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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
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Your Workshop Presenters

=Liz Murphy, Beaconfire Red

= Cameron Popp, WETA

=Erica Waasdorp, A Direct Solution
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Where is
Sustainer
Giving
Today?
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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: M8R, Network for Good, Blackbaud Luminate Oniine Benchmark Report 2019 (2018 data)
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Monthly Donors Give More $$$

Single Gift Mail $58
Single Gift Online $96
v Monthly Gifts $288

‘Sources: M&R, Network for Good, Blackbaud Luinate Onine Benchmark Report 2019 (2018 data)
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Sustainer Populations & Revenues Are Increasing

52% increase in median sustainers over 3 years

94% increase in median revenue over 3 years

‘Source: Biackbaud Targel Analyics Sustainer Summit 2019, 2018 data
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Recurring Revenue is increasing as
a share of Total Revenue.

20% == 30%

Median % of total revenue
from recurring gifts in 2016

Median % of total revenue
from recurring gifts in 2018

Source: Blackbaud DonorCentris Sustainer Benchmark Study 2019
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Share of Sustainers in Active Donor Files:

5% - 30%

Depends on sector, maturity of program,
strategy and investment level
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Sustainer Retention by Payment Type
Check Statements 62% R iri
° {On average 5% ) Acqu I_rl ng
. of donors use
Credit Card 87% L EET ) S us.ta Iners
Online
v EFT/IACH 94%
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Acquiring Sustainers Using Other Channels Ways to Ask to Convert Existing Donors
= Mail o o o
e 46%  10%  10%
Median % of Median % of Median % of
= Face tO Face donors who donors who donors who
- TV sicn(;r\]: igf:cf::’l\:g sicn(;r\]: igf:cfgr?::vg s\cn(jgl:: et: ?:czrfrri:g
- EVentS via web/digital via via telemarketing
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You can Use the mail!
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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
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Ask in Thank You Letter
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Ask with your Thank You

& YES, | want to provide support for the UUA all year round with a recurring monthly gift.

O $10 permomn 0 $12 parmomn [ $15 permomn [ $20 permonn  [1 825 permomn [ Other $ par manth
Nams 1 will make my l gift by Aces
Address [ Bank Debit — | authorize my bank to remit my gift each manth.

Enclosed iz a voided check or depaait siip.
[ Credit Card - Charge my credit card sach month.

Phans (). DClvies [l mssoCars [ Amercan Expracs [ Discover

Emai Gard Number

Yo et s g ramcer o i o i W e
Jostoubel i ouspiomplomondy gl L S E— A
Signature.

To sign up onlin visit giving.uua.org/austainsrs

ot s oy gt

oriol om0 865/ 7025685,
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Reverse shows benefits and online url

Three Reasons Why 1 “:ﬂ""'i;': ‘:”‘-;ﬂ‘:'
You Should Become G
a Monthly Donor: contnuou

= spport
of vital intiatives ard

‘You becoma part of 3
‘special group of donors s sasy to salup

lyghsprovide  You o a spacial group of
1 mere than D00 dencrs whose

Your monthy gift ean be

v the workd
A and stengthen our faith cherish. As.ous way of sayng A at any tme, Gnoe enroled,
o o ‘commundy in meaningful “thank you,” Fathhd Sustainers. you'll recarve an annual
\vJ | Faithful n Bmptyhoaa i fecti ptiscent odaor | Makeract o o puapomet;
| SUSHQInEr  smommaiwas o 20% ol boow (s e Surmanen yous shatabia
" your budget. shipping) from Beacon Press, ‘gving from the prior year.
Thank you for becoming a Faithfil Sustainer today. Sign up at giving.uua.org /sustainers
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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
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Front of Appeal Reply, ongoing!

Yes! Put my donation to work immediately.
»omm 0818 OS5 Olpemragms. E
o
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Take over your Appeal
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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
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Customize Ask for Each Donor

m YE I'm making a monthiy commitment to provide a reliable source of funds

' that wil help our UL taith grow and tive, now sne into the futurs.

(] 58 per meam [ $12 per month
[T $10 per monn Clothers  permonth

1 will make my monthy gift by:

3448 160M07-181
oS 7 Buaok Dobit « | muthorizo my bark to et my it

[ pe— each manin, £nciosod 1 1 v CHOSK
e
Pieaso ) cut the information o the back of his form.
6 o 551 Up Gnina vist giving.uuR.og/sustainers

o~

l) Faithful D3 ot oty gt s s Eckons

wimes, | SUSTAINGT o siogesion
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Outside of
folded card
Personalized letter

on inside of card

- DMFAER:
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Show the Impact of Monthly Gifts

Becoming a Friend of Heifer is a Meaningful Way to Help End Hunger!

DMFA RISt Aifociation

Use ads and/or Newsletters

| Become a Red Cross Champion today |

Stk e oty i ladog— T3 wbty, A0Cre 453 MASRAL
Loarn mare ot redcrons 213/ Ch
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Use the phone
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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

DMFA BIRSNesAs b ciation
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Call inhouse or outsource?

=Depends on purpose

=*Number of names to call

= Dedicated time available

=Dedicated callers
available

= Time of day matters
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Test Segments, Recency, Other variables

Target Response Annualized
group

No prior cc 3.07% 100 $15,492 100
gift

With prior 4.07% 133 $30,264 195111
cc gift

DMFA BIRSNesAs b ciation
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Direct Response Television Face to Face/Door to Door
The DRTV program began in February 2014 at an $18 ask. ' W ’
After substantial testing throughout the year, the control creative > r ﬁ
shifted to new need-based creative at a $10 ask and has remained the -_/ b },\v ."I *
control creative to present day‘ 100% direct sustainer Longlasting, personal Break-even under 24 Enables testing,
acquisition rapport with donors months feedback and pivoting

based on learnings

O~

Regional and national Iivirbisiiby | Wtemmdi: b S
scalability
Source: GlobalFaces DirocPlan 2018 Brdge Prosontaton
Diract Marketin . hidren B ustainer Worksh Direct Marketine
DM A RS e s A Sciation 5040 Save e Chidren Bridge 2019 Susainer Workshop DMFA PS5t A ciauon
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Ask donors for testimonials
Combine your Channels

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

Jane. Hyannis

DMFA PUISSrateiAcfociation = DMFA BIRSNesAs b ciation =
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Share Even Your Smallest Wins!

Create
Your Plan

DMF A BiR§ateshefiation DMFA BIRSNesAs b ciation K
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Contact Us:

@ = Liz Murphy, Beaconfire Red
v = Liz.Murphy@beaconfire-red.com

= Cameron Popp, WETA
= cpopp@weta.org

= Erica Waasdorp, A Direct Solution
P = erica@adirectsolution.com
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