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A Few Quick things...

A video recording of this broadcast will be sent to you afterwards.




A Few Quick things...

Links to featured resources and experiments will be sent out with
the recording.




A Few Quick things...

We want your questions!




A Few Quick things...
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Forward-Looking Statements

Statement under the Private Securities Litigation Reform Act of 1995:

This presentation may contain forward-looking statements that involve risks, uncertainties, and assumptions. If any such uncertainties materialize or if any
of the assumptions proves incorrect, the results of salesforce.com, inc. could differ materially from the results expressed or implied by the forward-looking
statements we make. All statements other than statements of historical fact could be deemed forward-looking, including any projections of product or
service availability, subscriber growth, earnings, revenues, or other financial items and any statements regarding strategies or plans of management for
future operations, statements of belief, any statements concerning new, planned, or upgraded services or technology developments and customer contracts
or use of our services.

The risks and uncertainties referred to above include — but are not limited to — risks associated with developing and delivering new functionality for our
service, new products and services, our new business model, our past operating losses, possible fluctuations in our operating results and rate of growth,
interruptions or delays in our Web hosting, breach of our security measures, the outcome of any litigation, risks associated with completed and any possible
mergers and acquisitions, the immature market in which we operate, our relatively limited operating history, our ability to expand, retain, and motivate our
employees and manage our growth, new releases of our service and successful customer deployment, our limited history reselling non-salesforce.com
products, and utilization and selling to larger enterprise customers. Further information on potential factors that could affect the financial results of
salesforce.com, inc. is included in our annual report on Form 10-K for the most recent fiscal year and in our quarterly report on Form 10-Q for the most
recent fiscal quarter. These documents and others containing important disclosures are available on the SEC Filings section of the Investor Information
section of our Web site.

Any unreleased services or features referenced in this or other presentations, press releases or public statements are not currently available and may not
be delivered on time or at all. Customers who purchase our services should make the purchase decisions based upon features that are currently available.
Salesforce.com, inc. assumes no obligation and does not intend to update these forward-looking statements.
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Become a Connected Nonprofit cloud

Program Management
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Marketing Engagement: Connect with your Constituents
Send the right message to the right person at the right time

Manage Fervce CaseClosed vri™ o el EECE IR - Design & automate

communications across 1:1 constituent
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Source: Salesforce Customer Relationship Survey conducted 2014-2016 among 10,500+ customers randomly selected. Response sizes per question may vary. salesforceorg



Fundraising: Raise More Resources

Acquire, grow and retain your donor base

Access a complete view
of your donors, prospects

@

Connect to an ecosystem of
apps for online fundraising,
wealth data and more

and households in one
place, from anywhere

Track and manage the
donation cycle from
pledge to payment

Engage donors with
the right message at
the right time

Measure and report on
fundraising success with
out-of-the-box reports
and dashboards

salesforce.org



Engagement & Fundraising Work Better Together "
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WHY DO THIS STUDY?




About
NextAfter

Combines the perpetual learning of a
marketing and fundraising Research
Lab with the practical application of
a Consultancy:

1100+ unique experiments spanning a
combined sample of more than 204,270,874
donor interactions.

Research with 310+ not-for-profit
organizations to-date

6 Major studies, 6 Whitepapers, 19+
Instructional videos, 3 Courses, and Database
of over 54,462 messages
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Combines the perpetual learning of a marketing and
fundraising Research Lab with the practical application of
a Consultancy.

Af‘l‘ To help nonprofits reach more people, acquire more donors, and
er generate more dollars to fund their world-changing work.
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THE MID-LEVEL DONOR CRISIS

Why Should I Give
TO YOU?

Mav$






THE MID-LEVEL DONOR CRISIS

"~ Why Should 1 Give
TO YOU?
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WE SEEK INSIGHTS THAT WE CAN TEST.



WHY RECURRING
GIVING?




salesforceorg The State of Modern Philanthropy by Classy

RECURRING DONORS ARE
WORTH 54X MORE THAN
ONE-TIME DONORS OVER
THEIR LIFETIME.




“THE SINGLE LARGEST OBSTACLE
TO ASUCCESSFUL MONTHLY
GIVING PROGRAM IS BUY-IN.”

- Harvey McKinnon, Author of Hidden Gold



RECURRING DONORS
ARE




6 Year Value of 1,000 Donors
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$450,000
$400,000
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$100,000
$50,000
S0

2 3 4

@ Sustainer Revenue @ Single Gift Revenue

$250,643

2015 Target Analytics donorCentrics Sustainer Summit



LIFETIME VALUE



LIFETIME VALUE

AMOUNT GIVEN
X
TIME GIVING



LIFETIME VALUE

AMOUNT GIVEN
X
TIME GIVING



salesforceorg Network for Good

THE AVERAGE RECURRING
DONOR WILL GIVE 429% MORE IN
ONE YEAR THAN THOSE WHO
GIVE ONE-TIME GIFTS.




LIFETIME VALUE

AMOUNT GIVEN
X
TIME GIVING



RECURRING DONORS ARE MORE
THAN 2X MORE LIKELY TO GIVE
BEYOND 1 YEAR.

. o Fundraising Effectiveness Project & 2017 Target Analytics donorCentrics Sustainer Summit @

salesforce.or



LIFETIME VALUE

AMOUNT GIVEN
X
TIME GIVING



LIFETIME VALUE

AMOUNT GIVEN
X
TIME GIVING



Cumulative Revenue per 1,000 Donors
After 5 Years
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B One Time ™ Recurring

2017 Target Analytics donorCentrics Sustainer Summit



Cumulative Revenue per 1,000 Donors
After 5 Years

$300,000
$250,000
$200,000
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B One Time ™ Recurring

2017 Target Analytics donorCentrics Sustainer Summit



Cumulative Revenue per 1,000 Donors
After 5 Years

$300,000

12.4x more valuable

$250,000
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Large Orgs Medium Orgs Small Orgs

B One Time ™ Recurring

2017 Target Analytics donorCentrics Sustainer Summit



Cumulative Revenue per 1,000 Donors
After 5 Years

5300.000

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




JUST IN CASE THAT
WASN'T ENOUGH...



More Reasons Why Recurring Giving Is

=

RELATIONSHIP PREDICTABLE COST SAVINGS

Good For You
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RECURRING GIVING IS
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Edited by
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Christopher Y. Olivola

SOCIETY FOR JUDGMENT
AND DECISION MAKING




TO THE SCIENCE!
o
[e~-] $120

OF GIVING

EXPERIMENTAL

APPROACHES TO THE
STUDY OF CHARITY

Edited by

Daniel M. Oppenheimer
Christopher Y. Olivola

@i Give all $120 now Give all $120 later

Give $10 a month for 12 months



TO THE SCIENCE!

61.5%

" THE SCIENCI
OF GIVING

EXPERIMENTAL 2 9.8%

APPROACHES TO THE
STUDY OF CHARITY ~ **

Edited by
Daniel M. Oppenheimer
Christopher Y. Olivola

8.7%

Give all $120 now Give $10 amonth Give all $120 later
for 12 months

SOCIETY FOR JUDGMENT
AND DECISION MAKING




TO THE SCIENCE!

61.5%
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EXPERIMENTAL 2 9 . 8 %
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STUDY OF CHARITY

Edited by
Daniel M. Oppenheimer
Christopher Y. Olivola

8.7%

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

SOCIETY FOR JUDGMENT
AND DECISION MAKING




PAYING IN INSTALLMENTS
OVER TIME IS MENTALLY
CONVENIENT.
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TO THE SCIENCE!

HAPPINESS

' THE SCIENCE
OF GIVING

EXPERIMENTAL
APPROACHES TO THE
STUDY OF CHARITY

Edited by
Daniel M. Oppenheimer
Christopher Y. Olivola

SOCIETY FOR JUDGMENT
AND DECISION MAKING

GIVING




RECURRING GIVING
MAXIMIZES HAPPINESS
AND PERCEIVED IMPACT.



RECURRING GIVING IS A
HIGH-CONVENIENCE AND
HIGH-IMPACT WAY FOR
DONORS TO GIVE.

salesforce.org



RECURRING GIVING IS




salesforceorg M + R Benchmarks

RECURRING GIVING REVENUE
GREW 40% IN 2017 FROM 2016.




salesforceorg 2017 Target Analytics donorCentrics Sustainer Summit

RECURRING GIVING REVENUE
HAS GROWN 70% SINCE 2013.




salesforce.org McKinsey & Company

THE SUBSCRIPTION E-COMMERCE
MARKET HAS GROWN BY MORE THAN
100% PERCENT A YEAR OVER THE PAST
FIVE YEARS.
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YOUR BATHROOM I A BOX
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How It Works

100% MONEY-BACK GUARANTEE

)

5 Beauty Products | Only $10/month | Free Shipping*

Discover Your New Favorite Eye Shadow. 9
-»

Unpack your box

We guarantee the freshness of all our
ingredients and deliver them in an

insulated box right to your door.

ETFLIX

Choose your meals

Our chef-designed recipes include
balanced Mediterranean meals, quick
one-pan dinners, and top-rated customer

favorites.

®

Create magic

Following our step-by-step instructions
you'll experience the magic of cooking
recipes that our chefs create with your

family's tastes in mind.



RECURRING GIVING IS STARTING
TO GROW RAPIDLY AND SHOULD
CONTINUE TO DO SO.



WHAT DO YOU.NEED TO
KNOW ABOUT THISSTUDY?




The Methodology




The Methodology

1. Identified over 100 different nonprofit organizations




The Nonprofits




Organization Notes

 Annual Revenue Range:
* Average Annual Revenues:

* Represented Verticals:

Christian Ministry
Disaster & International Relief
Disease and Health Services

Education

Environment and Wildlife

$526,628 — $3,065,298,466
$181,391,023 ($48,359,612 median)

Human and Social Services
Public and Social Benefit

Public Broadcasting

Public Policy / Advocacy



The Methodology

1. ldentified over 100 different nonprofit organizations

2. Gave three different gifts from three different donors




The Donors

ONE-TIME DONOR UPGRADED DONOR RECURRING DONOR

 [nitially a one-time donor
» Convertedtorecurring
donor in second month

* One-time donor * Recurring donor




The Methodology

1. ldentified over 100 different nonprofit organizations

2. Gave three different gifts from three different donors

3. Monitor the communications across four channels




The Comm.
Channels

0

534 83

. _ Phone Calls
Direct Mail Letters (33 Voicemails)




Communications Analysis Timeline

* Each of our donors made their first gift at the start of February 2018

« Communications were analyzed for the following three months (though April 2018)

FEB 2018 MAR 2018 APR 2018




The Methodology

1. ldentified over 100 different nonprofit organizations
2. Gave three different gifts from three different donors
3. Monitor the communications across four channels

4. Reportone card as lost and another is cancelled



The Methodology

1. ldentified over 100 different nonprofit organizations
2. Gave three different gifts from three different donors
3. Monitor the communications across four channels

4. Reportone card as lost and another is cancelled

5. Analyze the results



Analyzing the Results

* Solicitation

e Cultivation

* Receipt

Cataloged the conversion process

Categorized every communication

Recurring Gift Study - Data Collection

Select the organization

Aga e

2 Mremers Assocusen

3 Americen Bivle Society

& Aeverican Cancer Soceny

5 Amarcan Ovl Uibarties Uon o

6 American Exterprise batise

Scanned and exported every letter, email, and voicemail

Recorded communication details like date received, sender, etc.

KQED (Northem Calfomia PBS)
Kuow

Loukemia & Lymphoma Society
Makala Fund

Moody Global Ministres

Mosac

Mothers Against Drunk Driving Inc
Muttiple Myeloma Research Foundation
Muscular Distrophy Assodaton

Publc Broadcasting

Publc Broadcasting

Disease and Hoath Services
Education

Cheistian Ministry

Human and Social Services
Publc Poicy | Advocacy
Disease and Hoath Services
Disease and Heath Services
Environment and Widite
Human and Social Services
Enviroament and Widite
Publc and Social Beneft
Publc Broadcasting

Human and Social Services
Disease and Heath Services
Education

Chestian Ministry

Disaster & Intemational ReSef
Education

Disaster & Intemational Rese!
Diseaso and Hoath Services
Human and Social Services
Chestian Ministry

Diasterd Retef

hito/twww.kged.om!
Rito:iuow ol
Ditp:/Peww 35 0g

hitos:/iwaw malala.om/
ios.liwaw mocdvalobal o
2. waw mosgiGNto Ol

hikoasiwen nowos

hit:twww.airobe edy awotars
nltps fiwww OnegonggyRIRN Q!
WaW.0000d001.com
hits:/www.0ppodunt

Ditos:/iwaw plan:

[Educaton

Publc Polcy | Advocacy
Publc and Social Beneft
Disaster & Intemational Rese!
Disastor & Intemational Resef
Education

Disaster & Intemational Rese!
Environment and Widite
Disastor & Intemational Resef
Publc Polcy / Advocacy
Disease and Heath Services
Pudlc anc Sccial Benefe
Emvionment and Widite
Disease and Hoath Services
Education

Paul
Paul
Paul
Brady
Brady
Brady
Brady
Brady
Brady

Complete
Only Onetime Ging
Complate
Complete
Complete
Complate
Complote
Complete
Complete
Complate
Complote
Only Onetime Giving
Complete

Complete
Complate
Only Onetime Giving
Complete
Complete
Complete
Complete
Complete
Complete
Complete
Complete
Complete

Commuz caton Tv
Cublvadon
Cublvaion
Cubivaon
Cabivaion
Cubvage
Cubivason




WHAT WE LEARNED ABOUT
RECURRING GIVING.




1.IT'SNOT THAT EASY TO
FIND OUT WHERE TO MAKE
A RECURRING DONATION.




Could not Make a
Recurring Gift
9%

Roughly 1 out of 10
organizations did not
have a recurring gift
option online.

Made a Recurring Gift
91%




TRY HAVING AN OPTION
FOR RECURRING GIVING.



Donation Button Call-to-Action

Support Donate to [Org Name]
4% %

Give
9%

Donate Now
12%

Donate

71%










How Visually Emphasizing The Donate Button Affects Traffic
Experiment ID: #1698

CONTROL

DTSWebsite | Library | BookCenter | Alumni | Email | CampusNet | Community | Online Login | DTS Account

. —

ﬁ'l 60%

In Donations™

TREATMENT #2

il | CampusNet | Community ne Login | DTS Account

ﬁ'IQO%

In Donations

*94% level of confidences



TRY HAVING A CLEAR DONATE
BUTTON IN YOUR NAVIGATION.




3outof4
organizations do
not have a separate
call-to action-for
recurring
donations.




How Changing The Website Navigation To Address Multiple

Segments Affects Traffic
Experiment ID: #2325

CONTROL TREATMENT

Members Only Area m u n | Members Only Area m E n =

© Handbook ~ Site

Membership Resource Center Resource Center 1 6 O/

In Donation Clicks




How Addressing A New Segment Of Donors On The

Homepage Impacted Donor Conversion
Experiment ID: #6446

CONTROL TREATMENT

The Con, ol ﬁ LPgooess for The Con, ¥k WN{ Hocess for

46%

'Presidentia App intees 'Presidenfial Appomtees

In Donations




TRY ADDING A SPECIFIC
CTA/BUTTON FOR RECURRING
GIFTS IN YOUR NAVIGATION.




My Account | Cart

ABOUT US OUR WORK (]1] F—

| 4 .- i

SRSHIP CHANGES

:

ferencein the life of a child in need. Sponsor a-




2.1T'S NOT CLEAR WHY YOU
SHOULD BECOME A
RECURRING DONOR.




WHY SHOULD | GIVE TO YOU,
RATHER THAN SOME OTHER
ORGANIZATION, OR NOT AT ALL?



WHY SHOULD | GIVE ARECURRING GIFT
TO YOU, INSTEAD OF A ONE-TIME
DONATION, AND RATHER THAN SOME
OTHER ORGANIZATION, OR NOT AT ALL?



On The One-time Donate Page, Do They
Have An Option To Give A Recurring Gift?

* Based upon the number of organizations that accepted r



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

/8
15
9
— 2
I

Simple First Person Value Prop Creative

90
80
70
60
50
40
30
20
10

* Based upon the number of organizations that accepted recurring gifts



Style of Recurring Gift Text

90
80 78
SUPPORT
70
60 One-Time Monthly
50
40 100
30
DONATE NOW
. | oowmmkow
10
2
O ]

Simple First Person Value Prop Creative

* Based upon the number of organizations that accepted recurring gifts



WHY SHOULD | GIVE ARECURRING GIFT
TO YOU, INSTEAD OF A ONE-TIME
DONATION, AND RATHER THAN SOME
OTHER ORGANIZATION, OR NOT AT ALL?



Style of Recurring Gift Text
AL

JOIN RENEW GIVE MONTHLY DONATE

90
Become a Freedom Fighter — Join the ACLU

80

People across the country are coming together

to stand up for what they believe is right. Take

70 your stand—help us as we:
60 » Defend free speech and the right to protest
» Fight relentless attacks on reproductive

freedom
50 o Reform our racially-biased criminal justice

system

Over 1.75 million people support the ACLU.

30 Contributions to the American Civil Liberties Union are not tax deductible.

* indicates required field

20 DONATION
10 Type * ® One-time Monthly 9
A "'—"«iy ’Jl{' does even wore Lo F.'o’,c,j civil ibeviies ’ 2
. 3 —
o) Select Gift Amount * © $35 © $50 © $75 © $100 © Other $

Value Prop Creative

* Based upon the number of organizations that accepted recurring gifts




Style of Recurring Gift Text
AL

JOIN RENEW GIVE MONTHLY DONATE

90
Become a Freedom Fighter — Join the ACLU

80

People across the country are coming together

to stand up for what they believe is right. Take

70 your stand—help us as we:
60 » Defend free speech and the right to protest
» Fight relentless attacks on reproductive

freedom
50 o Reform our racially-biased criminal justice

system

Over 1.75 million people support the ACLU.

30 Contributions to the American Civil Liberties Union are not tax deductible.
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10 Type * ® One-time Monthly 9
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. 3 —
o) Select Gift Amount * © $35 © $50 © $75 © $100 © Other $

Value Prop Creative

* Based upon the number of organizations that accepted recurring gifts




Style of Recurring Gift Text
AL

JOIN RENEW GIVE MONTHLY DONATE
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Become a Freedom Fighter — Join the ACLU

80

People across the country are coming together

to stand up for what they believe is right. Take

70 your stand—help us as we:
60 » Defend free speech and the right to protest
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freedom
50 o Reform our racially-biased criminal justice

system

Over 1.75 million people support the ACLU.

30 Contributions to the American Civil Liberties Union are not tax deductible.

* indicates required field

20 DONATION
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Value Prop Creative

* Based upon the number of organizations that accepted recurring gifts




Style of Recurring Gift Text
AL

JOIN RENEW GIVE MONTHLY DONATE

90
Become a Freedom Fighter — Join the ACLU

80

People across the country are coming together

to stand up for what they believe is right. Take

70 your stand—help us as we:
60 » Defend free speech and the right to protest
» Fight relentless attacks on reproductive

freedom
50 o Reform our racially-biased criminal justice

system

Over 1.75 million people support the ACLU.
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Style of Recurring Gift Text
AL

JOIN RENEW GIVE MONTHLY DONATE

90
Become a Freedom Fighter — Join the ACLU

80

People across the country are coming together

to stand up for what they believe is right. Take

70 your stand—help us as we:
60 » Defend free speech and the right to protest
» Fight relentless attacks on reproductive

freedom
50 o Reform our racially-biased criminal justice

system

Over 1.75 million people support the ACLU.

30 Contributions to the American Civil Liberties Union are not tax deductible.

* indicates required field

20 DONATION
10 Type * ® One-time Monthly 9
A "'—"«iy ’Jl{' does even wore Lo F.'o’,c,j civil ibeviies ’ 2
. 3 —
o) Select Gift Amount * © $35 © $50 © $75 © $100 © Other $

Value Prop Creative

* Based upon the number of organizations that accepted recurring gifts




Style of Recurring Gift Text

90
80
70
60
50
40
30
20
10

15

Simple First Person

* Based upon the number of organizations that accepted recurring gifts

Other Examples:
“A monthly gift is the best way to stand up to Trump's agenda!”

support, and research.”

convenient, flexible.”

Value Prop

“Is this a monthly gift? A monthly gift shows your commitment to care,

“MONTHLY DONATION Please support the poor every month. Efficient,

2

Creative



How The Addition Of Value Proposition Impacts Donor Conversion
Experiment ID: #6623

CONTROL TREATMENT

OUR STORY / YOUR STORY / POLICY CENTER / TAKE ACTION

ILLINOIS"COMEBACK STORY STARTS HERE

ILEINOIS' COMEBACK STORY STARTS HERE

Getting the unbiased truth

hes we v wrting the peet of Dl commebeck -
That is mby we (reated Dol y org
S §50 $ S o ot -
et e b At e a1v hotog
e 120 o
Other Amount
You (mn heep flimces Policy a8 yoms sourte of unblased news by
LY T DCLRIET

 22150.2%

In Conversion Rate

Visa Mastercard or American Express Number

Montt Year Security Code




TRY ADDING (MORE) VALUE
PROPOSITION COPY (AND
DIFFERENT TYPES) FOR RECURRING
GIVING ON YOUR DONATION PAGE.




WHAT ARE OTHER WAYS YOU
CAN COMMUNICATE VALUE?




WHEN YOU CREATE AN OPPORTUNITY, YOU CAN CHANGE A FAMILY'S UIFE
FOREVER,

1 want to donate $360 to
empower

ther to provide for her

family.

e

THE IMPACT YOU WILL MAKE AROUND THE WORLD

ENABLING SAFETY AND STABILITY

REACHING THOSE WHO NEED US
MOST

IMPROVING HEALTH AND
WELLNESS

VOU CAN MILP THEM REAUTE T ALAMS STARTNG HOW.

WHERE YOUR
DONATION GOES




3 V8
. -
e
Have a Question? Send us ...

WHEN YOU CREATE AN OPPORTUNITY, YOU CAN CHANGE A FAMILY’S LIFE
FOREVER.

Our clients are women and men with ambitious dreams for their futures
who simply need an opportunity to thrive. We provide these entrepreneurs
with access to financial tools, training, and support that they need to grow

their businesses and provide for their families. These resources are the

key to helping them work their way out of poverty—forever.

| want to donate $360 to

empower
1 mother to provide for her
family.

CONTINUE

THE IMPACT YOU WILL MAKE AROUND THE WORLD

Have a Question? Send us ...

ENABLING SAFETY AND sTABILITY PRI 1



OF GIVING{
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APPROACHES TO THE f
STUDY OF CHARITY |
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‘Daniel M. Oppenheimer
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SOCIETY FOR JUDGMENT
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REAL WORLD EXPERIMENT WITH TANGIBLE/INTANGIBLE CHARITIES
In a 2010 study, one g 'Lof potential donors read about an organization that was

inherently tangible and the other read about an organization that was inherently intangible.
The responses to each organization was measured.

Intangible Charity

" THE SCIENCE'
OF GIVING
ey DONATIONS O
STUDY OF CHARITY CHARITY

Edited by
Daniel M. Oppenheimer
Christopher Y. Olivola
O Tangible Charity

S8 SOCIETY FOR JUDGMENT
AND DECISION MAKING

Source. The Science of Giving



REAL WORLD EXPERIMENT WITH TANGIBLE/INTANGIBLE CHARITIES
In a 2010 study, one group of potential donors read about an organization that was
r

inherently tangible and the other read about an organization that was inherently intangible.
The responses to each organization was measured.

Intangible Charity

" THE SCIENCE
OF GIVING
Mhisnes, DONATIONS TO
STUDY OF CHARITY * ‘-/ CHARH'Y

Edited by
Daniel M. Oppenheimer
Christopher Y. Olivola
O Tangible Charity

SOCIETY FOR JUDGMENT
¥ Fe @ DONORS GAVE ALMOST THREE TIMES MORE TO THE TANGIBLE CHARITY

Source. The Science of Giving



Tangible Project

e

CE

o
S

THE SCI

OF GIVING
EXPERIMENTAL =
APPROACHES TO THE

.

STUDY OF CHARITY

Edited by
Daniel M. Oppenheimer
Christopher Y. Olivola

SOCIETY FOR JUDGMENT
AND DECISION MAKING

Source. The Science of Giving




- THE SCIENCE

-

OF GIVING
EXPERIMENTAL DO'IORS GAVE

APPROACHES TO THE CE
STUDY OF CHARITY “os‘l‘ m

AS MUCH TO
- SUPPORT THE PROJECT

S FRAMED IN A
Daniel M. Oppenheimer Tmslm WA'

Christopher Y. Olivola

SOCIETY FOR JUDGMENT
AND DECISION MAKING

Source. The Science of Giving

QQgible Project




CLARITY > PERSUASION.



How An Open Gift Field For A Recurring Donation Impacts

Conversion.
Experiment ID: #9145

CONTROL TREATMENT

Rapid % N : u\jlllln‘.\ll\!( Il TalL Rﬂpid IEEY ) Pt i “\H'IIII"JI/\K A1l TaLl

Donation Information Donation Information

$13 $25 $50 $100 Other
Monthly Monthly Donation ~ $13.00

For monthly donations, yo 6 O ' 5 /O

donation amount or cance

with the information to mg I N CO nve rSion Rate

Monthly Donation $13.00
Amount*

For monthly donations, your contribution will be billed automatically every month. You can

change your donation amount or cancel at any time. Once we've processed your donation, you will
receive an email with the information to manage your account online.

*

Your Information Already Have An Account? Login Here.
First Name* Last Name* Your Information

First Name* Last Name®

*Not statstically valid, directional lift approaching validity.




TRY ADDING GIFT/IMPACT
HANDLES FOR RECURRING GIFTS.




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

Yes
14%

No
86%

* Based upon those organizations with the ability to give a recurring gift online



Prompts/Pop-Ups Ranged From Simple
To Complex

Complex popups shown

on submission
MAKE IT MUNTHLY! g

Put your gift to work year round.
Join Defenders of Wildlife as a
member of our Wildlife Guardians,
a dedicated group giving monthly
to ensure a brighter future for the
wildlife we all cherish.

Simple Recurring Gift Callouts

Gift Amount

Is this a monthly gift? Yes m

A monthly gift shows your commitment to care, support, and research.

$35 $60 $120 $1,000  Your Best Gift
YES! PLEASE PROCESS MY

MONTHLY GIFT OF $10!

No thanks, complete my one-time gift.

You can cancel or change
your gift at any time.

No, thanks.
Process my original gift

|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
1 of $15.
|

|

|

|




How Presenting The Opportunity To Make A Recurring Gift At The Moment Of A
Person’s One-time Gift Transaction Affects Recurring Gift Conversion.

Experiment ID: #9024

CONTROL TREATMENT

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

LI In Recurring Gifts




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

Experiment ID: #9169
CONTROL TREATMENT

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

LI In Recurring Gifts







TRY ADDING A PROMPT FOR A
RECURRING GIFT BEFORE ONE-
TIME DONATION COMPLETION.




DONATION & LANDING

PAGE

OPTIMIZATION

Free Course

NEXTAFTER.COM/LANDINGPAGE



3.1T WASN'T EASY TO
ACTUALLY SETUP THE
RECURRING GIFT.




| The client IP 67.198.59.227 has been blacklisted due to repeated authorization failures.

We were
blacklisted by 5100 | s250 [ s500 [ 51,000
multiple '
organizations for &
being too

Agency Location Where needed most

generous.




Title:

Select a Salutation
First Name:

Kevin

Middle Name:
Last Name:

Peters

Spouse Title:

Select a Salutation
Spouse First Name:
Spouse Middle Name:

Spouse Last Name:

Phone Number:

Home Business

Country:

United State

w

Phone Type:
Home

Busin

4]

)

~3

We were asked
for highly
personal
Information.




We had to answer
guestions that
were confusing, to
say the least. (And
many times were
required).

Each gift supports the needs, goals and dreams of people with intellectual disabilities. Together, we can
make a life of possibilities a reality.

We've run into a slight problem. Correct the following to continue:

* Please select a value for field: Agency Location

$100 || $250 || $500 s1,ooo

Agency Location <FPlease Select

Please select a value for field: Agency Location

This gift is in honor, memory, or support of someone

Leave a comment (optional):




ADDITIONAL INFORMATION

Type of gift

Anonymous

Recurring gift

[ prefer to make this donation anonymously

[ decline benefits Yes 5 ? ? ?

BILLING INFORMATION

Title

Firet Nameae *

-please select- §

And we had to
make
commitments we

didn’t fully
understand.




However, the worst part was the number of times we had to
prove that we were human.

To help confirm you are a human and not a robot, please check the box below

™

reCAPTCHA
Privacy - Terms

I'm not a robot




Select all squares with street signs.

Which inevitably led to a

fun game of “pick the
street signs”

To help confi h t a robot, please ch
o help confirm you are a human and not a robot, please che @"CORDCS
* T VERACR

I'm not a robot
reCAPTCHA !

Privacy - Terms




X5 AV ST I o e

NSFW (Not Safe for Webinar)

Image fream Bustle &



DOES THIS EVEN
MATTER?




From the Research Library
CONTROL TREATMENT

Your Information Your Information
* First Name * First Name * Last Name
* Last Name * Country

United States

«

* Country * Street Address

United States :

* Street Address

Street Address 2

Street Address 2

* City * State *Zip Code

-Choose- ;

*City

* Email Address Preferred Phone
* State

-Choose- v V| Yes! Keep me posted on the latest CaringBridge
news and happenings

*Zip Code

Payment Details

* Email Address

* Credit Card Number

Yes! Keep me posted on the latest CaringBridge news and happenings

Preferred Phone * Expiration Month
-Choose-
Help me determine if my employer will match my gift e O
Donate $70 .

Payment Details

* Credit Card Number

In Donations

* Verification Code




From the Research Library

CONTROL TREATMENT

Your Name Your Name
First Name Last Name First Name Last Name
Email Address Email Address
Country . Count Ty
United States C S
Street Address Stree re
Street Address 2 Street Address 2

City State

i
I -Choose- H O
Zip Code Zip Code O

In Donations




From the Research Library

CONTROL TREATMENT
ffffffffffffffffff ' Straight to

== Thank You
OOOOOOOOOOOOOOOOO s Page

176%

In Donations



TRY REMOVING CONFUSING
AND UNNECESSARY FORM
FIELDS AND DONATION STEPS.




MAKE YOUR DONATION

DONOR INFORMATION

// Your Email *

Already have an account? Sign in to autofill this form.

// Your Name *

PAYMENT METHOD
CREDIT CARD B&= BANKACCOUNT 1o PAYPAL

SHIPPING ADDRESS

// Your Address

P



MAKE YOUR DONATION

OONOR INFORMATION

// Your Email *

Already have an account? Sign in to autofill this form.

Your Name *

First // | Last //
Your Partner's Name
Last //

First //

[:] Dedicate your donation.

PAYMENT METHOD
CREDIT CARD

&3 BANKACCOUNT

X PAYPAL

P




TRY MAKING A RECURRING
DONATION TO YOURSELF AND
TRACK THE EXPERIENCE.




ﬂ Affer Research Resources Courses Events About Us Contact

Here's a Tool to Help...

Donations

Friction:
/frikSHan/ Noun. Anything that causes psychological resistance to a given element in the online donation
process.

1s there friction in your online giving process? Answer the following questions to the best of your knowledge to find out if friction

may be slowing your donors down

Your Friction Self-Assessment

* Make a recurring donation to yourself

1. Does your giving page include links to other content pages?

.. BB
 Take the friction self assessment e e

] -

3. Does it take longer than 5 seconds for your donation page to load?

L]
° 2()CHJeStHDHS =i - |
4. Do you have gift designation options on your donation page?

 Tips to optimize =]

5. Do you provide an option to make a gift in memory of someone else?

B2
nextafter.com/resources/#tools e e e

) -

7. Do you have to pinch and zoom to complete your donation page on a mobile device?

] -

8. Do you require visitors to register an account to make a donation?

B -

9. When a field is omitted, does your donation page highlight the missing field(s) before the gift is submitted?

) -

Blog



Not All Payment Types Are Equal

120

100

80

60

40

20

Payment Types Accepted

104

23

Credit Card EFT /Bank Draft/ ACH Paypal
/ Check

* Based upon those organizations with the ability to give a recurring gift online

2

Bitcoin

1

Amazon Pay



Not All Payment Types Are Equal

120

100

80

60

40

20

Payment Types Accepted

104

35
- -
Credit Card EFT /Bank Draft / ACH Paypal
/ Check

* Based upon those organizations with the ability to give a recurring gift online

Every organization accepted credit cards

2

Bitcoin

1

Amazon Pay



Not All Payment Types Are Equal

120

100

80

60

40

20

Payment Types Accepted

Surprisingly, roughly 1 out of 3 accepted
EFT / ACH donations

104

35
- -
Credit Card EFT /Bank Draft / ACH Paypal
/ Check

* Based upon those organizations with the ability to give a recurring gift online

2

Bitcoin

1

Amazon Pay



salesforceorg 2017 Target Analytics donorCentrics Sustainer Summit

MEDIAN RETENTION RATE FOR
EFT DONORS WAS 4% HIGHER
THAN CREDIT CARD DONORS.




How Additional Payment Options Impacted Long-term Revenue
Experiment ID: #5981

CONTROL TREATMENT

NO SIGNIFICANT DIFFERENCE IN CONVERSION
RATE BETWEEN THE TWO FORMS.

£ NIDL70

In Lifetime Value




TRY ADDING AN EFT/ACH
PAYMENT OPTION.




Payment Method:

Credit Card Pay by Check PayPal

Checking Account Information:

* Bank Routing Number: what is this?
* Bank Account Number:

* Verify Bank Account Number:

’lf Account Type
Checking
_ Savings

* [0 By checking this option, I agree to use my bank
account as a payment method and authorize this
organization to debit my bank account to fulfill my
donation commitment.

DONATE NOW




4. THERE WASN'T MUCH TO
DO AFTER A DONATION.




So We Just Donated, Now What??

Post-Donation Call-to-Action

38 38
7 6 :
4 4
B N = = :
N

None Social share Resource Employer Match Create Account Second Gift Upgrade gift Survey / Petition

40

35

30

25

20

15

10

5

0



So We Just Donated, Now What??

40

35

30

25

20

15

10

()]

Post-Donation Call-to-Action

Roughly 1 out of 3 nonprofits did not

suggest a post-donation action to take

38 38
7
I I - - 5

None Social share Resource Employer Match Create Account

* Based upon those organizations with the ability to give a recurring gift online

4

Second Gift

4

Upgrade gift

2

Survey / Petition




So We Just Donated, Now What??

40

35

30

25

20

15

10

()]

Post-Donation Call-to-Action

38 38

None Social share Resource Employer Match Create Account

* Based upon those organizations with the ability to give a recurring gift online

Second Gift

If donors are ‘in momentum’ what are

other options that can keep it going?

7 6 :
H EH = = 4

Upgrade gift

2

Survey / Petition




Uther ways o donate

a] 2.0fg°| alzheimer’s Qb association® Donate to a Walker

Donate to The Longest Dav®

Dear Paul,

Thank you for your gift of $15.00 to the Alzheimer's Association. Your donation allows us to continue the
fight against Alzheimer's disease through vital research and essential care and support programs and
services.

As a friend of the Alzheimer's Association, did you know you can double your donation of $15.00 through
your employer's matching gift program? Many companies have matching gift programs that will double or
even triple charitable contributions made by their employees. Workplace giving is a simple and effective
way for employees to support the Alzheimer's Association mission. Learn more and find out if your
company will match gifts to the Alzheimer's Association.

Now is also a great time to become a monthly donor!

You'll find giving a monthly donation is an ideal way to support the cause. You'll be able to make regular,
repeated donations that fit into your budget and provide help and hope to all affected each and every
month.

Benefits of becoming a monthly donor:

e It's easy - your donation is charged to your credit card automatically each month and can be cancelled at
any time.

e It's productive — monthly giving reduces the need for regular, costly fundraising appeals, so your money
goes even further.

¢ Makes a sustained difference — recurring donations help ensure that much-needed services are available
to those living with Alzheimer's disease and their families.

Please consider becoming a monthly donor today.

Thank you for your continued support!
Sincerely,
Alzheimer's Association

This receipt verifies your charitable contribution to the Alzheimer’s Association. The Association, in return
for this contribution, provided no goods or services. Please keep this as documentation for income tax
purposes.



Uther ways o donate

a] 2.0fg°| alzheimer’s Qb association® Donate to a Walker

Donate to The Longest Dav®

Dear Paul,

Thank you for your gift of $15.00 to the Alzheimer's Association. Your donation allows us to continue the
fight against Alzheimer's disease through vital research and essential care and support programs and
services.

As a friend of the Alzheimer's Association, did you know you can double your donation of $15.00 through
your employer's matching gift program? Many companies have matching gift programs that will double or
even triple charitable contributions made by their employees. Workplace giving is a simple and effective
way for employees to support the Alzheimer's Association mission. Learn more and find out if your
company will match gifts to the Alzheimer's Association.

Now is also a great time to become a monthly donor!

You'll find giving a monthly donation is an ideal way to support the cause. You'll be able to make regular,
repeated donations that fit into your budget and provide help and hope to all affected each and every
month.

Benefits of becoming a monthly donor:

e It's easy - your donation is charged to your credit card automatically each month and can be cancelled at
any time.

e It's productive — monthly giving reduces the need for regular, costly fundraising appeals, so your money
goes even further.

¢ Makes a sustained difference — recurring donations help ensure that much-needed services are available
to those living with Alzheimer's disease and their families.

Please consider becoming a monthly donor today.

Thank you for your continued support!
Sincerely,
Alzheimer's Association

This receipt verifies your charitable contribution to the Alzheimer’s Association. The Association, in return
for this contribution, provided no goods or services. Please keep this as documentation for income tax
purposes.



10% TO 20% OF DONORS WILL GIVE A
2NP GIFT IF IMMEDIATELY PROMPTED
(AND PROCESS IS MADE EASY).




TRY ASKING FOR A
RECURRING GIFT ON THE
CONFIRMATION PAGE.




Some Of What We Learned About
Recurring Giving

1. It's not that easy to find out where to make a recurring donation.

2. It's not clear why you should become a recurring donor.

3. ltwasn’t easy to actually set up the recurring gift.

4. There wasn't much to do after a donation.



8 Ideas to Try and Optimize Your
Recurring Giving Process

1. Try having a clear donate button in your navigation.
2. Try adding a specific CTA/button for recurring gifts in your navigation.

Try adding more value proposition copy (and different types) for recurring giving
on your donation page.

Try adding gift/impact handles for recurring gifts.
Try adding a prompt for recurring gift before one-time donation completion.
Try adding an EFT/ACH payment option.

Try making a donation to yourself and removing confusing and unnecessary form
fields and donation steps.

Try arecurring gift conversion ask on the confirmation page.

W

N o Uk

o



WHAT WE LEARNED ABOUT
RECURRING GIVING
COMMUNICATIONS.




1. RECURRING DONORS
AREN'T TREATED THAT
DIFFERENTLY.




38% 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?
16

.\ 135 140
12.2

12

10

8

6

A 31 396

25
2 1.0 - 10 10
. = [ T
Email Voicemail Direct Mail Text Messages

B One-Time Donor mUpgraded Donor  ® Recurring Donor

Source: Tracked email, voicemail, text message, and direct mail activity for February 2018-April 2018; only orgs using each channel were counted ‘l



Channel Frequency by Donor

For those using each channel, how much did they send on average?
16

14.0 .
14 135 10% fewer emails

12.2

12
10

8

6

4 3.6

2.0
. = [ ——
Email Voicemail Direct Mail Text Messages

B One-Time Donor mUpgraded Donor  ® Recurring Donor

Source: Tracked email, voicemail, text message, and direct mail activity for February 2018-April 2018; only orgs using each channel were counted ‘l



Channel Frequency by Donor

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

16
14
12

10

8
6
4

60% more
voicemails
N .
1.0
. --
Email Voicemail Direct Mail Text Messages

B One-Time Donor mUpgraded Donor  ® Recurring Donor

Source: Tracked email, voicemail, text message, and direct mail activity for February 2018-April 2018; only orgs using each channel were counted

N,



Channel Frequency by Donor

For those using each channel, how much did they send on average?
16

" 135 140
12.2

12
10

8 44% more direct

6 mail

4

1.8 20
. = [ ——
Email Voicemail Direct Mail Text Messages

B One-Time Donor mUpgraded Donor  ® Recurring Donor

Source: Tracked email, voicemail, text message, and direct mail activity for February 2018-April 2018; only orgs using each channel were counted ‘l



Channel Frequency by Donor

For those using each channel, how much did they send on average?
16

y 135 140
12.2

12
10

8 50% fewer text

6 messages

4 3.6

1.8 20
. = [ ——
Email Voicemail Direct Mail Text Messages

B One-Time Donor mUpgraded Donor  ® Recurring Donor

Source: Tracked email, voicemail, text message, and direct mail activity for February 2018-April 2018; only orgs using each channel were counted ‘l



Message Types

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

 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%
80%

Message types vary 7%

60%

by donor with 500
recurring receiving 40%

30%
less appeals. 20%

10% 314 (24%)
0 118 (12%) 150 (15%)

0%
One-Time Messages Upgraded Messages Recurring Messages

Receipt m Cultivation m Solicitation

Source: Tracked email, voicemail, text message, and direct mail activity across all donor types for February 2018-April 2018




Communications by Type and Donor

100%
920%
Message types vary ij
by donor with 60%
recurring receiving jgj
less appeals and 20
. . 20%

more cultivation. | — 314 (4%

’ 118 (12%) 150 (15%)

0%

One-Time Messages Upgraded Messages Recurring Messages

Receipt m Cultivation m Solicitation

Source: Tracked email, voicemail, text message, and direct mail activity across all donor types for February 2018-April 2018




MORE CULTIVATION AND
LESS SOLICITATION IS
GENERALLY GOOD




Number of Organizations by
QCO:ommunication Type (Recurring

80
70
60
50
40
30
20
10

0

84

60 60

DoNor)

R

19

Month 1 Month 2

Sent Receipt —Sent Cultivation —Sent Solicitation

‘ Source: Tracked email and direct mail data for one-time donor, February 2018-April 2018

Month 3



Number of Organizations by

80
70
60
50
40
30
20
10

0

Communication Type (Recurring Donor)
90
84
As time went on, the
number of organizations 57—
doing cultivation started
going down and -
solicitation started going
up. 19
9
Month 1 Month 2 Month 3
Sent Receipt =—Sent Cultivation =—Sent Solicitation

Source: Tracked email and direct mail data for one-time donor, February 2018-April 2018



Number of Communications by Type
(Recurring Donor)

250
00 As time went on, the —Bh- —
volume of cultivation
150 started going down and
solicitation started going
100 up. -
50
o)
Month 1 Month 2 Month 3
—Recurring Cultivation = =—=Recurring Solicitation



TRY HAVING A LONGER-TERM
COMMUNICATIONS PLAN SPECIFIC
TO RECURRING DONORS (NOT JUST
IMMEDIATELY AFTER).




Number of Organizations by
QCO:ommunication Type (Recurring Donor)

80
70
60
50
40
30
20
10

0

84

60 60 5
42

And just 2 organizations sent email or 9
print receipts by month 3

Month 1 Month 3

Sent Receipt =—Sent Cultivation =—Sent Solicitation

Source: Tracked email and direct mail data for one-time donor, February 2018-April 2018



Remember This...

HAPPINESS

EXPERIMENTAL —

APPROACHES TO THE
STUDY OF CHARITY

Edited by

Daniel M. Oppenheimer
Christopher Y. Olivola

SOCIETY FOR JUDGMENT
AND DECISION MAKING

GIVING




How We Should Treat Recurring Donors...

NOT THIS BUT TH IS
S iy ” 4




TRY SENDING A THANK
YOU/RECEIPT EVERY MONTH.



2. PHONE AND TEXT WERE
NOT USED VERY OFTEN.




Organizations Active by Channel

140
Just 15 120 115(100%)
e 100

organizations
called us 80 75 (65%)

60
Only 2 sent text .
MEeSSages. 20 15 (13%)

2 (1.7%)
0
Email Direct Mail Voicemail Text Message

Source: Tracked email, voicemail, text message, and direct mail activity across all donor types for February 2018-April 2018




salesforceorg “Donor-Centered Fundraising” by Penelope Burk

A DONOR'’S SECOND YEAR VALUE
COULD BEUP TO 40% HIGHER IF THEY
RECEIVED A THANK YOU CALL.




TRY CALLING AND/OR
TEXTING YOUR DONORS.




WHY SO LITTLE USAGE?




Did the organization ask for phone number?

No

259 1 outof 4

nonprofits do not
collect a phone
number on their

Yes donation forms
75%




Remember This from the Research Library?

CONTROL

Your Name

First Name Last Name

Email Address

Country
United States

Street Address

Street Address 2

City State

I -Choose-
Zip Code

TREATMENT

Your Name

Street Address

In Donations



From the Research Library

CONTROL TREATMENT

My Gift Amount My Gift Amount

s| | > |
All pits above $500 wil receive a personalized, engraved brick on Hilsdale's Liberty Walk. xamg All gits above $500 wil receive a personalzed, engraved brick on Hilsdale's Liberty Walk. S

Billing Information Billing Information

First Name " Last Name First Name * Last Name *

Email Address * : Email Address

Country *

Unit

Address

City

State Zip Code *

v

Is your shipping information different than the billing address?



TRY MAKING PHONE NUMBER
OPTIONAL ON DONATIONS (IF YOU'RE
GOING TO ACTUALLY USE IT).




3. COMMUNICATIONS
WERE NOT VERY
PERSONAL.




9% OF ORGANIZATIONS DID NOT
SEND ANY COMMUNICATIONS TO
THEIR MONTHLY DONORS.




TRY COMMUNICATING
WITH YOUR MONTHLY
DONORS.




Organizations Active by Message Type

125
115
(0)

13/0 Of 100 100
organizations
didn’'t send 7>
cultivation content 0
to any of the

25
donors.

0
Receipt Solicitation Cultivation

Source: Tracked email, voicemail, text message, and direct mail activity across all donor types for February 2018-April 2018



TRY CULTIVATING ALL
YOUR DONORS.



Just1lin5
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

Source: Tracked email activity across all donor types for February 2018-April 2018

23

Person's Name



Emails by Sender Email Type

Person's Name
No-reply or Similar 4%
9%

The majority of
individual

messages came
from generic or

Info, About, or : no-re p Iy”

Generic

Mailbox addresses

87%

Source: Tracked email activity across all donor types for February 2018-April 2018



Subject: Donation Form Acknowledgement
From: , .J b= 5 = = N <donorreceipt@y B == >

To: fm s nnm B e B =
Date Sent: Tuesday, February 6, 2018 1:41:21 PM GMT-06:00

Date Received: Tuesday, February 6, 2018 1:41:22 PM GMT-06:00



Subject: Donation Form Aeknowledgement
From i .‘ be: & = == oy < <donorreceipt@. ] ==

To: "= ——T - -lll

Date Sent: Tuesday, February 6, 2018 1:41:21 PM GMT-06:00
Date Received: Tuesday, February 6, 2018 1:41:22 PM GMT-06:00



Subject: Donation Form Acknowledgement
From: . .‘ ba: § = = g <donorreceipt@y; B == >

To: fm s nnm B e B =
Date Sent: Tuesday, February 6, 2018 1:41:21 PM GMT-06:00

Date Received: Tuesday, February 6, 2018 1:41:22 PM GMT-06:00

@® Organization
Friend, big hearts like yours are making Di...




How Do We Triage Our Inboxes

lllllllllllllll

Inbox at a Glance

What'’s the first thing you look at when

deciding whether to open an email?

@ Sender or from name

@ Subject line

® Preview text




From the Research Library

® Kent Lassma O
B What today mea O
In Email Opens

® Competitive Enterprise Insti...

A What today means




TRY SENDING YOUR EMAILS
FROM A PERSON (NOT AN
ORGANIZATION).




From the Research Library

® Sona Mehring

A Moms = The # of CaringBridge
® Camille Scheel 'I 37 O/
B You amaze me, Jeff O

In Email Opens




TRY USING YOU’ IN YOUR
SUBJECT LINES:




CONTROL

At the beginning of October, our goal was to reach as many women as possible
with our new eBook, What Every Woman Needs to Know.

Now that Breast Cancer Awareness Month has come to an end, we just wanted
to let you know that we exceeded our expectations.

Thanks to the generosity of donors around the country, the campaign was a
massive success!

But that doesn't mean we can stop working hard to educate and empower
women to take control of their own breast health.

You can help us do this at any time—every dollar you give means that more
women can be proactive about their health.

We'd also love it if you shared What Every Woman Needs to Know on
Facebook...just click here and share it with your friends!

Thanks for joining us!
Candice Boeck

Donor Relations Manager
National Breast Cancer Foundation

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

TREATMENT

Hi Jeff,

At the beginning of October, our goal was to reach as many women as possible
with our new eBook, What Every Woman Needs to Know.

Now that Breast Cancer Awareness Month has come to an end, we just wanted
to let you know that we exceeded our expectations.

Thanks to the generosity of donors around the country, the campaign was a
massive success!

But that doesn't mean we can stop working hard to educate and empower
women to take control of their own breast health.

270%

You can help us do thi
women can be proacti

We'd also love it if you
Facebook...just click h

Thanks for joining us!

Candice Boeck
Donor Relations Manager

National Breast Cancer Foundation

In Clicks



TRY USING PEOPLE’S FIRST NAME
(OR AT LEAST THEIR NAME).




WHAT ABOUT CUSTOMER
SERVICE EMAILS?




‘Get Back’ Contact Type (Lost Card)

Personal
38%

Transactional
62%

Source: Tracked contact data for lapsed donor get-back emails

Of the organizations
who did reach out
directly, the majority
were from
transactional or
system-generated
emails.




‘Get Back’ Contact Type (Cancelled Card)

Personal
18%

Transactional
82%

Source: Tracked contact data for lapsed donor get-back emails

Fewer than 1in 5 ‘get
back’ messages for
the cancelled card
were sent from a real
person at the
organization.




Get Back Emails Delivered by Folder

70

61

60

37% of these emails weren't 5

delivered to the main inbox
40

Interestingly, every single
email from a real person was
delivered to the inbox 20

30

10

Inbox Promotions Spam

Source: Tracked contact data for lapsed donor get-back emails




TRY MAKING YOUR CUSTOMER
SERVICE EMAILS LOOK, SOUND, AND
FEEL LIKE THEY ARE FROM A PERSON.







S eI TSP I

EMAIL FUNDRAISING OPTIMIZATION
FREE ONLINE COURSE

ACTIVATE YOUR FREE COURSE TODAY
nextafter.com/email . ‘




WHAT ABOUT OTHER
CHANNELS?




Phone

Hello, my name is [Name]: a paid caller from MDS

calling on behalf of [Organization]. I'm calling

today to thank you for your generous partner for
children contribution. Your kindness means so

much to us and children like...




I’'m calling

today to thank you for your generous partner for
children contribution. Your kindness means so

much to us and children like...




TRY NOT OUTSOURCING
YOUR PERSONAL THANK YOU
CALLS TO PAID VENDORS.



al

February 7, 2018

DL’" -’b'lt' g

‘V v'C‘k. ne 1o =
ome | il ~e
' pe Js 52 : whateve yOou C :! 'G' one O 1-‘1\.’ l\.‘s! ;"‘.

’

these ou did for me” (Matthew 25: N Th
. Macthew 25:40. NIV ank you for answering His call to help a child and

community in need. Your generous commitment is eruly a blessing

Your generosity 1s

SAVING CHILDREN'S LIVES

R o

s

“ /

Dear Partner, T
leff Giddens
Account Number: 10640-2713

Description Gist

Donation Date

| want to help again. Here is my gift of:
18 _to usc where children need it most
| will sponsor a child in need. Here's my first monthly gift of $39.

ack. ).

] Please bill my gift or sponsorship to my credit card. (See >

ares on World Vision's work

] Please e-mail me with upd
My e-mail address is







4. CUSTOMER SERVICE
LEAVES MUCH TO BE
DESIRED.




Customer Service Recap

» Just 9 organizations were sending a receipt to recurring donors by month 3.
* 13% of organizations did not cultivation communication to any donors.
* 9% of organizations did not send any communication at all to their monthly donors.

* The majority of communication (both customer service and mass) did not feel very
personal.



“..WHEN IT COMES TO IMPROVING LIFETIME VALUE —
THE ONLY TRUE METRIC THAT MATTERS — THE
TACTICS/TECHNIQUES/FREQUENCY OF ACTIVITY FROM
THE FUNDRAISING DEPARTMENT ACCOUNTS FOR LESS
THAN 20% OF THE ULTIMATE VALUE ON A DONORFILE.

- Roger Craver, The Agitator

salesforce.org



WHAT ABOUT LOST,
STOLEN, OR CANCELLED
CREDIT CARDS?




Get-back Status (Lost Card)

Over2in 3 NoContact
organizations

automatically

updated lost cards " odate

8%
Auto-Recovered

without intervention. 4£89%

Source: Tracked contact data and credit card statements




TRY USING TOOLS, TECHNOLOGY,
AND COMPANIES THAT AUTO-
UPDATE CREDIT CARDS.



Get-back Status (Lost Card)

No
Almost a quarter of C%f;tojct
(o)
organizations did not
contact us at all esched Outlor
Upciate Auto-lZZi/i)vered
about a lost card. o

Source: Tracked contact data and credit card statements




Get-back Status (Cancelled Card)

Just under half of
nonprofits did not

reach outtoget a No Contact N
. 50 (47%) f(;lr6 l:gg;t)e
new card in the :

analysis window.

Source: Tracked contact data and credit card statements




TRY HAVING A RESPONSE PLAN
FOR WHEN CARDS ARE LOST
(AND NOT AUTO-UPDATED).




“IF YOU CAN’'T MEASURE IT,
YOU CAN'T IMPROVE IT”

- Peter Drucker



Some of What We Learned About
Recurring Giving Communications

1. Recurring donors aren’t treated that differently.
2. Phone and text were not used very often.
3. Communications were not very personal.

4. Customer service leaves much to be desired.



6 ldeas to Try and Optimize Recurring
Giving Communications

1. Try having alonger-term communications plan specific to recurring donors (not just
immediately after).

2. Trysending a thank you/receipt every month.
3. Trycalling and/or texting your donors.

a) Try making phone number optional on donations (if you're going to actually use it).

4. Try making your emails (including customer service) look, sound, and feel more personal.
a) Trysending from a person, not an organization

b) Tryusing ‘you’ and their name
5. Tryusing tools, technology, and companies that auto-update credit cards.
6. Try having a response plan for when cards are lost (and not auto-updated).



DIVE DEEPER.




Get The Nonprofit Recurring Giving Benchmark

Study today at nextafter.com/recurring




Get more research on things like:
« Gift arrays
*  Premiums
« Communication analysis by verticals
* Month by month communications per donor type
Get even moreideas to:
* Make recurring giving easier
* Helpdonors find where to give
* Improve your donation forms

* Improve channel communications

* Improve donor cultivation

Get The Nonprofit Recu rring * Improve donor communication strategies
Giving Benchmark Study today at »  Getbetter inbox placement
nextafter com/recu rring * |Improve your appeals and thank-you communication

*  Winback more lapsed credit cards



QUESTIONS?




