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Today’s Agenda

 Introductions 

 The importance of Sustainer Giving 

 How Do You Acquire Sustainers

 How Can You Improve Sustainer Retention 
and Donor Experiences? 

 How can you Convert and Upgrade your 
Sustainers? 

 Wrap-Up

Your Workshop Presenters 

Liz Murphy, Beaconfire Red

Cameron Popp, WETA

Erica Waasdorp, A Direct Solution

Where is 
Sustainer 
Giving 
Today? 

The average monthly gift is between 
$23 and $36 per month, 
depending on source and 

organization type.

That’s between $276 and $432 per year.

Sources: M&R, Network for Good, Blackbaud Luminate Online Benchmark Report 2019 (2018 data)

Monthly Donors Give More $$$

Single Gift Mail $58

Single Gift Online $96

 Monthly Gifts $288

Sources: M&R, Network for Good, Blackbaud Luminate Online Benchmark Report 2019 (2018 data)

Sustainer Populations & Revenues Are Increasing

52% increase in median sustainers over 3 years

94% increase in median revenue over 3 years

Source: Blackbaud Target Analytics Sustainer Summit 2019, 2018 data
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Recurring Revenue is increasing as 
a share of Total Revenue.

20% 30%

Source: Blackbaud DonorCentrics Sustainer Benchmark Study 2019

Median % of total revenue 
from recurring gifts in 2016

Median % of total revenue 
from recurring gifts in 2018

Share of Sustainers in Active Donor Files:

5% - 30%

Depends on sector, maturity of program, 
strategy and investment level

Sustainer Retention by Payment Type

Check Statements 62%

Credit Card 87%

 EFT/ACH 94%

Source: Blackbaud DonorCentrics Sustainer Benchmark Study 2019, 2018 data

On average 5% 
of donors use 

EFT

Acquiring 
Sustainers 
Online 

Mail

Phone
Face to Face
TV
Events

Acquiring Sustainers Using Other Channels Ways to Ask to Convert Existing Donors 

Source: DonorCentrics™ Sustainer Benchmarking USA 2019, based upon 35 organizations that have 4,000 sustainers or more, many also use other channels

Median % of 
donors who 

converted from 
single to recurring 

via web/digital 
sources

46%
Median % of 
donors who 

converted from 
single to recurring 

via mail

10%
Median % of 
donors who 

converted from 
single to recurring 
via telemarketing

10%
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You can Use the mail! Start early to new and existing donors

Ask IN your thank you letter 

Ask WITH your thank you letter

Ask WITHIN first month of a gift 

Ask in Thank You Letter

Monthly ask

Ask with your Thank You

Reverse shows benefits and online url Ask Ongoing to Existing Donors

Add to every appeal in a subtle way

 ‘Take over’ the appeal 

You decide how quickly you’d like to grow!
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Back of Your Appeal Reply Form, ongoing Front of Appeal Reply, ongoing! 

Front

Back

Take over your Appeal Targeted Special Invitations

• Select those who are most likely to give monthly 
• Just made their first gift
• Just reactivated (formerly lapsed donors) 
• Have given more than once in last 6 months
• Have given more than once in last 12 months 
• Have already made credit card gift
• Give less than $250 

• Test levels and recency 

• Test ask amounts 

Customize Ask for Each Donor

10/22/2019

Outside of 
folded card

Personalized letter 
on inside of card
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Show the Impact of Monthly Gifts Use ads and/or Newsletters 

Use the phone Create Scripts based upon goal

Thank you call to existing donors, invite to give monthly

Welcome call new donors and invite to give monthly

Regular campaign to existing donors 

Special focus or ongoing 

Always good to create urgency

28

Call inhouse or outsource? 

Depends on purpose

Number of names to call

Dedicated time available 

Dedicated callers 

available 

Time of day matters 

Test Segments, Recency, Other variables

Target 
group

Response Index Annualized Index

No prior cc 
gift

3.07% 100 $15,492 100

With prior 
cc gift

4.07% 133 $30,264 195!!!

Source: Environmental group U.S.
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Direct Response Television 

Source: Save the Children Bridge 2019 Sustainer Workshop .

Source: GlobalFaces Direct/Plan 2019 Bridge Presentation

Face to Face/Door to Door 

Ask donors for testimonials

“I love being part of the Monthly Giving Club! I can’t 
afford to write big checks, so this is perfect for my 
budget. It’s safe. It’s convenient and I know that you 
have the funds to help an individual or family divert a 
financial crisis.” 

Jane. Hyannis
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Combine your Channels

34

Create 
Your Plan

35

Share Even Your Smallest Wins!
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Source: all photos are from Pixabay unless otherwise indicated

Contact Us: 

Liz Murphy, Beaconfire Red

 Liz.Murphy@beaconfire-red.com

Cameron Popp, WETA

 cpopp@weta.org

Erica Waasdorp, A Direct Solution

erica@adirectsolution.com

Retention Exercise 
If credit card 
Declines or 

rejects 

CC to be tried 
for 3 months in 

a row 

Exercise 
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