fundraising.
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A

your board, volunteers, staff and supporters involved in a

40%

A
PROGR

M

M

