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Overview

* Why do your donors contribute to your organization?
* Why do they stop contributing?

- How can you win them back?
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Learning Objectives

* Attrition
* What activities can you do now, regardless of your size shop?

+ Retention
 What are the 3 steps to getting a second gift?

* Recapture
 How can ROI help you determine your strategies?
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IELCEWEVS

* Practical steps for getting a 2" gift
* ROI — how to use it to define your strategy

* Interactive file audit — learn proven solutions
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Why Do People Give to Your Organization?
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Why Do Donors Stop Giving?

 Limited communication
* No clear message
* Not telling donors how you used their gifts

* Not thanking them

* You stopped asking

ATTRITION HAPPENS




Moving from Attrition to Retention

- What activities will reduce attrition?
« Consistent communication plan
« Asking your donors - surveys
* Reporting on spending priorities & how you used their gifts

» What tools can help determine donor interests?
e Surveys
* Wealth screening
* Modeling & analysis
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Build Your Acquisition to Retention Model

The American Express Model




Aligning Your Retention and Acquisition Strategies

* Ensure your acquisition strategy builds on your retention
strategy
 List acquisition
* Premiums
* Online giving donations
« Social media acquisition — viral marketing

* Consider lifetime value vs. current cash

« 1sttime donor calls
* Welcome packet
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What's the Most Important Gift to the Annual Fund?

THE SECOND GIFT




How Do You Get That Second Gift?

» Timely acknowledgement
« 24 - 48 hours
* Receipt vs. letter

» Thank you call

* Welcome packet
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Steps to Get That Second Gift

* When should you make that second gift ask?
* How?

* How much?

©2011 Cape Cod Healthcare Inc.

H CAPE CoD HEALTHCARE



CAPE CoD HEALTHCARE

Who'’s Your Donor Base?

« Constituency

* Non-Constituency
« Membership

* Political

* Environmental
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Your Donor Base?

« Three major characteristics
1. Frequency
2. Gift size
3. Donor age

* Other

1. Male/female
2. Constituency
3. Gifttype
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Donor Base — Frequency

Current

LYBUNT

Lapsed

Recapture
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Donor Base — Gift Size - ROI

* $1 to $99.99
* $100 to $249.99

» $250 and above

Can you afford to treat donors
at different levels the same?
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Donor Base — Age and Other

* Age

- Demographics
* Where do they live?
e Seasonal residents?
« Socio-economic considerations
« Tax roles — increase giving for seasonal residents
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Now What?!

* Donor Analytics
* Donor Strategies
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Donor Analytics

* Knowledge is power

* |If you know what your donor base is doing, you've won half
the battle
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Donor Strategies

 Are your donors really your friends?

* Downturn in the economy?
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Donor Analytics

- Acquisitions

» Retention
* Upgrades
« Downgrades

* Recaptures
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Donor Analytics — File Audit - Highlights
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HISTORICAL ANALYSIS HIGHLIGHTS

. Thetotal file, as supplied to us, consists of 5,742 A apercent of total donors and reverme, donorsof $100
doniors, 3,038 (52.9%) of whom havenot madea and abowe represent 56.1% (seven year average) of the
cotitribution it the past five years. donors and 96.3% of the revenue.

22.4% (1,284) oftheindividual donors on the file 58.7% of "$100 and Cver" donors have contrivuted $350 or
hawernadea gift in current fiscal year. maore, exceeding the 33% benchmark for major gift
conversion. Donors of "$350 and Crver" represent 33.3%
20.6% (1,697 oftheindividual donors on the file ofall gifts and 90.6% of total reverne
havernadea gift in the past 24 months.
Donor upgrades from 2004 through 2010 averaged 40 2%,
Of those donors who have madea gift in the current
fiscal year, 23.4% (300) are donors of less than $50. 24.3% of the file have downgraded their level of giving
during the years 2004 throwgh 2010, This exceeds the
Ofthose donors who have made a gift inthe past 24 benchmark figure of 13%.
months, 24.6% (417)are donors of less than $50.
35.4%: ofthe file has lapsed from one year to the next.
44.5% (2,553) ofthetotal fileare donors of less than
£50. The first year renewal of newly acquired donors has
aweraged 37.2% for the years 2004 through 2009, with
38.9% (2,233 ofthetotal fileare donors of $100 and the highest antial renewal rate occurting for donors
above, and 34, 6% (772) of all $100 and over donors acquired in 2009,
hawe contributed in the current fiscal year.
The second and third year renewal rates are 92.0% and
For the percentage of $50 and above donors 103.7%; the high acquisition year is in 2007 for both rates
contributing $100 or mare, The Client exceeds the
50% benchrrark, averaging 70. 5% over the seven
reported years.
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Donor Analytics — File Audit — Most Recent Gifts
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The Client Schedule D
Meost Recent Gift Analysis
Contributors Through 2010

Most Recent iscal Year: 2009 2008 Ta07 2006 2005
Gift Range Month 742 1348 1924 2530 3136 3-48 4960 61+

$0.01 - $0.99
$1.00 - $4.99
$5.00 - $9.99

$10.00 - $14.99 369

$15.00 - $24.99 327

$25.00 - $49.99 938

$50.00 - $74.99 451

$75.00 - $99.99 45

$100.00 - $249.99 523
$250.00 - $499.99 14
$500.00 - $999.99 12 51

1,000 and Above 25 120

TOTAL 267 3,038

Section 4, Page 20 VDM
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Donor Analytics — File Audit — Upgrade/Downgrade
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UPGRADE/DOWNGRADE ANALYSIS

The Donor UpgradeD owngrade Report provides infortration about changes in giving behavior from
wear to year. For comparison purposes we have included individual reports, by donor type, for
20042005, 2005/2006, 2006/2007, 200772008, 20082009, and 2009/2010.

The Client can use the Upgrade/D owngrade report to determmine how well it iz performing in the areas of donor
cultivation and retention. A robust annual giving program with four to six solicitations per year should renew
up to 80% of its donorsina given year. A good benchmark for upgrading is between 15% and 35%. An
organization can expect that between 45% and 50% ofthe donors will make the same gift as the previous year,
and that approzamately 15% to 20% of the donors will downgrade their level of giving.

The following chart dllustrates the perfonmance of The Client donors in these four categories:

MTA
20042005 2005/2006  2006/2007  2007/2008  2004/2009  2009/2010 Average Benchmark
Upgrade 37.93% 40.65% 53.54% 3T 3% 39.10% 32.56% 40.23% 1535%
Same 32.62% 39.16% 2T A% 37T 18% 35.54% 4 18% 35.50% 45-50%
1] 29 25% 20.19% 19.04% 25 50% 25 36% 26 27% 24 27% 15-20%

Lapsed 36.12% 40.61% 2BT2% 4.22% 36.07% 25.93% 35.44% 20.00%

The percentage of donor upgrades during the reporting year 2004 through 2010 averages
40. 2%, but upgrades have been in decline since 2006/2007

The downgrade rate, at 24.3%, has been climbimg since 200672007

Section 5, Page 21
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Donor Analytics — File Audit — Upgrade Analysis, Pt. 1
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The Client Schedule E
Upgrade/D owngrade Analysis
Confributers 2008 - 2009

2008 - 2009 CHAHGEIN " 2008 " 2009
COHTRIBUTORS DOHORS 2008 REVEHUE 2009 REVEHUE  REVENUE  REV.DONOR REV./DOHOR

Upgrade 242 $131 504 $311,398 $179,804 $544 1,287
same 220 84,095 84,008 i 3a2 362
Downgrade 157 219 449 101,778 {117 671) 643
Recapture 297 0 141,443 141 443 476
Hew 228 0 71,893 7,893 5

130,212 i (130,212) i

$5665,353 $710,610 $145,257

Total Revenue _Revw./Donor
2008 $ 865353 % 475
2009 ¥ OTI0EN 3§ 621

P 1 of U detoD " 154.1%
Percentage of Lapsed to Total: r 33.0%

Section 5, Page 29 VDM
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Donor Analytics — File Audit — Upgrade Analysis, Pt. 2
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The Client Schedule E
UpgradeD owngrade Analysis
Contributors 2008 - 2010

2009 - 2010 CHANGEI " 2009 " 2010
COHTRIBUTORS DONORS 2009 REVENUE 2010 REVEHUE _ REVEHUE _ REV.DONOR _REVW.[DOHOR

Upgrade 238 $152,547 §352,386 $199739 641 1,481
Same 30 109 407 109 407 0 363 363
Downgrade 192 275,215 117 349 (157 366) 614
Recapture 449 i 164,137 164 137 366
Hew 104 i 23,495 23 495 226

413 173,342 i (173,342) i

1,697 $710,611 $767,274 56,663

Donors Total Revenue Rev./Donor
2009 1,144 F 706N ¥ 21
2010 1,284 § TET2T4 ¥ 283

Percentage of Upgrade to Downgrade: " 124.0%
Percentage of Lapsed to Total: r 24 3%

Section 5, Page 30 VDM
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Donor Analytics — File Audit — ROI

| & e To0ls > B2 - ) | 4 Pageliofii - b | | 2 wiew Options = 2 Close

RETURN ON INVESTMENT ANALYSIS

The Return on Investment Analysis is one of two reports that track donor retention. This analysis illustrates the gross renewal
“pay-back” to The Client over seven years since the year of acquisition. For example, the excerpt below indicates that a total of
513 individual donors were acquited and entered onto the donor file in 2004, Ofthese donors, 92 have continued to contribute
through 2010, Total contributions by this group in the past stz and a half vears iz $5.9 million, and could rise even higher as the
current year draws to a close.

Excerpt from Sthedwle F, Page 32

Wear  # of Donors Auerage Git
Acojuiredd Acojivedd # of Donors % Retained # Gits F Am ourd Per Dot Per Gitt

2004 513

2005 % 172 % 73,68000 § 454 51
2008 % 119 20,016.00 17713
2007 kS 136 55,030.00 453.36
2008 % 84 22,554.00 308.96
2009 kS 7d 32,255.00 454 34
200 % 111 35,312.00 383.83
Totals 696 §  241,850.00

The Feturn on Investment schedule shows the number of donors retained in each year subsequent to the acquisition year, and the

percentage of retained donors to donors acquired. The fifth column from theleft shows the number of renewal gifts in each year.

Section 6, Page 31 VDM
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Donor Strategies - Acquisitions

* New donors
* Phone call
* Welcome packet
 Solicit again earlier and more often
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Donor Strategies - Upgrades

Formula to increase giving
Mini proposal
Premiums
Donor visits
Giving societies
« Cape Cod Healthcare’s Lightkeeper’s Society
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Donor Strategies - Recaptures

* How do you win back donors?

Be innovative!

N

Think outside the box!
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Interactive Case Study
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Summary

- Attrition
« Counteract with proactive research and analysis

* Retention
* Think lifetime value vs. current cash
« Consider your solicitation frequency
* Focus on stewardship

* Recapture
« Make ROI your best friend
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Questions?
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Thank you for participating in Philanthropy Day 2011

Contact Information

Edith Millard, Cape Cod Healthcare Foundation
508-862-5625
emillard@capecodhealth.org

John Betz, Vital Data Management, Inc.
339-203-4290, x 205
jbetz@vdmmail.com
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