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How to surprise and
delight your donors

- Harvey McKinnon

“Donor loyalty is not about the donor being loyal
to you. It’s about you being loyal to the donor.”

IT’S A RELATIONSHIP – not a
transaction

Stay Together, Jay Love

77% OF NEW
DONORS
ONLY GIVE
ONCE!

- 2016 Fundraising Effectiveness Project report, compiled by the Association of Fundraising
Professionals and the Center on Nonprofits and Philanthropy at the Urban Institute

• Every 100 donors gained is offset by 96 donors lost through attrition
• Every $100 gained is offset by - $91 lost
• 46% - average donor retention rate
• 54% - average donor attrition rate
• 5.3% - overall rate of growth in giving
• 2% - overall rate of growth in donors

By the Numbers

•54% - could no longer afford it
•36% - others were more deserving
•18% - poor service or communication
•16% - death
•13% - never received a thanks for donating
•9% - no memory of supporting (other outcome of poor
communication)
•8% - no information on how monies were used
•5% - thought charity did not need them

WHY DON’T THEY STAY?

If you have a low
donor retention
rate, you likely
have a MAJOR
communication
problem.

Stay Together, Jay Love

•How quickly do you thank a donor?
•How do you thank a donor?
•What is your message in the thank you? Are you also asking
for more money at the same time?
•What do you do beyond the thank you communication over
the next two to three months?

Personal Relationships and Communication
= Greater Donor Retention

1.
2.
3.

What happens when someone donates?
What materials are being sent to donors and when?
What information are you trying to learn from donors?

Stay Together, Jay Love

A comprehensive strategy that you and your team will commit to
implementing. Ask yourself these 3 questions:

Develop a Donor Retention Plan

1.

• Regular donations
• Gift in kind
• Sustaining/recurring donors
• Recency and pattern of giving
• Number of years giving
• Upgrade/downgrade in amount
• Lapsed amounts

Financial Transactions

Measuring Donor Engagement

Stay Together, Jay Love

• Event attendance
• Volunteering
• Visiting your location
• Visiting your website
• Face-to-face meeting off-site
• Board and/or committee memberships
• Establishing a family foundation
• Establishing a donor advised fund
• Use of matching gift relationships
• Stewardship

2. Actions and Activities

Measuring Donor Engagement

Stay Together, Jay Love

• Opens emails
• Clicks on links to emails
• Unsubscribes from email
• Replies to regular mail
• Telephone calls
• Texts
• States communication preferences
• Inbound interactions
• Social media interactions
• Influencing others with the communications

3. Communication

Measuring Donor Engagement

Stay Together, Jay Love

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.

A first gift above your average donation amount
A donor increases their annual fund gift
A lapsed donor returns with a gift of any amount
A person fills a table with guests at your event
A donor informs you their mailing address has changed
A donor informs you their email address has changed
A person volunteers once or multiple times
A person calls your office for information about your mission
A person asks about your mission via your web site
A person “likes” or “links” to you via social media
Stay Together, Jay Love
A person signs up for your newsletter

15 Engagement Signals You May be
Missing

– Amy Eisenstein

“Engagement often
begins with a tiny clue,
not a major gift.”

•Russ
Originally
published
in 1999,
Alan
Prince
andre-released
Karenin 2001, and now available
in a Kindle version and in paperback
Maru
• Susan Howlett, interpretations of the seven donor types in a
supplement to her book, Boards on Fire! Inspiring Leaders to Raise
Money Joyfully

7 Faces of
Philanthropy

• Focus on the greater world or on a
constituency the donor doesn’t connect with.

• Discuss how their community
will benefit from their support.
• Show how a gift to your
organization could meet the
needs of their community.
• Discuss your organization’s
history of supporting their
community (if it has that
history).
• Provide an opportunity for
personal involvement with your

7 Faces of Philanthropy

DON’T

DO

benefit. They may not even benefit personally, but they want the
people they live among and care about to thrive.

Communitarians give because they want their community to

• Overemphasize how your organization goes
about its work and is ensuring its success. The
Devout are the least likely of all categories of
donors to evaluate a nonprofit before giving.

• Show that you respect their devotion.

7 Faces of Philanthropy

• Focus on gift-giving that does not relate to
their devotion.

• Acknowledge their devotion to an
organization or a value system.

• Link your giving opportunity to their
devotion.

DON’T

DO

group. Watch for what they’ve indicated devotion to through
their volunteerism, their prior giving, etc.

Devout donors give out of devotion to a particular cause or

• Focus on the fact that they should give. Dynasts are
already committed philanthropists.

• Acknowledge their tradition of
giving.
• Illustrate how a gift to your
organization will make a lasting
difference.
• Be aware that dynasts often
have relationships with several
nonprofits. Focus on how
support for your organization
aligns with their other
contributions.

7 Faces of Philanthropy

• Focus on what the gift will do for the dynast
personally. Dynasts want to see nonprofits focus on
mission impact, not their donors.

• Expect emotional appeals to work easily.

DON’T

DO

for generations. They want to have breadth of impact and to leave a
legacy that extends beyond their lifetime.

Dynast donors often come from families that have been philanthropic

• Be attentive. Investors tend to like both private
and public attention.

7 Faces of Philanthropy

• Over-emphasize the moral or emotional
imperative of giving. Investors do not give
because they feel morally compelled to do so

• Focus on any association your organization
may have with the government. Investors
often give due to the tax incentives and would
rather have some control on how their money
is spent, as opposed to handing it over to the
government as taxes, thinking government
may spend it unwisely.

• Speak to them on their terms. Be businesslike. Indicate why the gift makes good
business sense.

• Be meticulous about how exactly your
organization will use the money and measure
its impact. Share data that speak to your
mission success, to the return on the donor’s
investment.

DON’T

DO

Return on investment (ROI) summarizes what investor donors
want out of their relationship with a nonprofit. They want to see
a strategic plan or an audit.

• Focus on how the gift will benefit them. While
repayers want to be valued and kept informed,
they want the focus to be on those who will
benefit from their gift going forward.

•Make empathetic
connections to the
specific experience that
caused the donor to have
gratitude.
•Use emotional appeals
and language. Repayers
give because they care
deeply about the

7 Faces of Philanthropy

DON’T

DO

benefitted them or someone they know or care about, such as
schools, youth programs, medical charities, etc.

Repayer donors contribute to organizations that have

• Ignore the socialite’s need for personal attention.
Make it clear that you share their vision.

•Emphasize who else
gives to your nonprofit
and what their priorities
are. Being a part of a
group with a shared
cause is important to a
socialite.
•Mention and highlight
events and gatherings

7 Faces of Philanthropy

• Treat the socialite in a vacuum. He or she has deep
connections and likely respects and follows the
giving and advice of others.

• Focus on giving details about how you will use the
gift. Socialites tend to focus on the nonprofit in
general and its fundraising activity.

DON’T

DO

can be seen with the “right” people in the “right” venue, where they
might get public recognition or see their name or photo featured in the
media.

Socialite donors like to contribute in public — somewhere where they

• Align your purpose with the altruist’s.

• Use personal, less-formal language.

• Acknowledge and applaud the motivation to
give but not the ego behind it.

7 Faces of Philanthropy

• Emphasize the importance of their gift.
Altruists believe your mission is more
important than the gift.

• Overly focus on details explaining how you
will utilize their gifts; this is not their concern;
they trust that you will use the money well.

• Focus on giving them any public recognition
for their gifts. Altruists may even resent this
gesture.

• Use emotional language and focus on the
moral imperative of the gift.

• Place more emphasis on the character of your
organization and its work then on your track
record.

DON’T

DO

unselfishly. It’s in their DNA. They don’t stop to think whether
their gift benefits them or not.

Altruists give because it’s just the right thing to do. They give

• Understand what the donor types are so you can watch and listen for
clues, and meet the other person’s emotional needs.
• Use words and methods that suit your donors, and tailor your case for
support to them, rather than using a one-size-fits-all message and
approach.
• People are complex, and don’t often fit perfectly into boxes. Use the
seven faces as a general guideline and then use your gut for the rest.

Communicating

Getfullyfunded.com

• Start by thinking about why your donor gave – what do they care
about. It’s not because you are a nonprofit.
• Facts tell – stories sell. Share one well-chosen fact and tell a story that
will grab them by the heartstrings.
• Donors want to fund your impact – not your existence. Your nonprofit
doesn’t have needs. Those you serve have needs.
• Use hero language – people want to feel good. “Because of you…”
• Mix it up – use different forms of communication.

What does your donor want to hear?

• Negative feedback
• Loss

•Pits

• Retirement
• Big accomplishments

•Milestones

• Promotions
• First day of school
• The end of a project

•Transitions

Thinking in Moments

The Power of Moments

•Elevation
•Insight
•Pride
•Connection

Moments
Dr. Adrian Sargeant

The Power of Moments

It takes two to three “touches” in the
first 90 days after a gift arrives for
you to drastically improve the
chances the donor will stay with you.

The Power of Moments

Where can you create
special, unique moments
for your donors?

THANK YOU!

Jennifer Moriarty
jen@moriartyconsulting.com
210.413.0624

Strategic Planning, Public/Community Engagement,
Facilitation Services, Governance Training

Questions, Comments?

