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Avid | Wiland

Fundraising Benchmarks. Rebuilt.

Most benchmarks are a history lesson—showing

you what happened over 6 months ago.

U WS
Avid + Wiland benchmarks are built differently.
BEOD oo
$0
 Real Data. Not Surveys. 2022 2023 2024
+ 1,000+ Nonprofits. $14B in Annual Giving. Benchmarks T |

« Always Up to Date. Not 6+ Months Olds.

Avid + Wiland

A current view of giving.

Built from 1,000 nonpi

Updated monthly with data from more thar

Get clarity now while you still have time to act.

the essential KPls along with insights you w

Activate Your Free Access

multichannel behavior.

Custom built with Wiland, it helps you see v

avidai.com/benchmark

=, Learn more about Benchmarks




Avid | Wiland

Fundraising Benchmarks. Rebuilt.

Most benchmarks are a history lesson—showing

you what happened over 6 months ago.
Avid + Wiland benchmarks are built differently.

 Real Data. Not Surveys.
« 1,000+ Nonprofits. $14B in Annual Giving.
« Always Up to Date. Not 6+ Months Olds.

Get clarity now while you still have time to act.

Activate Your Free Access

avidai.com/benchmark ¥
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Benchmark Universe

Data presented is for completed trailing 12 month periods as of the latest full month, with
each period indicated by its end year

\% Nonprofits ‘e 'Average Revenue
1,017 o $14,190,452
o0 Average Active Donors @ Last Donation

41,383 Apr 30, 2026
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The Trend Continues

Fewer donors. Larger gifts.
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All Nonprofits

Percentage Change in Revenue (from previous
period)
10.0%

Revenue 5.0%

5.0%

6.2%

3.1%

Revenue Is up, but it hasn't

1.5%

kept up with inflation. 0% __ .

-3.6%

-5.0%
2022 2023 2024 2025 2026

/. 1% 15%

4-Year 4-Year
Growth Rate Inflation Rate

10 Activate Free Benchmark Access: avidai.com/benchmark



Number of Donors

The continual trend
remains—ftewer people are

giving larger gifts.

11 Activate Free Benchmark Access: avidai.com/benchmark

All Nonprofits

Percentage Change in Active Donors (from

previous period)

4.0%
2.5%
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The Trend Won't Last

Declining retention. Weaker pipelines.
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All Nonprofits

Midlevel Retention Rate = =
High Value Donor
Retention
Retention of both mid-level N
) ) 2022 2023 2024 2025 2026
and major donors is on on
slow, but steady decline.
Major Donor Retention Rate =
100.0%
s R v AN s i i e T
50.0%
0%
2022 2023 2024 2025 2026
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Upgrade Rates

The number of donors

upgrading to mid-level and

major Is dramatically falling.
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All Nonprofits

Midlevel Upgrade Rate
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Giving Behavior is Shifting Rapidly

Acquisition Is changing.
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All Nonprofits By Vertical

Change in New Donor Acquisition by Vertical R
Animal-Related -4.7% §
M T Arts, Culture, and Humanities I 93.1%
Acqulisition Rates o
Environment -16.7%
. . General Nonprofit B 33.6%
NOt d ” non prOﬂtS SaW th 1S Health & Human Services B o7
: : Public Policy/Advocacy I (5
growth. Two main verticals el 129
are skewing the average.
-100.0% 0% 100.0% 200.0%
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All Nonprofits

Percentage of New Donors Acquired Online =

100.0%
Acquisition Source
64.4%
"
, oL . 50.6%  _ _ _ .e288% T
Online acquisition has now 0% 4100 e R o=== :
eclipsed offline acquisition
as the primary source.
0%
2022 2023 2024 2025 2026
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Reactivation Rates

It's progressively harder to
reactivate donors—
especially offline acquired

donors.
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All Nonprofits

Reactivation Rate

10.0%
5.0%

0%
2022 2023

2.2%

Offline
Reactivation Rate
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Growth Demands More

The bright spots are harder to scale.
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Contactability

DonNors give more and are
more likely to upgrade If you
can contact them across

channels.

70 Activate Free Benchmark Access: avidai.com/benchmark

All Nonprofits

oge f:
Revenue per Broadbase Donor by Contactability =
$400
$300
$250 245
$ $226 s
201
$200 $200 $183
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Upgrade Rate by Contactability =
0.50%
0.42%
0.40%
0.30%
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All Nonprofits

Percentage of Recurring Donors =
40.0%
Monthly
Recurring Giving
0 4% ,2.2.-2.'.7 - = =0
. 200% g 18.9% . m = 020:4%. 4 T B -
Recurring donor value
continues to hold strong as 10.0%
the volume of recurring 0%
2022 2023 2024 2025 2026

donors scales.

85 o 8 % (VS 49.1%) -l o O % (vs 0.12%)

Recurring Recurring Donor
Retention Rate Upgrade Rate
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Get the Q1 2026
Benchmark Report

GCet the most up-to-date fundraising
benchmarks insights based on data from

1,000+ nonprofits.

Real Data. Not Surveys.

- 1,000+ Nonprofits. $14B in Annual Giving.

- Always Up to Date. Not 6+ Months Olds.

avidai.com/benchmark-report

Avid

The State of

Nonprofit
Fundraising

AR :
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Average Gift Amount
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The Critical Challenge

The biggest challenge for fundraising teams

s the gap between insight and execution.

74 Activate Free Benchmark Access: avidai.com/benchmark



24

The Donor Funnel

A simple model to
understand how people

decide to donate.
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touchpoints, and decisions.
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1]

MEET SARAH

She was made by Al.
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How Sarah Became a Donor

Example 1

Sarah had never heard of your
organization.

Sara
ane

N saw a Facebook ad about

Book from your organization.

She clicks, reads more on the
landing page, and fills out a form
to get It.

Sarah lands on a confirmation
page with a donation ask and
gives right away.
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How Sarah Became a Donor

1. Day |, AM:

Sarah signed an online petition from you
about global childhood education that
her friend Emily had shared on Linkedln.

2. Day I, PM:
Sarah sees a video ad on Instagram from

you about a child hamed Amina who now
attends school thanks to donor support.




Example 2

1 online petition from you
Ildhood education that
' had shared on LinkedlIn.

Jeo ad on Instagram from
|[d hamed Amina who now
‘hanks to donor support.
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How Sarah Became a Donor

3. Day 2.
Sarah receives a cultivation email from
thanking her for signing the petition and
sharing how to support the cause.

4. Day 3:
Sarah sees another retargeting ad from
your organization with a prompt to give.
She clicks to learn more, but does not give.



How Sarah Became a Donor

5. Day &:
tion email fromr Sarah gets a direct mail piece in her mailbox
) the petition and with a photo and letter fromm Amina. She keeps it
the cause. on her kitchen counter for a few days.
6. Day 10:
rgeting ad from Sarah’s friend Emily shares a fundraising
) prompt to give. campaign from our organization on Linkedin.

>, but does not give. Bolstered by her trust in Emily, Sarah donates.

30
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Downtown Inset
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May 2013
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Emalil
CRM x Marketing
Donation Direct
Forms x Mall

X

X
Google

o. Analytics x .\G°°9|€ Ads

X

O Meta X Linked[fi

X

Limited Visibility into
Performance

Limited Capacity
for Execution

Unactionable Data
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The Common Refrain

What about Al?
Isn’t that supposed to solve I1t?
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Nonprofit Al
Adoption

Based on survey data from
346 nonprofits conducted

by Virtuous & FundraisingAl

N virtuous “\ FundraisingAl

92

Organizations that now
report using Al.
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Nonprofit Al
Adoption

Based on survey data from
346 nonprofits conducted

by Virtuous & FundraisingAl

N/ Virtuous ‘ Q) Fundraising Al

/0

Organizations that report
major strategic iImpact.
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Key Takeaway

Al will never return the ROl you want If

your tools & teams are disconnected.



40

Real-time Visibility into
Performance

Increased Capacity
For Execution

Instantly
Actionable Data
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Real-time Visibility into
Performance

Increased Capacity

For Execution

Instantly
Actionable Data
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Real-time Visibility into
Performance

Increased Capacity
For Execution

Instantly
Actionable Data
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Get a guided tour of Avid

Fundraising is built on relationships. But as it scales, the

work fragments — across tools, channels, and teams.

Avid is the Fundraising Operating System that holds it

all together—connecting insight to execution.

Schedule a guided tour to see how Avid would work

ol EI

with your team and your tools.

Schedule My Guided Tour

avidai.com/tour

Benchmarks

Benchmarks Library

Overall Performance

Examine high-level movements in donor
engagement and revenue from over 1,000

Average Gift Amount

$1.5K
$IK
& Thank You Email {
Active Donors (Trailing 12 mo.) 023
5 os @ Ad
Active Donors (Trailing 12 mo.) 1
® Rea
5 04/13/2026 Q
(& Ready = = 2 0

@ Broadbase Donors

Evaluate how low-dollar donors engage
through the lens of their unique giving

2024 2025

Active Donors (Trailing 12 mo.)

Contacts Source
1365 Constituent Data Blend

b Your Google Doc is
Activation Campaij

Avid + Wiland

A current view of giving.

Built from 1,000 nonprofits.

Updated monthly with data from more than 1,000 nonprofits, this benchmark shows how giving is
the essential KPls along with insights you will not find anywhere else, like upgrade rates, recurring g
multichannel behavior.

Custom built with Wiland, it helps you see where you stand and where the sector is moving.

=, Learn more about Benchmarks

Midlevel Donors

Explore the critical bridge between broadba®
and major giving by analyzing how midlevel
*nd retain

Lt St

. Midlev

Your LockStep Expert

Katie

2026

Schedule A Ca
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Benchmarks Library

Get a guided tour of Avid

g
wn ; : ’
P Examine high-level movements in donor

engagement and revenue from over 1,000

Average Gift Amount

Fundraising Is bullt on relationships. But as it scales, the

$1.5K

work fragments — across tools, channels, and teams.

$IK

Avid is the Fundraising Operating System that holds it . ou Email
rs (Trailing 12 mo.) 023

all together—connecting insight to execution. N

° . ctive Donors (Trailing 12 mo.) 1
Schedule a guided tour to see how Avid would work n g

4/13/2026 Q@
with your team and your tools. = oo o o

Schedule My Guided Tour

avidai.com/tour
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