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POLL
Do you take a multi-channel approach with 
your donors (meaning you communicate to 

both online and offline donors in other 
channels)?



Do you take a multi-channel approach with your donors (meaning you communicate 
to both online and offline donors in other channels)?

Source: The 2020 Small Nonprofit Fundraising Benchmark n = 1222 (926 < $1M, 296 > $1M)
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% Small % Big

1 OUT OF 2 SMALL NONPROFITS AND 1 OUT OF 
4 LARGE NONPROFITS SAID THEY DO NOT 

HAVE A MULTI-CHANNEL APPROACH AT ALL.



Do you take a multi-channel approach with direct mail donors (meaning you 
communicate to both online and offline donors in other channels)?

Source: The 2020 Small Nonprofit Fundraising Benchmark n = 1222 (926 < $1M, 296 > $1M)
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Yes, we send email communication to direct
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Yes, we send direct mail to online donors

% Small % Big

73% OF “BIG” NONPROFITS SAY THEY SEND 
EMAIL TO DIRECT MAIL DONORS AND 42% OF 

“SMALL” NONPROFITS DO.



THEY SAY-DO CHALLENGE.



Donors Say…

I don’t like long, 
boring emails. Give 
me short. Give me 

design. And videos!



29%
In Conversions

28%
In Clicks

Will A Less Designed, More Text Based Email Lead To More Donations?
EXPERIMENT ID: #20996

CONTROL - DESIGNED TREATMENT - PLAIN



APPLIED RESEARCH
NEXTAFTER.COM/RESEARCH/EXPLORE



APPLIED RESEARCH
NEXTAFTER.COM/RESEARCH/EXPLORE

WHAT DO PEOPLE DO.
NOT JUST WHAT PEOPLE SAY.



IT’S NOT JUST “THEM”…



Nonprofit’ Say…
NONPROFITS SAY NONPROFITS DO

Caring for donors and 

communicating with 
them is important.

We were only able to 
subscribe, give, and 

get emails from 48% 
of nonprofits.



FORENSIC RESEARCH
NEXTAFTER.COM/RESOURCES



FORENSIC RESEARCH
NEXTAFTER.COM/RESOURCES

WHAT IS IT LIKE TO BE A DONOR?
WHAT ARE ORGANIZATIONS DOING?



ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH



RESOURCES

ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH



RESOURCES

ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.

RESEARCH

TRAINING



Donations made March 27, 2020 and data collected from March 27, 2020 through July 31, 2020

MADE $20 DONATIONS ONLINE AND OFFLINE TO 
119 ORGANIZATIONS (SUCCESFULLY TO 102).

CAPTURED 12 DATA POINTS ON THE GIVING 
PROCESS, THANK YOU SCREEN, AND WAYS TO 

GIVE PAGE.

TRACKED 2,297 MESSAGES ACROSS EMAIL, MAIL, 
PHONE CALLS, AND TEXT OVER 4 MONTHS AND 
CLASSIFIED AS CULTIVATION OR SOLICITATION.

DID A MORE DETAILED ANALYSIS ON 47 DIRECT 
MAIL APPEALS AND 64 EMAIL APPEALS. 



Thanks!

Kristen Allcorn
Data Analyst

Kevin Peters
CTO

Paul Clowe
COO



WHAT ABOUT COVID-
19?



WE WERE TRACKING 
THE IMPACT OF 
CORONAVIRUS ON 
NONPROFITS AND 
THEIR FUNDRAISING.
NEXTAFTER.COM/NONPROFIT-CORONAVIRUS-RESPONSE/



EMAIL VOLUME IS UP IN 
2020 AND WAY UP 
DURING THE RESEARCH 
TIME PERIOD.



DIRECT MAIL 
DONATIONS WERE UP 
4.9% AND MUCH 
HIGHER IN THE 
RESEARCH PERIOD.

Source: Merkle, https://www.merkleresponse.com/covid-19reports/, Feb 1 through June 14, 2020



WHAT ABOUT COVID-
19?
- Yes, definitely impacted.
- Unsure exactly how. 
- Volume & response rate up online overall and in the research period.
- Seems similar for direct mail.



What About Those Poll Results?



Are Organizations Taking A Multi-channel Approach 
With Direct Mail Donors?

ONLINE DONOR OFFLINE DONOR





Are Organizations Taking A Multi-channel Approach 
With Direct Mail Donors?

ONLINE DONOR OFFLINE DONOR





2 OUT OF 10 ORGANIZATIONS DID 
NOT COMMUNICATE TO THE OFFLINE 
DONOR AT ALL IN 4 MONTHS.





JUST 3% OF ORGANIZATIONS SENT 
MESSAGES TO BOTH THE OFFLINE 
AND ONLINE DONOR VIA EMAIL AND
THE MAIL.





KEY FINDING #1
VERY FEW ORGANIZATIONS ARE 
COMMUNICATING TO THEIR SMALLER ONLINE 
AND OFFLINE DONORS IN MULTIPLE CHANNELS



Why Does Multi-Channel 
Matter?



Main Donor Cohorts
OFFLINE 

ONLY
OFFLINE w/ 

EMAIL
ONLINE ONLY MULTI-

CHANNEL



Average Revenue per Donor by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services
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Average Revenue per Donor by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services
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MULTI-CHANNEL DONORS ARE WORTH 
MORE THAN 3X MORE THAN OFFLINE 

ONLY AND ONLINE ONLY DONORS.



IT’S NOT JUST GIVING IN 
A YEAR…



Average Donor Retention by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services
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MULTI-CHANNEL DONORS WERE 
RETAINED 24% POINTS MORE THAN 

OFFLINE ONLY DONORS AND 31% MORE 
THAN ONLINE ONLY DONORS.



First Year Donor Retention Rates by Age and Channel



Likelihood to Become a Multi-Channel Donor by 
Cohort

Source: One NextAfter client

OFFLINE TO MULTI-CHANNEL

OFFLINE W/ EMAIL TO MULTI-
CHANNEL

ONLNE TO MUTLI-CHANNEL

2.15%
Multi-Channel Conversion Rate

0.47%
Multi-Channel Conversion Rate

9.32%
Multi-Channel Conversion Rate 1883%

In Multi-Channel 
Conversion Rate



Multi-Channel Conversion Rate by Cohort

Source: NextAfter clients

Organization Offline Only Online Only

Small Ministry .2% 1.8%

$100m Ministry .03% 3.4%

Media Network .3% 4.5%

Broadcast Ministry 1.18% 3.96%

Higher Education .4% 1.8%



ONLINE ACQUIRED DONORS ARE 463% 
TO 14,400% MORE LIKELY TO BECOME A 
MULTI-CHANNEL DONOR COMPARED TO 
OFFLINE ACQUIRED.

Source: NextAfter clients



TRY MAILING YOUR 
ONLINE DONORS.



Experiment - Multichannel Cultivation 
CONTROL TREATMENT

204%
In Donations



TRY MAILING YOUR 
ONLINE DONORS RIGHT 
BEFORE A CAMPAIGN.



AND IT’S NOT JUST ABOUT HOW 
PEOPLE CHOOSE TO GIVE …



Average Revenue per Donor by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services
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OFFLINE DONORS WHO HAVE A VALID 
EMAIL ON FILE WERE WORTH 84% MORE 

THAN THOSE THAT DID NOT.



Average Donor Retention by Channel 
Cohort

Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services
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OFFLINE DONORS WHO HAVE A VALID 
EMAIL ON FILE WERE SAW A 13% POINTS 

INCREASE IN DONOR RETENTION.



TRY SENDING EMAIL TO 
YOUR OFFLINE DONORS.



Experiment #8421
NO ADS SHOWN ADS

25.4%
In  Revenue



Experiment #8421
NO ADS SHOWN ADS

25.4%
In  Revenue

THESE ADS DID NOT HAVE AN ASK OR 
LINK TO A DONATION.



TRY SHOWING ONLINE ADS 
TO OFFLINE DONORS IN A 
CAMPAIGN.



Why Multi-Channel Recap

• Donors don’t exist in one channel therefore your communications and how we connect 
with donors can’t be either (or do so at your own risk)

• Donors who give online and offline are worth more in a year and are much more likely to 
give again in the following years

• Online acquired donors convert to multi-channel donors at a higher rate than offline 
acquired donors

• A multi-channel strategy isn’t just about how or where people choose to transact, as 
communications in one channel — like email — can impact giving in another channel — like 
through the mail — and vice versa



Multi-Channel Fundraising Ideas

Try mailing your 
online donors
• As a thanks or before an 

online campaign

1
Try emailing your 
offline donors
• As a welcome and 

around mailed appeals 
(send date > 10 days 
later)

2
Try showing 
branded ads to 
offline donors
• Leading up an appeal 

and the first few weeks 
after it hits mailboxes

3



Key Findings



KEY FINDING #2
OFFLINE DONORS ARE GETTING LOST



2 OUT OF 10 ORGANIZATIONS DID 
NOT COMMUNICATE TO THE OFFLINE 
DONOR AT ALL IN 4 MONTHS.



Are Organizations Taking A Multi-channel Approach 
With Direct Mail Donors?

ONLINE DONOR OFFLINE DONOR

REVIEW



• The online donor received 
10 times more messages 
than the offline donor

Number of Messages by 
Channel and Donor Type



• Getting a lot less 
communications meant 
the offline donor received 
5 times fewer solicitations  
as well as 5 times less 
cultivation messages

Number of Messages by Type 
and by Donor



Number of Total Communications

ONLINE DONOR OFFLINE DONOR

Which was the main driver between the huge gap in email volume

THE OVERALL CULTIVATION RATIO WAS QUITE SIMILAR.

Cultivation Ratio
1.7

Cultivation Ratio
1.9



AND CULTIVATION
VOLUME MATTERS.



How Increasing Cultivation Impacts Revenue

CONTROL TREATMENT

* Revenue increase has 98% LoC but has not yet reached statistically significant sample size

80%
In Avg. Engagement

8.1%
In Donors

21%
In Revenue*

3 MONTHS



No Additional Cultivation With Additional Cultivation

54%
In Engagement

No Additional Cultivation

42%
In Online Revenue

6 MONTHS



TRY CULTIVATING MORE.



The Lost Offline Donor Summary

• 20% of organizations didn’t communicate to the offline donor at all in 4 months

• The offline donor information was received on average 10 days later than the 
online donor information

• 9 out of 10 didn’t send the offline donor an email

• This resulted in 10 times less communication (5 times less cultivation and 5 times 
less solicitation as the cultivation ratio overall was similar)

• Just 6 of the 102 organizations communicated to the offline donor via email and 
through the mail



Multi-Channel Fundraising Ideas

Try mailing your 
online donors
•As a thanks or before an 

online campaign

1
Try emailing your 
offline donors
•As a welcome and around 

mailed appeals (send date 
> 10 days later)

2
Try showing branded 
ads to offline donors
•Leading up an appeal and 

the first few weeks after 
it hits mailboxes

3
Try cultivating more 
overall and in both 
channels
•Updates, thank you's, 

stories reports, etc. 
Content!

4



KEY FINDING #3
ONLINE DONORS ARE MORE LIKELY TO 
GET MULTI-CHANNEL 
COMMUNICATIONS (BUT IT’S STILL VERY EMAIL 
HEAVY)



• 55% of organizations sent 
at least one mail and email 
message to the online 
donor

• Only 30 organizations 
were single channel 
communicators for the 
online donor compared to 
58 for the mail donor

Number of Organizations 
Communicating by Channel



Multi-Channel Conversion Rate by Cohort

Source: NextAfter clients

Organization Offline Only Online Only

Small Ministry .2% 1.8%

$100m Ministry .03% 3.4%

Media Network .3% 4.5%

Broadcast Ministry 1.18% 3.96%

Higher Education .4% 1.8%

REVIEW



6 OUT OF 10 OF ORGANIZATIONS SENT 
ONLY 1 COMMUNICATION THROUGH 
THE MAIL TO THE ONLINE DONOR.



The Online Donor Opportunity

• 55% of organizations sent the online donor mail

• 95% of organizations sent the online donor an email (compared to 14% who 
emailed the offline donor)

• Only 30 organizations were ‘single channel’ communicators with the online donor 
(compared to 58 for the offline donor)

• 6 out of 10 organizations only mailed the online donor once in 4 months



KEY FINDING #4
VERY FEW ORGANIZATIONS ARE USING 
THE PHONE (CALLS, VOICEMAILS, TEXTS)



* we did receive 18 additional phone calls but no voicemail was left so we were unable to identify the organization

• Less than 10% of 
organizations left a 
voicemail for either the 
online or offline donor* 
and just 1 organization out 
of the 102 sent a text 
message

Number of Organizations 
Communicating by Channel



BUT WHY?



• 1 in 4 organizations did 
not have a way to collect 
phone number when 
giving online



YOU DON’T MAKE 100% OF THE CALLS WHEN 
YOU DON’T HAVE A PHONE NUMBER.
- Wayne Gretzky*

* maybe



• But 76% still had our 
phone number

• And 17% required it from 
us



DOES IT MATTER?



From Penelope Burk’s “Donor Centered Fundraising”

NO THANK YOU CALL THANK YOU CALL

Source: Penelope Burk’s ‘Donor Centered Fundraising’

39%
In Revenue



Bloomerang Analysis of Thank You Calls Within 90 
Days of 1st Gift

NO THANK YOU CALL 1+ THANK YOU CALL

Source: “Do Thank-You Calls Increase Charitable Giving? Expert Forecasts and Field Experimental Evidence”, Samek & 
Longfield

8% pts
In Donor Retention

100%
In 2nd Gift Avg. Gift

203
Days Quicker to 2nd

Gift





TRY CALLING YOUR 
ONLINE AND OFFLINE 
DONORS.



Not This



But More Like This



I DON’T HAVE TIME!
I DON’T HAVE MONEY!



Value in Calling Donors? REVIEW



Sly Broadcast + CRM + Zapier



TRY AUTOMATING THE 
CALLING YOUR ONLINE 
AND OFFLINE DONORS.



The Underused Phone

• Less than 10% of organizations called either donor

• Not all the calls left a voicemail or even said thanks

• Only 1 organization texted 



Multi-Channel Fundraising Ideas

Try mailing your online 
donors
•As a thanks or before an 
online campaign

1
Try emailing your 
offline donors
•As a welcome and around 
mailed appeals (send date > 
10 days later)

2
Try showing branded 
ads to offline donors
•Leading up an appeal and 
the first few weeks after it 
hits mailboxes

3
Try cultivating more 
overall and in both 
channels
•Updates, thank you's, 
stories reports, etc. 
Content!

4
Try calling your online 
and offline donors
•Promptly and personally 
(even if it's automated)

5



Donor Journey Case 
Studies



AN OFFLINE ONLY 
DONOR JOURNEY



Feeding America
OFFLINE DONOR



Feeding America
OFFLINE DONOR

THEY SENT 5 DIRECT MAIL MESSAGES TO THE 
OFFLINE DONOR.

AVERAGE IN THE STUDY WAS 3.



Feeding America
OFFLINE DONOR

2 MESSAGES WERE CULTIVATION AND 3 WERE 
SOLICITATION FOR A RATO OF 0.67.

AVERAGE IN THE STUDY WAS 1.8



Feeding America
OFFLINE DONOR

1ST MAILED SOLICITATION WAS SENT 
ON DAY 96.

AVERAGE IN STUDY WAS 64.





• 87% of appeals were a Personal Letter, 
9% were Newsletters, 2% were a 
Pamphlet only, and 2% were a 
Newsletter & Personal Letter

• 98% of appeals primarily asked for a 
one-time gift

• 87% had no premium, 9% had a ‘back-
end’ premium, 4% had a ‘front-end’ 
premium



• 98% of appeals primarily asked for a 
one-time gift

• 15% included a URL to a specific landing 
page, 66% had a URL to the main 
website, and 19% had no URL

• 45% had a clearly congruent 
website/landing page, 28% had some 
congruency, and 28% had no 
congruency



Feeding America
ONLINE DONOR OFFLINE DONOR



AN ONLINE ONLY 
DONOR JOURNEY



Khan Academy
ONLINE DONOR



Khan Academy
ONLINE DONOR

THEY SENT 16 EMAILS TO THE ONLINE 
DONOR.

AVERAGE IN THE STUDY WAS 18.



Khan Academy
ONLINE DONOR

12 EMAILS WERE CULTIVATION, 4 EMAILS WERE 
SOLICITATION FOR A RATIO OF 3:1.

AVERAGE WAS 1.8:1.



Khan Academy
ONLINE DONOR

1ST EMAIL SOLICITATION SENT ON DAY 34.

AVERAGE IN THE STUDY WAS 27.





• 17% of emails were sent from a person 
and organization, 31% from just a 
person, and 51% from just the 
organization

• 36% of organizations did not address us 
by name

• 92% of organizations did not reference 
our past gift

• 18% of organizations asked for a 
monthly gift



• 19% of emails had a story or narrative 
writing

• 36% of emails were sent from the 
ED/CEO and 31% from just the 
organization

• 77% of emails had more than 1 call to 
action

2

3



• 23% of organizations pointed to a 
donation page that had no congruence, 
19% had some congruence, and 58% 
were congruent



Khan Academy
ONLINE DONOR OFFLINE DONOR



A MULTI-CHANNEL 
OFFLINE JOURNEY.



Buckner
OFFLINE DONOR



Buckner
OFFLINE DONOR

ONLY 6 OF THE 102 
ORGANIZATIONS SENT EMAIL AND 

MAIL TO THE OFFLINE DONOR



Buckner
OFFLINE DONORTHEY SENT 39 EMAILS TO THE 

OFFLINE DONOR

AVERAGE WAS 11



Buckner
OFFLINE DONOR

THEY MAILED THE OFFLINE DONOR 5 
TIMES

AVERAGE WAS 3



Buckner
OFFLINE DONOR

THEY SENT 36 CULTIVATIONS AND 8 
SOLICITATIONS FOR A RATIO OF 4.5.

AVERAGE WAS 2.9 AND 1.5 FOR A RATIO OF 1.8.



Buckner
OFFLINE DONOR



Buckner Offline Donor Welcome
1 – THANK YOU & RECEIPT 2 – THANK YOU POSTCARD

2 WEEKS

3 WEEKS



Buckner Offline Donor Welcome
2 – THANK YOU POSTCARD 3 – IMPACT POSTCARD

2 WEEKS 0 WEEKS



Buckner Offline Donor Welcome
3 – IMPACT POSTCARD 4 – IMPACT POSTCARD

0 WEEKS
1 WEEK



Buckner Offline Donor Welcome
5 – APPEAL LETTER4 – IMPACT POSTCARD

1 WEEK 2 WEEKS



Buckner Offline Donor Welcome
1 – THANK YOU & 

RECEIPT

2 – THANK YOU 
POSTCARD

3 – IMPACT POSTCARD 5 – APPEAL LETTER4 – IMPACT POSTCARD

2 WEEKS 0 WEEKS 1 WEEK 2 WEEKS

35 DAYS17 DAYS

52 DAYS



Buckner
ONLINE DONOR OFFLINE DONOR



• We could only successfully 
complete online donations 
to 91% of the 119 
organizations (compared 
to 94% success for offline 
donations)

Online Donation Status



SENDING A CHECK AS OPPOSED TO 
GIVING ONLINE WAS MORE LIKELY TO 
GET PROCESSED… IN THE MIDDLE OF A 
GLOBAL PANDEMIC.





A MULTI-CHANNEL 
ONLINE DONOR 
JOURNEY.



Doctor’s Without Borders - Online Donor
ONLINE DONOR



Doctor’s Without Borders - Online Donor
ONLINE DONOR

THEY SENT 63 EMAILS TO THE ONLINE DONOR (18).

43 WERE CULTIVATION AND 20 WERE SOLICITATIONS 
FOR A 2.1:1 RATIO (1.8)



Doctor’s Without Borders - Online Donor
ONLINE DONOR

THEY MAILED THE ONLINE DONOR 5 TIMES.

AVERAGE WAS 3.



Doctor’s Without Borders - Online Donor
ONLINE DONOR

ONLY 1 ORGANIZATION SENT A TEXT MESSAGE 
TO EITHER DONOR



Doctor’s Without Borders - Online Donor
ONLINE DONOR



Doctor’s Without Borders - Online Donor
ONLINE DONOR



Doctors Without Borders – World Refugee Campaign



Doctors Without Borders World Refugee Campaign
EMAIL 1 TEXT 1

2 HOURS



Doctors Without Borders World Refugee Campaign
TEXT 1 EMAIL 2

2 HOURS 3 HOURS



Doctors Without Borders World Refugee Campaign
EMAIL 2 EMAIL 3

3 HOURS 5 HOURS



Doctors Without Borders – World Refugee Campaign



Doctors Without Borders – World Refugee Campaign



Doctors Without Borders
ONLINE DONOR OFFLINE DONOR



Other Interesting Things



• 1 in 5 did not have a ways to give page

• 50% didn’t share how donors could send 
in a check

• 19% included Donor Advised Funds

• 20% had PayPal



• 4% did not thank the donor

• 40% did not expand the thank you

• 36% had no next step



GET ALL THE DATA, 
INSIGHTS, AND EXAMPLES 
FROM THE STATE OF 
MULTI-CHANNEL DONOR 
COMMUNICATIONS STUDY
MULTICHANNELNONPROFIT.COM



Recap



State of Multi-Channel Donor Communications 
Recap

1. Very few organizations are communicating to their smaller online 
and offline donors in multiple channels

2. Offline donors are getting lost

3. Online donors are more likely to get multi-channel 
communications 

4. Very few organizations are using the phone (calls, voicemails, 
texts)



Multi-Channel Fundraising Ideas

Try mailing your online 
donors
•As a thanks or before an 
online campaign

1
Try emailing your 
offline donors
•As a welcome and around 
mailed appeals (send date > 
10 days later)

2
Try showing branded 
ads to offline donors
•Leading up an appeal and 
the first few weeks after it 
hits mailboxes

3
Try cultivating more 
overall and in both 
channels
•Updates, thank you's, 
stories reports, etc. 
Content!

4
Try calling your online 
and offline donors
•Promptly and personally 
(even if it's automated)

5



Go Deeper



The State of Multi-Channel 
Donor Communications
Get answers & insights from how 119 organizations are approaching their 
multi-channel communications to questions like:

• How many organizations are implementing a multi-channel strategy to online 

and offline donors?

• How many touch points are organizations having with new donors over their first 

4 months?

• How many organizations are using the phone through calls and voice mails and 

text messages?

• And much more.

multichannelnonprofit.com

FREE



JOIN 4,000+ OTHER MARKETERS 
AND FUNDRAISERS AND TAKE 
AN ON-DEMAND ONLINE 
FUNDRAISING CERTIFICATION 
COURSE.
COURSES.NEXTAFTER.COM



GET YOUR 
FREE TICKET!

niosummit.com 
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ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 
MANY ORGANIZATIONS AS POSSIBLE.
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WELCOME

Now’s my time to 
hear from you!
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brady@nextafter.com
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