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• HubSpot HQ

• June 10th

• Day before Classy Collaborative

NEXTAFTER.COM/TRAINING



ONLINE FUNDRAISING

TRAINING
3 DAYS. 3 CERTIFICATIONS.

JUNE 19TH

EMAIL FUNDRAISING
OPTIMIZATION

JUNE 20TH

DONATION & LANDING
PAGE OPTIMIZATION

JUNE 21ST

DONOR ACQUISITION
USING CONTENT MARKETING

NextAfter.com/June-Training



The Essential Conference for Online Fundraising
And Digital Marketing



• 2 Days
• 16+ Speakers
• 500+ Fundraisers and Marketers
• Pre-Summit Certification 

Workshop
• Absurdly Fun Networking



Learn More and Get Tickets at

NIOSummit.com



Connect with us

Ask questions in the GoToWebinar chat window. 

Connect with us on social media.

Twitter: @classy



Meet Your Hosts

Dr. Ben Cipollini
Director of Data Science,
Classy

Brady Josephson
Vice President of Innovation & 
Optimization



TODAY’S WEBINAR

Agenda

ABOUT THE DATA
Why We Created The Report

SECTION 1 | SOURCE
Giving Gateways and Donor Demographics

SECTION 2 | DESTINATION
Campaign Type Interactions

SECTION 3 | ACTIONS
Follow-Up Behavior

SECTION 4 | TIMING
Time Between Interactions



ABOUT THE DATA

Why We Created
The Report



About the report
The State of Modern Philanthropy 2019 report reveals the 
donor patterns and behaviors that take place after someone 
makes a first, one-time donation to an organization—
unearthing new insights about critical topics such as 
fundraiser retention, the continued value of recurring donors, 
and opportunities for better donor engagement.



The Return Supporter Journey



About the data
● The report leverages data from both 2017 

and 2018, spanning nearly one million 
transactions, over 15,000 campaigns, and 
almost 4,000 recurring plans from 875 
organizations ranging in size

● Following within-year return donors, we 
analyzed U.S. based supporters who gave 
their first donation in 2017, examining 
behavior for the rest of 2017 and into 2018



The Supporter Journey



SECTION 1 | SOURCE

Giving Gateways and 
Donor Demographics



SECTION 1 | SOURCE



Return donors tend to give via a 
similar device between gifts
● 77% of donors who first donated from a mobile 

device made their second donation from a 
mobile device

● 90% of donors who first donated from a 
desktop made their second donation from a 
desktop

SECTION 1 | SOURCE



SECTION 1 | SOURCE



Return donors tend to come 
from a variety of channels

● On some campaign types, donors returned via 
the same channel (referrer) as when acquired.

● On other campaign types, donors returned via 
the “natural” channel for that campaign type.

SECTION 1 | SOURCE
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SECTION 1 | SOURCE

Return Donors with Same Referral 
Source for First and Second Donation

Crowdfunding vs. Ticketed Events



SECTION 1 | SOURCE

Return Donors with Same Referral 
Source for First and Second Donation

Donation Page vs. Peer-to-Peer, Ticketed 
Events and Registration with Fundraising Events



SECTION 1 | SOURCE



Thought Starters
Giving Gateways and Donor Demographics

SECTION 1 | SOURCE



SECTION 2 | DESTINATION

Campaign Type 
Interactions



SECTION 2 | DESTINATION



Percentage of Donors Who Returned to a 
Specific Campaign Relative to First Donation Campaign Type

SECTION 2 | DESTINATION



Percentage of Donors Who Returned to a 
Specific Campaign Relative to First Donation Campaign Type
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Percentage of Donors Who Returned to a 
Specific Campaign Relative to First Donation Campaign Type

SECTION 2 | DESTINATION



Return donors who show 
diversity by campaign type, 
give more
● Return donors who gave to the same campaign

type gave a similar amount ($50)

● Return donors who gave to a different 
campaign type tended to give more

● The exception is: ticketed events, where we saw 
people giving the most… and especially if they 
returned via another event.

SECTION 2 | DESTINATION



Median Donation Size of Second 
Donation Relative to First Donation Campaign Type
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Median Donation Size of Second 
Donation Relative to First Donation Campaign Type
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Median Donation Size of Second 
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Median Donation Size of Second 
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Median Donation Size of Second 
Donation Relative to First Donation Campaign Type
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Return donors tend 
to give to different 
campaigns

● 33% of donors returned to the same 
campaign that they started at

● Where a donor started and where they 
came back results in different return 
rates AND different return donation 
amounts

SECTION 2 | DESTINATION
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Return fundraisers raise more 
● $501 vs. $222 on peer-to-peer

● $153 vs. $53 on registration with fundraising 
(RwF)

● … but we’re only converting at 14% on peer-to-
peer (19% on Rwf)

SECTION 2 | DESTINATION



Thought Starters
Campaign Type Interactions

SECTION 2 | DESTINATION



SECTION 3 | ACTIONS

Follow-Up Interactions



SECTION 3 | ACTIONS



How are donors re-
engaging?
● 94% of ALL return donors gave 

another one-time donation as their 
second interaction

● Donation pages yield the highest
donor return rates

● Ticketed events yield the lowest donor 
return rates

SECTION 3 | ACTIONS
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Retention differs 
by initial campaign type 
● Donors acquired via donation pages show 

the best retention

● Donors acquired via P2P pages showed 
intermediate retention 

● Donors acquired via Ticketed event pages
showed the least retention

SECTION 3 | ACTIONS
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Recurring donors are your 
biggest cause evangelists 
● Recurring donors are 5X more valuable than 

one-time donors

● Recurring donors are even more valuable
than their monthly gift:

○ Of return donors who became 
recurring donors, 25% then gave 
another one-time donation at some 
point within the same year

● Your donors, especially those recurring, may 
be willing to re-engage with your cause more 
often than expected

SECTION 3 | ACTIONS



Thought Starters
Follow-Up Interactions

SECTION 3 | 
ACTIONS



SECTION 4 | TIMING

Time Between 
Interactions



SECTION 4 | TIMING



This is what a “donor-
versary” looks like

SECTION 4 | TIMING
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This is what a “donor-
versary” looks like
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Start Thinking Outside of The “One-Year-Anniversary-
Box”
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Start Thinking Outside of The “One-Year-Anniversary-
Box”
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Start Thinking Outside of The “One-Year-Anniversary-
Box”
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Thought Starters
Time Between Interactions

SECTION 4 | TIMING



https://bit.ly/somp-2019

Download your copy today

https://bit.ly/somp-2019


Questions?


