THE STATE OF
RECURRING GIVING
IN 2018.
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EMPATHY.










EMPATHY NEEDS TO DO MORE THAN
FEEL, IT NEEDS TO LEAD TO
UNDERSTANDING.









KEY POINT...
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EMPATHY THAT LEADS TO
UNDERSTANDING IS A SECRET WEAPON
FOR YOUR FUNDRAISING.






4500+ COMMUNICATION TOUCHPOINTS.




115 NONPROFIT ORGANIZATIONS.




3 DIFFERENT DONORS.




1 BIG A** STUDY.




5 REASONS FOR RECURRING GIVING



4 SURPRISING THINGS WE LEARNEL




3 IDEAS TO TRY NEXT MONT



2 THINGS TO DO NEXT WEEK



1 THING TO DO TOMORRO



5 REASONS FOR RECURRING GIVING



1. RECURRING DONORS GIVE MORE
IN




THE AVERAGE RECURRING DONOR WILL
GIVEEZY MORE IN ONE YEAR THAN
THOSE WHO GIVE ONE-TIME GIFTS.

Network for Good



THE AVERAGE RECURRING DONOR WILL
GIVE y#2,(MORE IN A 12 MONTH PERIOD
THAN A ONE-TIME DONOR.

The State of Modern Philanthropy by Classy



THE AVERAGE NEW RECURRING DONOR
WILL GIVEp3,@yYdel3i= IN THEIR FIRST YEAR
THAN A NEW ONE-TIME DONOR.

Sustainers in Focus



2. RECURRING DONORS GIVE




AVERAGE
46%

2016 Fundraising Effectiveness Project. Image from Bloomerang.co



AVERAGE FIRST-TIME
46% 23%

2016 Fundraising Effectiveness Project. Image from Bloomerang.co



AVERAGE FIRST-TIME REPEAT
46% 23% 60%

2016 Fundraising Effectiveness Project. Image from Bloomerang.co



AVERAGE FIRST-TIME REPEAT MONTHLY
46% 23% 60% 90%

2016 Fundraising Effectiveness Project. Image from Bloomerang.co
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3. RECURRING DONORS GIVE A LOT
MORE IN THEIR







BAYA $/TIMEP QLY =
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HIRE YOUR CARTOONISTS FROM THE
PHILIPPINES CAREFULLY (AND GIVE THEM
BETTER DIRECTION).



RECURRING DONORS ARE WORTH
MORE THAN ONE-TIME DONORS
OVER THEIR LIFETIME.

The State of Modern Philanthropy by Classy
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Cumulative Revenue per 1,000 Donors After 5
Years



Cumulative Revenue per 1,000 Donors After 5
Years
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Cumulative Revenue per 1,000 Donors After 5
Years _—

$300,000 valuable

$250,000
$200,000
$150,000

$100,000

o I —

Large Orgs Medium Orgs

® One Time ™ Recurring




RECURRING DONORS ARE EVEN MORE
VALUABLE FOR SMALL AND MEDIUM
SIZED ORGANIZATIONS.



HIGH
IMPACT, HIGH CONVENIENCE



LET'S DO A QUICK EXPERIMENT.



WHICH WOULD YOU PREFER?



61.5%

29.8%

8.7%

Give all $120 now Give $10 a month for Give all $120 later
12 months



PAYING IN INSTALLMENTS OVER TIME IS
MENTALLY CONVENIENT.



WHAT MAKES DONORS HAPPIER?



RECURRING GIVING MAXIMIZES
HAPPINESS AND PERCEIVED IMPACT.



5. RECURRING GIVING IS
(AND SHOULD CONTINUE TO DO SO).




RECURRING GIVING REVENUE

W IN 2017 FROM

M + R Benchmarks




RECURRING GIVING REVENUE
2 IARI GROWN 7070811)\ (@ {0k K}

2017 Target Analytics donorCentrics Sustainer Summit



RECURRING DONORS AQUIRED
VIA DIGITAL SOURCES

ﬁASED FROM 2016 TO

2017 Target Analytics donorCentrics Sustainer Summit




PARTICULARLY FOR 25 - 44 YEAR OLDS.






5 Reasons for Recurring Giving

1. Recurring donors give more per year

2. Recurring donors are more likely to give year over year

3. Recurring donors are worth a lot more over their lifetime

4. Recurring giving is a high-impact, high-convenience method of giving

5. Recurring giving is growing (and should continue to do so)






“THE SINGLE LARGEST OBSTACLE
TO A SUCCESSFUL MONTHLY
GIVING PROGRAM IS [Z18h@IN.”

- HARVEY MCKINNON, AUTHOR OF HIDDEN GOLD



5 REASONS FOR RECURRING GIVING



4 SURPRISING THINGS WE LEARNEL




1. IT WASN'T CLEAR WE
SHOULD BECOME A RECURRING
DONOR.




WHY SHOULD | GIVE TO YO

RATHER THAN SOME OTHER
ORGANIZATION, OR NOT AT ALL?



Wigh@lalolvlanaNellviz A RECURRING GIF
LLOA{olVA INSTEAD OF A ONE-TIM
DONATIONAAY, DA VANE o 31 | g VAL 101 | S

OTHER ORGANIZATION, OR NOT AT ALL?




How Did They Communicate The Recurring Giving
Option?

“Yes, automatically repeat this gift every month.”

“Become a monthly donor”
“I would like this to be a monthly gift.”

“Monthly Gift” “Ongoing Monthly”

“A monthly gift does even more to protect civil liberties.”

“Make this a recurring gift” Make a Monthly Donation
“Yes, please make this a monthly gift to ORG.”
“Donate monthly”
“Make your gift go further. Give monthly.”



Style of Recurring Gift Text
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YOU HAVE TO COMMUNICATE WHY
SOMEONE SHOULD MAKE A RECURRING
GIFT TO YOU TODAY.




2. RECURRING DONORS WEREN'T
TREATED
FROM OTHER DONORS.




OF ORGANIZATIONS DID NOT
CHANGE THEIR EMAIL STRATEGY FOR
RECURRING DONORS.




Channel Frequency by Donor

For those using each channel, how much did they send on average?
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Channel Frequency by Donor

For those using each channel, how much did they send on average?

16
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ONLY 15 ORGANIZATIONS CALLED US
AND JUST 2 TEXTED US.



Message Types

e Receipt
A transactional email specifically acknowledging a recent gift and listing its details

e Cultivation

Content focused on news, content, or relationship-building, without a primary
focus on fundraising (some may still contain soft asks)

* Solicitation
Any mailing that primarily exists primarily to generate support



Communications by Type and Donor

100%
90%
80%
70%

Recurring donors 60%
received K3 0%

40%

fewer appeals. 30%

20%

5 314 (24%)
1% 118 (12%) 150 (15%)

0%
One-Time Messages Upgraded Messages Recurring Messages

Receipt m Cultivation m Solicitation



MORE CULTIVATION AND LESS
SOLICITATION IS GENERALLY GOOD
BUT...



Number of Organizations by Communication Type
(Recurring Donor)
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70
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TAILOR YOUR COMMUNICATIONS
PLANS FOR RECURRING DONORS FOR
MORE THAN A FEW MONTHS.



3. COMMUNICATIONS WEREN'T
VERY




Just1in5
organizations ever
send a message from
an address
representing a real
person.

100
90
80
70
60
50
40
30
20
10

Organizations by Sender Types

89

7

Info, About, or Generic No-reply or Similar
Mailbox

23

Person's Name












How Do We Triage Our Inboxes




From the Research Library

:




How First-name Personalization Affects Email Engagement
Experiment ID: #5707

CONTROL TREATMENT

270%

In Clicks




Experiment #4174

CONTROL TREATMENT

80.3%

IN CLICKS

112.5%

IN DONATIONS






PREVENT AND RECAPTURE



Get-back Status (Lost Card)

Over 2 in 3 No Contact
24%
organizations
automatically
Reached Out

updated lost cards for Update

Auto-Recovered

without intervention. S a0r




CHECK WITH YOUR PAYMENT PROVIDER TO SEE
IF YOU AUTO RECEOVER AND UPDATE CREDIT
CARD INFORMATION.



75% OF ORGANIZATIONS WHO DIDN'T
AUTOMATICALLY UPDATE THE CARD DID
NOTHING AT ALL TO RECOVERIIT.



Get-back Status (Cancelled Card)

Just under half of
nonprofits did not
reach out to get a
new card in the 6 (5%
analysis window.

No Contact... Reached Out for




LOOK AT THE SYSTEMS IN PLACE TO NOTIFY
YOU WHEN A CARD IS CANCELLED AND HOW TO
CONTACT ADONOR TO GET A NEW ONE.



4 SURPRISING THINGS WE LEARNEL




3 IDEAS TO TRY NEXT MONT



NAVIGATION &
HOME PAGE






T e 3




USE YOUR NAVIGATION TO MAKE IT
CLEAR WHERE TO GO TO GIVE.



3 outofég
organizations do
not have a
separate call-to
action-for
recurring
donations.




3 outofég
organizations do
not have a
separate call-to
action-for
recurring
donations.




USE YOUR HOMEPAGE TO ADDRESS A
NEW DONOR SEGMENT AND MAKE IT
EASIER TO FIND OUT WHERE TO MAKE A
RECURRING GIFT.



My Account | Cart

ABOUT US OUR WORK GIVE —

v = 3 -

L5:

JRSHIP CHANGES
?g !

‘_‘F
-

vin the life of a child in need. Sponsor a I.

- .



2. TRY ONE-TIME
DONORS TO MAKE A
RECURRING GIFT.




Did the Organization Prompt Donors to Upgrade to
a Monthly Gift?

Yes
14%

No
86%




Prompts/Pop-Ups Ranged From Simple To Complex

Complex popups shown
on submission

Simple Recurring Gift Callouts




THE POP-UP DIDN'T SIGNIFICANTLY IMPACT
THE LIKELIHOOD OF A PERSON GIVING A
ONE-TIME GIFT.



DOES THIS WORK?



COGNITIVE MOMENTUM.



How Rolling Out A Recurring Gift Pop-out On All Donation Pages Impacts

Donor Conversion.
Experiment ID: #9169
CONTROL TREATMENT

247

In Recurring Gifts




How Rolling Out A Recurring Gift Pop-out On All Donation Pages Impacts

Donor Conversion.
Experiment ID: #9169
CONTROL TREATMENT

247

In Recurring Gifts




3. TRY OFFERING
PAYMENT OPTIONS.




Not All Payment Types Are Equal

120

100

80

60

40

20

Credit Card

Payment Types Accepted

104
35
23

EFT / Bank Draft / ACH
/ Check

Paypal

Bitcoin

Amazon Pay



Not All Payment Types Are Equal

Payment Types Accepted
120
104
100 Surprisingly, roughly 1 out of 3 accepted
EFT / ACH donations

80

60

40 35

23
20
I :
O ——

Credit Card EFT / Bank Draft / ACH Paypal Bitcoin
/ Check

1

Amazon Pay



MEDIAN RETENTION RATE
FOR EFT DONORS S
HIGHER THAN CR CARD
DONORS.

2017 Target Analytics donorCentrics Sustainer Summit



NO SIGNIFICANT DIFFERENCE ON OVERALL
CONVERSION RATE.



3 IDEAS TO TRY NEXT MONT



2 THINGS TO DO NEXT WEEK



YOUR
ORGANIZATION



PLUS, YOU'LL FIND BROKEN FORMS,
BUGS, AND OTHER ‘FUN’ THINGS.



BENCHMARK YOURSELF



Benchmark yourself today at
recurringgiving.com/benchmark
-your-organization



Benchmark yourself today at
recurringgiving.com/benchmark
-your-organization



Benchmark yourself today at
recurringgiving.com/benchmark
-your-organization



2 THINGS TO DO NEXT WEEK



1 THING TO DO TOMORRO



1. THE FULL, BIG A** STUDY.




Get The Nonprofit Recurring Giving Benchmark
Study today at recurringgiving.com




KEVIN WILL BE SIGNING COPIES AT THE BACK.



THANK YOU!

BRADY@NEXTAFTER.COM
@BRADYJOSEPHSON
NEXTAFTER.COM
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