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What we 
are seeing 
right now: 

"The Bump"

Source: https://betterfundraising.com/

https://betterfundraising.com/


After the crisis has ended… 

"How can I retain these donors?"



How we plan to answer
that question

• Establishing what’s unique 
about a disaster donor

• Historically best practices for 
retaining disaster donors

• Examples of how best 
practice has been applied in 
the past



What makes emergency 
donors different?



They give out 

of emotion. 

“Impulse Philanthropy” 

They are not driven 
by a strong tie to 

the mission or 
organization



They may not 

be local

Driven by nationwide 
coverage to help. May 
have a connection to 

the location.



They behave 

differently 

afterwards

Less likely to retain and 
remain connected to 

the mission

Source: https://disasterphilanthropy.org/

Let’s look at 2017 Disasters

https://disasterphilanthropy.org/


They behave 

differently 

afterwards

Less likely to retain and 
remain connected to 

the mission

31% of 
households 

donated to 
disaster relief 

in 2017

Source: Guidestar

The following year…

5% of 
households 
continued to 

provide relief for 
those disasters



History shows these 
disaster donors take 
1 of 3 paths…



Convert to mission-

focused donors

Maintain a 

relationship but 

only give during 

future emergencies

Never return to 

give again



Tactics You Can Use to 
Convert COVID-19 Donors into 

Mission-Based Donors



Segment your 
disaster donors
Track and analyze today to optimize 
results for tomorrow



Is this their 
first gift?

Code and segment as disaster 
donors. Until they behave 
differently. 



Identify potential 
mid/major 
donors

Segment those that gave larger gifts.

Use existing donor models to 
determine future giving capacity.



Dedicate resources 
to your mid/major 
stewardship

• Reach out with a phone call to say 
‘Thank You’

• Welcome them to the organization

• Communicate how their donation 
helped the mission/crisis

• Invite them to follow on social 
media and subscribe to updates



Add them to a 
crisis-specific 
acknowledgement

• Welcome new COVID-acquired donors 
to your organization

• Give them an opportunity to learn 
about your core mission

• Develop a package that is specific to 
the crisis.

• Relate it back to the crisis

• Use messaging that resonates with their 
response to emotion



Be intentional 
with your 
messaging
Every donor wants to feel special 



Acknowledge their 
support of the 
crisis

With your support we've distributed 
15,942,027 pounds of food, water 
and supplies since the flood waters 
receded. We're delivering 2 times 
more truckloads of product than 
normal to 240 partner agencies.

The face of Elisa, who moved to 
Houston just seven months before 
Harvey hit. She and her two-year-old 
daughter lost everything when her 
northwest Houston apartment 
flooded…



Communicate 
the impact of 
their donation

• Give specifics
• Relate it back to your 

mission

The Austin Humane Society and 
SPCA of Texas teamed up to 
transport 97 pets (55 dogs and 42 
cats)… 

We took in 123 cats from The 
Cattery cat shelter in Corpus Christi 
in advance of the storm



Ask for a
second gift

Our neighbors in Texas are counting on your support in 
their time of greatest need – they need you to act now. 



Maintain 
connection with 
the crisis Together, we have accomplished so much. 

But to understand the true meaning of 
your gift, we encourage you to read the 
stories below… 

“Thank you for giving us food for the 
baby.”



Ask for a second 
gift within 60 days
A second gift communicates a 
dedication to the mission



Remind them of 
their previous 
support

Thank you to all of our supporters who have reached out 
to offer their assistance to families impacted by the 
government shutdown.• Audience: Disaster Donors

• Messages: 

• “Your gifts are still 

needed”

• “We didn’t forget”



Maintain 
connection with 
the crisis

This is the first time in our Nation’s history that 
servicemembers in a U.S. Armed Force have not been 
paid during a lapse in appropriations.



Provide a 
relevant 2nd Gift 
opportunity

…deadly flooding and mudslides 
in Sierra Leone; a powerful 
earthquake in Mexico; violet 
hurricanes in the Caribbean; and 
so much more. 



Add to your 
media targeting 
audiences

• Disaster Only Donors

• Geographic

• Philanthropic Giving

• Gift Amounts



Analyze and 
segment again
How has the behavior changed? 



Add to lapsed 
donor campaign

• If they’re not responding to 
second gift asks.

• Treat them as a warm 
prospect in regular appeals

• Stick to the channel of their 
disaster gift



Set aside as a 
Disaster Donor

• A segment with great value!

• Continue to engage in a targeted and 
intentional way

• When emergencies arise, reach out 
with a relevant need and ask

• This group will activate and give



Communicating with 
Disaster Donors: 

Reconnect with 
their passion to 
give

• Audience: Disaster Donors

• Channels: Email and Social

• Message: 6 months later 

the need is still great. The 

world has moved on, but 

the need remains

Six months later, the world has 
moved on… we might assume 
that “no news is good news”… 

Sadly, nothing is further from the 
truth. The people of Puerto Rico 
still desperately need your help. 



Use emotion to 
drive copy and 
creative

• Audience: Disaster Donors

• Message: Help rebuild lives

• Channels: Media and Email

• 8% Disaster Donor 

Conversion Rate



Key Takeaways…

• It is possible to convert new donors acquired 
during this crisis

• Segment and identify mid/major opportunities

• Be intentional with your messaging – don’t 
forget they are driven by emotion not mission

• Ask for the second gift – maintain the 
connection with the crisis

• Analyze and segment



Q+A Time

Send 
your questions 

by clicking this icon



Upcoming Webinars
What to Do Now That Event Revenue is Gone

April 16th | Karla Baldelli

Preparing for an Economic Downturn

April 23rd | Max Bunch & Karla Baldelli

Register at 
rkdgroup.com/webinars



Thank You


