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A Few Quick things…

A video recording of this 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.



We have time for additional Q&A.

A Few Quick things…
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Why analyze the new donor 
welcome experience?



https://mrbenchmarks.com/journeys#fundraising | https://institute.blackbaud.com/charitable-giving-report/overall-giving-trends/

M&R Benchmarks 2022

Blackbaud Institute 2021

https://mrbenchmarks.com/journeys
https://institute.blackbaud.com/charitable-giving-report/overall-giving-trends/
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Let’s pretend you have 10,000 
multi-year donors.
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Next year, you’ll only 
have 6,000.



0

2000

4000

6000

8000

10000

12000

Year 1 Year 2 Year 3 Year 4 Year 5 Year 6 Year 7 Year 8 Year 9 Year 10

# of Donors With No Acquisition

# of Donors

In 5 years, you’ll have 
1296 left.
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And in year 10, you’ll have 
virtually no donors left.



More AcquisitionFix Retention



How the heck do you fix 
retention?



First-party data from NextAfter clients from July 1, 2020 – June 30, 2021, excluding Major donors ($10k+ donations).
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There’s significant 2nd gift 
opportunity in a new donor’s 
first 90 days.



https://bloomerang.co/blog/actually-calling-donors-to-thank-them-does-make-them-more-likely-to-give-again-and-give-more/

New donors who receive a phone 
call within 90 days are nearly 25% 
more likely to retain.



*https://www.getresponse.com/resources/reports/email-marketing-benchmarks

*GetResponse customer data analyzing 7 billion emails sent in 2021



https://www.campaignmonitor.com/resources/infographics/how-effective-are-welcome-emails/

Welcome email read rates are 42% higher 
than the average email.



The way donors are welcomed can directly 
impact their value and likelihood of 
retention.

Hypothesis



How did we analyze the new 
donor welcome experience?
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The Giving Process 
Donated $20 online to 130 organizations.

Donated $20 via mail to 130 organizations.
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Timeframe

FEBRUARY 

MAY
21

21

The New Donor Welcome Study 
focused on messages received from  
February 21st to
May 21st, 2022. 



Terminology: Communication Channels 
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Online Postal
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Communication 
Messages 
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Organizations by Annual Revenue
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Annual Revenue 

Number of organizations



What was the overall 
experience like?



In total, we received 2,186
messages: 

1,853 emails

333 mailed messages
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Number of messages to personas 
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Number of emails by week 
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Number of emails by week 
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Online Donor Postal Donor

The online donor received far more email 
communication than the postal donor.
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Number of emails by week 
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Total communication steadily increased over 
time to both types of donors.



But total volume doesn’t tell 
the whole story.

1 organization sent 11 emails within a single week!
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Number of organizations emailing per week
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Number of organizations emailing per week
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Online Donor Postal Donor

67% of organizations sent something to the 
online donor within the first week.
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Number of organizations emailing per week
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By week 2, the online donor was only hearing 
from 39% of organizations.
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Number of organizations emailing per week

88

51

42 44
38

43 43
39

48 47 45 47
43

12
16

20 20

11
15 17 18

22
19

22 21 22

0

10

20

30

40

50

60

70

80

90

100

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9 Week 10 Week 11 Week 12 Week 13

N
um

be
r o

f O
rg

an
iza

tio
ns

Number of weeks 

Online Donor Postal Donor

There is some lag between when the postal donation 
arrived, and when organizations began communicating.



Communication Channels by Organization

Online Donor

20.8%

52.3%

8.5%

18.5%

Email and Postal Email only Postal only None

18% of organizations sent nothing to the online 
donor in the first 90 days.

8% only used direct mail to communicate with 
the online donor.

20% of organizations used both email and direct 
mail to communicate.

52% of organizations only used email to 
communicate with their online donor.



Communication Channels by Organization

Postal Donor

11.5%

19.2%

23.8%

45.4%

Email and Postal Email only Postal only None

11% of organizations used email and direct mail 
to communicate with the postal donor.

23% communicated with postal donor via direct 
mail only.

19% used only email to communicate with their 
postal donor.

45% of organizations sent nothing to their 
postal donor within the first 90 days.



Communication Channels by Organization

Postal Donor

11.5%

19.2%

23.8%

45.4%

Email and Postal Email only Postal only None

11% of organizations used email and direct mail 
to communicate with the postal donor.

23% communicated with postal donor via direct 
mail only.

19% used only email to communicate with their 
postal donor.

45% of organizations sent nothing to their 
postal donor within the first 90 days.

The offline donor received no 
communication from 45% of 
organizations.

KEY FINDING



What kinds of communication 
were sent to new donors?



Online and Postal Donor Email Experience 

Online Donor Postal Donor

47.2%

44.9%

6.3%

1.6%

Appeal Cultivation Reciept Other

61.8%

35.2%

0.8% 2.1%

Cultivation Appeal Other Reciept



A brief look at
Thank You Messages
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Digital receipts vs. Personal Thank you notes

76

4

73

4

Online Donor Postal Donor

N
um

be
r o

f m
es

sa
ge

s

Donor Persona

Digital Reciept Digital Thank you



1,376

477

Digital receipt vs Thank you email 

Exported using Save Emails to PDF by cloudHQ

Subject: Your Property & Environment Research Center (PERC) receipt [#1447-3531]
From: "Property & Environment Research Center (PERC)" <receipts+acct_1BisYfDN8MDsquMk@stripe.com>
To: marypeters@loveyourgrub.co
Date Sent: Friday, February 18, 2022 3:38:44 PM GMT-06:00
Date Received: Friday, February 18, 2022 3:38:46 PM GMT-06:00

Receipt from Property & Environment Research Center
(PERC)

 

Receipt #1447-3531
 

 

 

AMOUNT PAID

$20.00
 

DATE PAID

February 18, 2022
 

PAYMENT METHOD

 - 7478
 

 

 SUMMARY  

 

 

 

 

 

Entry ID: 8516, Products: Other, Amount   $20.00
 

 

 

 

Amount charged   $20.00
 

 

 

 

 

 

   

 

 

If you have any questions, contact us at perc@perc.org or call at
+1 406-587-9591.

 

 

 

   

 

 Something wrong with the email? View it in your browser.  

 

 

You're receiving this email because you made a purchase at Property & Environment
Research Center (PERC), which partners with Stripe to provide invoicing and payment
processing.
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Exported using Save Emails to PDF by cloudHQ

Subject: Thank you for your generosity!

From: Koppany Jordan <koppany.jordan@georgiaopportunity.org>

To: bea.jimenez@loveyourgrub.co

Date Sent: Tuesday, February 15, 2022 3:08:31 PM GMT-06:00

Date Received: Tuesday, February 15, 2022 3:08:43 PM GMT-06:00

Good afternoon Beatriz,

Thank you so much for your generous gift to the Georgia Center for Opportunity! I would love to know how you

heard about us and our work. If you could give me a call, my cell is (484) 587-0365. Looking forward to hearing

from you.

Best,

Koppany

--

Koppany B. J. Jordan
Development Associate

  

333 Research Court, Suite 210

Peachtree Corners, GA 30092

(770) 242-0001 Ext. 716

Please consider investing in our mission to create opportunities for a quality education, fulfilling work, and a healthy family life

for all Georgians at GeorgiaOpportunity.org/Donate.

1 / 1

DIGITAL RECEIPT
PERSONAL 
THANK YOU 



Cultivation VS Appeals
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Emails Per Week by Type
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There were 4 weeks where we received more 
cultivation than solicitations.

Cultivation VS Solicitation Ratio

1 : 1.05

Emails Per Week by Type
Online Donors
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Emails Per Week by Type
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Emails Per Week by Type
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Postal donors who received communication were more likely 
to receive a higher ratio of cultivation to solicitations.

Cultivation VS Solicitation Ratio

1 : 0.57



Communication Channels by Organization

Postal Donor

11.5%

19.2%

23.8%

45.4%

Email and Postal Email only Postal only None

11% of organizations used email and direct mail 
to communicate with the postal donor.

23% communicated with postal donor via direct 
mail only.

19% used only email to communicate with their 
postal donor.

45% of organizations sent nothing to their 
postal donor within the first 90 days.

Organizations have vastly 
different approaches to 
welcoming online & offline 
donors.

KEY FINDING



A closer look at appeals
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Various Types of Email Appeals
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Appeals

Event Invitations
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Email Appeals: Events
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Email Appeals: Merchandise
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Email Appeals per week
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Email Appeals per week
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Donation Event Merchandise

32% of donation appeals used a matching 
offer to try and win a 2nd donation.
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Email Appeals per week
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Donation Event Merchandise

17% of donation appeals asked for a 
recurring donation
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Matching Gift vs Reoccurring Gift 
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Number of emails asking for a match per week 
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Matching Gift

Exported using Save Emails to PDF by cloudHQ

DONATE

Subject:  Mary's 3x match eligibility: ONLY UNTIL MIDNIGHT 
From: "Kira Girin, Covenant House" <news@email.covenanthouse.org>
To: Mary Peters <marypeters@loveyourgrub.co>
Date Sent: Thursday, March 31, 2022 7:03:16 PM GMT-05:00
Date Received: Thursday, March 31, 2022 7:03:19 PM GMT-05:00

 

Official Online Supporter Record

Name: Mary Peters

Match Eligible: Yes!

Triple Match Status: UNCLAIMED

Deadline: 11:59pm ET on March 31

Suggested Donation: $100

Donate before the deadline >>

Claim the match, Mary!

Last chance! The triple match  is expiring!
Donate now to feed youth like:

 

1 / 4

Exported using Save Emails to PDF by cloudHQ

Subject: no time to spare

From: "madiha@updates.emails.rescue.org" <updates@emails.rescue.org>

To: marypeters@loveyourgrub.co

Date Sent: Tuesday, April 5, 2022 4:57:08 PM GMT-05:00

Date Received: Tuesday, April 5, 2022 4:57:10 PM GMT-05:00

 

4/5/2022 UKRAINE UPDATE: Mary, The IRC is shocked and appalled at

the senseless killing of civilians in Bucha. Civilian life must be protected — the

world cannot afford to bear witness to yet another crisis. As we continue to

welcome refugees crossing into Poland, which has surpassed 2.5 million who

have crossed the border, our hearts are with the people who continue to suffer in

Ukraine. Here and in places like Afghanistan and Yemen, families fleeing

violence need support to survive, recover and rebuild their lives. Your gift —
doubled today — can provide 2X the critical aid to families in crisis around

the world »
 

 

 

Mary,

I wrote to you last week, just before Ramadan began, about the
growing hunger crisis in Afghanistan which is directly impacted
by conflict in Ukraine. 23 million Afghans, including millions of

1 / 3



A closer look at cultivation
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Cultivation messages
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Cultivation messages
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The vast majority of cultivation emails we 
received were newsletters.
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Cultivation messages
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69% of cultivation messages received were 
informational in nature.
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Cultivation messages: Newsletters 

One organization sent 86 
newsletters in the first 90 days.



477

Cultivation messages: Stories of Impact
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Cultivation messages
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31% of cultivation messages asked for some sort of 
direct action beyond reading an article.
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Cultivation messages: Free Course 

Exported using Save Emails to PDF by cloudHQ

V I R T U A L   E V E N T S

National Review Institute's Burke to Buckley Program takes place in five cities (Chicago, Dallas, Miami, New
York, and Philadelphia) and is an eight-session dinner series designed for mid-career professionals to gain a
deeper understanding of founding principles and to build a network of talented, like-minded individuals who can
assist one another professionally and personally for years to come.

Because the demand for intellectual content and community is high and the ability to scale the in-person
Program to other cities is limited, the Burke to Buckley Summer Course offers anyone with an interest in the
program the opportunity to participate.

Participants will meet via Zoom for a series of six weeknight seminars. These will take place on Tuesdays
between May 24th and June 28th from 7:00 to 8:30 pm ET. Readings will be sent to participants after their

Subject: Get Fired Up about First Principles!
From: Lynn Gibson <lynn@nrinstitute.org>
To: marypeters@loveyourgrub.co
Date Sent: Thursday, May 12, 2022 9:26:48 AM GMT-05:00
Date Received: Thursday, May 12, 2022 9:26:50 AM GMT-05:00

To view this email as a web page, go here.

1 / 3
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Cultivation messages: Petitions 

We received 24 petitions 
from the Innocence 

Project
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Cultivation messages: Surveys and Quizzes  

Exported using Save Emails to PDF by cloudHQ

Dear Mary Peters,

You may be starting to suspect — thanks to our Daily
Nature Photos and comments on our Facebook page —
that birds are quite popular with our online community.

Birds are a key indicator of the health and well-being of
our natural world. Getting to know them is a great way to
stay in tune with nature.

How much do you know about these fascinating
creatures? Take our bird quiz to test your knowledge.

You're bound to learn some fine, feathered facts you can
chirp about!

Whether you've been watching birds for years or are just
starting to appreciate their graceful flight, I'm sure you
agree that admiring birds gives all of us a great way to

Whether you are a
casual birdwatcher or a
seasoned professional,
you can prepare for a
season of birding by
testing your knowledge

Subject: Discover Birding Activities Online and in Your Backyard

From: The Nature Conservancy <member@conserve.nature.org>

To: marypeters@loveyourgrub.co

Date Sent: Wednesday, April 20, 2022 8:17:39 AM GMT-05:00

Date Received: Wednesday, April 20, 2022 8:17:40 AM GMT-05:00

View In Browser | Unsubscribe

1 / 2

Exported using Save Emails to PDF by cloudHQ

Subject: What’s on your mind, Beatriz?

From: Mercy Corps <newsletter@mercycorps.org>

To: Beatriz Jimenez <bea.jimenez@loveyourgrub.co>

Date Sent: Friday, March 4, 2022 11:03:27 AM GMT-06:00

Date Received: Friday, March 4, 2022 11:03:35 AM GMT-06:00

Dear Beatriz, 

As a Mercy Corps donor, you are an essential partner in our work. That’s why we
want to learn more about you. What issues are on your mind or close to your
heart? 

Would you take 1-3 minutes to answer three short questions and help us get to
know you better?

Take the 3 question survey

1 / 2
QUIZSURVEY



Communication Channels by Organization

Postal Donor

11.5%

19.2%

23.8%

45.4%

Email and Postal Email only Postal only None

11% of organizations used email and direct mail 
to communicate with the postal donor.

23% communicated with postal donor via direct 
mail only.

19% used only email to communicate with their 
postal donor.

45% of organizations sent nothing to their 
postal donor within the first 90 days.

Most cultivation communication is 
informational in nature. There may 
be major 2nd gift opportunity by 
leveraging more offers.

KEY FINDING
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Other findings from welcome 
series communication
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Plain Text Emails  

Exported using Save Emails to PDF by cloudHQ

Subject: URGENT — Aid needed in Ukraine disaster
From: Beth Allen <fhservice@email.fh.org>
To: bea.jimenez@loveyourgrub.co
Date Sent: Thursday, April 7, 2022 10:15:29 AM GMT-05:00
Date Received: Thursday, April 7, 2022 10:15:31 AM GMT-05:00

Urgent Disaster Relief

Beatriz,

The conditions in Ukraine and border nations are extreme --

and millions are in urgent need of food, shelter, essential

resources, and care.

The Russian military bombardment of Ukraine has devastated

infrastructure, injured thousands, killed multitudes (exact

number is not yet known), and sent Ukrainian families

fleeing with little but the clothes on their backs --

Over 4 million have fled Ukraine to neighboring nations.

As of this writing, 6.5 million are displaced within

Ukraine.

And a startling 12 million are in desperate need of

emergency aid!

Poland has the greatest number of refugees as of this

report, with 2.3 million.

They’re battling shortages of food, medicine, and hygiene

items.

Your immediate response today will rush these life-saving

supplies to devastated refugee families!

Our partners in Poland are mobilizing to deliver food,

shelter, and relief kits to as many children and families as

possible, but our response depends on your support.

There isn’t a moment to waste: Please give generously online

today to rush food, shelter, and emergency supplies that

those affected by the conflict in Ukraine need to survive --

before it’s too late.

Suffering families in these hard-hit areas need you right

now.

1 / 2

Exported using Save Emails to PDF by cloudHQ

Subject: Let's get to the finish line
From: John Tsarpalas <jtsarpalas@nevadapolicy.org>
To: bea.jimenez@loveyourgrub.co
Date Sent: Thursday, May 5, 2022 6:30:07 PM GMT-05:00
Date Received: Thursday, May 5, 2022 6:30:21 PM GMT-05:00

Beatriz,

I knew the Nevada Supreme Court's decision granting Nevada Policy standing in our ongoing
separation of powers lawsuit was big, but I didn’t know how big.

The case was the lead story in the Las Vegas Review-Journal’s Local section, followed by a
favorable op-ed.

Likewise, The Nevada Independent ran dual pieces on the case, including this piece.

The Associated Press story has been reposted in 100-plus outlets nationwide, including U.S. News
& World Report, San Francisco Chronicle, and local TV and radio websites.

As the Review-Journal put it, this seemingly “arcane legal debate, it is, in fact, a matter of great
significance.” Nevadans have waited to have this constitutional issue addressed and we are finally
going to have that opportunity.

Will you donate today to ensure we see this case to the end?

The Nevada Supreme Court determined that Nevada Policy is the only party likely to fight this
battle, saying we have “demonstrated that the dual service issue is unlikely to be properly
raised by any other parties with greater interest.”

This is a unique expansion of taxpayer standing recognizing that we can litigate this “important,
recurring issue” and it may be our only chance to challenge dual-serving legislators and finally
address the constitutional issue of separation of powers.

Please donate today to make sure we have the resources to fight this case on its merits.

We have only made it this far because of you and are grateful for your support. Thank you.

Sincerely,

John Tsarpalas 
President 
Nevada Policy Research Institute 
jtsarpalas@nevadapolicy.org 
(702) 483-1783 - Mobile | (702) 220-6427 Ext. 7 - Work 
www.nevadapolicy.org

Unsubscribe

Nevada Policy Research Institute 7130 Placid St. Las Vegas, Nevada 89119 United States (702) 222-0642
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How often organizations used videos



Video based donation page Text based donation page
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Who sent the email? 
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CTAs: Social Media 
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Control Removed Distracting Links

18%
In Donation



Communication Channels by Organization

Postal Donor

11.5%

19.2%

23.8%

45.4%

Email and Postal Email only Postal only None

11% of organizations used email and direct mail 
to communicate with the postal donor.

23% communicated with postal donor via direct 
mail only.

19% used only email to communicate with their 
postal donor.

45% of organizations sent nothing to their 
postal donor within the first 90 days.

45% of appeals also asked donors to 
follow them on social media in the 
same communication.

KEY FINDING



Examples of New Donor 
Welcome Series Approaches





Online Communication Only
Solicitation Heavy



Online Communication Only
Solicitation Heavy

Thank You / Receipt

Sent 3 days after the donation.



Online Communication Only
Solicitation Heavy

Appeals

20 appeals in 90 days



Online Communication Only
Solicitation Heavy

Cultivation

7 cultivations in 90 days

There might be a better way…



The Control Welcome Series



The Treatment Welcome Series



Org-focused welcome series Offer-focused welcome series

920%
In Donations





Single Channel Only
Plus Daily Emails

The Postal Donor received 1 piece of 
communication: a receipt in the mail.



Single Channel Only
Plus Daily Emails

The Online Donor received 92 emails in 
90 days – including 72 newsletters.



Single Channel Only
Plus Daily Emails



Single Channel Only
Plus Daily Emails

Cultivation

This organization sent a daily newsletter.



Single Channel Only
Plus Daily Emails

The donor received an additional 
appeal nearly every week.

Appeals



A word of caution



35% of emails from this organization 
ended up in the spam folder.



Summary of Key Findings



Key Finding #1: 45% of organizations did not communicate with their 
new postal donor during the first 90 days.

Key Finding #2: Organizations have vastly different approaches to 
welcoming online and postal donors.

Key Finding #3: Most cultivation communication is informative in 
nature rather than more active offers like ebooks, surveys, etc.

Key Finding #4: 45% of donation appeals include a prompt to follow 
the organization on social media.



Questions?



Coming Soon!
Get a free hard-copy at NIO Summit.
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