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Keeping Your Donors: Top Ten Tips on Retention



Donor Retention:
It’s TOP of everyone’s mind

Or at least it should be. These days, it's more important
than ever to focus on donor retention. Even a small
increase in donor loyalty will have a big impact on your
fundraising results.

The first and most important tip, of course, is to know
your donor retention numbers. Get intimate with them.
Know the attrition rates of donors recruited in each
channel of your donor program (like direct mail, street
face-to-face, door-to-door, and online). And keep track of
them. Because a modest increase in attrition will change
the long-term value of each of these groups of donors
dramatically. And show you where to focus your donor
stewardship, and your donor recruitment budget.

Enclosed, you'll find ten top tips on boosting your
donor loyalty. Get in touch with us if youd like to talk
about this some more.

Happy reading!



Improve your ask,

and ask more often

Do you ever have to be reminded to do something? Especially
something that's optional such as a magazine subscription

or making a donation to a charity? One of the most effective
techniques to renew more donors is to communicate with them
more often. The frequency of communication depends on two
factors: your current communication schedule and the channels
you use.

Our testing shows that increased communication renews far
more donors, and raises much more net money, for good causes.

Similarly, the quality of your creative — copy and design — makes
a dramatic difference. Your creative can boost the number of
gifts you get from 10% to 100%, or more.

Example

We increased the donor renewal rate from 38% to 56% for a
major hospital. Just one extra mailing, and a stronger creative,
has led to a significant increase in donors giving year after year.
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Get donors to give through p.

more than one channel

The results are in, and prove that multi-channel giving boosts
donor value. So play around with mailing your donors and then
calling them. Or calling them and then emailing them. Add in a
bit of social media. Hire trained canvassers to recruit monthly
donors at your events. And most importantly, cross-reference
your data so you understand how your donors really give.
Down with silos — up with channel-mix!

Case Study
Last June, Ecojustice ran an extremely successful monthly
donor drive. With the help of a deadline, a target, and a
matching-gift donor, they beat their target of new monthly
donors by 50%. Their optimum channel mix was email and
telephone, along with online video thank-you’s.

justice 2

Thanks to heroes like YOU - it's time to celebrate!

i

THANK YOU!
g
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Be emotional, and tell

inspiring stories

Do you know how many patients Vancouver General Hospital
treated in 2006? Probably not. But will you remember Steve
Howe, who was torn nearly in two after a horrific accident near
the Sea-to-Sky highway? And
who survived because of the
amazing work of the doctors
and nurses who operated on him
78 times! Yes, you probably will.

There’s a reason story-telling has
been such a large part of our lives
since Beowulf. Stories stick in our
heads. They touch our hearts.

In a way that statistics and facts
never will. Fire up your donors’
enthusiasm by telling them a
story they’ll remember. And
helping them understand that
the happily-ever-after part is up
to them.
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Thank your donors FAST

and FREQUENTLY

Seems obvious, doesn't it? Thanking someone for doing
something nice makes them feel great. It makes them feel like
doing something nice again. Like donating to your charity!

Yet, HMA's mystery shopper program shows that there are still
so many organizations that are terrible at thanking their donors.

Dear  Doner,

T am writing b Ahank you for siving
money 15 Fundn  Barbarn  Gundys  Unided Way
S0 T have « vecreatm cemter P o5 Ho
when Thn net in Scheol  Gtherwist TW masty
Ve hanging avowd  Pe shrees. T ohave been
Coming  here  sivee T wes eight yaars ol
Tt5 fka  a gecond howe.

Lok speivg T graduaied fom St
Barbers Tumor Hign. T was He Sperds Cdor
ad my durs vepresmbtie G Aa Arcecikid
Shubend Budy: L am n B Fodhall team.

T leamed a bt of shff ot i place
bo help we got s Fac ab Sckedl. ty Fied
Kesin helps me with  scheol ok h he
Lenrning PRosource Cemter. T way co-prasidedt of
Do Fodey nyhr pache h kaap kils off 4e
Sheets, These packe wee my Frvorke iwes.

I ot Imgine what T wald do witho,t
Kevn avh Toe ad my ofer fneds ke Thove
weddnt be amylace Yo go bk Mo sheets,
T omat g b beow Bk you ar kelping
Swa¥s  arbarq Cmv-*'y’s United Wy help keds
[tke me.

“Thank Yon e caring bt Toweone  yputie
hever  wet. = QP.W

They are late to thank - taking weeks or
even months to get a letter out. Or send
form letters that have nothing to do with
the appeal a donor replied to. They get
vital information wrong. Or, tragically —
some don't thank at all.

On a positive note, some organizations
do a fantastic job of thanking donors. And
they see great results: donations up 35%
after thank-a-thons. Notes from donors
thanking them for their thank-you letter.
These things matter to people. On the left
you'll see a thank-you we produced for
the United Way of Santa Barbara.
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Develop a Donor

Lifecycle Map

Donor Maps are great. Our clients print them out and pin them
above their desks, so they can remember what we all agreed to do
to help them keep their donors happy and loyal. A new member
of staff in the donor relations team? They get the map as part of
their training. Is it time to send a monthly donor upgrade? Just
consult the map.

And the mapping process itself is great, too. It really helps you
see where the big gaps are in your stewardship.

LEADERS

’;%‘L

MID LEVEL

LAPSING/ DONORS
LAPSED
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Build trust: Tell donors what 6

you’ve done with their gifts

Donors want to know that their donation went where you told
them it would. And when they see their donation was put to
good use, they’re much more likely to make another gift.

Wrrite specific thank-you letters that follow up on the appeal
a donor replied to. Be as specific as you can. “We’ll help feed
25 hungry people.” “You helped us purchase a new scanner.”
“Yesterday, we learned that Hamid has been set free!”

remmrrry Newsletters are a vital tool to give donors feedback.
Copy should always focus on how donors made your
success stories happen. And don’t dispense with
: your print newsletter, no matter how much money
e m it will save you. We interviewed a selection
= e of one client’s major donors recently. The top
— = o one complaint of a $250,000 donor we spoke to was
that she missed the newsletters she used to get
A and displayed for guests on her coftee table.
As you can imagine, our client has pressed
the ‘print’ button on their newsletters again.

Sl
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Be personal and focus

on the donor

Donors don't want to feel like an ATM, so put them front and
centre in everything you do.

Personalize all your communications to them. Get their names
right. Know how they like to be addressed. If they are a monthly
donor, a member of your mid-level club, a super-loyal, or a
legacy pledger — make sure you acknowledge that special status
right away. And make sure that the word “You” far outnumbers
the word “We” in all copy that you write.

Embrace the capture-culture, and keep all the tidbits of
information you can on your donors. Do they have pets?
Children? Whenss their birthday? The anniversary of their first
gift to your organization? Can you take five minutes to send
them a clipping with a little note about something you know
that they care about? You'll make that investment back in loyalty.

YOU &YOU &JOO(
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Know why your donors

stop giving

When you discover why a donor stops giving, you gain valuable
insight into how to get them back, and how to do a better job of
retaining similar donors in the future.

This applies to both single-gift donors and monthly donors.
Maybe one of your monthly donors is having a tough financial
time, and could use a "monthly giving holiday" for a while.
If you ask, there's a good chance
DONOR SURVEY  theyllsay 'yes to you calling them

in a few months' time to ask if they'll
® Your opinion renew their support.

matters. Please

tell us how we

can do better:

For single-gift donors, lapsed donor
surveys are also a great tool. Ask
them why they stopped supporting
you. You may find that they didn’t
feel they were making a difference.
Now you have an action you can take
— making sure you're doing a better
job of showing donors the impact of
their gifts.
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Know your numbers

If you're like many people in the non-profit sector, you don't
dig into your numbers in great detail. But by doing so you are
investing time that can really boost your retention.

A proper analysis of your results, creative, and donor base will
show you who renews, who isn't renewing, and what motivates
your donors to give. This leads to better strategies and more
strategic investment decisions. For instance, you will find that
donors from one channel will have a renewal rate that’s often
1,000% greater than another channel. Donors have different
long-term values, and that determines where you should invest
your money.

Case Study

We analysed a new client’s file and discovered they were wasting
money mailing to people who likely would never give again.

We stopped mailing to these unproductive names and saved

the client $100,000 a year. When we took over their in-house
program we increased their net income by $500,000 in one year.
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Convert to monthly

Many of the organizations we work with have donor retention
rates of more than 90%. It’s as close as you can get to a donor
giving you gifts forever.

The lifetime value of a monthly donor is often more than
$2,000. We have worked with non-profits across Canada, USA,
Australia, and Europe. And in every country, the highest donor
renewal rates come from committed monthly donors.

e Harvey’s book Hidden Gold has helped thousands
Hidden % organizations globally raise millions and
Gold millions of dollars. Get in touch with us and we'll
let you know how to download a version for a
discounted price.

Case Study

This year we started building a monthly giving program for a
major US nonprofit. In less than eight months, we've increased
the number of people in the program by 600%. With their
anticipated investment in the program, they will earn an
additional net income of $40 million in just five years.
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Here is another number
you need to know...

If you need to acquire more donors, boost your net revenue,
or increase the long-term value of your donors, we should talk.
Please call us today.

» Harvey McKinnon or Lynne Boardman: 1(800) 815-8565
harvey@harveymckinnon.com
lynne@harveymckinnon.com

About Us

Harvey McKinnon Associates is a team of passionate fundraisers
who help non-profit charities acquire donors, boost net revenue,
and increase long-term donor value. We do this primarily
through direct mail, monthly giving, mid-level donor programs,
and bequest marketing.

We are a full-service direct response fundraising agency.
Our mission is to help you build ethical, loyal relationships
between your donors and your organization. We believe
that by using our skills to put your donors first, we can help
you reach your fundraising potential.



Horveyo

McKinnon  Working with
ASSOCIATES organizations
Building Donor Value We believe in

Offices in

L Toronto and
Specializing in & Vancouver.

Integrated
Direct Response

Campaigns

Serving clients
across Canada

and in the USA.

Program Strategy and Analysis
Award-Winning Copy and Design
Direct Mail

Digital Fundraising Campaigns
Legacy Fundraising

Data Analysis and Services

Call us today!
Donor Stewardship Support 1.800.815.8565

www_harveymckinnon.com



