
Donor Retention
The Most Important Ingredient For



“NIO obviously is a good time.

It’s not only been really valuable 
educationally, but it’s been a ton of fun!”

Marissa Stein
Coral Reef Alliance



niosummit.com

“There was so much information that was 
applicable.

It won’t just change the way we 
approach our donors, but our philosophy 
of why we’re talking to them in the first 
place.”

DeNail Sparks
EveryNation

Get $500 Off Through Monday at Midnight



A Few Quick things…

A video recording of this live webinar will be sent to you afterwards.



A Few Quick things…

Links to the slide deck and other featured resources will be sent 
out with the recording.



A Few Quick things…

We have time for additional Q&A.



Get your free copy of the

brand-new 
report

https://www.nextafter.com/online-donor-retention-report-part-1/



Why focus on retention?



https://mrbenchmarks.com/

29%

https://mrbenchmarks.com/journeys


2012 Fundraising Effectiveness Factsheet

82
DONORS

LOST

100
DONORS
GAINED

for every

According to 2005 Fundraising Effectiveness Project



How do you decode
donor retention?



Grandma Kay



Onion
Garlic
Crushed tomatoes
Italian sausage
Bay leaves
Oregano
Worcestershire sauce???

No quantities or 
measurements

Absolutely no cooking 
instructions



Thank you calls
Meaningful cause
Recurring donations
Strong donor relationships

Worcestershire sauce???

Are these the right 
ingredients?

How do you put them 
together?Good technology

Donor cultivation strategy



We help nonprofits 
grow their digital 
fundraising.
Research Lab. Digital-First Agency. Training Institute.



We help nonprofits 
grow their digital 
fundraising.
Research Lab. Digital-First Agency. Training Institute.



What do donors experience? How are nonprofits performing?

Mystery Donor Research Donor Retention
Performance Data



What do
donors experience?

How are
nonprofits performing?



What do
donors experience?

How are
nonprofits performing?

Retention Strategies



211 Organizations

Donor Retention KPIs

Donation Experience Analysis

Special thanks to



Let’s start with the essentials



Is retention a function of size?
Key Question



High Performers Mid Performers Low Performers

0 to 44.6%44.6% to 60.6%60.6% to 100%



Retention Rates
by Revenue

As revenue increases, there fewer low-
retention organizations.

$10M-$50M



Which comes first? Revenue or Retention?



Retention Rates
by Web Traffic

As web traffic increases, retention decreases slightly.

Average retention is 55%.

Average retention is 45%.



This is the trend, but there is a lot of variance.



Is retention a function of size?
Key Question

NOT REALLY



Does retention vary by vertical?
Key Question



Retention Rates
by Vertical

Faith-Based & Int’l organizations 
have the most top performers.



Retention Rates
by Vertical

Health, Public Policy, & Education have the 
most low performers.



High Performers Low Performers

Values-Focused Messaging

Strong Core Beliefs

Long-Term Focus

Current Events Driven

Temporary Affinity

Short-Term Focus



Does retention vary by vertical?
Key Question

HECK YEAH



Is retention simply a matter of
recurring donations?

Key Question



Retention Rates
by Recurring %

High-retention organizations have a higher 
percentage of recurring donors.



Is retention simply a matter of
recurring donations?

Key Question MAYBE



Recurring Donor %
by Vertical



Recurring Donor %
by Vertical

Mid Retention Low Retention Low RetentionHigh Retention

High recurring donations does not always 
lead to high overall retention.



Values-Focused
Fundraising

Recurring
Donor Program

High
Donor Retention

High Donor Retention
The Working Recipe for



WHY?
The Most Important Ingredient in Donor Retention



VALUE PROPOSITION:
An answer to one critical question:

“If I am your ideal donor, why should I give 
to you rather than some other 

organization (or at all)?”



#1

Appeal
How badly do I want it?



#2

Exclusivity
Can I get this somewhere (or anywhere) else?



#3

Clarity
How quickly and easily do I understand it?



#4

Credibility
Do I believe what you’re claiming is true?



How are we doing?



How easily can you find
where to give?

Key Question



69%

31%

Donate Button Visibility

High Contrast Low Contrast

High contrast & clearly visible donate button.

Low contrast & low visibility.



Donate

Purple Donate

190%
In Donor Conversion

* Based on a 94% statistical level of confidence



Key Finding
Donor retention is not dependent upon the 
clarity of your website navigation. But a lack 
of clarity can keep someone from giving in the 
first place.



Is there value-focused copy
on the donation page?

Key Question



37%

63%

4+ Sentences of Copy

4+ Sentences Less than 4 Sentences

4+ sentences of copy explaining why you should give.

Little to no copy explaining why 
you should give.



Control Increased Clarity

21%
In Donor Conversion



Key Finding
One-off tactics have minimal impact on long-
term retention. But donation page copy can 
greatly improve performance at the point of 
conversion.



How strong is the
value proposition copy?

Key Question



Just a Headline Value Prop Copy

150%
In Donor Conversion



Control Value Proposition Heavy

116%
In Donations



#1
Appeal

How badly do I want it?

1 2 3

No Interest Possible
Interest

High
Interest



#2
Exclusivity

Can I get this somewhere (or anywhere) else?

1 2 3

Anywhere
Else

Somewhere
Else

Nowhere
Else



#3
Clarity

How quickly and easily do I understand it?

1 2 3

4+ Seconds 1-3 Seconds Instantly



#4
Credibility

Do I believe what you’re claiming is true?

1 2 3

Unbelievable Somewhat
Believable

Easily
Believable



Average overall score is a 1.7 
out of 3.



Clarity had the highest 
overall score: 1.9 out of 3.



Credibility had the worst 
scores on average.



Key Finding
Every organization — regardless of size and 
vertical — has a tremendous opportunity to 
improve the strength of its value proposition.



Practical experiments to improve 
your value proposition



Nothing to Something
Adding Value Copy to a Donation Page

Common Experiment #1



Just a Headline Value Prop Copy

150%
In Donor ConversionAPPEAL

How badly do I want it?



Use Text, Not a Video
Using the Right Medium to Communicate

Common Experiment #2



Video based donation page Text based donation page

527%
In DonationsCLARITY

How well do I understand it?



Email Like a Human
Email Design’s Impact on Perception

Common Experiment #3



Control - Designed Treatment - Plain

29%
In DonationsCREDIBILITY

How much do I believe & trust you?



Values-focused fundraising
Strong recurring giving program

High Performing Donor Retention

Clarity in the giving process
Copy on the donation page
Strong value proposition copy
Secret ingredient???





Get your free copy of the

brand-new 
report

https://www.nextafter.com/online-donor-retention-report-part-1/



niosummit.com

Get $500 Off Through Monday at Midnight


