Multi-Channel Donor Communications:
What You Can Learn from 119 Nonprofits

2021 FUNDRAISING MASTERMIND CONFERENCE | FEBRUARY 2021

N After N/ Vvirtuous



‘ l ON A MISSION TO DECODE WHAT WORKS IN FUNDRAISING
AND MAKE IT ACCESSIBLE TO AS MANY ORGANIZATIONS AS

Nex’rAf’rer POSSIBLE.

NSTITUTE

VEN METHODS TO
ACQUIQE MOQE EMAILS =
FEBRUARY 27, 1PM CT | LEARN MORE »

RESEARCH RESOURCES

WRITE A BETTER VEAR END EMAIL APPEAL

State of
Iﬂhl.ﬁﬂ Channel Donor

Communications s
The State of

l
| [ Tl h
Nonp!oﬁtl fiaiion s AR TR The
i ati = i

. e Ema Cdltnin Nonprofit
S Optimization
") Guide = o
N

TRAINING

The State of Nonprofit
Donation Pages

- T e

T —

N virtuous



State of
-rl:/lh:lti-Chann.el Donor

Communications
w 119 Organizations Are Using Online

GET ALL INSIGHTS, TIPS,
AND EXAMPLES AS WELL
AS EMAIL SOLICITATION,
WAYS TO GIVE PAGE, AND
THANK YOU PAGE
ANALYSIS.

multichannelnonprofit.com
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MULTI-CHANNEL?




Main Donor Cohorts

OFFLINE ONLY OFFLINE w/ ONLINE ONLY MULTI-

EMAIL CHANNEL_]
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WHY MULTI-CHANNEL?




Average Revenue per Donor by Channel Cohort
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Average Revenue per Donor by Channel Cohort

$600 MULTI-CHANNEL DONORS ARE WORTH
MORE THAN 3X MORE THAN OFFLINE ONLY 4494
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IT'S NOT JUST GIVING IN
A YEAR...




Average Donor Retention by Channel Cohort

MULTI-CHANNEL DONORS WERE RETAINED
24% POINTS MORE THAN OFFLINE ONLY

80% DONORS AND 31% MORE THAN ONLINE
ONLY DONORS. -
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MULTI-CHANNEL DONORS GIVE
MORE AND ARE MORE LIKELY TO
GIVE YEAR OVER YEAR.
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AND IT'S NOT JUST ABOUT HOW
PEOPLE CHOOSE TO GIVE ...
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Average Revenue per Donor by Channel Cohort
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Average Revenue per Donor by Channel Cohort

600
’ OFFLINE DONORS WHO HAVE A VALID
EMAIL ON FILE WERE WORTH 84% MORE $494
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AND IT'S NOT JUST ABOUT MAIL
OR EMAIL...
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From Penelope Burk’s “Donor Centered Fundraising”

NO THANK YOU CALL THANK YOU CALL

\

39%

In Revenue

“ VirtUOUS Source: Penelope Burk's ‘Donor Centered Fundraising’



DONORS WHO GIVE AND/OR RECEIVE
MULTI-CHANNEL COMMUNICATIONS
GIVE MORE AND ARE MORE LIKELY TO

GIVE YEAR OVER YEAR.
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WHERE DO MULTI-CHANNEL
DONORS COME FROM?
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Multi-Channel Conversion Rate by Cohort

Offline Only Online Only

Small Ministry 2% 1.8%
$100m Ministry 03% 3.4%
Media Network 3% 4.5%
Broadcast Ministry 1.18% 3.96%
Higher Education 4% 1.8%

“ VirtUOUS Source: NextAfter clients n




ONLINE ACQUIRED DONORS ARE 463%
TO 14,400% MORE LIKELY TO BECOME A
MULTI-CHANNEL DONOR COMPARED TO

OFFLINE ACQUIRED.



ONLINE ACQUIRED DONORS WHO GIVE
AND/OR RECEIVE MULTI-CHANNEL
COMMUNICATIONS GIVE MORE AND ARE
MORE LIKELY TO GIVE YEAR OVER YEAR.
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SO WHAT ARE NONPROFITS DOING
WHEN IT COMES TO MULTI-CHANNEL
COMMUNICATIONS?
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MADE $20 DONATIONS ONLINE AND OFFLINE TO 119
ORGANIZATIONS (SUCCESFULLY TO 102).

State of
malti-Channgl Donor

Communications
How 119 Organizations Ar i i

e Using Online

“ VirtUOUS Donations made March 27, 2020 and data collected from March 27, 2020 through July 31, 2020



MADE $20 DONATIONS ONLINE AND OFFLINE TO 119
ORGANIZATIONS (SUCCESFULLY TO 102).
f
The e annel Donor CAPTURED 12 DATA POINTS ON THE GIVING PROCESS, THANK
i S
Commuiczzion YOU SCREEN, AND WAYS TO GIVE PAGE.

\\\\\\\\

\\\\\\\\\ % TRACKED 2,297 MESSAGES ACROSS EMAIL, MAIL, PHONE CALLS,
AND TEXT OVER 4 MONTHS AND CLASSIFIED AS CULTIVATION OR
( | SOLICITATION.

| ‘ DID A MORE DETAILED ANALYSIS ON 47 DIRECT MAIL APPEALS
AND 64 EMAIL APPEALS.

\‘ VirtUOUS Donations made March 27, 2020 and data collected from March 27, 2020 through July 31, 2020 n



WHAT DID WE LEARN?
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Are Organizations Taking A Multi-channel Approach With Direct

Mail Donors?
ONLINE DONOR

@ Email and Postal

@ Enwil Only
None

@ FPostal Only
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OFFLINE DONOR

@ FPostal Only

@ Enail Only

@ Email and Postal
None
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Are Organizations Taking A Multi-channel Approach With Direct

Mail Donors?
ONLINE DONOR

@ Email and Postal

@ Enail Only
None

@ FPostal Only
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OFFLINE DONOR

@ Fostal Only
Email Only

@ Email and Postal
None
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2 OUT OF 10 ORGANIZATIONS DID
NOT COMMUNICATE TO THE OFFLINE
DONOR AT ALL IN 4 MONTHS.
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JUST 3% OF ORGANIZATIONS SENT
MESSAGES TO BOTH THE OFFLINE
AND ONLINE DONOR VIA EMAIL AND
THE MAIL.
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KEY FINDING #1

VERY FEW ORGANIZATIONS ARE
COMMUNICATING TO THEIR SMALLER ONLINE
AND OFFLINE DONORS IN MULTIPLE CHANNELS
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KEY FINDING #2

OFFLINE DONORS ARE GETTING LOST
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Offline Donors Are Getting Lost

Are Organizations Taking A Multi-channel Approach With
Mail Donors?

ONLINE DONOR OFFLINE DONOR

2 OUT OF 10 ORGANIZATIONS DID

NOT COMMUNICATE TO THE OFFLINE
DONOR AT ALL IN 4 MONTHS.

@ Postal Onl ly

@ Email Only

@ Email and Postal
" None
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Number of Total Communications

ONLINE DONOR OFFLINE DONOR

Online Donor Avg Solicitations Online Only Donors Postal Donor Avg Solicitations Postal Only Donors

/.2 1.54

@ Email and Postal

Online Donor Avg Cultivations @ Email Only Postal Donor Avg Cultivations
Mone
12.34 - 2.88

Cultivation Ratio Cultivation Ratio

1.7 1.9
Messages Messages
19.5 4.4

THE ONLINE DONOR RECEIVED 5X MORE COMMUNICATIONS ON

AVERAGE.

N virtuous

@ Postal Only

@ Email Only

@ Email and Postal
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Number of Messages by Channel and
Donor Type

B Online Donor [ Postal Donor . )
* The offline donor received

1,736 10 times fewer messages
overall than the online

2K

1.5K .
donor driven by the huge
discrepancy in email

1K
volume
500
8§ 9 8
0 161 183 | 191 | | |
Email Mail \Voicemail Text

N virtuous



SO WHO IS DOING IT?




A MULTI-CHANNEL
OFFLINE JOURNEY.
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Buckner A
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Buckner e
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Buckner e

%
-@— Mail Cultivation =—@=— Mail Solicitation Email Cultivation =—@= Email Solicitation
40
30
20
10
——3$—$—8—¢—¢t—¢t—¢t o o
@ o
0 P o—— @ & @ @ @ @ @ @ @ 9
Week 4 Week 6 Week 8 Week 10 Week 12 Week 14 Week 16 Week 18

N virtuous



Buckner Offline Donor Welcome

1 - THANK YOU & RECEIPT 2 - THANK YOU POSTCARD
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Buckner Offline Donor Welcome

2 - THANK YOU POSTCARD 3 - IMPACT POSTCARD

Paul,

your gift
made this

& BUCKNER
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Buckner Offline Donor Welcome

3 - IMPACT POSTCARD 4 - IMPACT POSTCARD

Paul,

your gift
made this
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Buckner Offline Donor Welcome
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Buckner Offline Donor Welcome

1 - THANK YOU & 2 - THANK YOU 3 - IMPACT POSTCARD 4 - IMPACT POSTCARD 5 — APPEAL LETTER
RECEIPT POSTCARD

17 DAYS 35 DAYS
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REMEMBER... IT'S NOT
JUST ABOUT ASKING!




How Increasing Cultivation Impacts Revenue

CONTROL TREATMENT

80%

In Avg. Engagement

Al

Al

8.1%

In Donors

21%

In Revenue*

.‘ Virtuous * Revenue increase has 98% LoC but has not yet reached statistically significant sample size



No Additional Cultivation With Additional Cultivation

- 42%

In Online Revenue

No Additional Cultivation 54%

In Engagement
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KEY FINDING #2

THE LOST OFFLINE DONOR
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KEY FINDING #3

ONLINE DONORS ARE MORE LIKELY TO
GET MULTI-CHANNEL
COMMUNICATIONS (BUT IT'S STILL VERY EMAIL

HEAVY)
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The Online Donor Was More Likely to Receive

Communications in Multiple Channels and Not Just in the
Channel in Which They Gave

Are Organizations Taking A Multi-channel Approach With Direct

Are Organizations Taking A Multi-channel Approach With Direct
Mail Donors?

Mail Donors?

ONLINE DONOR OFFLINE DONOR ONLINE DONOR OFFLINE DONOR

@ Email and Postal

@ Fostal Only @ Email and Postal @ Postal Only
@ Email Only @ Email Only Email Only @ Email Only
None @ Email and Postal None @ Email and Postal
@ Postal Only None @ Postal Only None
THE ONLINE DONOR WAS 2X LESS LIKELY TO BE COMMUNICATED TO
. . ONLY IN THE CHANNEL IN WHICH THEY GAVE.
W virtuous N W virtuous (D)
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THAT'S GOOD BUT...




Multi-Channel Journey - Online Donor

-@— Mail Cultivation =—@=— Mail Solicitation Email Cultivation =—@= Email Solicitation
1.5K
1K
500
0 —
Week 1 Week 3 Week 5 Week 7 Week 9 Week 11 Week 13 Week 15 Week 17 Week 19
Messages Solicitations Cultivations Cultivation Ratio Organizations
EMAIL 3 6.3 11.8 19 96
Messages Solicitations Cultivations Cultivation Ratio Organizations
MAIL 3.3 1.8 1.5 0.8 56
TOTAL Messages Solicitations Cultivations Cultivation Ratio Organizations

19.5 7.2 12.3 1.7 99



6 OUT OF 10 OF ORGANIZATIONS SENT
ONLY 1 COMMUNICATION THROUGH
THE MAIL TO THE ONLINE DONOR.
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Remember...

Multi-Channel Conversion Rate by Cohort

Offline Only Online Only

Small Ministry 1.8%

ONLINE ACQUIRED DONORS ARE 463%

$100m Ministry 03% oy TO 14,400% MORE LIKELY TO BECOME A
BM;’TM“"’: 1'?‘;; 3“;; MULTI-CHANNEL DONOR COMPARED TO
OFFLINE ACQUIRED.

W virtuous Source: NextAfter clients (‘
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KEY FINDING #3

THE ONLINE DONOR OPPORTUNITY
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KEY FINDING #4

VERY FEW ORGANIZATIONS ARE USING
THE PHONE (CALLS, VOICEMAILS, TEXTS)
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Number of Organizations
Communicating by Channel

B Online Donor [l Postal Donor e Less than 10% of
100 organizations left a
voicemail for either the
75 online or offline donor*
and just 1 organization
50 out of the 102 sent a text
message
25
1
0 |

Email Mail \Voicemail Text
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How Were We Asked for Our Phone
Number While Giving Online (if at all)?

« 24% had no way for us to
give our phone number

online
@ Optional e But 76% St|” had our
@ Not present phone number and 17%
Required required it from us
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BUT WHAT DID THEY SAY?
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Not This

kevin 11:37 AM
1 All but one organization that called the Postal donor were calling to determine gift designation. Mone of them said the words "Thank You"
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THIS IS A CULTURAL PROBLEM, NOT
JUST A STRATEGIC ONE.



But More Like This

Voicemail

Kevin Peters
iPhone

N virtuous Call Back



SO WHO IS DOING IT?




A MULTI-CHANNEL ONLINE
DONOR JOURNEY.




Doctors Without Borders

-@— Email Text =@ Mail

80
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20

0 —— i —

Week 1 Week 3 Week 5 Week 7 Week 9 Week 11 Week 13 Week 15 Week 17 Week 19

ONLY 1 ORGANIZATION SENT A TEXT MESSAGE

TO EITHER DONOR
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Doctors Without Borders

Thanks for your
commitment to Doctors
Without Borders! 2
msgs/mo. Reply HELP
for help. Reply STOP to
cancel. Msg&Data Rates
May Apply.

Doctors Without Borders
here. We just launched
operations in the US in
response to the
coronavirus pandemic.
Read the latest update:
https:/bit.ly/2KuFSnj

Doctors Without Borders
is devastated by the
senseless attack on our
maternity ward at a
hospital in Kabul,

Afghanistan. Read more:

https://bit.ly/2WrZmja

It's Mary from Doctors
Without Borders. Can
you donate now to help
us keep vital medical
services running during
the COVID-19
pandemic?
https//bit.ly/36HIb1F

Doctors Without Borders
here. What happens
when the global COVID-
19 and refugee crises
collide? Take our quiz to
find out.
https://bit.ly/2NSRiPD

It's Mary from Doctors
Without Borders. We're
short of our World
Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: https://bit.ly/3djTJJ4

ACTION ALERT: Submit
a comment by midnight
tonight to help us protect
vulnerable asylum
seekers.
https://bit.ly/20qTOk8

It's Mary from MSF with
early access to a special
opportunity just for you:
become a monthly donor
and your first gift will be
matched.
https://bit.ly/3ff71ku

0
Week 1

N virtuous

Week 3

Week 5

Week 7

Week 9

Week 11

Week 13

Week 15

Week 17

"N

Week 19



Doctors Without Borders World Refugee Campaign

Doctors Without Bor. 2
Doctors Without Bor. 2

Doctors Without Bor. 2
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Inbox

Inbox

Inbox

CULTIVATION STUDY CULTIVATION S../Donations

CULTIVATION STUDY CULTIVATION S../Donations

CULTIVATION STUDY CULTIVATION S../Donations

Multi-Channel 2020 Multi-Channel 2._/Example Multi-Ch../Online Persona One final chance - They fled for their safe
Multi-Channel 2020 Multi-Channel 2../Example  Multi-Ch.../Online Persona Only hours left this World Refugee Day - ¥

Multi-Channel 2020 Multi-Channel 2._/Example Multi-Ch../Online Persona Today is World Refugee Day - Nearly 71

It's Mary from Doctors
Without Borders. We're
short of our World

Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: https:/bit.ly/3djTJJ4

Jun 20

Jun 20

Jun 20




Doctors Without Borders World Refugee Campaign
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EMAIL 1

Today Wondugeebay
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Bangladesh, our foams are doing everything ihey can 1 holp.
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Dadab, Kenya
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Farfromhome ;
far from over: gy 3
Refugees&

For people forced to flee their homes, COVID-19 is another
Geadly cbstacle on their journey. Help save Lives.
Make a gift for World Refugee Day.

DONATE NOW

Mina 3 Gorason Tob-hee of 14880210 even ot 8 weet

TEXT 1

It's Mary from Doctors
Without Borders. We're
short of our World

Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: https://bit.ly/3djTJJ4




Doctors Without Borders World Refugee Campaign
TEXT 1 _EMAIL 2

htsWodd efugee Day
Ty x

TN BTOUIY Damrions & Mot Chamnsd 030 &

WORLD REFUGEE DAY DEADLINE:

11:59 PM TONIGHT

It's Mary from Doctors OOmm
Without Borders. We're e
short of our World e

Refugee Day goal, and
COVID-19 has made this i g Y

and othar displaced peopie who have been put at even graaer risk by

work so urgent. Donate S
now: hitps://bit.ly/3djTJJ4 S

Far from horne f
far from over: I\
Refugees & (IENREN 7
coviD-19 | ) F 2

For people forced to flee their homes, COVID-19 is ar
Geadly obstacle on their journey. Help save lives:
Make 2 gift for World Refugee Day.

DONATE NOW
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Doctors Without Bor
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EMAIL 2

Only hours left this Worid Refugee Day

oA

[
K
,‘ COVID-19 UPDATE

WORLD REFUGEE DAY DEADLINE:
11:59 PM TONIGHT

00 3 00 1 00 I 00

DAYS HOURS MINS SECS

GIVE NOW TO SAVE LIVES

Time is running out 1o make & Sfesaving Gift 8 Doctors Withost Borders.
this World Refuges Dary. 50 we winted 1 16 you wheee we stand. With
Just hours left until our midnight deadiine, we're still $50,000 short
of our goal.

Our 10ams are racng 10 pravide MOSTA Care 10 the millons of WUgees
and ciher disphaced paopie who v been ot at even greae risk by
This crisis s

the
0 are the needs cn the ground.

A8 they fes VoMo, O, parsacution, and ceher hardships in their
home coutries. refugees and cther displaced peagie face urque rsks.
Many end up siranded in avercrowded, unsanitary Camps where
ronexistent and 10 control e
sproad of COVID-19 are Gt o impossible 10 kmglement

8 2 core tanet of our work—
and that's why we're racing to reach our $240,000 goal before
midnight this World Refugee Day.

With pandamic your
g% has never been needed more: Donate now 10 help us meet our
Worid Retugee Day goal before midnight and provide meical care
for people on the meve and others in peed

WORLD REFUGEE DAY

Far from home, /
far from over: _
Refugees &
COVID-19

For people forced to flee their homes, COVID-19 is ancther
deadly obstacle on their journey. Help save lives:

Make a gift for World Refugee Day.

DONATE NOW
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EMAIL 3

One final chance

ON STUDY % COLYT

oM X MuieCh

GOAL:
$240,000
DEADLINE:
MIDNIGHT

DONATE NOW

World Refugee Day ends in just five hours.

Donate now to help Doctors Without Borders provide lifesaving medical
care to refugees and other displaced people impacted by COVID-19 and
urgently in need of care around the workd

DONATE

WORLD REFUGEE DAY

Far from home,
far from over:
Refugees &

COovVID-19

For people forced to flee their homes, COVID-19 is another
deadly obstacle on their journey. Help save lives:
Make a gift for World Refugee Day.

DONATE NOW
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"
pease click

40 Recior Strest, 168 Floor, New Yok, NY 10006 | Preoe: 212678680
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Doctors Without Borders World Refugee Campaign

EMAIL 1 TEXT 1 EMAIL 2 EMAIL 3

i’%:m [ come.1» wwoir: | ’*
WORLD REFUGEE DAY DEADLINE: -
11:59 PM TONIGHT oML
$240,000
DEADLINE:
MIDNIGHT
DONAYE NOW

Wk Rutuges Dy wac i Just o houes.

It's Mary from Doctors
Without Borders. We're
short of our World

Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: https://bit.ly/3djTJJ4

Oy,
DONATE NOW

e e o . i e et e b
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Doctors Without Borders — World Refugee Campaign

Doctors Without Bar. 2 Inbox CULTIVATION STUDY CULTIVATION S../Donations Multi-Channel 2020 Multi-Channel 2._/Example  Multi-Ch../Online Persona One final chance - They fled for their safe [ baab st
Without Borders. We're
short of our World

Doctors Without Bor. 2 Inbox CULTIVATION STUDY CULTIVATION S../Donations Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona Only hours left this World Refugee Day - ¥ gg%fgg 9"?,‘;3?,?; di"gis

work so urgent. Donate
now: https:/bit.ly/3djTJJ4

Doctors Without Bor. 2 Inbox CULTIVATION STUDY CULTIVATION S./Donations  Multi-Channel 2020 Multi-Channel 2._/Example Multi-Ch_./Online Persona Today is World Refugee Day - Nearly 71 i
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Doctors Without Borders — World Refugee Campaign

Doctors Without Bor.

Inbox

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona We're so grateful, Kevin - Thank you for standing with refugees.

Jun 24

Doctors Without Bor. 2

Inbox

CULTIVATION STUDY

CULTIVATION S../Donations

Multi-Channel 2020 Multi-Channel 2../Example  Multi-Ch.../Online Persona This Thursday, June 25, join our discussion to learn how we'r...

Jun 23

Shannon Miller, Doc. 2

Inbox

CULTIVATION STUDY

CULTIVATION S../Donations

Multi-Channel 2020

Multi-Channel 2../Example

Multi-Ch.../Online Persona

We didn't meet our World Refugee Day goal - An important up...

Jun 22

Doctors Without Bor. 2

Doctors Without Bor. 2

Doctors Without Bor. 2

Doctors Without Bor.

Shannon Miller, Doc. 2

Avril Benoit, Docto. 2

MSF

Doctors Without Bor. 2

Doctors Without Bor. 2

Doctors Without Bor. 2

Inbiox

Inbox

Inbox

Inbox

Inbox

Inbiox

Inbox

Inbox

Inbox

Inbox

CULTIVATION STUDY

CULTIVATION STUDY

CULTIVATION STUDY

CULTIVATIOM 5_./Donations

CULTIVATION S../Donations

CULTIVATION S../Donations

Multi-Channel 2020

Multi-Channel 2020

Multi-Channel 2020

Multi-Channel 2. /Example

Multi-Channel 2../Example

Multi-Channel 2../Example

Multi-Ch.../Online Persona

Multi-Ch.../Online Persona

Multi-Ch.../Online Persona

One final chance - They fled for their safe
Only hours left this World Refugee Day - ¥

Today is World Refugee Day - Nearly 71 i

It's Mary from Doctors
Without Borders. We're
short of our World

Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: https:/bit.ly/3djTJJ4

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona Tomorrow is World Refugee Day - crisis— Doctors Without Borders is there. Tomorrow is World Refugee Day. ...

CULTIVATION STUDY

CULTIVATION STUDY

CULTIVATION S../Donations

CULTIVATIOM 5_./Donations

Multi-Channel 2020 Multi-Channel 2. /Example  Multi-Ch.../Online Persona Do you stand with refugees? - They've been forced from hom...

Multi-Channel 2020 Multi-Channel 2. /Example Multi-Ch.../Online Persona Refugees are far from home. Their crisis is far from over. - yo...

Multi-Channel 2020 Multi-Channel 2../Example  Multi-Ch.../Online Persona What would you do, Kevin? - scarce. Doctors Without Borders teams are in those camps,

CULTIVATION STUDY

CULTIVATION STUDY

CULTIVATION STUDY

CULTIVATION S../Donations

CULTIVATION S../Donations

CULTIVATION S../Donations

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona Join us Thursday, June 18 - Migration in tl

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona [QUIZ] When COVID-19 and the refugee cr

Doctors Without Borders
here. What happens
when the global COVID-

19 and refugee crises
collide? Take our quiz to
find out.
https://bit.ly/2NSRiPD

Multi-Channel 2020 Multi-Channel 2../Example  Multi-Ch.../Online Persona An acute and ongoing crisis - Refugees all over the world are ...

Jun 20

Jun 20

Jun 20

Jun 19

Jun 18

Jun 17

Jun 15

Jun 13

Jun 11

Jun 9
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KEY FINDING #4

THE LACKING PHONE STRATEGY
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State of Multi-Channel Donor Communications Recap

1. Very few organizations are communicating to their smaller online and offline donors in multiple channels

2. Offline donors are getting lost

3. Online donors are more likely to get multi-channel communications

4. Very few organizations are using the phone (calls, voicemails, texts)

N virtuous



WHAT CAN YOU DO?

virtuous



Multi-Channel Fundraising

d Try emailing your offline donors and mailing your online donors

[ Don't be afraid to ask but make sure it's not ALL asks

O Consider an online and offline welcome series for new donors
d Try calling your new online and offline donors within 48 hours of a donation
O Be sure to say thanks if/when you do

1 Ask for emails on direct mail reply devices

O Point specific emails and direct mail appeals to specific donation/landing pages

N virtuous N



Multi-Channel Fundraising

d Try sending text messages in a campaign

1 Send a postcard 2-3 weeks before an online campaign
 Automate thank you voicemails

1 Show Facebook ads to direct mail recipients 2-3 weeks before they get an appeal
and 2-3 weeks after

1 Send an email 2 weeks before an appeal, on the day of send and 10 days after
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GO DEEPER.




State of
-rl:/lh:lti-Chann.el Donor

Communications
w 119 Organizations Are Using Online

GET ALL INSIGHTS, TIPS,
AND EXAMPLES AS WELL
AS EMAIL SOLICITATION,
WAYS TO GIVE PAGE, AND
THANK YOU PAGE
ANALYSIS.

multichannelnonprofit.com
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GET ALL INSIGHTS, TIPS,
AND EXAMPLES AS WELL
AS EMAIL SOLICITATION,
WAYS TO GIVE PAGE, AND
THANK YOU PAGE
ANALYSIS.

multichannelnonprofit.com
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L e

Thank you for your
generous donationd

1 Ao

Was the donor thanked?
58 did not thank the donor

LN did not expand the
thank you

g m"'—:'— 3

Share your dedication:

.

What else could the donor do?
—m socizl share or follow

kIY B had no next step
other
emoloyer match

m give ggain

watch video

@ download/resource
m survey

_m upgrade to monthly

Could the donor provide some
input after their donation?

oﬁered chance to choose
communication preferences

moﬁerec‘ a survey

Could the donor provide some input during the donation?

of organizations offered no option to opt-in or

choose communications during the giving process

w had an opt-in

V&9 allowed you to choose types of communications

P49 allowed you to choose channel of communications

mallowed you to choose frequency of
communications



GET ALL INSIGHTS, TIPS,
AND EXAMPLES AS WELL
AS EMAIL SOLICITATION,
WAYS TO GIVE PAGE, AND
THANK YOU PAGE
ANALYSIS.

multichannelnonprofit.com
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Did they have a page?

t8118) did not have a
“Ways to Give” page

. : What methods of giving were
:uo-wuu‘l;l‘—l g Ariran : ot vl ava"ab‘e?

e s 8 80% had a give online or
[ e oms o onimen .wo—|. danetnavopbion
S included a bank account/
y.“, o D direct deposit option
-

| o
I 20% had paypal

m included donor advised
funds

k1.y. 9 shared how donors could
send in & check

provided stock/brokerage
information

included phone

information

had a BitCoin option

had a text option



GET ALL INSIGHTS, TIPS,
AND EXAMPLES AS WELL
AS EMAIL SOLICITATION,
WAYS TO GIVE PAGE, AND
THANK YOU PAGE
ANALYSIS.

multichannelnonprofit.com
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Average 1st mailed solicitation
was Day 64

[:94.9 of appeals were a
Personal Letter

b2y were Newsletters
59 were a Pamphlet only

Y29 were a Newsletter &
Personal Letter

b of appeals primarily asked for a
ANk one-time gift

pEYP included a URL to a specfic
landing page

(1% Phad a URL to the main website
p829 had no URL

L:¥49 had no premium
p2.9 had a ‘back-end’ premium

mof organizations did not

address us by name

o your i g hger - EFY had a ‘front-end' premium

did not ask for our email address

Mt P Arverses’

mreferenced our past gift

on the reply device

We 1 your Support wisely -

LEY. P had a clearly congruent website/

had a story or narrative
writing

landing page
vy 9 had some congruence
#®had no congruence

il -

e ihemiiany

Subject; You support education for anyone, anywhere

f ils wi I3 f
From: Lizzie from Khan Academy <lizier@khanacademy.crg> E¥£Y of emails were sent from

To: kevin peters@loveyourgrib. o a person and organization
Date Sent: Thursday, Apri 20,2020 8:0233 AM GMT-05:00 )
Date Received: Thuraday, April 30, 2020 8:02:36 AM GMT-05:00 K89 from just a person

E¥8 9 rom just the organization

© Khan Acadomy

of organizations did not
address us by name

3 m’ of organizations did not

reference our past gift

of organizations asked for

a monthly gift

p&% of organizations pointed
to a donation page that
had no congruence

p82'9 had some congruence
L1V 9 were congruent

IE,O.‘ emails had a story or

narrative writing

mof emails were sent from
the ED/CEO

from just the organization

resacns iassenssons @ PR Of emails had more than
§ 1 call to action

noe

Average 1st email solicitation
was Day 27
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AND MAKE IT ACCESSIBLE TO AS MANY ORGANIZATIONS AS

Nex’rAf’rer POSSIBLE.

NSTITUTE

7 PROVEN METHODS TO =5
ACQUIRE MORE EMAILS =

FEBRUARY 27, 1PM CT | LEARN MORE »

RESEARCH RESOURCES

T o s [
WRITE A BETTER YEAR-END EMAIL APPEAL

| DEC. 6.2017 |1 PM CT
State of
Heln Channel Donor R

Commun lcahons

M s e 4 8 sk 4 oy Bt ot

The State of Nonprofit
Donation Pages

N virtuous




‘ l ON A MISSION TO DECODE WHAT WORKS IN FUNDRAISING
AND MAKE IT ACCESSIBLE TO AS MANY ORGANIZATIONS AS

Nex’rAf’rer POSSIBLE.

NSTITUTE

VEN METHODS TO
ACQUIQE MOQE EMAILS =
FEBRUARY 27. 1PM CT | LEARN MORE »

RESEARCH RESOURCES

WRITE A BETTER YEAR-END EMAIL APPEAL
DEC.6.2017 | 1P .
The State of h
Multi-Channel Donor
Communications o
The State of

! [ e
Nonprofit " o e
i on J
. § Emarl Cultwa! E Nonprofit

; Optimization
§ ] Guide =
i |

»

TRAINING

The State of Nonprofit
Donation Pages

o
- D

Learn more at nextafter.com/institute




ONLINE, ON-DEMAND, CFRE ACCREDITED COURSES:

- Email Fundraising

- Donation Page Optimization

- Copywriting With Amy Harrison

- A/B Testing For Nonprofits

- Google Analytics With Chris Mercer

- Year-end Fundraising USE THE CODE “MULTICHANNEL" TO GET

- Intro To Online Fundraising Optimization 50% OFF A COURSE OR MEMBERSHIP
- Turning Facebook Likes Into Donors

- The Bold Training with Dan Pallotta*

courses.nextafter.com
nextafter.com/membership

* members only ﬂ




THANK YOU!

Email: brady@nextafter.com
Twitter: @bradyjosephson
LinkedIn: in/bradyjosephson

nextafter.com



