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A Few Quick things…

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



A Few Quick things…

Links to the slide deck and other featured resources will 
be sent out with the recording.



A Few Quick things…

We have time for Q&A.



A Few Quick things…

Use the Chat window 

to ask a question or 

drop in a comment.
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Why in the world do we need 
another benchmark report?





fundraising benchmark report





There are already
a ton of benchmark reports…



We have a growing 
library of them too!



Most benchmark reports 
fall into 2 categories.



Focused on a specific topic



Focused on a specific topic

Benchmarks like this are most 
helpful if you know where you 
need to improve, but you don’t 
know how.



Focused on a specific topic • Is this topic most important 
right now?

• What if you don’t have 
enough traffic for these 
ideas to matter?

• What if your biggest 
opportunity is in a different 
channel?



Overview of fundraising metrics



Overview of fundraising metrics

Benchmarks like this give you 
insights into nearly every 
metric you could possibly 
want to see.





Overview of fundraising metrics

• Which metrics are most 
important?

• What metrics do I need 
to improve first?

• If I’m behind in 
everything, is there even 
any hope?



The goal of this new benchmark 
is to help you determine
where to start optimizing.



You can learn where to start 
optimizing by looking at
3 key metrics.



Each one of these metrics influences the 
most important metric: revenue.

Conversion
Rate



A quick online fundraising 
thought experiment…



1000 visitors

$100

Conversion
Rate

10%

$10,000

$12,500

$19,531
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1250 visitors

$100

Conversion
Rate

12.5%

$10,000

$12,500

$15,625

$19,531

25%

25%

56%

in Revenue



1250 visitors

$125

Conversion
Rate

12.5%

$10,000

$12,500

$15,625

$19,531

25%

25% 25%

95%

in Revenue



Increasing all 3 metrics can 
lead to exponential growth.



Understanding these 3 key 
metrics helps you ask the 
right questions.



“How can we get more people to our website?”



“How can we get more people to donate?”



“How can we inspire people to be more generous?”



None of this is helpful if you 
don’t know how your results 
compare to other organizations.



15,542 visitors

$41.88

Conversion
Rate

.01%

$65.08



15,542 visitors

$41.88

Conversion
Rate

.01%

$65.08

Is this a lot or 
a little?



15,542 visitors

$41.88

Conversion
Rate

.01%

$65.08

Should I be 
expecting more 

from online 
donors?



15,542 visitors

$41.88

Conversion
Rate

.01%

$65.08

This seems low. But 
what’s actually a 
healthy amount?



15,542 visitors

$41.88

Conversion
Rate

.01%

$65.08

I know other organizations 
get more. Is it possible our 

donors just don’t give online?



The 2019 Online 
Fundraising Benchmark 
Report is here to help.



1 What common challenges do other nonprofit 
marketers and fundraisers face?

2 How are nonprofits actually performing?

3 Are there notable differences between different types 
of organizations?

Here’s our outline…



What do people say are their 
biggest CHALLENGES?

Part 1



We surveyed 260 nonprofit employees to 
understand what they believed to be the biggest 
challenges to online fundraising growth.



Who took the survey?
Fundraising & Development 50.38%

Marketing & Communications 18.08%

Programs 2.31%

Administrative 7.69%

Other 10.00%

All of the Above 11.54%

Fundraising & Development Marketing & Communications

Programs Administrative Other All of the Above

Made with

Of the 260 respondents, 80%
said their primary role related 
to marketing or fundraising.



Practitioner Manager Executive Consultant

Made with

47.6% said they were 
a practitioner (non-
management).

25.3% said they were 
a manager.

25% said they were 
an executive.
1.5% said they were a 
consultant.



Less than 1 Year 14.62%

1 - 5 Years 53.85% 5 - 10 Years 15.38%

10 - 20 Years 10.00%

20+ Years 6.15%

Less than 1 Year 1 - 5 Years 5 - 10 Years 10 - 20 Years

20+ Years

Made with

53% said they have been in their role for 1-5 years.



What did these nonprofits 
say are their most 
important goals?



Most Important Online Fundraising Goals 
for 2019

Increase Web 
Traffic

Growing Email 
File

Acquiring New 
Online Donors

Improve Online 
Donor Retention

Increase Online 
Recurring Giving
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File
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Improve Online 
Donor Retention

Increase Online 
Recurring Giving



What is standing in the way 
of achieving these goals?



Biggest Challenges to Online Fundraising 
in 2019

Marketing/Ad 
Budget

Knowledge and 
Skills

Staff Size and 
Human Resources Tools Internal 

Communication
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Made with



Not Very
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Internal Communication & Cooperation
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Biggest Challenges to Online Fundraising 
in 2019

Marketing/Ad 
Budget

Knowledge and 
Skills

Staff Size and 
Human Resources Tools Internal 

Communication

Staff Size & Human Resources

0 5

Very Challenging

Made with

The biggest challenge that 
fundraisers say they are facing is 

staff size and human resources.



This benchmark report will not only show 
you where to start optimizing, but will 
give you ideas that don’t require extra 
staff or human resources.



How are nonprofits
actually performing?

Part 2



We asked 155 organizations to share their 3 key 
metrics with us: web traffic, conversion rate, and 
average gift.



We asked 155 organizations to share their 3 key 
metrics with us: web traffic, conversion rate, and 
average gift.



We asked 155 organizations to share their 3 key 
metrics with us: web traffic, conversion rate, and 
average gift.



We asked 155 organizations to share their 3 key 
metrics with us: web traffic, conversion rate, and 
average gift.



Of those 155 organizations…

141 reported their revenue metrics.

73 connected their Google Analytics.

155 reported their web traffic.



We divided those 155 organizations into 
10 primary verticals.

Disaster & 
International 

Relief
Education Environment & 

Wildlife Faith-Based Health

Human & 
Social Services

Poverty 
Alleviation

Public 
Broadcasting

Public Policy & 
Advocacy

Public & Social 
Benefit



These 155 organizations reported…

$145 million in annual
online fundraising revenue.



For perspective…

The average nonprofit brings in 7.6% of their 
total revenue online.*

*According to Blackbaud Institute for Philanthropic Impact’s 2017 Charitable Giving Report

This means these 155 organizations represent 
over $2 Billion in total annual revenue.



The 3 Key Metrics



12,708 visitors

$106.71

Conversion
Rate

.61%

The 3 Key Metrics

Metrics above represent the median of all reporting organizations based on data from the 2018 calendar year.



12,708 visitors

$106.71

Conversion
Rate

.61%

The 3 Key Metrics

Metrics above represent the median of all reporting organizations based on data from the 2018 calendar year.

Great. What do I with 
this information?



Determining where to start…

1. Is your web traffic at or above the benchmark? 

Yes No

You’re likely going to want to focus on growing your web traffic first.



Determining where to start…

1. Is your web traffic at or above the benchmark? 

Yes No

2. Is your conversion rate at or above the benchmark?

Yes No

You’re likely going to want to focus on converting more donors first.



Determining where to start…

1. Is your web traffic at or above the benchmark? 

Yes No

2. Is your conversion rate at or above the benchmark?

Yes No



2. Is your conversion rate at or above the benchmark?

Yes No

3. Is your average gift size at or above the benchmark?

Yes No

You’re likely going to want to focus on increasing gift size.



Let’s look at the benchmark 
metrics of a real organization.



12,708 visitors

$106.71

Conversion
Rate

.61%

The 3 Key Metrics

Metrics represent data from the 2018 calendar year.

VS
Conversion

Rate

Benchmark Real Organization
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404%
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The 3 Key Metrics

Metrics represent data from the 2018 calendar year.

VS

64,064 visitors

Conversion
Rate

.11%

Benchmark Real Organization
82%



12,708 visitors

$106.71

Conversion
Rate

.61%

The 3 Key Metrics

Metrics represent data from the 2018 calendar year.

VS

64,064 visitors

$178.14

Conversion
Rate

.11%

Benchmark Real Organization

67%



These metrics do not exist 
in isolation. They are 
interconnected.



Metrics represent data from the 2018 calendar year.

64,064 visitors

$178.14

Conversion
Rate

.11%

Real Organization

A low conversion rate and a high 
average gift could mean that your few 
donors are you most committed donors.



Metrics represent data from the 2018 calendar year.

64,064 visitors

$178.14

Conversion
Rate

.11%

Real Organization

Getting more people to donate could
mean a slightly lower average gift size.



Metrics represent data from the 2018 calendar year.

64,064 visitors

$168.14

Conversion
Rate

.31%

Real Organization

Getting more people to donate could
mean a slightly lower average gift size.



Metrics represent data from the 2018 calendar year.

64,064 visitors

$158.14

Conversion
Rate

.51%

Real Organization

Getting more people to donate could
mean a slightly lower average gift size.



Metrics represent data from the 2018 calendar year.

64,064 visitors

$158.14

Conversion
Rate

.51%

Real Organization

Make sure revenue is moving in the 
right direction.



You can get an even better 
baseline by looking at 
organizations with similar traffic.



12,708 visitors

Conversion
Rate

The 3 Key Metrics

Metrics above represent the median of all reporting organizations based on data from the 2018 calendar year.

As high as 8.9 Million.

As low as 5.



Conversion
Rate

.61%

The 3 Key Metrics

Metrics above represent the median of all reporting organizations based on data from the 2018 calendar year.

As high as 83%.

As low as 0%.



$106.71

Conversion
Rate

The 3 Key Metrics

Metrics above represent the median of all reporting organizations based on data from the 2018 calendar year.

As high as $759.

As low as $0.



8.9M visitors

$53.74

Conversion
Rate

.11%

The 3 Key Metrics

Metrics above represent a real organization’s key metrics from 2018.

Organizations with lots of traffic
tend to have lower conversion rates.

REAL ORGANIZATION



836 visitors

$265

Conversion
Rate

2.63%

The 3 Key Metrics

Metrics above represent a real organization’s key metrics from 2018.

Organizations with low traffic
often have higher conversion rates 
and average gift size.

REAL ORGANIZATION



Conversion & Avg. Gift by Traffic Volume
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2.41% Conversion Rate

$237 Average Gift Size

Metrics above based on average of 2018 data from each traffic group.
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The more traffic an 
organization has, the lower
the conversion rate and 
average gift tend to be.

Metrics above based on average of 2018 data from each traffic group.
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0.11% Conversion Rate

$53.74 Average Gift Size

Metrics above based on average of 2018 data from each traffic group.



0 to 5k 5001 to 10k 10001 to 50k

50001 to 100k 100001 to 500k +500k

Conversion
Rate

Conversion
Rate

Conversion
Rate

Conversion
Rate

Conversion
Rate

Conversion
Rate

2.4% $237 1.41% $193 2.1% $173

.99% $211 .68% $113 .11% $53

Metrics above based on average of 2018 data from each traffic group.



We also looked at Google 
Analytics data for 73 
organizations…



1 Which channels appear to be best for converting donors
and growing revenue?

2 Which channels appear to be best for engaging donors 
(and potential donors) with content?



Average Revenue Per Channel
Average Revenue

Direct

Display

Email

Organic

Paid Search

Paid Social

Referral

Social

0 5000 10000 15000 20000 25000 30000 35000

 $                   30786.51

 $                        467.87

 $                   29179.23

 $                   22532.45

 $                   17017.98

 $                     2449.12

 $                   22627.74

 $                     3316.67

Made with



Average Revenue Per Channel
Average Revenue

Direct

Display
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Social

0 5000 10000 15000 20000 25000 30000 35000

 $                   30786.51

 $                        467.87

 $                   29179.23

 $                   22532.45

 $                   17017.98

 $                     2449.12

 $                   22627.74

 $                     3316.67

Made with

Direct traffic appears to be 
the biggest revenue driver.

This contradicts what we normally see 
with organizations that properly track 
revenue sources.



A Health Organization

Caring Bridge

Direct

Email

Paid Search

Referral

Social

Organic

0 50000 100000 150000 200000 250000 300000

 $        91382.80

 $      273427.00

 $        13246.10

 $        12822.30

 $        89281.70

 $        25078.70

Made with

Email brings in 199% more revenue 
than direct traffic.



A Higher Education 
Institution

Hillsdale

Direct

Display

Email

Paid Search

Paid Social

Referral

Social

Organic

0 50000 100000 150000 200000 250000 300000

 $        33680.50

 $          7996.25

 $      282698.00

 $        29850.70

 $        13997.00

 $          3546.42

 $             915.17

 $        40018.90

Made with

Email brings in 739% more revenue 
than direct traffic.



Leadership Institute

Direct

Email

Paid Search

Paid Social

Referral

Social

Organic

0 2000 4000 6000 8000 10000 12000 14000 16000 18000 20000 22000 24000

 $          4299.33

 $        22437.80

 $             178.08

 $               99.75

 $          2930.70

 $               28.75

 $        10319.50

Made with

A Public Policy 
Organization

Email brings in 421% more revenue 
than direct traffic.



Quick Tip
Make sure you add UTM parameters to all of your 
marketing and fundraising campaign links.



utmMaker.com

This tool will help you 
craft a perfectly tracked 
linked for each campaign.



Why is email such a big 
revenue driver?
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Email has a 4.67%
average conversion rate.
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That’s 160% higher than 
the next highest channel.
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Referral is has the 2nd highest conversion rate, 
and the 3rd highest revenue.



A note on referral
donations…



Your Website with a Donation Link
Donation page » Payment 

Processing Your Confirmation Page

DONATE NOW



Your Website with a Donation Link
Donation page » Payment 

Processing Your Confirmation Page

When configured properly, Google 
Analytics should see this all as 1 session.

But…

DONATE NOW



Your Website with a Donation Link
Donation page » Payment 

Processing Your Confirmation Page

If either the donation 
page or the payment 
processing is on a new 
domain (without cross-
domain tracking)…

DONATE NOW



Your Website with a Donation Link
Donation page » Payment 

Processing Your Confirmation Page

…Google thinks this 
confirmation page visit 
is a new referral session.

DONATE NOW



And as a result…

1,827 referral visitors

$282

Conversion
Rate

27%

REAL ORGANIZATION



www.organization.org payments.blackbaud.com



Quick Tip
Talk to your IT department or your donation 
provider to make sure your donations get 
attributed to the right channels – not just referrals.



Are some channels better 
for engagement, rather 
than donations?



The Aggregate Engagement Index
A calculation to determine which channels are 

driving the most engaged visitors.



The Aggregate Engagement Index

(AP ∙ AT) (1 - AB) + (AP / 100)



The Aggregate Engagement Index

(AP ∙ AT) (1 - AB) + (AP / 100)

Average Page Views Per Visitor



The Aggregate Engagement Index

(AP ∙ AT) (1 - AB) + (AP / 100)

Average Time on Site in Seconds



The Aggregate Engagement Index

(AP ∙ AT) (1 - AB) + (AP / 100)

Average Bounce Rate



The Aggregate Engagement Index

(AP ∙ AT) (1 - AB) + (AP / 100)

Produces a score that indicates 
overall visitor engagement.
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Referral traffic has the 
highest engagement 
score of 310.
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Email traffic has a mid-
range score of 113, 
despite high revenue.
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Organic Social traffic has a 
score of 285, despite low 
revenue.
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Channel engagement and channel 
revenue are not necessarily correlated.



Quick Tip
High engagement channels can serve as email 
acquisition tools, and as donation primers.



Using an engagement channel 
to acquire an email address.



How a free offer increased email acquisition on a blog

Standard Blog Post Ending Blog Ending in Free Offer

21.4%
In Emails Acquired



Online Course

eBook

Online Petition

Video Series

Quiz

Email Newsletter



Using an engagement channel 
as a donation primer.



How donation priming affected downstream revenue

Visitors that didn’t see articles Visitors that saw articles



How donation priming affected downstream revenue

Visitors that didn’t see articles Visitors that saw articles



How donation priming affected downstream revenue

Visitors that didn’t see articles Visitors that saw articles

196%
In Donations During Year-End



How are organizations like 
yours performing?

Part 3



12,708 visitors

$106.71

Conversion
Rate

.61%

Metrics above represent a real organization’s key metrics from 2018.

Remember this?

REVIEW
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Metrics above based on average of 2018 data from each traffic group.

Remember how traffic 
volume impacts the 
benchmark metrics?

REVIEW



Disaster & 
International 

Relief
Education Environment & 

Wildlife Faith-Based Health

Human & 
Social Services

Poverty 
Alleviation

Public 
Broadcasting

Public Policy & 
Advocacy

Public & Social 
Benefit

Different verticals have 
different baselines.



Public 
Broadcasting

128k visitors

$111.85

Conversion
Rate

.11%



Huge potential to reach a mass audience.

Big traffic numbers



Most visitors are likely looking for program content. 

Low conversion rate



Disaster & 
International 

Relief

5337 visitors

$50.04

Conversion
Rate

4.8%



Clear and urgent needs.

High conversion rate



Media attention often drives new, one-time donors.

Low average gift



Environment 
& Wildlife

15,542 visitors

$87.00

Conversion
Rate

.74%



Global need with mass appeal.

Above average traffic sizes.



Highly saturated market.

Slightly lower average gift.



Knowing your context is 
critical to knowing where to 
start optimizing.



Disaster & 
International 

Relief
Education Environment & 

Wildlife

Faith-Based Health

Conversion
Rate

4.8% $50
Conversion
Rate

.75% $116
Conversion
Rate

.74% $87

Conversion
Rate

.64% $140
Conversion
Rate

2.1% $142



Human & 
Social Services

Poverty 
Alleviation

Public 
Broadcasting

Public & Social 
Benefit

Public Policy & 
Advocacy

Conversion
Rate

.99% $93
Conversion
Rate

.56% $118
Conversion
Rate

.11% $111

Conversion
Rate

.42% $80
Conversion
Rate

.13% $104



Average Traffic by Vertical
Average Tra�c
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Overall
Benchmark
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Public Policy groups have the 
highest average web traffic.

1,598% above the overall benchmark

Overall
Benchmark



These groups try to advance policy through mass public appeal.

High traffic volume



Average Traffic by Vertical
Average Tra�c
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Human and Social Services 
organizations tend to have the 

lowest website traffic.

Overall
Benchmark

72% below the overall benchmark



Many of these organizations are local, focused on a specific city.

Low traffic volume



Average Gift Size by VerticalAverage Gift
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Average Gift Size by VerticalAverage Gift
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Overall
Benchmark

Faith-Based & Health groups lead 
the way in average gift size.

33% above the overall benchmark



Donor motivation can come from a highly personal experience.

Higher average gift



Faith-based giving is highly personal and values driven.

Higher average gift



Average Gift Size by VerticalAverage Gift
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Overall
Benchmark

Disaster & International Relief tend 
to have the lowest average gift size.

53% below the overall benchmark



Donor motivation is to meet an urgent need, as opposed to values –based.

Lower average gift



Conversion Rate
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Average Conversion Rate by Vertical

Overall
Benchmark



Average Conversion Rate by VerticalConversion Rate
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Overall
Benchmark

Disaster & International Relief tend 
to have the highest conversion rate.

691% above the overall benchmark



Clear and urgent needs.

High conversion rate



Average Conversion Rate by VerticalConversion Rate
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Conversion Rate
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Overall
Benchmark

Pubic Broadcasting & Public Policy groups 
tend to have the lowest conversion rates.

81% below the overall benchmark



While these groups can have mass appeal, maybe few 
believe they can actually make a meaningful difference.

Low conversion rate



What about engagement?



The Aggregate Engagement Index

(AP ∙ AT) (1 - AB) + (AP / 100)

Produces a score that indicates 
overall visitor engagement.

REVIEW



Average Engagement Score by VerticalEngagement Score
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Average Engagement Score by VerticalEngagement Score
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Environment and Wildlife groups have the 
highest visitor engagement.

117% above the next closest group



Is the cause more engaging?
Or are these groups better at engagement?



Average Engagement Score by VerticalEngagement Score
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Health related organizations have the 
lowest engagement score.



Is the cause less engaging?
Or can these organizations can improve?



These metrics are a 
baseline, not an excuse.



3 Ideas to Optimize Each 
Key Metric

Part 4

BONUS



3 Ideas to Optimize Web Traffic 
without more people or budget.



1 Increase new traffic by utilizing the Google 
Ad grant.

3 Ideas to Optimize Web Traffic



Disaster Relief Uses

• Hurricane Harvey caused a rapid increase in need

for food assistance.

• Needed greater reach to raise more donations 

and recruit volunteers for their services.

• Google Grant Ads gave them $10k worth of 

advertising to target keywords related to 

hurricane relief.

Source: Google.com/grants/success-stories



Educational Use

• Fuse School provides free online education in the 

areas of Science, IT, Math, Business, and 

English.

• Google Ad Grants provides the biggest source of 

traffic to their website – 73% of visits.

• Majority of web traffic from Google Ad Grants 

are new visitors.

Source: Google.com/grants/success-stories



Human Services Use

• TWLOHA provides help to people struggling 

with depression, addiction, and suicidal 

thoughts.

• Google Ad Grants drives $174k in online revenue

through a combination of ecommerce sales and 

direct donations. 

Source: Google.com/grants/success-stories



What is the Ad Grant program?

• $10k worth of free Google Ads every month.

• You qualify if you’re not a:
• Government organization
• Hospital
• School
• Academic Institution / University (although there’s 

an exception for philanthropic arms)



What does it look like?
I searched for “cyclone relief”

I see ads for organizations 
providing help

Ads take me to a designated 
landing page to take action



How do you get started?

You can apply and get started creating your 
first campaign at www.google.com/grants



1 Increase new traffic by utilizing the Google 
Ad grant.

3 Ideas to Optimize Web Traffic

2 Increase returning traffic by optimizing your 
email marketing.



What do your emails look 
like in your donor’s inbox?



So how do you make sure your email 
gets opened and not deleted?



Which gets the most opens? (#8010)

28%
In Email Opens

B

A



#3334, 3326

20.7%
In Email Clicks

9.1%
Email Opens

A

B



Make your emails more 
human.

This applies to your copy and design too.



Version A



Version B



Side-by-Side
Version A Version B

80.3%
CLICKS

112.5%
DONATIONS



1 Increase new traffic by utilizing the Google 
Ad grant.

3 Ideas to Optimize Web Traffic

2 Increase returning traffic by optimizing your 
email marketing.

3 Utilize your offline channels to drive 
additional web traffic.



No Post Card Post Card

206%
In Donations



1 Increase new traffic by utilizing the Google 
Ad grant.

3 Ideas to Optimize Web Traffic

2 Increase returning traffic by optimizing your 
email marketing.

3 Utilize your offline channels to drive 
additional web traffic. REVIEW



3 Ideas to Convert More Donors
without more people or budget.



1 Make sure your donation page answers 
“why” someone should give.

3 Ideas to Convert More Donors



Just a Headline Value Proposition Copy

150%
In Donations



Control Email and Landing Page
with Video

81%
In Revenue



VALUE PROPOSITION:
An answer to one critical question:

“If I am your ideal supporter, why should I 
donate to you rather than another 

organization (or at all)?”



Breaking down the question

If I am your ideal supporter, why should I donate to you 
rather than another organization (or at all)?

You need to be able to answer the question in the mind of the 
donor him/herself. Everything must be framed in the mind of 
the person you are trying to reach.

PAGE #

41



Breaking down the question

If I am your ideal supporter, why should I donate to you 
rather than another organization (or at all)?

A value proposition is the conclusion to the question in a 
donor’s mind. It’s what the person recalls later when asked.

PAGE #

41



Breaking down the question

If I am your ideal supporter, why should I donate to you 
rather than another organization (or at all)?

Even though we are not trying to compete, donors will use 
comparison to come to their own conclusion. This requires 
you to differentiate and assist them in the process.

PAGE #

42



Breaking down the question

If I am your ideal supporter, why should I donate to you 
rather than another organization (or at all)?

Just as people come online to get, not to give, our 
reason/conclusion must be strong enough to inspire action 
against the distraction of life as a whole. 

PAGE #

42



1 Make sure your donation pages answers 
“why” someone should give.

3 Ideas to Convert More Donors

2 Use a dear-reader offer in your content and 
article pages.





No Dear Reader Dear Reader at end of article

568%
In Donations



Near the Top At the Bottom

91%
In Donations



All Content Visible Read More Button

54%
In Donor Conversion



1 Make sure your donation pages answers 
“why” someone should give.

3 Ideas to Convert More Donors

2 Use a dear-reader offer in your content and 
article pages.

3 Use an instant donation page instead of a 
traditional confirmation page.



How Do We Get More Donors?

Version A Version B

∞ %
In Donations



The Ad

The Email 
Acquisition Page

The Instant 
Donation Page



Make the ask IN CONTEXT 
of the offer just received.

One key to make it work





Experiment #4348
From This

To This

164%
In Donations

PAGE #

255



1 Make sure your donation pages answers 
“why” someone should give.

3 Ideas to Convert More Donors

2 Use a dear-reader offer in your content and 
article pages.

3 Use an instant donation page instead of a 
traditional confirmation page. REVIEW



3 Ideas to Optimize Average Gift 
without more people or budget.



Optimizing average gift 
requires you to know exactly 

how it’s affecting revenue.



1 Using premiums and incentives to affect 
average gift.

3 Ideas to Convert More Donors



From This

To This

53%
In Average Gift

Experiment #5661

34%
In Donations



From This

Experiment #7809
To This

43.8%
In Average Gift

83%
In Donations



From This

To This

26%
In Donations

22%
In Average Gift

Experiment #6145



1 Using premiums and incentives to affect 
average gift.

3 Ideas to Convert More Donors

2 Using gift arrays to affect average gift.



Experiment #2802
From This To This

34.7%
In Donations

16.4%
In Average Gift

PAGE #

267



Standard Gift Array (low to high) Reverse Gift Array (high to low)

16%
In Donor Conversion

11%
In Average Gift



Reverse Gift Array (high to low)

Starting with the highest amount 
says that $250 is the expectation.

But it can also imply that that a 
larger gift isn’t really needed.



1 Using premiums and incentives to affect 
average gift.

3 Ideas to Convert More Donors

2 Using gift arrays to affect average gift.

3 Take a smaller donation now, to get more 
revenue long-term.



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

64%
In Recurring Gifts



TREATMENT



2016 Fundraising Effectiveness Project. Image from Bloomerang.co

Donor Retention by Donor Type



6 Year Value of 1,000 Donors

2017 Target Analytics donorCentrics Sustainer Summit
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6 Year Value of 1,000 Donors

2017 Target Analytics donorCentrics Sustainer Summit
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Cumulative Revenue per 1,000 Donors 
After 5 Years

2017 Target Analytics donorCentrics Sustainer Summit

$0

$50,000

$100,000

$150,000

$200,000

$250,000

$300,000

Large Orgs Medium Orgs Small Orgs

One Time Recurring

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



1 Using premiums and incentives to affect 
average gift.

3 Ideas to Convert More Donors

2 Using gift arrays to affect average gift.

3 Take a smaller donation now, to get more 
revenue long-term. REVIEW



I will send you the full 2019 
Online Fundraising Benchmark 
Report when it is finished.

What’s Next?



You can get an instant report by 
connecting your Google Analytics 
to the live benchmarking tool.

In the meantime…

nextafter.com/benchmark-tool



In-person online fundraising 
certification workshops.

• May 2 – Toronto, BC
• May 10 – Calgary, AB
• May 23 – Chicago, IL
• June 10 – Boston, MA

Need more help getting started 
optimizing your fundraising?

nextafter.com/training



Questions?


