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A little housekeeping...

We’re recording this webinar!

> . ' All registrants will receive an email containing a link
- to the recorded webinar AND a ton of other
resources!

Feel free to ask questions!

Use the Questions chat box to ask your questions. We

will have a Q&A session at the end of the presentation.
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Made for you
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Designed with you in mind

Designed for fundraisers by fundraisers through
customer-led development input

E AN Time saving data tools

Save time, attract and retain donors, and raise
more money with all of your fundraising data in
one place

ﬁ&é Powerful integrations

Easily integrate with your third-party CRM, email
provider, and accounting software
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Powerful Fundraising Technology + Nonprofit Service Provider

We know the value of relationships and are proud to connect you with
Bloomerang, a member of our partner network.
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Bloomerang helps nonprofits deliver a
better giving experience so they can raise
more funds and create lasting change.
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Today’s Speaker

Kate Kramer
Partner Marketing Manager — Bloomerang

Kate has over 15 years of development and marketing experience. She is passionate about supporting
mission-driven organizations. She has completed specialized fundraising training through AFP International,
The Virginia Fundraising Institute, the Association of Fundraising Professionals, Shenandoah Virginia Chapter,
and is a Certified Fundraising Executive (CFRE).
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Agenda

1. Current State of Donor Retention
2. Why Segmentation matters
3. Data segmentation 101

4. Examples
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Current State of
Donor Retention



2022 State of
Fundraising

¥( bloomerang

The Donor Universe
-10.0% YoY

7.4M donors in 2022

Donations
-17% YoY
$9.6B in 2022

New Donors

-18.1% YoOY (was -15.1% in ‘21)
38.8% of total donors

Recaptured Donors
-35% YoY (was -142% in “21)
14.3% of total donors

Source: Fundraising Effectiveness Project



2022 Donor Mix

Micro Donors
(under $200)
-13.3% YoY

2.7%

of total donations

Small Donors Mid-Level Donors ($500-
($101-$500) $5K)
-77% YoY -39% YoY
6.2% 16.8%
of total donations of total donations

-',’( bloomerang

Major Donors Supersize Donors
($5k-$50K+) ($50K+)
-3.6% YoY -46% YoY

26% 48.3%
of total donations of total donations

l I

Responsible for almost all of the
decrease in donation

Source: Fundraising Effectiveness Project
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Do you know your donor retention rate?

POLL

e YES, we check it often

e MAYBE, that sounds familiar

e NO, what's donor retention?
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Return Donors in
Year #2 Donor
Retention
Rate

All Donors in
Year #1



Average Donor Retention Rates

As of April 2023

191%

First Time

42.6%

Average
Donors
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581%

Repeat
Donors

Source: Fundraising Effectiveness Project
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Average Donor Retention Rates

50.0% 47.2%

45 1% 44.6% 45.4%

40.0%

30.0%

Donor Retention Rates

20.0%

10.0%
2016 2017 2018 2019 2020 2021 2022

Source: Fundraising Effectiveness Project
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First-Time Donor Retention Rates

Over the past few years
30.0%

(o)
25.3% e, 244%
. (o]
20.5% 39
6 203% oo o1

20.0% 18.6%

10.0%

INSIGHT: acquisition cost is higher than the initial
gift.

FB, P2P make it easier than ever to donate
0.0%

2015 2016 2017 2018 2019 2020 2021 2022

Source: Fundraising Effectiveness Project
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Repeat Donor Retention Rates

Over the past few years
80.00%

4%
632% g1 2P 616%  613%  sop%  607%

60.00%

40.00%

INSIGHT: Once you get a 2nd gift, you're in much better shape!

20.00%

0.00%

2015 2016 2017 2018 2019 2020 2021 2022

Source: Fundraising Effectiveness Project
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Why Segmentation
Matters
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Do phone calls
work?

First-time donors who get a personal thank
you within 48 hours are 4x more likely to
give a second gift. (McConkey-Johnston International UK)

Research into the efficacy of phone
calls to first-time donors

A thank-you call from a board member to a
newly acquired donor within 24 hours of
receiving the gifts will increase their next gift
by 39%. (Penelope Burk)
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Phone Calls to First-time Donors

Increases retention

B % Retained
60.0%

40.0%

20.0%

0.0%

No Phone Call One Phone Call More than One Phone Call

Source: Bloomerang, June 2022 g
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Phone Calls to First-time Donors

Increases speed to second gift

B # of days until 2nd gift (median)
400

300

200

Days

100

No Phone Call One Phone Call More than One Phone Call

Source: Bloomerang, June 2022
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Phone Calls to First-time Donors

Increases second gift amount

B Median 2nd gift amount

$100

$75

$25

$0

No Phone Call One Phone Call More than One Phone Call

\\ Source: Bloomerang, June 2022
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Personal Touch Increases Growth

Stewardship buoyed customer growth in March & April 2020 compared to 2019

20%
Phone Calls Customer %
s +17.73%
Called 1,085 26%
10%
Did Not Call 3,015 74% +9.86%
Emailed Interacted
Personal Emails Customer % 0% ] , )
ol Did Not Call Did Not Email
>
Emailed 2,360 58%
-10%
Did Not Email 1,740 42% 0%
In-Person Customer % -20%
s
Interacted 729 18%
Did Not Call 3,371 82% -30%

Phone Calls Personal Emails In-Person Interactions
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Data segmentation 101:
T1ps for success
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Are you currently segmenting your data?
POLL
e YES, we personalize and segment when we can

e SOMETIMES, we do segment when we have time

e NO, tell me more about segmentation
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1. Document your data needs

2. Determine your data gaps

3. Standardize data entry

4. Append and augment when possible

5. Get a data quality assessment of your donor

data

ACTION: Once you have clean datag, it's
time to create a plan and start
segmenting
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Our
favorite 10

donor
segments 3. Lapsed donors by date

4. Donors by gift size

1. First-time donors

2. Monthly donors

5. Volunteers who have never donated
6. Donors who have shared feedback
7. Preferred communication channel

8. Long-term donors

9. Event donors

10. Crisis donors




How do

you BENCHMARKING
determine

success’ e Open rate (email)

e Click-through rate (email)

e Response rate (email and mail)
o Average gift size
o Number of gifts

:( bloomerang
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s _,:§ Get our limited-time

Improvc? R
conversion e

suite and wealth insights to achieve their fundraising success.

Because these features are some of our most sought-after, we bundled them together
in our Fundraising Success Kit when you purchase a Bloomerang subscription by April

rate with

* Waived implementation [valued over $2,000]
* Our Online Giving suite for seamless donations
* Wealth screening for a user-friendly look into your donor profiles

. * Prospect Generator for identifying potential new donors :'
* And even more valuable fundraising features!
Learn more and get started today!

\\.

REQUEST MY DEMO

Get our limited-time
r § Fundraising Success Kit!
B\

F'm looking forward to showing you how Bloomerang can help you achieve yo
fundraising gosls and supercharge your fundraising effectiveness.

GET MY SUCCESS KIT
Happy fundraising,

Envel ey
[ ] nve Ope y VP of Sales, Bloomerang
4
. :
Because these features are some of our most sought-after, we bundled them together
e Subject Line SRR LY e S

1( bloomerang ©® f | mon

Hi Friend,

Bloomerang customers find the greatest value in using Bloomerang’s Online Giving
suite and wealth insights to achieve their fundraising success.

Thia emel was sert to. Privecy Poltcy Ser In this kit, you'll receive a discounted offer that includes
° maages e g
o€ b * Waived implementation [valued over $2,000]

= Our Online Giving suite for seamless donations
* Wealth screening for a user-friendly look into your donor profiles

* Prospect Generator for identifying potential new donors
° olors " A e v oot ot

Learn more and get started today!

e Email Buttons S—
e Buttons vs. Link (email) o o e e
e Signer/Signature
e Size of piece

e Timing (Day/Month/Hour) 3¢ oomerne Al

hanspein, 4 263%

Happy fundraising,

VP of Sales, Bloomerang
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Segmentation 1n action



Bloomerang

Example

Open

Clicked to
Open Rate

Bloomerang

50.3%

5.8%

Average

17%

2.31%

¥( bloomerang

From Name: Josh from Bloomerang

From Address: josh@reply.bloomerang.com
Reply-to: josh@reply.bloemerang.com
Subject: Choose the BEST donor database

-‘{( bloomerang

Hi Friend,

| know that looking for the best software for your nonprofit can take time.

That's why | wanted to send you this free resource — our Buyer's Guide to Donor
Management Software.

The guide includes tips on:

* Purchasing your first solution

* Making a switch to a new solution

* Knowing your needs for your new donor management software
* What to do before, during, and after your software demo

If you have any questions about the guide or want to learn more about Bloomerang,
just reply to this email and I'l get back to you ASAP.

Happy fundraising,

Josh from Bloomerang




Real Life Story

Be‘(tér' 2

‘ 2017 ‘

$155,000

949 donor
records
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Year-End 2022 Segmentation

Segment

Current

;’( bloomerang

Lapsed

Long-Term Donors

Made a gift in 2022 & 2021 (or
longer) but hasn’t made a gift
since Oct 1, 2022

Made a qgift in 2021 & 2020 (or
longer) but not this calendar
year

First-Time Donors

Made their first & only gift this
calendar year (Jan 1 to Oct 31)

Made their first & only gift in
2021 but hasn’t renewed in
2022

Lapsed Donors

Everyone else defined by
giving $25 or more in the past
3 years but hasn't made a gift
this year

5K Event
Participants

Participated in Halloween
Hustle 5K in October but
didn’'t donate
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Year End Segmentation: Long Term Donors

Dear Josh, . .
Segmenting Tips:
Your loyal support means the world to-usand 1s makirig-an impact in helping

kids with serious.illnesses. I'm hoping | can.count on you again with this important

ask to help ensure families struggling to care for iiveir-medically complex child have
the resources they need.

e Use the same letter but
find opportunities to
customize to segment.

_________________________________________ e Show the donor you

WE'RE GRATEFUL FOR YOURLOYAL SUPPORTY) recognize them for who
Yes, | will help! Please use my gift to provide support and care to medically complex children and Fhey are - onal’ new,
their families and to support all the work of Better2gether RVA. Important, etc.

Enclosed is my gift of:

O $500 to support a family O $550 to support a family  $600 to support a family e Make donors feel 900d:

feel needed.

Qs$ to help as much as possible : )
See reverse for gift payment options.
Doreor Josh Be-“ér. Y2 e Customize the ask
resss o o .
City, State Zip based on their giving.

PO Box 29351 « Henrico, VA 23242
804-482-1584 « Better2getherRVA.org
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Year End Segmentation: Results

Measure 2021 2022 % change
Mailed 250 263 +5.2%
Appeals
Households 33 38 +15%
Donating
Response 13.2% 14.4% +9%
Rate
Avg. Gift $392 $419 +7%
Size




4 tips for
stewarding each
donor segment

~

Develop
message
themes for
each segment

Mix
things up

'{( bloomerang

Develop
commuhnication
tracks

Get your
board & CEO
involved



Segment Your Onboarding

Send a signed
thank you letter
from the CEO or ED.
(Bonus if it’'s handwritten)

Assuming you send a monthly newsletter,
they should receive 2-3 in the first 90 days.

7

s

2nd Email

.

Y
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The end of the first
90 days is your last,
best chance to acquire
a larger second gift.

Donation Thank You 1st Email 3rd Email 2nd Gift
Received! Note by Mail Newsletter Newsletter Newsletter Appeal
Day 2 Day 10 Day 25 Day 50
Day O ‘ Day 5 ‘ ‘ Day 85
Thank You Survey Tour Invitation Stewardship Stewardship
Phone Call Get to know your Give your donor an Mail Piece Phone Call

donor while giving
them a chance to
offer feedback.

Research shows that
retention rates improve
if you call a new donor

within 48 hours.

Y
-~

opportunity to see
your operations
firsthand and you
give yourself an
opportunity to talk
to them more about
your mission.

Send your donor
mail informing them
just how their gift
was used; make it
personal and share
a story from your
organization!

Have a staff member
or volunteer reach out
to your donor and let
them know what a
difference they are
making to you.
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Wrap Up .

Ensure you have clean donor data
2. Segment your appeals

3. The personal touch works
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Free
eBook &
Slides o

Nonpr'oflt

Data
Segmentation




Thank you for joining!

For more information on Qgiv's fundraising For more information on Bloomerang, please
platform, contact: contact:
+ contactus@qgiv.com + kate.kramer@bloomerang.com

+ 888-855-9595

This webinar program qualifies for 1 point of
continuing education toward maintaining the

Certified Fundraising Executive
Management (CFRE) credential.
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Text Fundraising | Peer-to-Peer | Auctions



Questions?
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