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Welcome to
Bloomerang Academy

Thank you for joining us!

Please tell us where you are joining us from and what the weather ig
like where you are...drop it in the CHAT!
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Housekeeping

Our dial-in number in case you should need it: +¥1 669 900 6833

We will share the slides and recording of this session with you via
email later today.

Any questions we are not able to answer live or in the Q&A will

be addressed after the session via a follow-up.

If you need further assistance, please reach out to
support@bloomerang.com. Our support team is amazing!



mailto:support@bloomerang.com
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Margie Worrell

Curriculum Manager, Product Marketing

Margie Worrell is the Curriculum Manager at
Bloomerang. She serves on the board of the
Peace Learning Center in Indianapolis, and has
worked extensively with nonprofits as both a
staff member and a lead volunteer. Her
passions include education, theatre, her two
children and her two small dogs.
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Increase Retention for Giving
Tuesday Donors
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I Giving Stats and Future Forecasts

Agenda )

Why do donors lapse, leave or stay loyal?
3. What is typical donor communication for
Giving Tuesday?

4. What could we be doing and how can we do
it?

5. Final thoughts




'q'( bloomerang

What 1s Donor Retention
Rate’
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Return Donors in
Year #2 Donor
Retention
% Rate

All Donors in
Year #1



170 out of 229 donors retained
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We place it front and center
on your dashboard.

WHY?

Because it is important to
keep in mind!
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POLL IN THE CHAT:
Why is Donor Retention
Important?




Cost of Donor
Acquisition vs.
Donor
Retention

It's easier and cheaper to
retain a donor than it is to
acquire one

Cost Per
Acquisition

5X
Cost per
renewal
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Cost Per Renewal Response
Acquisition Rates
2-3X 20-30X
Initial donation Higher than
amount acquisition

response rates

Source: Fundraising Effectiveness Project



Why Donor Retention is Important

Original Retention Rate: 41%

Improved Retention Rate: 51%

Year Donors | Avg. Gift* Total Year Donors | Avg. Gift* Total
Start 5,000 $200.00 Start 5,000 $ 200.00
2 2,050 $ 220.00 $ 451,000 2 2,550 $220.00 $ 561,000
3 841 $242.00 $ 203,401 3 1,301 $ 242.00 $ 314721
4 345 $ 266.20 $ 91734 4 663 $ 266.20 $ 176,558
5 141 $292.82 $ 41372 5 338 $292.82 $ 99049
6 58 $ 32210 $ 18,659 6 173 $ 32210 $ 55,567
7 24 $ 35431 $ 8415 7 88 $ 354.31 $ 31173
8 10 $ 38974 $ 3795 8 45 $ 38974 $ 17488
9 4 $ 42872 $ 1712 9 23 $ 42872 $ 98N
10 2 $ 47159 $ 772 10 12 $ 47159 $ 5,504
1 JR— JR— 1 6 $ 51875 $ 3,088
12 _ _ _— 12 3 $ 57062 $ 1732
13 — — — 13 2 $ 62769 $ 972
14 R — — —_— 14 1 $ 690.45 $ 545

Grand Total: $820,859
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Average Donor Retention Rates

Over the past few years

50% 45 1% 47.2% o o o
o 44.6% 45.4% 43.6% 416% 426% 415%

40%
30%
20%
10%

0%
2021 2022 2023

2016 2017 2018 2019 2020

*Bloomerang overall average retention rate is 42.5%.



5’( bloomerang

Average Donor Retention Rates
Report on 2023 data

e—0—©O©

18.5% 415% 58.2%

First Time Average Repeat
Donors Donors Donors
(all donors,
all gifts)

*Bloomerang average for first-time donor retention rates is 24%, 28% higher than industry average.




'q'( bloomerang

Retention Numbers Across Dimensions of
Giving

One-time -3.6%
Twice -5.6%
Donation Count

3-6 -4.4%
7+ -3.4%
$1- $100 -4.2%
$101 - $500 -51%
Donor Size $501 - $5,000 -5.4%
$5,001 - $50,000 -6.0%
$50,000+ -5.6%
Recaptured -8.7%
New-Retained -6.5%

Donor Type
Repeat Retained -6.0%

New -7.5%
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Why Donors Lapse,
Leave or Stay Loyal
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W hy Donors 1. Donor perceives organization to be effective
Keep GlVlng 2. Donor knows what to expect with each interaction

2011 study by DonorVoice 3. Donor receives a timely thank you

4. Donor receives opportunities to make views known
5. Donor feels like they're part of an important cause
6. Donor feels his or her involvement is appreciated

7. Donor receives info showing who is being helped

ACTION: What is your thank you turnaround time?
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What could we be doing
to retain donors and how
can we do 1t?




How to
Improve
Donor
Retention

ACTION: Pick one or
two to start.

O U1 A W N
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Thank quickly + personally

lllustrate that you know who the donor is
Segment communications

Tell them how qifts are used / will be used
Tell them what comes next

Be curious about donor motivation and
solicit feedback

Prioritize monthly giving



Three things you
can do now to
increase your
retention from
Giving Tuesday

{'( bloomerang

Segment and communicate

promptly with gratitude

Engage your donors

a. Phone calls to first time donors

b. Send a survey to get their
input

c. Share impact storytelling to

emphasize the importance of
their donation

Ask for second gift AFTER
you have done these things.
Make a plan now and set up
what you can prior to your
campaign.
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Consider segmenting your donors

New donor and repeating donor
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Consider segmenting your donors

After you segment, create different follow-up plans

Consider calling them? This Do something special?
could start to build a new Consider sending a video
relationship. A three-minute thank you. Recognize that
phone call will boost 1st ~ they have gone above and
year retention by 30%. ‘ beyond. Consider follow-up
for recurring giving.
Acknowledge their first gift \ o .
used. Tell a story and set gratltgde. Considler
stage for what will come e ing Uil o gt
feedback.

next.



Consider
hone calls for
rst-time
donors

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

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)

Thank-you calls to first-time donors
inCreases:

e the retention rate
e speed to second gift
e the amount of the second gift

Source: Bloomerang, June 2022
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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

I # 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



\p
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Phone Calls to First-time Donors
Increases second gift AMOUNT

I Median 2nd gift amount

$100

$75

$25

$0

No Phone Call One Phone Call More than One Phone Call

x\ Source: Bloomerang, June 2022



Survey your
donors
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We can't do this without you!

Dear .'InformaVI Name |,

Your support for our mission means so much more than we can convey with just,
"Thank you". Without you, [fill in outcome] would not be possible.

There's something else you can give that's equally important - your opinion. Your real,
honest opinion. Would you mind taking 2 minutes of your time to tell us how we can
make you feel more connected to [fill in organization name]? It would mean so much!

Sincerely,
Executive Director

Begin Survey
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You can support students like Imahni
today!

Use imf)act
storytelling to
help donors
understand the 0 e
importance of
their gift

CLICK HERE or on the video to hear from Imahnil

Today is the day: March 27th. The original plan was for all of us to gather at the Tacoma
Convention Center tonight to celebrate students like Imahni and their countless
achievements. While you are missing out on this tasty dinner and fun evening, Hilltop
students are missing out on so much more.

Thank you to everyone who has already shown their support and taken a stand with Hilltop
students when needed most. If you have not yet made your gift, today is the day to take
action! YOU can have a critical impact on Hilltop students as they face many
unknowns and new ways of learning to finish their school year.

Your dollar today will make an even bigger impact than ever before. In this last plea, we
are asking one more time for your support to help Hilltop students like Imahni
reach their full potential. You can join your community in supporting incredible
students.

Thank you for standing with us and investing in a brighter future!
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Learners to Leaders: Onward

In-person
ideas are good,
but...

Impact reporting and storytelling
works in many formats

Dear [First Name ,

As the Executive Director of Peace Community Center, I want to thank you for your
support of this year's Learners to Leaders event. In response to Governor Inslee's
guidelines limiting large events, Peace is moving forward with its annual benefit
dinner with a first ever virtual Learners to Leaders.

Now more than ever, our students, community and organization need your support.
While this event will not be held at the Tacoma Convention Center, please keep March
27th on your calendars because Peace is still Leveling Up with the goal to
raise $100,000 to invest in the incredible students and families we

serve. Please stay tuned for additional information in the coming weeks on how you
can make a meaningful investment in your community, and thank you for standing with
us.

In partnership,
hose fmlt

L. Denice Randle
Executive Director
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THANK YOU for Your Commitment to Our
Community!!

In-person
ideas are good,
but...

Impact reporting and storytelling
works in many formats

CLICK HERE or on the video to hear from our Executive Director, L. Denice Randle!

Dear [informal Name |,

I am excited to share that, collectively, we raised nearly $118,000 to support the
educational achievements of our Hilltop scholars!!

As an organization, we are incredibly grateful for the generosity shown
by our community via Peace's first virtual Learners to Leaders
campaign. While it is not the platform we were anticipating, it was
important that this current crisis didn't waiver our spirits in achieving
our goal for our students. The outcomes of our event could not be
possible without the generosity of our faithful community.

$100,000
4$117,656

Your investment in our organization affirms the value you place, on
education, our children, our young adults and our families. There is no
greater return on investment than the investment in talented and
hardworking children and young adults who are passionate about
leading lives of purpose and serving their communities.

I literally cannot thank each of you enough. Because of you, Peace

Community Center will be able to continue our investment in the

academic growth of our students; one-on-one coaching; tutoring;

STEAM focused enrichment and so much more. I am honored and 118%
grateful to have each of you as partners in this great work. As an

entire organization, we THANK YOU!!




Putting all the pieces together

Send a signed
thank you letter

from the CEO or

(Bonus if it’s handwritten)

Donation
Received!

Lay 2 ‘

& ‘3

Day 0

Dhy 5

Thank You
Phone Call

Research shows that
‘etention rates improve
if you call a new donor

within 48 hours.

v
-

1st Email
Newsletter

Day/|10

CD-—-ED O @

Survey
Get to know your
donor while giving
them a chance to
offer feedback.

Assuming you send a monthly newsletter,

they should receive 2-3 in the first 90 days.

2nd Email
Newsletter

Day 25

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

N

Day 50

0w

Send your donor
mail informing them
just how their gift
was used; make it
personal and share
a story from your
organization!
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The end of the first
90 days is your last,
best chance to acquire
a larger second gift.

3rd Email
Newsletter

Day 70 ‘

Stewardship
Phone Call
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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Demo these four in
Bloomerang

Phone calls to first time donors

Segment and communicate promptly

Send a survey to get their input

Share impact storytelling to emphasize the
importance of their donation

P WN




Wrap Up

N O 0 W N
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Make retention a priority.

Segment your communications.

Say thanks thoughtfully before asking.

Pick up the phone.

Ask for their input.

Tell stories of impact.

THEN...ask for a second qift. Repeat donors
are more likely to be RETAINED donors.
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GIVING+
Modern, User-Friendly
Donation Forms

Delight your donors and your development team with beautifully
designed donation forms that make the giving experience quick
and simple. It really is possible to make everyone happy!

Create unlimited, customizable * Accept one-time and
donations forms branded to recurring donations
your organization - GiftAssist to offset

processing fees

Conditional fields

Get unlimited support and * Add images and
training with our award-winning impact statements
Customer Experience Team

Campaign thermometers
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GIVING+
How can Qgiv donation
forms help your mission?

30% $108

higher overall donation The recurring gift average
page conversion rates on the Qgiv platform, 4x
the industry average.

$180 25%

One-time gift average on the increase in recurring
Qgqiv platform, 50% higher donor conversion rate
than the industry average
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Poll
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Resources

Knowledgebase

Donor Retention Wheel Basics

First-time Donor Call Basics

The Fundraiser’'s Guide to Loving Lapsed Donors
Donor Engagement Surveys Basics

Send or Schedule Emails

Bloomerang Academy

Recapture Lapsing Donors
Giving Tuesday: Designing Engaging Emails

List Segmentation



https://bloomerang.freshdesk.com/support/solutions/articles/13000044642-donor-retention-wheel-basics-hd
https://bloomerang.freshdesk.com/support/solutions/articles/13000071671-first-time-donor-calls-basics-hdv
https://drive.google.com/file/d/1WFAtFMJLtuoAGbpfCkSoD6L-q6jqUXCP/view
https://bloomerang.freshdesk.com/support/solutions/articles/13000052841-donor-engagement-surveys-basics-hdv
https://bloomerang.freshdesk.com/support/solutions/articles/13000069774-send-or-schedule-emails-hd
https://bloomerang.freshdesk.com/support/solutions/articles/13000055089-bloomerang-academy-recapture-lapsing-donors-v
https://bloomerang.co/academy/giving-tuesday-design-engaging-emails/
https://bloomerang.co/academy/list-segmentation/
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Resources

Other resources

Donor Retention Calculator (article with active donor retention calculator)

What's The Impact of Improving First-Time Donor Retention? (article)

What Is Donor Retention? (article)

The Art and Science of Retaining Digital Donors (downloadable ebook)

Personalized Communications: The Key To Donor Retention (video with transcript)

A Guide to Donor Retention (article)

5 Ways to Build Relationships and Increase Donor Retention (webinar)

Reports

The Giving Bridge & The Giving Pulse
Fundraising Effectiveness Project 2023 Q3 Report


https://bloomerang.co/blog/donor-retention-calculator/
https://bloomerang.co/blog/whats-the-impact-of-improving-1st-time-donor-retention/
https://kindful.com/nonprofit-glossary/donor-retention/
https://bloomerang.co/guide/the-art-and-science-of-retaining-digital-donors/
https://bloomerang.co/blog/video-personalized-communications-the-key-to-donor-retention/
https://bloomerang.co/blog/donor-retention/
https://bloomerang.co/webinar/5-ways-to-build-relationships-and-increase-donor-retention-11-16-2022/
https://www.lookback.givingtuesday.org/
https://www.givingpulse.givingtuesday.org/
https://afpglobal.org/sites/default/files/attachments/blog/FEP%202023%20Q3%20Report_Updated.pdf

Resources
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Bloomerang Knowledgebase and Support Portal

Help & Videos

~

Bloomerang Learning

Features Portal
Email Support

Refer a Friend

;'( bloomerang

How can we help you?
Search n

Welcome to the new Support portal! Read help articles, click Contact Support to open a ticket, or click Log In to view a Support ticket.

Bloomerang Donor Kindful Coming Soon - Bloomerang Volunteer

Contact Support




Resources

Bloomerang Learning — our new
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on-demand learning platform

-,
Help & Videos ¢ bloomerang

Bloomerang Learning

Features Portal
Email Support

Refer a Friend

z

Contact Support  Upgrade My Account  Visit our wel

Welcome to Bloomerang Learning

Home Dashboard Learning Paths Catalog Events

Content by Product

Donor Database Fundraising Volunteer Management
cess learning for your Bloomerang Donor Access learning for your fundraising tools within Access learning for your Bloomerang Volunteer
Management System Bloomerang Donor System

9@




Resources
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Bloomerang Learning — our new on-demand learning platform
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You've been invited to
Bloomerang Learning!

To get started, click the link below to create a
password for your account.

Your partner in learning,
The Bloomerang Learning Team

Need assistance? Contact our support team at

nzrthpass

If you did not receive
this email to activate
your Bloomerang
Learning account,
please click on the
Bloomerang Learning
link and request
access.

You will receive the
activation email
shortly after
submitting!

'q'( bloomerang

You need to log in or sign up before continuing

Email address

Unlock 1Password

(-10)

Forg(-)t my password

Click here to request access
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Live Chat to get online assistance immediately

bloomerang Chat ¥ X

lome : = g First Name

Margie

“Last Name

Worrell

*Email

margie.worrell@bloomerang.com

Start Conversation
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Thank you for attending!

Visit our website to see more upcoming

Bloomerang Academy webinars!
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Items to Note from the
Reports

The Giving Bridge & The Giving Pulse

Fundraising Effectiveness Project 2023 Q3 Report



https://www.lookback.givingtuesday.org/
https://www.givingpulse.givingtuesday.org/
https://afpglobal.org/sites/default/files/attachments/blog/FEP%202023%20Q3%20Report_Updated.pdf
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The Giving Bridge & The Giving Pulse

What are some takeaways from these reports?

e Opportunities for nonprofits to engage their
current supporters more

e Unsolicited populations: Many people who aren’t
being solicited are, in fact, open to giving

e Volunteerism is strongly correlated with loyal
giving

e Overall giving declines; Informal donations hit
hardest—Recurring Donations are stable

e In-Person donations fall; Online/mobile giving is
stable



https://www.lookback.givingtuesday.org/
https://www.givingpulse.givingtuesday.org/
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Recurring Donors Are Generous

Unlike other types of giving, recurring giving is stable among monetary donors this

quarter.

Fig 3.6: Giving patterns among recurring monetary donors

If gave non-recurring... If gave recurring...

...also gave money to registered nonprofit

...also gave money to unstructured group 31% 43%

...also gave money to individual 44% 40%
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Fig 3.4: Giving among unsolicited respondents, by those who see reminders to give

5% ® Does not e0e reminders
e R 2%
@ Sees many reminders

23
Geva e - N 4%
ey ——— R e

%
el ——— R

I %
Mdedbeibeel — — — — — — ————— KL

Gave to formal registered non-profit

Behavior

35%

Gave to informal group 29%

Gave to individual

0% 5% 10% 15% 20% 25% 30%
% of Subgroup

Reminders are not bad

Reminders spurred action and engagement in all
categories of giving.




Have a Strong Online Giving Program

All forms of in-person
giving dropped by 10% or
more compared with last
quarter, while giving online
directly and indirectly saw
more minimal changes.

Interestingly, giving via mail
saw a dramatic increase of
36% compared with last
quarter.
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In-Person vs. Online Giving

4/2/2023
4/16/2023
4/30/2023
5/14/2023
5/28/2023
6/11/2023
6/25/2023
7/9/2023
7/23/2023
8/6/2023
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9/3/2023
9/17/2023
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1/26/2023
12/10/2023
12/24/2023
1/7/2024
1/21/2024
2/4/2024
2/18/2024
3/3/2024
3/17/2024

= |n-Person === Online/Mobile

3/31/2024
4/14/2024
4/28/2024

5/12/2024
5/26/2024

6/9/2024

6/23/2024
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Volunteers are Loyal Donors

We see a key
correlation between
volunteering and giving.
For the chart to the
right, the report
concludes that “when
donation rates dwindle
overall, those who
volunteer maintain their
giving behaviors and are
more likely to be
retained as monetary
donors.”

25%

20%

15%

10%

5%

Weekly monetary giving and
volunteering breakdown in Q1 2024
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Intention to Give 1n the Next 12 Months

Groups Intending to Give More in the Next 12 Months (GivingPulse, 2023)

404
]
c 30
T
K
=
o
2 201
o
Y
5}
O\o ‘]o -
0 o
People High income Highly Men Full-time
Under 30 (>$100K Religious Employed
household)
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21% of people in 2023 reported that they intend to
give more money in the next 12 months than they did
in the previous 12 months. The subgroups captured in
the chart above reported a higher rate of intending

to give more than their counterparts.




