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Is Retention An Issue?

Improving attrition rates by 10% can improve
revenue generated by
- 50%
- 100%
- 150 - 200%
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Tenure Year of 
giving % still giving
1 48.6%
2 40.8%
3 35.3%
4 31.1%
5 27.7%
6 25.0%
7 22.6%
8 20.5%
9 18.7%
10 17.1%
11 15.7%
12 14.4%
13 13.3%
14 12.2%
15 11.2%
16 10.4%
17 9.8%
18 9.0%
19 8.3%
20 7.7%
21 7.1%
22 6.8%
23 6.4%
24 6.0%
25 5.7%

Tenure
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What Is Lifetime Value?

“the total net contribution that a customer 
generates during his/her lifetime on a house 
list”

Value Segments

$1000 +

$500 - $1000

$100 - $500

$20 and under

$20 - $100

Value
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Perspectives on Value

Historic Future

Segment

Individual

LTV

n

LTV = åCi (1 + d) -i

i=1

Where
c = net contribution from each year’s 

fundraising activity
d = discount rate
i = expected duration of each relationship in 

years
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Key Decisions

- Costs/revenues
- Duration of lifetime
- Discount Rates

What can it do for you?

- Assigning Acquisition Allowances

- Choosing media for initial donor acquisition

- Setting criteria for donor marketing

- Investing in the reactivation of donors
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So……...
What Drives Donor Value….???

Why Do Customers Defect?

Death 1% 

Relocation 3% 

Won By Competitor 5% 

Lower Price Elsewhere 9% 

Unsatisfactory Complaint 
Handling 

14% 

Lack Of Interest From 
Supplier 

68% 
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50 Ways To Lose Your Lover?

50 Way To Lose Your Lover
-Ignore Them
-Lie To Them
-Fail To Return Calls or Answer Letters
-Fail To Deliver On Promises
-Be Uncivil
-Increase Prices
-Don’t Turn Up On Time
-Etc.
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Customer Satisfaction
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Will Customers Buy From You Again
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Immediately
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Major
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So what’s likely to drive 
donor loyalty?

Reasons For Quitting
-No longer able to afford support
-No memory of ever supporting!!
-Still supporting by other means
-Feeling that other causes are more deserving
-X no longer needs my support
-Relocated
-Not reminded to give again
-X did not inform me how my monies were used
-Xs communications were inappropriate
-X asked for inappropriate sums
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Donor Satisfaction
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But what about commitment?

Qualitative Phase
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Quantitative Phase
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Risk

Trust

Personal
Link

Passive
Commitment

Active
Commitment

Loyalty

Service
Quality

Shared
Beliefs

Learning

Multiple
Engagements

.58

.54

.27

.41

.18

.20
.27

.11.22

.14

.21

.13

.11

.23

.10

.37

Structural Equation Model

Commitment
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Trust

Satisfaction, Commitment and Trust

Cumulatively, increasing each attitude by one point increases a donor’s 
likelihood of renewal by approximately 51.26%
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Measurement…

Beware...

-Net Promoter Scores
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Some Practical Advice 
…
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1. Plan a Supporter Journey

-What do we want to expose our donors to ... 

- In what order ...

-Does it vary by segment – how ...

2. Exploit Opportunities to Run Campaigns
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Stop thinking about…

-…winning campaigns

Start thinking about…

§ …winning hearts, winning commitment!

§ …and the campaign becomes the mechanism!

3. Survey Donors
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Research gives 
useful 

information on 
general 

consumer 
attitudes

Research gives useful information on each supporter’s 
attitude
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4. Give Donors Some Control…
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5. Get the Thank You Right
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Phew !!

www.philanthropy-institute.org.uk

Check out our classes on copywriting 
and philanthropic psychology

http://www.philanthropy-institute.org.uk/
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Q&A

adrian@philanthropy-institute.org.uk

nathan@stelter.com

jen.lennon@stelter.com

Additional Questions
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Recording

Presentation handouts

www.stelter.com/webinars

Webinar Resources

Thank you!


