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If You Don’t Ask, They

Won't Give

New to Digital Acquisition? First...

- Be sure to track and segment sustainers
separately

« Plan a combo of automated,
seasonal/campaign-specific and
opportunistic sustainer campaigns
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Quick Wins

+ Add monthly sitelink
and monthly ad rotation
to Google Grants and
paid search ads

Give Monthly to March of Dimks | Donate s Little as $19/Month
@

Human Rights Watch | Denations Pratect Human Rights
(E5) donate hrw orgdonste v

Donate oy 1 becomes 3. Limied Tiene 3 Maiching G2 Wusman Rights Watch i & norproft,

‘Bacome a Monthly Donor

ASPCA® Official Site | Help Save Animals From Cruelty
(5] secure aspea.org/Donate/SaveAnimals ~

Human Rights. B8 Accroted, Top Rited

Donate Now: § Becomes §3

Memorial Donations Honor Donations
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Optimize Your Website

+ Promos on highly
trafficked pages

+ Global nav dropdown

Other Ways to Help:

-

Demand Your Local '
Supermarket Reduce Plastic abusers
Packaging P

Optimize Your Donation Form

« Prominently feature the
monthly option on your form

+ Custom ask string for monthly

- Test social proof

GIFTINFORMATION
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Forlk National Trustfor
(Q& Historic Preservation’

Donate Today to Help Save Places That
Matter

Select donation frequency:

@ ooty () oneime

Select donation amount

“

aro giving $15 monthly. Please give wht you can.
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Add Reassurance & Persuasion

+ FAQs and benefits
- Use symbolic givingamounts if
you can

g donnion Moy donaton
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Add a Sustainer Lightbox Upsell
+ Upsell 1x givers before they finalize their gift

: MAKE IT
MONTHLY!

YES! I,

Use Email
Automation

« Sustainer upsell
always on

time givers
+ Welcome series
+ Segment and
deliver acustom
communications,
concierge-style
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Seasonal & Opportunistic Email Appeals
LAST CHANCE:

HELP US REACH OUR GOAL!
g BECOME A PRESERVATION PARTNER
9 -
WE MUSDFIGHT
LIKE OUR WORLD
DEPENDS ON IT.

Become a Preservation Partner
and geta special gift!

Advertising: Leads & Prospects

Leads: Lapsed donors/members, 1x
donors or specific giving behavior

Prospects: age, interests,income,
behavior, lookalike model

Model on current sustainers, if you
have them (create a Custom Audience
in Facebook and get some demos or
use your modeling/coop provider) -
use age and gift amount as segments

ubon Scciety
b ectry . SusBY AUTUbENS GBS work 1 pctect

Stand Up For Bu-li; v.:r@aomu i, R0
Ask for sustainerand if they don’t

respond, fall back to one-time ask sl

bf®
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Evergreen Ads: Find Your Control

FIRST THREE 8

MATCHED

URGENT: 2X Match to Save Our Birds from
oou Extinction

bf®

Leverage Opportunistic Campaigns

- Disasters,
outbreak,
crisis, news-
relevant,
special
months or
occasions

« Test or use a
match

URGENT: Protect the Bay
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Target Your Monthly Dollar Limit

- Back into an allowable cost-per-donor
+ Optimize forms for this amount and other channels

Audubon

stand up for birds. Become a
friend they can depend on.

Sustainers Come in Various Flavors

+ Annual, anniversary-based and quarterly sustainers

Honor/Memorial Information
Make This Gift *

(G PICIED D
bf® bf®
15 16
Premium Testing @ MONTHLY O ONETIME Don’t Forget to Integrate
- Not always needed, so test U .
- The more mission-specific, [ HEZN HEEEE -

the better “ $ Other amount ‘

+ Give them an option not
to receive

- Consider not sending until
after you receive two
payments

YOUR INFORMATION

First name*

AS AFIELD PARTp,

MAKE AN INPACT.
YOUWILL HELP s ECOME A

SAVELIVES EVERY DAY, k FIELD PARTNER.
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Two Free Resources for You!
+ Free Sustainer Growth

Digital Checklist:
bfred.us/sustainer

- Our newest downloadable

guide: The UX of Donation
Form Design

bfred.us/DMFA

The UX of
Donation
Form Design:
PART |

bf®
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