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1. What Is Donor Love?
2. Why do we need it?
3. How do we achieve it?
4. One Thing We Can Do Now
5. Q&A Discussion

Agenda



And is it even important?

What IS
Donor Love?



1. Make the Donor the Hero*
2. Share Amazing and Inspiring 

Stories
3. Connect to your Donor’s Values 

and Emotions
4. Falling – and Staying – in Love
5. Ask for One Thing
6. Who (or What) is the Right Voice 

for your Story?
7. Say Thanks With Passion 

Donor Love

Courtesy Agents of Good – www.agentsofgood.org

*We need to talk about this . . . 

http://www.agentsofgood.org/


*The Donor As Hero
• Fundraising in our Current Reality
• Community-Centered Fundraising

• All who engage in strengthening the community are equally valued, whether 
volunteer, staff, donor, or board member

• We treat donors as partners, and this means that we are transparent, assume 
the best intentions, and occasionally have difficult conversations

• Donor Dominance & Inequity in Giving/Fundraising
• We Together vs. Us/Them, “Other” 



1) Thank You Early & Often
2) Report How $ Used
3) More “You/Community” than 

“Us/Org”
4) Integrated, Multi-Channel, 

Ongoing Communications
5) Personalized, Clean, 

Segmented Data

Showing Donor Love



Why Donor Love?

48% Average Donor Renewal Rate 
From the Fundraising Effectiveness Project

afpfep.org



1) Know where you ARE
2) Determine where you’re GOING
3) Focus on the PRIORITIES
4) Stop chasing the NEW/SHINY
5) Find great STORIES
6) Put GRATITUDE first
7) Be DONOR-CENTERED*

The Donor Love 
Priority List



• Data & History
• Reality – not assumptions
• It might sting a little (sorry) 

Know Where You ARE



The Life-Changing, Mind-Blowing, Fund-Raising, 
Awesome Power of the Database Audit

Total Number Records: 12,061

Total Number Donors: 9,162 Total # Gifts: 26,267

Total $ Donations: $68,741,096 Average Gift: $7,503

Blank Address: 1,661 (14%)

Invalid ZIP 1,747 (15%)

Blank Home Phone: 10,137 (87%)

Blank Business Phone: 8,740 (75%)

Blank Email: 9,353 (78%)



The Life-Changing, Mind-Blowing, Fund-Raising, 
Awesome Power of the Database Audit

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
Total 

Revenue $88,956 $469,061 $676,792 $1,068,792 $719,432 $535,110 $450,160 $231,178 $185,100 $22,086

# Gifts 2,978 14,367 19,554 31,182 18,259 14,932 11,757 4,868 4,299 498 

# Donors 2,971 13,245 16,649 25,569 14,994 12,291 9,073 4,364 3,059 382 

Gifts/Donor 1.00 1.08 1.17 1.22 1.22 1.21 1.30 1.12 1.41 1.30

Average Gift $30 $33 $35 $34 $39 $36 $38 $47 $43 $44

Median Gift $25 $25 $25 $25 $25 $25 $25 $25 $25 $35

# Renewed 991 4,386 6,284 6,939 4,536 3,931 2,557 1,201 289 
Renewal 

Rate 7% 26% 25% 46% 37% 43% 59% 39% 76%

# New 2,971 12,254 12,263 19,285 8,055 7,755 5,142 1,807 1,858 93 



Compounding Data Quality
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“All the great copywriting…all the donor care 
imaginable…and all the brilliant strategies in 
the world don’t matter if the donor no longer 

receives your communications.”

ROGER CRAVER, THE AGITATOR
https://agitator.thedonorvoice.com/premature-exoneration/

https://agitator.thedonorvoice.com/premature-exoneration/


• Budget
• Organizational Goals
• Set the Plan/Work the Plan 

(based on data)

Determine Where You’re 
Going



Development Plan



Development Plan



Development Plan

Develop marketing and communications 
materials that clearly define organizational 
mission focusing on core messaging of programs 
& service.  Print/digital/social drafts for 12-month 
calendar. 



• Is this getting you TO GOAL?
• Is it Supported by Data?
• Can you change Direction?
• Not just budget - DEVELOPMENT

Focus On Priorities



80/20 “Pareto” Principle

Major Gifts and higher-level mid-range.  (Your Board 
should fall in this range.)

T H E  2 0 %

Mid-range and entry level, low-end giving.  (We need a 
better name than “Low-End.” )

T H E  8 0 %



Campaign Gift Chart

Number of Gifts 
Required

Cumulative Gifts 
Required

Number of Prospects 
Required

Cumulative 
Prospects

Total Dollars for 
Category

Cumulative 
Dollars

$10,000 18 18 72 4 $180,000 $180,000 
$7,500 22 40 88 160 $165,000 $345,000 
$5,000 29 69 116 276 $145,000 $490,000 
$3,000 35 104 140 416 $105,000 $595,000 
$2,500 44 148 176 592 $110,000 $705,000 
$1,500 50 198 250 842 $75,000 $780,000 
$1,000 65 263 390 1232 $65,000 $845,000 

$500 100 363 800 2,032 $50,000 $895,000 
$250 200 563 1,600 3,632 $50,000 $945,000 
$100 250 813 2,500 6,132 $25,000 $970,000 

$50 350 1,163 3,500 9,632 $17,500 $987,500 
$25 500 1,663 5,000 14,632 $12,500 $1,000,000 

TOTAL 1,663 14,632 $1,000,000 
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Prospect Ranking



Focus on the Priorities



Focus on the Priorities



Donor Retention isn’t 
ALWAYS our #1 Concern

Major Gifts aren’t ALWAYS 
our Greatest Need

Hard Truths?



• Can You Manage It?
• Do you have the 

infrastructure/time/resources to 
support one more thing?

• Does It Fit?
• Is it crucial to your plan or is it a 

search for an Easy Button?

Stop Chasing the New/Shiny



Attend fewer meetings.

Talk to more beneficiaries.

Find – and Tell – Great Stories



We Are Wired for Story

https://www.awesomestories.com/asset/view/Your-Brain-on-Story-The-Brain-Science-Behind-AwesomeStories

https://www.awesomestories.com/asset/view/Your-Brain-on-Story-The-Brain-Science-Behind-AwesomeStories


Every Nonprofit Exists to Solve a PROBLEM

Every PROBLEM needs 
a SOLUTION

Every DONOR wants to 
be a part of that 
SOLUTION



Are you really grateful to that 
donor?
Really?
Is everyone?

Gratitude, like everything else, 
is a process.

Put Gratitude First



The Donor Gratitude Journey
TIME SINCE GIFT ACTION PROCESS RESPONSIBILITY SEGMENT

1 Day Email TY Auto-Generate Dev Staff ALL

48 Hours TY Letter Receipt Receipting
Variable for sub-segment Gift Entry ALL with Address

Sub-segment by recency.

48 Hours Personal Email/Receipt Receipting
Variable for sub-segment Gift Entry ALL with Email Only

Sub-segment by recency.
48 Hours - 1 Week TY Calls List generated at gift entry Lead Dev Staff $250+
48 Hours - 1 Week CDO TY Calls List generated at gift entry CDO $500+
48 Hours - 1 Week CEO TY Calls List generated at gift entry CEO $1,000+

1 Week Handwritten TY Notes List generated at gift entry Dev Staff ALL with Address
2 Weeks - 1 Month TY Video/Update Create story bank Digital Mktg ALL with email

2 Months CEO Update Email/Ltr Create bank; update Dev Staff ALL

3 Months Variable Ask Offer based on giving -
upgrade, 2nd Ask, Recurring Dev Staff ALL

4 Months Other Engagement Offer volunteering, program 
tour, event, etc. Dev Staff ALL

5 Months Update/Newsletter Subscription streams Dev Staff/Digital Mktg ALL

6 Months Impact Update Program updates, gift 
accomplishment, etc. Dev Staff/Program Staff ALL

7 Months Soft Renewal/Upgrade Ask Determined by segment Dev Staff Determine by sub-segment

8 Months Impact Update Program updates, gift 
accomplishment, etc. Dev Staff/Program Staff ALL

9 Months Donor Survey Engagement Level Dev Staff/Digital Mktg ALL
10 Months Renewal/Upgrade Ask Determined by segment Dev Staff ALL

11 Months Impact Update Program updates, gift 
accomplishment, etc. Dev Staff/Program Staff ALL

12 Months Renewal/Upgrade Ask Determined by segment Dev Staff ALL
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“Leadership must focus on improving processes, not on 
performing the work or on repeatedly snuffing out brushfires.

Quality products or services, a stable staff, and profitability are 
the result of the quality systems that underlie them, 

not the reverse.”

SAM CARPENTER, Work the System:  
The Simple Mechanics of Making More and Working Less 
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Now’s my time to 
hear from you!

QUESTIONS?



WELCOME FOLLOW US ON SOCIAL

fb.com/onecause

@onecauseteam

@onecauseteam

#2020RAISE




