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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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What Is Lifetime Value?

“the total net contribution that a customer

generates during his/her lifetime on a house
list”

Value Segments

$1000 +

Value
$500 - $1000

$100 - $500

$20 - $100

$20 and under
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Perspectives on Value

Historic Future

Segment

Individual

LTV

LTV = 3Ci (1 + d)
i=1

Where

¢ = net contribution from each year’s
fundraising activity

d = discount rate

| = expected duration of each relationship in
years
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— 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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What Drives Donor Value....???

Why Do Customers Defect?

Death

Relocation

Won By Competitor
Lower Price Elsewhere

Unsatisfactory Complaint
Handling

Lack Of Interest From
Supplier
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50 Ways 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.




Customer Satisfaction

25+
20+
15
10

Will Customers Buy From You Again

100
90 -
80 1
70
60 -
50 1
40 -
30+
20
10 1

O Major
O Minor

No Complaint Complaint Not Complaint Immediately

Resolved Resolved Resolved
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So what’s likely to drive

donor loyalty?

—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

10



Donor Satisfaction

60 1

50

40

30

20

10+

Satisfaction

60% All responders - Satisfaction
50%
40% o~
30% -~ ~
20% -
10% ”
0% ==

A<3 B:3-3.99 C:4-4.99 D:5:5.99 £ 6t

== «All charities

60% All responders - Satisfaction

50%
40%
30%
20%
10%

A:<3 B:3-3.99 C:4-4.99 D:5-5.99 E: 6+

21.10.21

11



But what about commitment?

Qualitative Phase

21.10.21
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[ T'rust in Organization

{ Payment Method [~

Availability of
alternatives

‘_ Personal Link

Passive

Commitment ‘\

‘ Tangible Link To Beneficiaries Active

Commitment

Multiple Engagements

{ Choice in Communication

Shared |
: / L Beliets | |
| Communication Quality SN

N h< Knowledge
Learning

Message Media

Quantitative Phase

21.10.21

13



Structural Equation Model
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Ar<3 B:3-3.99 C:4-4.99 D:5-5.99 E: 6+

= All charities

All responders - Trust

A:<3 B:3-3.99 C:4-4.99 D:5-5.99 E: 6+

Lobout (o) loyalty)
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...

—Net Promoter Scores

16



Some Practical Advice

r

Strategic Donor Communication Cycle

RECRUIT

- Direct Mail pack

> Press ad

> New media appeals

> Fax appeal
(emergencies)

CASH
ACQUISTION

ONE-OFF DONORS

— = S
Called 4.6 weeks tater 16 convert 10 G
Donor Care
Hoceipt ASAP wilin 2.5 days
Communication preferences noted
tecewo porsonal call, omail
personaliscd note of thank you letor
2 m - Face to face
REGULAR > New media
GIVING - Direct Mail
— - Events
Welcomo callemal wibin one weok of
sign up (volantcor), s

Wetcome pack sent within 5 days it not
recewed al sign up.

Donor Care:
Communication preferences noled
Choice of debit dates
Allempt 1o activate financial lapsed by
phone then emailielior

e —_—

ENGAGE

3x newsletler
solt” appeals
o

=

- »

Monthly e-newsletter

N

K Ad hoc invites to donor
events/briefings —
posled (o website

Fax appeal for
acauisition

Major donor
personal calls’

4

Media coverage

— MAXIMISE VALUE

» Ad hoc invites 1o donor

ovents & briefings
ACTIVE CASH DONOR avents &:oreing
COMMUNICATION CYCLE

> dxc

sh appeals

Donor care lelter
¥ & receipt

Upgrade to mcreased
monthly gills afier 6 mihs
debit & then every 12
mihs of original update

MONTHLY RG =
COMMUNICATION

v

Launch appoals (online, DA as
fast as possible 1o all donor

EMERGENCIES

TVARasiorPant Modia appeats

BEQUESTS

!

Survey

NB: Donors are segmented into “Middle” and
“Major” donors, and receive targeted
communications accordingly.

Dedicated Donor Care Stalf
Offer payment holidays and reduction in monthly amounts
by phone/email
Gontact donor after 1 month of unsuccessiul debit (V}
Contact lapsed monihly donors after 6 monihs to reactivate.
Track why donors atirite (reason, upgrade causefeflect)

21.10.21
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—What do we want to expose our donors to ...
—In what order ...

—Does it vary by segment — how ...

2. Exploit Opportunities to Run Campaigns

21.10.21
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WwWw.ilph.org
Log on now to help

break the trade that's
breaking horses,

/makeanoijse

100,000 horses are still being
trucked long-distances across
Europe to slaughter.

Please help them.

Make A Noise now!

8009
Bussels
1: Help fund our vital investigations and campalgning with Stom

Wi

We expose the suffering of horses on &
their long-distance journey to slaughter. ;o

Help us break A
the trade that’s IDMMA;"KEK,A NO“S;;E,
breaking horses. horses for sisugh oads 28

To the Commissioner =
Addyour voice tomine.

Activists taking 2+ actions between September
and November were 4x more likely to donate
at year-end

Donors taking 2+ actions produced 26% more
revenue at year-end than non-activists

Nick Allen
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—...winning campaigns

Start thinking about...

= winning hearts, winning commitment!

= ...and the campaign becomes the mechanism!

21.10.21
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6000 Look at this picture

Reply Reply all 4 Forward - x $ $

From: Save the Children UK <emailnews@emailsavethechildren.org.uk>
[To: stephen.pidgeon@tangible.uk.com

Date: 07/14/2010 11:04 AM

Subject: Look at this picture

Forward to a friend | View online

If it dropped through your letterbox, would it get your attention?

We want to know how you feel about the images that charities use.

e Are we using the right ones?

e Are we using them ethically?

e Do they show what we do?

e Do they inspire you to support us?
Please take a few minutes to

Your answers will help shape how we use pictures to communicate. Using the right pictures means we
can reach more supporters, raise more funds, and ultimately reach more of the children who need us
cross the world

Look at the pictures and

Thank you

Research gives useful information on each supporter’s

Tugether we will beat cancer CANCER RESEARCHU .
: attitude

v E.
Bech o " €1 of he g,
owing sttementss

Srongy 7o

CANCER ResEagcy

Please tell us what you think

Dear Me Pegeon

Hope of
Levolution
Cancer

1 deghted to enchoe your stest copy of Together, keeping you up 1o dae with 3 the progrest you sre heping
ary

foryour contued support of Cancer Resesrch UK Your generosity and kindness mean

We value your views

five f;
healthie /,'?ers

a
tyle

i abou v,
150, plesse sy oro8"S55 WD Cancer g
' €Ml acires arch Uk

s beloy i

o e Wil frap
iy, € cancer
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e o, e When | grow up
o | want to be
a guide dog.
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e ek, Dt dog waiting for her.
sy o s e

ovan s onbat o 100

paiacisy

&
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4. Give Donors Some Control...
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e
Let The Camphill Famn, help you

‘Yoursupport mesas » great del o us a0 we want o he, vou i retun.
Plasse lo us nowyourpreferences by ticking the relevankb. a1 below.

Choose when you want to hear from us | To set u, or change a regular gift

ol

) Far T | it
pLhee iz .

&

£t you wokd e o e you eing
ol gt

O 0

ike in one of our Camphill communi

9. A Celebraion of Boton booket

T boket g 3 oscinggimps f Bt
s s e

s ot oy f A Chesion o Bt

8. The Btton Vilege photo book 0. Visting Boton Vilage
Fesuingwondert raes o Vo v

e 1
o 01287 6087 ndwe

Do you want a word with someone?  Would you like to enter the electronic
age with Camphill Family Life?

. s o Yo b astd g Comgh U
e vesedeg o byamad My mol ot
s, or e

5. Get the Thank You Right

21.10.21
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Why Thank You Letters
Are REALLY Important

e Our research showed
— The Thank you letter was identified as one
of the most important communications a
donor receives
— 7 out of 10 people said they had a better
recall of receiving a thank you letter than
an appeal

— 7 out of 10 people rated their thank you
letter as “ordinary / predictable”

JGA

Date

«addresseen
wstreets
wcitys, «states «zipoodes

Dear «formalsalus,
Nabote vhic. Cosate stresk. Tide poole quegle. Whes scie

Thank you -w'-m'vw gift of $atrcptamts in support of uc—umlﬂ . anything is possible. u\dllb.muof:u-

the Ontacis Soience Cantrs
hand you

IScience and technology enriches our lives, and a »

to the Science Centre can plant a seed and provide the tools £

a lifetime of exploration and discovery. Thanks to your

support, MD‘M lﬂﬂlh! fanilies from Toronto's at risk

and

you and your n-uywmrua- time you visit.

= o o
o' theilied to snmouncs top-noteh exhibitions and TG same axcitoment that you and your family enjey oach tise you
in honou ity
o2 Bevomminien' ot sove Wludk oASS, w1 ada

Ama Bepett
n oo samiveronry selsbcetion in Swtiber ”‘wm,,,,,.
Fate Niesenfold b (418) 636-3233. Yad love te heas from you.
JIn sacognbien of yeue danat

Thask you so very much for sowing the seeds of discovery,

& or need any assistance,
ease contact Matt Wiesenfeld of Annual Giving at (416)
Soe-3233.

I hope You visit us 500n, to see the impact you are making when
you chose to donate to the Science Centre.

Yours wincerely,

Lesley
czo (6)

eacl.
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2 Mareh 2009

Dear NAME,

JOm behalf of XYZ Charity, thank you most sincerely for sending through A\COU\T ‘nmhd on bedalf of
he wianer of the ABC Competition. We truly appreciate your customer’s geacrosi

o ever XXX yoars, XYZ Cherky b boo Iekans kndlng lndepewdent charty sdvecsseg o the rghts
well being & protection of children, Our mission is (o esd cruekly & injustice ) to ehikiren

ensuriag every child is givea the opportusity ta experieace love, bappiness & equal oppor mu-, D«plh
Irelam's great progress, the moral obligatio Hly our most vulnerable citizens remains onfulfiied.
Thisis the gap XYZ Charity

. With answored
over 1.8 million calls, fexts and online commusicatios over its 20 year history. Nearly 2000 calls are
received each day.

The Progme melemes progrmmane oowes o tcnegers il bnbviosrlor meatel ks probdes
34 ey » -

ProgrammeName3 1. # home-based service working with vulecrable youss children whe arc

experivnciag

Now in s 12* year, azer

who are begging or at risk of begging
backgrounds

young peaple and parests
the strects. ProgrammeNamed abso prevides suppert to
e Iretay

* AMOUNT can

21.10.21

After

IXYZCharity Letternead]

FirstName LastName
dresst

Adiress2

Address3

2% Mareh 2009

Dear NAME,

| Sonvewhers ia Ireland, a child is calling for belp. And because of you, & caring voice
answers.

Thaak you so much for donating AMOUNT throagh the ABC Competition to XYZ
e M and your customer’ iy

we do.

Nearly 2,000 tisocs, cach . you it P for
Your hat XYZ Charity

- p
tecangers |a school aod awsy from drugs... and meator young ehildrea (and their
parcats) to hetier cope with tough times.

isibles™ -

XVZ Charity's
forever changed.

I'sall thanks

XXX

* AMOUNT
" chitdren.

)We woeld welcome the chance to rtber or answer any questions you might have. Please
o ot et o combct m anytim o (XX) XXX XXXX o vt wow ay2eharity ors,

Again, we reslly apgreciate your support asd
can in the fature.

Yoars siacerely,

—
Fundraising Campaigns Administrator

good y XYZ Charity's
‘which you'llreceive [when],

AW of us here at XYZ Charity mm, apprec
givieg

Yours sincerely,

[INSERT SIGNATURE}

f Exccutive, XYZ Charity

Phew !

www.philanthropy-institute.org.uk

Check out our classes on copywriting
and philanthropic psychology
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http://www.philanthropy-institute.org.uk/
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Additional Questions

adrian@philanthropy-institute.org.uk

nathan@stelter.com

jen.lennon@stelter.com

26
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Webinar Resources

Recording
Presentation handouts

www.stelter.com/webinars

Thank you!
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