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POLL

Do you take a multi-channel approach with AT
s your donors (meaning you communicate to
—~/Moth online and offline donors in ot/

it channels)? )



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

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

0% HAVE A MULTI-CHANNEL APPROACH AT ALL.

Yes, we send email communication to direct Yes, we send email communication to direct Yes, we send direct mail to online donors
mail donors AND we send direct mail to mail donors
online donors

40%

30%

0%

16%

0%
m % Small ®% Big

.‘ Virtuous Source: The 2020 Small Nonprofit Fundraising Benchmark n=1222 (926 < $1M, 296 > $1M) N



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

60% 73% OF “BIG” NONPROFITS SAY THEY SEND
EMAIL TO DIRECT MAIL DONORS AND 42% OF
50% “SMALL” NONPROFITS DO.

40%

30%

20%

10%

0%
No Yes, we send email communication to direct Yes, we send email communication to direct Yes, we send direct mail to online donors
mail donors AND we send direct mail to mail donors
online donors

m % Small ®% Big

“ Virtuous Source: The 2020 Small Nonprofit Fundraising Benchmark n=1222 (926 < $1IM, 296 > $1M) ‘ \I



THEY SAY-DO CHALLENGE.
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Donors Say...

STAND WITH LOCAL REPORTING.

STAND WITH KUOW AND NPR.
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KUOW Puget Sound Public Radio
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Will A Less Designhed, More Text Based Email Lead To More Donations?
EXPERIMENT ID: #20996

CONTROL - DESIGNED

Web Versio

N virtuous

KUOW
STAND WITH TRUST.

STAND WITH LOCAL REPORTING.

STAND WITH KUOW AND NPR.
ONE DAY TO RAISE $IM

Hi there —

I'm your local host of All Things Considered here at KUOW, and |
have just a quick note while I'm on air.

As you probably already know, we're taking just one day to come to
you on air fo raise $1 million dollars for KUOW, so we can continue to

provide our essential local reporting and ensure the station is healthy
n the months ahead.

Our commitment to finding you the facts, providing context, and
helping you see the larger picture is stronger than ever.

We're less than $250,000 away from our goal.
Can you pitch in now?

Thank yo
again to get the
family safe. It's a responsibil

NPR, and we will continue

rusting us and coming back to KUOW time and time

o son you need fo keep you and your
edibly seriously at Ki
o work as hard as we can to provide

0O 00 @

KUOW Puget Sound Public Radio
4518 University Way NE Suite 310, Seattle, WA, 98105 US

TREATMENT - PLAIN

Web Version

Hi there —

I'm your local host of All Things Considered here at KUOW, and | have just a
quick note while I'm on air.

As you probably already know, we're taking just one day to come to you on air to
raise $1 million dollars for KUOW, so we can continue to provide our essential
local reporting and ensure the station is healthy in the months ahead.

O ur commitment to finding you the facts, providing context, and helping
you see the larger picture is stronger than ever.

We're less than $250,000 away from our goal. Can
you pitch in now?

Thank you for trusting us and coming back to KUOW time and time again to get
the news and informa tion you need to keep you and your family safe. It's a
responsibility we take incredibly seriously at KUOW and NPR, and we will
continue to work as hard as we can to provide that service.

Today's goal is a big one, and it's something we've never tried before, but | know
we can get there with ¥

Donate Now
If y ou can join us today, o
independent journalism.| o

Thank you,

Kim Malcolm

i o AT In Conversions

KUOW Puget Sound Public Radio
4518 University Way NE Suite 310, Seattle, WA, 98105 US

Email Preferences | Privacy Policy




APPLIED RESEARCH

After Research Training Resources About Us Contact Blog Work With Us

Will a less designed, more text based email lead to more donations?

Experiment ID: 82099
Kuow

Experiment Summary
Ended On: 5/1/2020
KUOW Public Radio is Seattle’'s NPW news station, Their pe , nonprofit produces stories,

podcasts and events. For a time sensitive fundraising campaign, KUOW decided to test their usual email design against a more
simple, stripped down, less designed version to see if it would lead to more donations.

Research Question

Will aless designed email lead to more giving?

Design

i K
STAND WITH TRUST
STAND WITH LOGAL REPORTING

STAND WITH KUOW AND NPR.

ONE DAY TO RASE $1M
[ W T— —

We're less than
you pitch in now?

000 away from our goal, Can

Email Preferences | Provecy Poticy

Results

Teeatment Name Conv. Rate Relative Difference Confidence

[ 041%

n Tesuumest - Plalo 033% 288% 9. 5%

This experiment has a required sample size of 25,388 in order to be valid. Since the experiment had a total spmple size 0f 58.985. and
the level of confidence is above 95% the experiment results are valid,




WHAT DO PEOPLE DO.
NOT JUST WHAT PEOPLE SAY.



IT'S NOT JUST “THEM"...




Nonprofit’ Say...

NONPROFITS SAY NONPROFITS DO

N virtuous



FORENSIC RESEARCH

N virtuous
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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
NextAfter MANY ORGANIZATIONS AS POSSIBLE.

I NS TITUTE

RESEARCH

P et e 4 ot ey B e

The State of Nonprofit
Donation Pages

"
Mo
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RESOURCES

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

7 PROVEN METHODS TO >
ACQUIRE MORE EMAILS =

FEBRUARY 27, 1PM CT | LEARN MORE »

=

-

| WRITE ABETTER YEAR-END EMAIL APPEAL |
DEC. 6.2017 |1 PM CT

The
Nonproﬁt

Opt imization




‘ § ON A MISSION TO DECODE WHAT WORKS IN
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS
NeXfAﬂ'er MANY ORGANIZATIONS AS POSSIBLE.
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7 PROVEN METHODS TO
ACQUIRE MORE EMAILS =

FEBRUARY 27, 1PM CT | LEARN MORE »
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MADE $20 DONATIONS ONLINE AND OFFLINE TO
119 ORGANIZATIONS (SUCCESFULLY TO 102).

T 2 hannel Donor CAPTURED 12 DATA POINTS ON THE GIVING
o PROCESS, THANK YOU SCREEN, AND WAYS TO
A GIVE PAGE.

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

W% DID AMORE DETAILED ANALYSIS ON 47 DIRECT
MAIL APPEALS AND 64 EMAIL APPEALS.

.‘ Virtuous Donations made March 27, 2020 and data collected from March 27, 2020 through July 31, 2020 ﬂ



Thanks!

Llfel S'téfme o | Donor Kevin Pet

ulti-Channeé .

N nications eters Kristen Allcorn Paul Clowe
Data Analyst cOO

How 119 Organizations Are Using Online
and Offline Channels to Engage New Donors

\

hy
%
Jp
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WHAT ABOUT COVID-
19?




Coronavirus

Nonprofit Fundraising Response

WE WE RE TRACKI NG Nonprofit Fupdraising Data to Hetlp You
TH E I M PACT O F Respond During the COVID-19 Crisis

"How should our organization respond to the coronavirus?"

This has been one of the most common questions being asked by
nonprofit fundraisers and marketers. But the truth is that no one
truly knows what the "correct” response is.

What would you like to see?
The good news is that data can give us new fundraising and
marketing insights to test during this time.

sl U Web Traffic Trends

I I I I I R I l ' N D RAI SI N G In the charts below, you'll find the latest Examples Coming Soon
® « Nonprofit web traffic trends

. COVID-19 related email volume and examples Get Updates on
. Resources to help you improve your fundraising Response Trends

Resources

H Nonprofit Email Volume Trends

N virtuous



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

N virtuous

How many total emails have been sent each week?

Observation: The number of emails sent had been steadily increasing but other than

a #GivingTuesdayNow and fiscal year-end spike has been levelling off.
400

300
200

100

0
Dec 30,2019 Mar 9, 2020

Feb 3, 2020

May 18, 2020 Jul 27,2020

Apr 13,2020

N

Jun 22,2020 Aug 31....



I NONPROFIT INDUSTRY
WEEKLY YEAR-OVER-YEAR COMPARISON

TOTAL DONATIONS | Weekly Year-Over-Year Comparison
Comparine donations processed we / within this reporting p

D I RE‘ I MAI I Comparing donations processed weekly within this reporting period
500

DONATIONS WEREUP . __~————
4.9% AND MUCH - - —

HIGHER IN THE
RESEARCH PERIOD.

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




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.

virtuous




What About Those Poll Results?

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

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

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

“SMALL" NONPROFITS DO.

I I HAVE A MULTI-CHANNEL APPROACH AT ALL.

.‘ viftuous Source: The 2020 Small Nonprofit Fundraising Benchmark n = 1222 (926 < $1M, 296 > $1M) n " virtuous Source: The 2020 Small Nonprofit Fundraising Benchmark n = 1222 (926 < $1M, 296 > $1M) ﬂ

N virtuous



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

ONLINE DONOR OFFLINE DONOR

@ Email and Postal @ Postal Only

@ Email Only @ Email Only

€ None @ Email and Postal
@ Postal Only @ None

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

ONLINE DONOR OFFLINE DONOR

@ Email and Postal @ Postal Only

@ Email Only @ Email Only

€ None @ Email and Postal
@ Postal Only @ None

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

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

virtuous




T, T T T T T ——

™

B

T ———

—— T T T T T ————~



KEY FINDING #1

VERY FEW ORGANIZATIONS ARE
COMMUNICATING TO THEIR SMALLER ONLINE
AND OFFLINE DONORS IN MULTIPLE CHANNELS

virtuous




Why Does Multi-Channel
Matter?

Raise



Main Donor Cohorts

OFFLINE OFFLINE w/ ONLINE ONLY MULTI-
ONLY EMAIL CHANNELT

N virtuous



Average Revenue per Donor by Channel
Cohort

$600
$500 $494
$400
$301

$300
5200 $159 $148
; - -

$0

Offline Only Offline w/ Valid Email Online Only Multichannel

.‘ V"' tUOU S Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services N



Average Revenue per Donor by Channel
Cohort

600

’ MULTI-CHANNEL DONORS ARE WORTH
MORE THAN 3X MORE THAN OFFLINE $494
$500 ONLY AND ONLINE ONLY DONORS.
$400
301
$300 :
$200 $159 6146
. - -
$0
Offline Only Offline w/ Valid Email Online Only Multichannel

“ V"' tUOU S Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services N



IT'S NOT JUST GIVING IN
A YEAR...




Average Donor Retention by Channel
Cohort

80%

MULTI-CHANNEL DONORS WERE
RETAINED 24% POINTS MORE THAN
OFFLINE ONLY DONORS AND 31% MORE

70% THAN ONLINE ONLY DONORS.

60%

50%

43%

40%

30%

20%

10%

0%
Offline Only Offline w/ Valid Email Online Only Multichannel

“ Vlrtuous Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services N



First Year Donor Retention Rates by Age and Channel

FIRST YEAR DONOR RETENTION

18 — 24
25 - 34
35 - 44
45 - 54
55 - 64
65 -74

=
0
+

Source: Blackbaud Target Analytics

N virtuous

19%
22%
21%
21%
22%
24%
26%

24%
25%
24%
24%
26%
29%
26%

||l BLACKBAUD INSTITUTE

DM A~

- 1 M\ _

50%
55%
34%
52%
58%
62%
59%

"N



Likelihood to Become a Multi-Channel Donor by
Cohort

47
OFFLINE TO MULTI-CHANNEL ® (o)

Multi-Channel Conversion Rate

2.15%
OFFLINE W/ EMAIL TO MULTI- ) (0,

CHANNEL

Multi-Channel Conversion Rate

ONLNE TO MUTLI-CHANNEL 9.32( ‘ 'I 883%

Multi-Channel Conv

In Multi-Channel
Conversion Rate

\‘ VirtUOUS Source: One NextAfter client



Multi-Channel Conversion Rate by Cohort

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%

“ Virtuous Source: NextAfter clients N




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

virtuous



TRY MAILING YOUR
ONLINE DONORS.




Experiment - Multichannel Cultivation

CONTROL

No Postcard
Sent

TREATMENT

N virtuous

Postcard
Sent




TRY MAILING YOUR
ONLINE DONORS RIGHT
BEFORE A CAMPAIGN.




AND IT'S NOT JUSTABOUT HOW
PEOPLE CHOOSE TO GIVE ...

W virtuous



Average Revenue per Donor by Channel
Cohort

600

’ OFFLINE DONORS WHO HAVE A VALID
EMAIL ON FILE WERE WORTH 84% MORE $494
$500 THAN THOSE THAT DID NOT.
$400
301
$300 :
$200 $159 6146
; - -
$0
Offline Only Offline w/ Valid Email Online Only Multichannel

.‘ Vlr tUOU S Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services N



Average Donor Retention by Channel
Cohort
OFFLINE DONORS WHO HAVE A VALID

80% EMAIL ON FILE WERE SAW A 13% POINTS

INCREASE IN DONOR RETENTION.
)/ %

70%
60% 56%

50%

43%

40% 36%
30%
20%

10%

0%
Offline Only Offline w/ Valid Email Online Only Multichannel

.‘ Vlrtuous Source: Analysis of 20 U.S. nonprofit organizations across verticals including faith, education, politics/advocacy, and health/human services N



TRY SENDING EMAIL TO
YOUR OFFLINE DONORS.




Experiment #8421
NO ADS SHOWN ADS

Bombardier got $372 million from = == = -
They wanted $1.3 billion. Watch t B .

how eager Canadians were 1o gh @

Canada's federal debt clock is climbing m = -
second. Stand up and tell your politicie —
card -

@
# What are politicians wasting your money on? Watch the 2017 Teddy Waste
Awards and find out!

{r 25.4%

N virtuous




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

N virtuous N



Multi-Channel Fundraising Ideas

Try mailing your
online donors

e As a thanks or before an
online campaign

N virtuous

Try emailing your
offline donors

e As a welcome and
around mailed appeals

(send date > 10 days
later)

Try showing
branded ads to
offline donors

e Leading up an appeal

and the first few weeks
after it hits mailboxes
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Key Findings



KEY FINDING #2
OFFLINE DONORS ARE GETTING LOST

virtuous



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

virtuous



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

ONLINE DONOR OFFLINE DONOR

@ Email and Postal @ Postal Only

@ Email Only @ Email Only

€ None @ Email and Postal
@ Postal Only @ None

N virtuous



Number of Messages by
Channel and Donor Type

B Online Donor [ Postal Donor

2K 1,736
,  The online donor received
1.5K 10 times more messages
than the offline donor
1K
500
g8 9 8
0 183 | 191 | | |
Email Mail Voicemail Text

N virtuous



Number of Messages by Type
and by Donor

I Online Donor [ Postal Donor

1.5K » Getting a lot less

communications meant
the offline donor received

1K
5 times fewer solicitations
as well as 5 times less
500 cultivation messages
0

Cultivation Solicitation

N virtuous



Number of Total Communications

ONLINE DONOR OFFLINE DONOR

Online Donor Avg Solicitations Online Only Donors Postal Donor Avg Solicitations Postal Only Donors

1.54

@ Email and Postal
@ Email Only Postal Donor Avg Cultivations

None
@ Postal Only 2'88

Online Donor Avg Cultivations

12.34

Cultivation Ratio

1.7

Cultivation Ratio

1.9

THE OVERALL CULTIVATION RATIO WAS QUITE SIMILAR.

.‘ Virtuous Which was the main driver between the huge gap in email volume

@ Postal Only

@ Emaii Only

@ Email and Postal
None




AND CULTIVATION
VOLUME MATTERS.




How Increasing Cultivation Impacts Revenue

CONTROL TREATMENT

80%

In Avg. Engagement

8.1%

In Donors

21%

In Revenue*

—_—

al

Al

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



No Additional Cultivation With Additional Cultivation

| 42%

In Online Revenue

No Additional Cultivation 5 4%

In Engagement

N virtuous



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

e 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

N virtuous



Multi-Channel Fundraising Ideas

Try mailing your Try emailing your Try showing branded Try cultivating more
online donors offline donors ads to offline donors overall and in both
e As a thanks or before an eAs a welcome and around e eading up an appeal and channels
online campaign mailed appeals (send date the first few weeks after eUpdates, thank you's,
> 10 days later) it hits mailboxes stories reports, etc.
Content!

N virtuous




KEY FINDING #3

ONLINE DONORS ARE MORE LIKELY TO
GET MULTI-CHANNEL

COMMUNICATIONS BuUT IT’s STILL VERY EMAIL
HEAVY)

virtuous



Number of Organizations

Communicating by Channel

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

I Online Donor [ Postal Donor

100
donor
75 * Only 30 organizations
were single channel
20 communicators for the
online donor compared to
25 58 for the mail donor
1
0 |

Email Mail Voicemail Text

N virtuous



Multi-Channel Conversion Rate by CoNg&3

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%

.‘ Virtuous Source: NextAfter clients N




6 OUT OF 10 OF ORGANIZATIONS SENT
ONLY1 COMMUNICATION THROUGH
THE MAIL TO THE ONLINE DONOR.

virtuous



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

N virtuous



KEY FINDING #4

VERY FEW ORGANIZATIONS ARE USING
THE PHONE (CALLS, VOICEMAILS, TEXTS)

virtuous



Number of Organizations
Communicating by Channel

Bl Online Donor [ Postal Donor e Less than 10% of
100 organizations left a
voicemail for either the
75 online or offline donor*
and just 1 organization out
50 of the 102 sent a text
message
25
1
0 |

Email Mail Voicemail Text

N virtuous



BUT WHY?




* 1in 4 organizations did

Optional
: Nzt oresent not have a way to collect
@ Required phone number when

giving online

N virtuous



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

virtuous * maybe



 But 76% still had our

@ Optional phone number

@ Not present

© Required « And 17% required it from
us

N virtuous



DOES IT MATTER?




From Penelope Burk’s “Donor Centered Fundraising”

NO THANK YOU CALL THANK YOU CALL

\

ﬁ 399

“ VirtUOUS Source: Penelope Burk’s ‘Donor Centered Fundraising’



Bloomerang Analysis of Thank You Calls Within 90
Days of 15t Gift

NO THANK YOU CALL 1+ THANK YOU CALL
8% pts

In Donor Retention

100%

In 2nd Gift Avg. Gift

205

Days Quicker to 2nd

Gift
Source: “Do Thank-You Calls Increase Charitable Giving? Expert Forecasts and Field

fy virtuous Longfield S ™\
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TRY CALLING YOUR
ONLINE AND OFFLINE
DONORS.




Not This

kevin 11:39 AM
E All but one organization that called the Postal donor were calling to determine gift designation. None of them said the words "Thank You"

N virtuous



But More Like This

Call Log for
Voicemail from +15713895148

Transcript: Yes, good morning Kevin. My name is Mario, I'm withholding the Warriors and | just saw the recently donated to hope
for the very first time. | just wanted to give you a quick call and say thank you. | hope we really appreciate your support, and we
just want to welcome you to our family. If you need anything, please don't hesitate to reach out to us at 703-638-4609. Thanks

again, and have a great day.

N virtuous



| DON'T HAVE TIME!
| DON'T HAVE MONEY!




Value in Calling Donors?

From Penelope Burk’s “Donor Centered Fundraising” Bloomerang Analysis of Thank You Calls Within 90
Days of 15t Gift

NO THANK YOU CALL THANK YOU CALL NO THANK YOU CALL 1+ THANK YOU CALL

ﬁa% pts
\ In Donor Retention
100%

In 27 Gift Avg. Gift

203

Days Quicker to 2~
Gift

ﬁ 39%

.’ viftuous Source: Penelope Burk's ‘Donor Centered Fundraising’ ﬂ .' virtuous mglicld

rce: “Do Thank-You Calls Increase Charitable Giving? Expert Forecasts and Field"exXp

N virtuous



Sly Broadcast + CRM + Zapier

% When this happens ]
1. New Contact in List in HubSpot o = % Y
ﬁ slybroadcast () Dashboard ¥ Manage Audio  i=Manage Lists " Reporting @ FAQ Ees
“/ Choose App & Event (/]
Campaign Dashboard View Original Dashboard () & @D scheduled  Completed  Running
' Choose Account (/]

. Customize Contact ]

7:13 pm - 3/10/20 ET 7:13 pm - 3/10/20 ET 6:58 pm - 3/10/20 ET 6:58 pm - 3/10/20 ET 6:54 pm - 3/10/20 ET &:54 pm - 3/10/20 ET

e Rorraking Dsbousy Crods Completed Completed Completed

"5 Webinar Ry nts Total - March 1. )
B j)isbinar ResistrantsTotel = Macchi1 22020 % 2. Start New Campaign Using an Audio File )162
The list you want to check for new contacts. Scheduled Messages 1 Recipient(s) 1 Recipient(s) 1 Recipient(s)
. Customize Voice Mail © 23
C Refresh Fields Campaign Name A March 2020 Research Webinar A March 2020 Research Webinar 3 March 2020 Research Webinar
Recharge Account
March 2020 Research Webinar
Name of your campaign. This is cpticnal ¢ March 2020 Research Webin... 0 March 2020 Research Webin... @ March 2020 Research Webin...
Audio Fite Irequired) ‘ .
57 Fins oata 7789949311 No List 7789949311 No List 7789949311 No List
4 March 2020 Research Webinar Thanks :
Done Editin; Destination Number(s) (required)
| "5 1. Phone Number: 4108489413 A\ 6:52 pm - 3/10/20 ET 6:52 pm - 3/10/20 ET 6:43 pm - 3/10/20 ET 6:43 pm - 3/10/20 ET £6:36 pm - 3/10/20 ET £:36 pm - 3/10/20 ET
SREs e Completed Completed Completed
Phone number or numbers you wish to send & voice message to. Multiple phone numbers shouid be separated by & comma. (Eamp..  more p p p
Coler 1D Feaiied 1 Recipient(s) 1 Recipient(s) 1 Recipient(s)
7789949311

&\ March 2020 Research Webinar & March 2020 Research Webinar N March 2020 Research Webinar

ice madbox

Phone number that you want the voice mal to come from. This number will Appear wethin the recipient's

Campaign Start Time ~© (required) @
now UnlasdoriCtents hiaw Recarding @ March 2020 Research Webin... & March 2020 Research Webin... @ March 2020 Research Webin...
TERENE B Sctsaicly comemtJHEYY 7789949311 No List 7789949311 No List 7789949311 No List
Send To Mobile Phones Only (required)
k ]
Webhook URL
Type or insert...

URL that will recewve call status post backs, Must be URL encoded.

C Refrosh Flelds
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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

N virtuous



Multi-Channel Fundraising Ideas

Try mailing your online
donors

e As a thanks or before an
online campaign

N virtuous

Try emailing your
offline donors

eAs a welcome and around

mailed appeals (send date >
10 days later)

Try showing branded
ads to offline donors
el eading up an appeal and

the first few weeks after it
hits mailboxes

Try cultivating more
overall and in both
channels

eUpdates, thank you's,

stories reports, etc.
Content!

Try calling your online
and offline donors

ePromptly and personally
(even if it's automated)




Raise

Donor Journey Case
Studies



AN OFFLINE ONLY
DONOR JOURNEY
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o ° V. y)
Feeding America “%
<
OO
/1,
%
THEY SENT 5 DIRECT MAIL MESSAGES TO THE
OFFLINE DONOR.
=& Mail

‘ AVERAGE IN THE STUDY WAS 3.
0
Week 7 Week 9 Week 11 Week 13 Week 15 Week 17 Week 19
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Feeding America

—=®= Mail 2 MESSAGES WERE AND 3 WERE
FOR A RATO OF 0.67.
6
AVERAGE IN THE STUDY WAS 1.8

4

2 i

0

Week 7 Week 9 Week 11 Week 13 Week 15 Week 17 Week 19

Week 8 Week 10 Week 12 Week 14 Week 16 Week 18
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Feeding America “%
<
OO
/1,
(@)
4)
=8— Mail
15T MAILED SOLICITATION WAS SENT
ON DAY 96.
AVERAGE IN STUDY WAS 64.
0
Week 7 Week 9 Week 11 Week 13 Week 15 Week 17 Week 19

Week 8 Week 10 Week 12 Week 14 Week 16 Week 18
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FEED?NG' PO Box 96749 Aok

AMERICA  Washington, De 20090-6743

o ot ko faeay More Americans
Face Hunger

Mr. Paul A Clowe
36

Americans are

struggling with
hunger, and that
3 number is
KFEGEB g/G\ estimated to
now increase to

54 million

FOR TOO MANY AMERICANS, THE CURRENT REALITY MEANS GOING HUNGRY.

MR. CLOWE, YOU CAN MAKE A DIFFERE! %
e An estimated
oo 17,269 $1.4 billion

AR In the wake of will be needed
e N 7 0y b s o mevs e, ingr A rachin mprcodeted e the pandemic, to help our
’ lh:’w;;unr:“n«nm-u e o ot found sepply s s povple Bae vy a7 lumng 1in4 neighbors
> fovd busiks . in

Tem of mltcen of Arscricane have ot hc b s mey b sl 1 food i furslien . struggling with
T sri 21 e children
The Feeding of A — = hunger through

approvimatedy 17 willen. may face hunger September
B s 3cw reaiity. barnger o afloviing Ohikben and lammlicn actvwn en Contry, chnding i you!

o g o & fned incoeme snd yomr cHkE
s the i who wese st i s the sngls modher sruggfing b pe fee o he bl

Wil v ing O g hulngt ¢ o 48 e 40y Mers. oo Armricn

nermd w o iy ubuals and comerames scTom Amrica, wheeves ey a7

Wik your sepp. ¢'+e boee 00 T fomines, el provice e st ever 30 6 Beighbors

saging o2 b~y st v et e, ks ot e
el meshs

The cely coniome 30 cxalne. nd i b . We're warbing
s e chich v 1ot g e i O Yoo ey 5 wevpand
M. Chowe, with yus o cur i, we cun comimn 80 e there o each e who s o bl
TWICK the mpat?
Nocmaly, every $1 yo g1ve b provd ot lcas 10 meals 10 poople s aeod. fht fhsaks t 2 penerows
o, ey STy e rht e e w0 s rgh e Py Aserics v
your it of $26, $30 ar $40. you v helping change the lives of people ke Masine, 115 and & i
a You can help! Vi

who e Excing lTcmh hanbah i3 he wabe of t padere
SupportFeedingAmerica.org/Gift.

foner plen)

35 £ Wacher Orive, Sufte 2000 & Chiaga, & 60401 * Fasdinphmenica ooy =

The truth s, oo tsry Armericamm s livieg paycheck 15 prycheck. For dhom,  diesgtion 10 work.

s s :
ot e e e ke o
e, reven v g e We use your support wisely nt to give using my credit card

e ol ity bl s o ke o b it |
0@ oZE o0~ o)

s hrsgh hor ol Soend s, Manioe S the fowsd she owdiad i face a5 emcrpeny —nd e hoge Feeding America invests 98% of all cash
0 oo forward and non-cash donations directly into |
Today, ek, bt % programs and services that serve people
POt Lubi 98 A R
B —

For Elua and hov. 8 5ecest vinit 00 & drive heoug emergoncy fond Sntrdution wa 3 b feloe
We anly Aave ey for grecerics o the et s, - £35 says. ¥ hew scmene vk me 9 o
ot and starsed flling ¥ ap with grscorien, | snarted bs cry Thamd yous for helping e evew Shovph you —
s b About Feeding America e ——
- with Feeding America is the nationwide network of food banks that leads
. the fight against hunger in the United States. Together, we serve more Make an even bigger impact by giving monthly

npessedemed

Imcredindy.
e and shew (s orighbors they i et focpeen than 4 billion meals through 60,000 food pantries and meal programs in
" bope  con v om e o ol you . Thank yw s e ¢ your s communities across America, rdlike to give $. monthly.
. ¥ ya - y y " [ #rease chare my credt card monthly
~ 3 Prease decuct my monthly ot from my checking account
Sucerely. o in axce it (my first check is enciosed)
A\ )l m e e
w_ﬁ« luf plesatic enaw Aooess
U . oot 8 2
Fluahoth Nicbes

Semce Vice Prowadeet, Fooding America

s N;;u-mn-u-km-—*ﬂwa-w([nduxnmlwmd Please donate
e e o i A B e i
S DOUBLE your impact for our neighbors

CT for families facing hunger through the Feedin:

struggling with hunger
g America nationwide network

YES, | want to have TWICE THE IMPA
of food banks. Enclosed is:

0$20, which can help provide ggg mea:s §

01530, which can help provide 600 meals.

a 340 which can help provide BOO meals. . FEEDING'
which can help provide as many meals as possi FRERICA

lP/ease <o make your check payable to FEEDING AMERICA.)

tion on back)
O i giving by credit card. (Please see sec ) 1 (Ploase see section on back)
B et to make an even bigger impact by giving monthiy!{ s . cowe
3-364

[ﬁ Ste. B
Give online: SupportFeedingAmerica. rg/Gift sr60 L\sgn;é 0 o2

" ;
o o e A e e o i s 1 e ecred fit. e nanTaecid
e ke v e A o O 30050 032982
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« 87% of appeals were a Personal Letter,
% were Newsletters, 2% were a
amphlet only, and 2% were a
ewsletter & 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

virtuous

FOR TOO MANY AMERICANS, THE CURRENT REALITY MEANS GOING HUNGRY.
MR. CLOWE, YOU CAN MAKE A DIFFERENCE.

June 17, 2020

Dear Mr. Clowe,

As you may have seen in recent news reports, hunger in America is reaching unprecedented levels.
Job losses. economic uncertainty and disruptions to our food supply mean more people than ever are turning
to food banks for support,

Tens of millions of Americans have lost their jobs and may be struggling to feed their families.
The fact is, 37 million people across th: i i r befor 2 i

Inited States w facing ger C
The Feeding America nationwide network of food banks estimates that number may increase by

approximately 17 million.

In this new reality, hunger is affecting children and families across our country, including in your
own community. It's reaching your elderly neighbor living on a fixed income and your child’s schoolmates.
It impacts the friends who were just laid off and the single mother struggling to put food on the table.

While we're facing the biggest challenge we've seen in our 40-year history, the Feeding America
network is doing what it does best: serving individuals and communities across America, wherever they are.
With your support, we've been on the frontlines, helping provide more meals than ever 1o our neighbors
struggling with hunger—many for the first time in their lives. In recent months, food banks distributed more
than 947 million meals.

The demand only continues to escalate. and t's straining our resources to the limit. We're working

Mr. Clowe, with you at our side. we can continue to be there for each person who needs our help.

Will you please give what you can today, while your donation can have TWICE the impact?
Normally, every 1 you give helps provide at least 10 meals to people in need. But thanks to a generous
donor, every $1 you give right now can help provide at least 20 meals through the Feeding America network.
With your gift of $20, $30 or $40, you are helping change the lives of people like Maxine, Elsa and Joe,
who are facing difficult hardships in the wake of the pandemic.

(over, please)

35 E. Wacker Drive, Suite 2000 ¢ Chicago, IL 60601 ® FeedingAmerica.org

The truth is, too many Americans are living paycheck to paycheck. For them, a disruption to work,
school or health can make a huge difference between stability and hunger.

Consider Maxine, who recently lost her only source of income. “/ spoke with my boss last night,
secured my schedule, and by the next morning I was furloughed, pretty much everyone was. " she says.
But through her local food bank, Maxine found the food she needed to face an e ergency—and the hope
she needed to move forward.

“Today, you can help provide not only meals, but also a sense of consistency and calm for our
neighbors struggling with hunger.

For Elsa and Joe, a recent visit to a drive-through y food distribution was a lifeline.

“We only have money for groceries for the next two days, " Elsa says. “When someone asked me to open
my trunk and started filling it up with groceries, 1 started to cry. Thank you for helping us even though you
don't know us.”

Please don’t wait to make a difference in the lives of millions of Americans dealing with
incredibly difficult challenges. You can help food banks continue to respond to this unprecedented
situation—and show our neighbors they are not forgotten.

T hope I can count on you to do all you can. Thank you so much for your kindness.

Sincerely,

h Nielsen
¢ President, Feeding America

P.S. Hunger is escalating in America—98 percent of food banks are seeing increased need. Please donate
today, while your gift can have TWICE the impact, and help us continue to be there for our neighbors
facing hunger.




° o) . . '
98% of a ppea s primari Iy asked for a DOUBLE your impact for our neighbors struggling with hunger

M . YES, | want to have TWICE THE IMPACT for families facing hunger through the Feeding America nationwide network
O n e - I m e gl t || of food banks. Enclosed is:
|| 0 $20, which can helg vide 400 meal
0 $30, whic in help provide 60 ¢ *
1 $40, whic n help provide )0 mea ¥ L
l a$ . whichcant elp provide as marny meals as posslble. FE E DlNG
{ (Please make your check payable to FEEDING AMERICA ) AM E R | CA

i O I'm giving by credit card, (Please see section on back.)
R 1 ke an even bigger imp -+ b giving monthly! (Please see sertion O

° o/

15% included a URL to a specific landing _———— =

page, 66% had a URL to the main srrem—
website, and 19% had no URL

Contributions to Feeding Amenca may be tax-deductible to the fullest extent permitted by law.

please make your check payable to FEEDING AMERICA. Return this form with your gift in the enclosed
Felope. o mail it to PO. Box 96749, Washington, O.C. 200206749, p32982L4L 5 H2071 BGA3

°® (o)
45% had a clearly congruent e 1 W '

website/landing page, 28% had some Eret et "® o o o,
Congruency’ and 280/0 had no SIGNATURE (REGUIRED)  EXPIRATION DATE
Congruency I‘élll:f-toslvo$ monthly. —

EMAIL
1 e Fching Ammenc
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Feeding America

ONLINE DONOR OFFLINE DONOR

AZ
Online Donor Avg Solicitations Online Only Donors Postal Donor Avg Solicitations Postal Only Donors
Online Donor Avg Cultivations Postal Donor Avg Cultivations
14 @ Email Only 2 @ Postal Only
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AN ONLINE ONLY
DONOR JOURNEY
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—@— Email DONOR.
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Khan Academy %
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10
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12 EMAILS WERE CULTIVATION, 4 EMAILS WERE
SOLICITATION FOR A RATIO OF 3:1.

AVERAGE WAS 1.8:1.
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Khan Academy

~~ Email T 15T EMAIL SOLICITATION SENT ON DAY 34.

AVERAGE IN THE STUDY WAS 27.

Week 1 Week 3 Week 5 Week 7 Week 9 Week 11 Week 13 Week 15 Week 17
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Subject: You support education for anyone, anywhere

From: Lizzie from Khan Academy <lizzier@khanacademy.org>

To: kevin.peters@loveyourgrub.co

Date Sent: Thursday, April 30, 2020 8:02:33 AM GMT-05:00
Date Received: Thursday, April 30, 2020 8:02:36 AM GMT-05:00

(2 Khan Academy
I

Hello!

YYour donation goes a long way to keeping Khan Academy’s high-quality
content 100% free for anyone who wants to learn, With your support, you
are directly helping children like Anjali get access to a life-changing
education.

We need consistent support to stay on track. If you can give just $5a
month, you can make sure Khan Academy is always available and that
everyone has the opportunity to learn,

Give $5 monthly

Hear Anjali tell her story

1 come from a poor family. At home it's one room, just a room we live in. When |
was a child, | used to fear mathematics. But now, | am in love with mathematics
just because of Khan Academy. It is free, so children like me get a chance. | want
to change the world—so | am starting with myself. — Anjali, India

For every Anjali, there are ten more children eager to learn who don't
have access to the education they need to reach their full potential. Your
support can make the future a little brighter. Thank you!

1/2

All the best,
Lizzie
Community Giving Manager

Khan Academy is 2 501(c)(3) nonprofit organization with the mission of providing a froe. world-class
education for anyone, anywhere, Donate today!

Check out our 108 & Androld apps!

 £]¥]0)]

Khan Academy
P.O. Box 1630, Mountain View, CA 94042

Privacy Policy + Terms of Service

Unsubseribe




* 17% of emails were sent from a person E‘::.‘k:ﬁl?{éﬂ&;’iﬁ;’.?zzz‘;’%$°L?J;T§:‘(§k2’;¥?:?:5:my.org,
o: kevin.peters@loveyourgrub.co - ;
and organization, 31% from just a Date Rocelved: Fhursdoy, ApH 30,2020 8:02:36 AM GMIT 05:00
person, and 51% from just the |
organization P Kranie iy
[
« 36% of organizations did not address us -
bbprdegoml i s ot o kb o
by n a m e are directly helping children like Anjali get access ;o alife-changing '
education,

We need consistent support to stay on track. If you can give just $5 a

92% of organizations did not reference ks ottt ot iy
our past gift

18% of organizations asked for a
monthly gift

.‘ VirtUOUS Hear Anjali tI her story



* 19% of emails had a story or narrative
writing

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

e 77% of emails had more than 1 call to
action
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Hear Anjali tell her sto

| come from a poor family. At home it's one room, just a room we live in. When |
was a child, | used to fear mathematics. But now, | am in love with mathematics
just because of Khan Academy. It is free, so children like me get a chance. | want
to change the world—so | am starting with myself. — Anjali, India

For every Anjali, there are ten more children eager to learn who don't
have access to the education they need to reach their full potential. Your
support can make the future a little brighter. Thank you!

T/2

All the best,
Lizzie
Community Giving Manager

Khan Academy s a 501(c)(3) nonprofit organization with the mission of providing a free, world-class

education for anyone, anywhere, Donate today!

Check out ur 65 & Androld apps!

.’ ADDS!OFC » .(rflvo'c;'gle Play

FOE

Khan Academy
P.O. Box 1630, Mountain View, CA 94042

Privacy Policy « Terms of Service

Unsubscribe



Subject: You support education for anyone, anywhere

From: Lizzie from Khan Academy <lizzier@khanacademy.org>
To: kevin peters@loveyourgrub.co

Date Sent: Thursday, Apell 30, 2020 8:02:33 AM GMT-05:00
Date Received: Thursday, April 30, 2020 8:02:36 AM GMT-05:00

@) Khan Academy
L
& Khan Academy
Hello!
Your i long way S Academy’s high-quality
content 100% free for anyone who wants to learn, With your support, you
ke Anjall get access to a life-changing Help us do more
education.
Well get right to the point. With the
Weneed support ¥ k. If you can give just $5 2 coronavirus (COVID-19) creating mass school
month, you can make sure Khan Academy is always available and that closings, demand for Khan Academy has spiked.
everyone has the opportunity to learn. s meet this demand. A gift of $10

ea
nonprofit that relies on support from people like
you. Thank you!

Give the gift of life-changing education!

amging the workd. Learn hews she's iving Khan Acdemy b

» 23% of organizations pointed to a
donation page that had no congruence, S

was achild, | f 3 Khan Academy i a reghitered S01(cX3) non-proft in the United
Just because of Khan Academy. It is free, so children like me get a chance. | want States, and all gfts 10 us are tax eductible i the United States
tochange the - Anjali, India 10 the fulest extent allowed by Law. Our Tax 1D rumber s 2¢-

1544963

1 9 % h ad d some con g ruence, an d 5 8 % q%f?fﬁwé::ﬁﬁwﬁdrw | e
were congruent

All the best,

Lizzie

Community Giving Manager
Frequently asked questions

Can i send a check?
c
Cneck ot o KOS & Andreld sson!
& Apps P . fomre
Do you accept employer matches?

no@

Mo Acuberrry Canl donate In a currency other than US dollars?
P10 o 1630, Meusstain View, CA 9042

Privacy Paskcy - Terrms of Service What s the Learners Fund?

How do | cancel my recurring donation?
Is my donation tax deductible?
Where sy denation receipt?

| want 1o make sure my gft Is making a difference. Where can | find

virtuous
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Khan Academy

ONLINE DONOR OFFLINE DONOR

Online Only Donors Postal Donor Avg Solicitations  PoStal Only Donors

4

Online Donor Avg Solicitations

4

Postal Donor Avg Cultivations

13

Online Donor Avg Cultivations

12

@ Email Only @ Email and Postal
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A MULTI-CHANNEL
OFFLINE JOURNEY.
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Buckner

—=@— Mail Cultivation =@ Mail Solicitation Email Cultivation

—@®— Email Solicitation
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40
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Buckner Offline Donor Welcome

1 - THANK YOU & RECEIPT 2 - THANK ' YOU POSTCARD

Dear M. Clowe,

Thank you for your spesial gift to support vulnerable children and familics in need!

L

ough YOUr SUPPOT, you are peotecting childeen and stre: ng familics 10 help them reach their fullest
potential. 1 am gratefial for your compasséon and gencrosity to improve the lives of others and give them hope
for a better fut

Albert L. Reyes, DMin., PhD

President and CEO

& BUCKNER. i o

Hogpm e beve 5

(2% vy g 1 Bucknar § Plecse use my g b
:"-";I‘" - O Children 3 Educafion 1) Fomilies ) Senior Core ) Whare Nseded Most
Ir, Paal A |

3 0 Other

5760 Legacy Dr

Plano, TX 73024

23 Please charge my ik o e

Exphotion Date _

Nome o3 it appears on your card

Emai eddress (opiors]

Buckner nternationl edicated to

_ Address

& BUCKNER.

Hope shines here:

3 WEEKS
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Buckner Offline Donor Welcome

2 - THANK ' YOU POSTCARD 3 - IMPACT POSTCARD

It can be overwhelming to see Ve
the darkness and suffering (=
around us. God’s Word calls us S
~ Z.
to serve the most vulnerable Bk BR, X
and bring light into the ity _—

darkness. You are sharing
hope at Buckner by providing
children the resources they
need for a brighter future.

We are so grateful for you!

MR. PAUL A. CLOWE
5760 LEGACY DR STE B3
PLANO, TX 75024-7103

Hover your phone camera over
the QR code to watch Jozlyn's
story of hope. Her life has
been transformed because of
people like you and the hope
of Christ in her life.

Jebifa ooty g b

Paul,
your gift
made this
possible!

Buckner nternational

& BUCKNER.

Hope shines here:
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Buckner Offline Donor Welcome

- IMPACT POSTCARD 4 - IMPACT POSTCARD

virtuous

It can be overwhelming to see
the darkness and suffering
around us. God’s Word calls us
to serve the most vulnerable
and bring light into the
darkness. You are sharing
hope at Buckner by providing
children the resources they
need for a brighter future.

We are so grateful for you!

Hover your phone camera over
the QR code to watch Jozlyn's
story of hope. Her life has
been transformed because of
people like you and the hope
of Christ in her life.

BUCKNER.

Hope shines here:

MR. PAUL A. CLOWE
5760 LEGACY DR STE B3
PLANO, TX 75024-7103

Jebifs ooty g b

Paul,
your gift
made this
possible!

Since 1879, generous
individuals like you have
supported and strengthened
children around the world—
creating alasting impact in
their ives. Whil
as arown and developed,
our hieart and commitment
to vulnerable children and families remains
the same. We are so grateful you feel called
to this mission alongside us. Today, because
of you, lives continue to be transformed. You
meet immediate needs and equip families for
long-term success.

Robertcooka
Bk foonaer

Hover your phone
camera over the GR
code to learn more
about Buckner and
how you are part of
this legacy of hope.

&

BUCKNER

Hope shines herer

Thank you for

answering

S -
e <
i -
o -
. el
|
MR. PAUL A. CLOWE /

5760 LEGACY DR STE B3
PLANO, TX 75024-7103

sdl il il

& BUCKNER
HOPE SHINES




Buckner Offline Donor Welcome

- IMPACT POSTCARD 5 - APPEAL LETTER

Since1878, enerous

individuals fic you have =
supported and strengthened . &BUCKNER. %
children around the world— BUCKNER. Reodleiee

creating s lasting impact in v

their lives. While Buckner Hope shines heres

has grown and developed,

r Heart and commitment
to vulnerable children and families remains
the same. We are so grateful you fecl called
to this mission alongside us. Today, because
of you, lives continue to be transformed. You
meet immediate needs and equip families for
long-term success.

Mr.Paul A. Clowe
5760 Logacy Dr Ste 83
Plano, TX 75024-7103
Thank you for being a part

of the Buckner family!

020~ 3 T e e

MR. PAUL A. CLOWE /
5760 LEGACY DR STE B3
PLANO, TX 75024-7103

Hover your phone

camera over the GR
code to learn more
about Buckner and
how you are part of
this legacy of hope.

& BUCKNER

Hope shines here:

Doar Paul

Over the last faw weoks. | ope you have seen the immense Impact you are making
a5 art ofthe Buclar famil. Your rocant ift halps protact vulnerable chidron and
Strangthen familes n criss.
el o vorks troush genrcus partners ko youto bring obout helng n e e o
il ISR R chidran — opaning a way for tham t have a bighter fu

185  beautitul icture of God opening His arms to care for you and me.
And God cals you, not only t be His own,but to participato in carin for His chidren.
Vour gitto Bucknar drectly mpacts vuinérablo ehidran through theso minstris:

+ Buckner Fostor Caro and Adoption — you bring
hope and haaling to vulnerabla chidren by
recrulting, training and supporting safe healthy
foster and adoptive familes

51+ Family Hope Conters — you give familes the
pporunyto fesch har Gor-ivon polania
froush educatin,counselng and vocaiond

+ Family Pathways — you strengthen single
mothrsasthey pursue isher educaton by
surrounding them with the support and resources.
thl famibes need to th

* Shoos for rphan souls —you provide

bonrocb ittt ko
.& ot v

8o encourased by how your qenarosty helos more chicren and fales o hope
With your ough generational cycles of

Your brother n Christ,

(e r—7,_1
Ot AbertReyes

President and CEO

Thank you for

answering

My Gift to Give Hope Now to Vulnerable chlldren

Yes, Albert, | care deeply about children who are hurting and living in unstabl

& BUCKNER s B e e s
HOPE SHINES

Q Enclosed Is my best gift of S_____

w. Dtase use my gift
= at risk and families n cri

M Pl A Clow
5760 Legacy Dr Sie B3

g BUCKNER Plano, TX 750247103
Hope shines hore: 432656 202080NL 22332
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Buckner Offline Donor Welcome

1 - THANK YOU & 2 - THANKYOU 3 - IMPACT POSTCARD 4 - IMPACT POSTCARD 5 - APPEAL LETTER
RECEIPT POSTCARD
_________ {‘
S e ‘
Re To=s= i
e = d
//,\‘ % . //" ‘ E N //\ ‘
SL-S -5
& N 2}
y o

17 DAYS 35 DAYS
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Buckner

ONLINE DONOR

N virtuous

OFFLINE DONOR

=@— Email —®— Mail




Online Donation Status

* We could only successfully
complete online donations

to 91% of the 119

@ Success organizations (compared
@ Process Broken to 94% success for offline
¢ No Way to Give donati ons)
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SENDING A CHECK AS OPPOSED TO

GIVING ONLINE WAS MORE LIKELY TO
GET PROCESSED... IN THE MIDDLE OF A
GLOBAL PANDEMIC.

virtuous







A MULTI-CHANNEL
ONLINE DONOR
JOURNEY.




Doctor’'s Without Borders - Online Dou. %
04'0
%

=@— Mail Cultivation =@= Mail Solicitation == Email Cultivation =@®— Email Solicitation

60

Week1  Week3  Week5  Week7  Week9  Week 11  Week 13 Week 15  Week 17  Week 19
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Doctor’'s Without Borders - Online Do %

=@— Mail Cultivation =@= Mail Solicitation = Email Cultivation =@®— Email Solicitation

60

40 | =

Week1  Week3  Week5  Week7  Week9  Week11 Week 13 Week15 Week17  Week 19

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

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

N virtuous



Doctor’'s Without Borders - Online Do %

=@— Mail Cultivation =@= Mail Solicitation = Email Cultivation =@®— Email Solicitation

60

40 | — o

Week 1  Week3  Week5  Week7  Week9  Week 11 Week13 Week 15 Week 17  Week 19

THEY MAILED THE ONLINE DONOR 5 TIMES.

AVERAGE WAS 3.
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Doctor’'s Without Borders - Online Do %

04'0
p
—@= Email =@ Text =—@=— Mail
80
60
40
20
0 &  S——— H

Week 1 | Wek 3 Week 5 Week 7 Week 9 Week 11 Week 13 Week 15 Week 17 Week 19

ONLY 1 ORGANIZATION SENT A TEXT MESSAGE
TO EITHER DONOR

N virtuous



Doctor’'s Without Borders - Online Do

Thanks for your
commitment to Doctors
Without Borders! 2
msgs/mo. Reply HELP
for help. Reply STOP to
cancel. Msg&Data Rates
May Apply.

Doctors Without Borders
here. We just launched
operations in the US in
response to the
coronavirus pandemic.
Read the latest update:
https://bit.ly/2KuF Snj

Doctors Without Borders
is devastated by the
senseless attack on our
maternity ward at a
hospital in Kabul,

Afghanistan. Read more:

https://bit.ly/2WrZmja

It's Mary from Doctors
Without Borders. Can
you donate now to help
us keep vital medical
services running during
the COVID-19
pandemic?
https://bit.ly/36HIb1F

Doctors Without Borders
here. What happens
when the global COVID-
19 and refugee crises
collide? Take our quiz to
find out.
https://bit.ly/2N5SRiPD

It's Mary from Doctors
Without Borders. We're
short of our World
Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: hitps://bit.ly/3djTJJ4

ACTION ALERT: Submit
a comment by midnight
tonight to help us protect
vulnerable asylum
seekers.
https://bit.ly/20qTOk8

It's Mary from MSF with
early access to a special
opportunity just for you:
become a monthly donor
and your first gift will be
matched.
https://bit.ly/3ff7lku

Week 19

Week 5

Week 7

0

Week 1 Week 3 Week 9 Week 11 Week 13 Week 15 Week 17
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Doctor’'s Without Borders - Online Do

Thanks for your
commitment to Doctors
Without Borders! 2
msgs/mo. Reply HELP
for help. Reply STOP to
cancel. Msg&Data Rates
May Apply.

Doctors Without Borders
here. We just launched
operations in the US in
response to the
coronavirus pandemic.
Read the latest update:
https://bit.ly/2KuF Snj

Doctors Without Borders
is devastated by the
senseless attack on our
maternity ward at a
hospital in Kabul,

Afghanistan. Read more:

https://bit.ly/2WrZmja

It's Mary from Doctors
Without Borders. Can
you donate now to help
us keep vital medical
services running during
the COVID-19
pandemic?
https://bit.ly/36HIb1F

Doctors Without Borders
here. What happens
when the global COVID-
19 and refugee crises
collide? Take our quiz to
find out.
https://bit.ly/2N5SRiPD

It's Mary from Doctors
Without Borders. We're
short of our World
Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: hitps://bit.ly/3djTJJ4

ACTION ALERT: Submit
a comment by midnight
tonight to help us protect
vulnerable asylum
seekers.
https://bit.ly/20qTOk8

It's Mary from MSF with
early access to a special
opportunity just for you:
become a monthly donor
and your first gift will be
matched.
https://bit.ly/3ff7lku

Week 19

Week 5

Week 7

0

Week 1 Week 3 Week 9 Week 11 Week 13 Week 15 Week 17
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Doctors Without Borders - World Refugee Campaign

It's Mary from Doctors

Doctors Without Bor. 2 Inbox CULTIVATION STUDY CULTIVATION S../Donations Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona One final chance - They fled for their safe Without Borders. We're
short of our World
Doctors Without Bor. 2 Inbox CULTIVATION STUDY CULTIVATION S../Donations Multi-Channel 2020  Multi-Channel 2../Example Multi-Ch../Online Persona Only hours left this World Refugee Day - Y ggs!l!gﬁ g?‘l;g‘r’:; dae"t‘:“s

work so urgent. Donate
now: https://bit.ly/3djTJJ4

Doctors Without Bor. 2 Inbox CULTIVATION STUDY CULTIVATION S../Donations Multi-Channel 2020  Multi-Channel 2../Example Multi-Ch.../Online Persona Today is World Refugee Day - Nearly 71 i
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Doctors Without Borders World Refugee Campaign
EMAIL 1

Woos n CUCTTEATIN TSI & CALPHAYON STV umitins & s Chipmmet 100 1

unprecedented.
et goal to raine 5240,000 by midnigt tonight,
From forcitly cspiaced pecgla in Greocs, Syna, and Twnzana 1 the

it Beazk;
surtacng
rofugees in Bangladesh, cur lams a%o fcing 10 prevent the 3p0ad of
Stil, are many.
and and our teams

For people forced to flee their homes, COVID-19 is another
Ceadly costacie on their journey Help save Lives:
Make a gift for World Refugee Day.

DONATE NOW

N virtuous B —

TEXT 1

It's Mary from Doctors
Without Borders. We're
short of our World

Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: https://bit.ly/3djTJJ4




Doctors Without Borders World Refugee Campaign
TEXT 1 EMAIL 2

Only hours left this World Refugee Day
b » CECTWATRN E0500 & CEXTVATION BTV Do+ Mol S 1434 &
M-St FH g 8 MM s 53D P &

S e SR SR
*
I p Feoecos sows owrizss  prvrergere

WORLD REFUGEE DAY DEADLINE:
11:59 PM TONIGHT

It's Mary from Doctors mm
Without Borders. We're
short of our World Loz

Refugee Day goal, and L SR
COVID-19 has made this e i
work so urgent. Donate SRR
now: https:/bit.ly/3djTJJ4 :'"“:"‘"'"‘"*""":.“"":"’"” B

Ot Nt never been reeded more: Danate now o halp ws mast out

Far from home, ||
far from over: .

‘o people forced 1o flee thei homes, COVID-19 i ancther
M oDsaCIe on thelr jocrney. Help save lives.
Make 2 gift for World Refugee Day.

DONATE NOW

N victbous e R




Doctors Without Borders World

N virtuous

Onily ho

EMAIL 2

urs left this World Refugee Day

ATWATIN E00¢ & COLTIVATION RTUE

_

o

MEDECINS SANS FRONTIERES
’ DOCTORS WITHOUT BORDERS COVID-19 UPDATE

WORLD REFUGEE DAY DEADLINE:
11:59 PM TONIGHT

DAYS HOURS MINS SECS

GIVE NOW TO SAVE LIVES

Tiene b5 running out 1o maike a Wesarving G Yo Doctors Without Boners
s Workd Refugee Day. 50 we wanied 1 tel you where we stand: With
Just hours loft until our micaight deadins, we're stil $50,000 short
of our goal.

Our toams are racng 0 provide medical care 10 the milions of rekgoes
and other displaced PEoEio who Pave beon put at even greater risk by
9 COVN Ths "

30 076 the reeds o0 the groved

As they fiee violence. confict, persecution, and oiher hardshios in thew

spread of COVIO-19 are difficult or impossibie 1 imploment

isacon medical work-
and that's why we're racing 10 reach our $240,000 goal before
midnight this World Refugee Day.

WIth e CORONIVIUS Pandermic COmpOUing other heath crises, your
R has never been needed more: Danite now 10 help v mest ou
Werlg Rafugee Day goal before midnight and pravide medical care
for_peosie on the move and others in Reed

WORLD REFUGEE DAY

Far from home,
far from over: _
Refugees &
COVID-19

For people forced to flee thew homes, COVID-19 is ancther
deadiy obstacie on thelr jocrney Help save lves

Make 2 git for World Refugee Day.

DONATE NOW

0 iy Pyt TR s e i § S, Pt (35
e

40 P e 1H P e T, VY V00K | Phome 23479 60
Mt 4 domation. Tt e 1-886-373.0902 s Sopn 8 etk
Ot Qs |t P | Prrvay Py

Refugee Campaign
EMAIL 3

One final chance

[
2=

GOAL:
$240,000
DEADLINE:
MIDNIGHT

DONATE NOW

World Refugee Day ends in just five hours.

Donate now 10 help Doctors Without Borders provide lfesaving medical
care 1o refugees and other displaced people impacted by COVID-19 and
urgendly in need of care around the worid.

WORLD REFUGEE DAY

Far from home, |
far from over: |
Refugees & ¢
coviD-19 .

For people forced to flee their homes, COVID-19 is another
deadly obstacle on their journey. Help save lives:

Make a gift for World Refugee Day.
DONATE NOW
epidomics.

40 Racice Strwet, 16 Ploce, New Yook, NY 10000 | Prose: 212-874-6800
Titeanl 2wk

Ronate Qntine | Mome Page | Rrivasy Retisy.




Doctors Without Borders - World Refugee Campaign

It's Mary from Doctors

Doctors Without Bor. 2 Inbox CULTIVATION STUDY CULTIVATION S../Donations Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona One final chance - They fled for their safe Without Borders. We're
short of our World
Doctors Without Bor. 2 Inbox CULTIVATION STUDY CULTIVATION S../Donations Multi-Channel 2020  Multi-Channel 2../Example Multi-Ch../Online Persona Only hours left this World Refugee Day - Y ggs!l!gﬁ g?‘l;g‘r’:; dae"t‘:“s

work so urgent. Donate
now: https://bit.ly/3djTJJ4

Doctors Without Bor. 2 Inbox CULTIVATION STUDY CULTIVATION S../Donations Multi-Channel 2020  Multi-Channel 2../Example Multi-Ch.../Online Persona Today is World Refugee Day - Nearly 71 i
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Jun 20

Jun 20




Doctors Without Borders - World Refugee Campaign

Doctors Without Bor.

Inbox

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch../Online Persona We're so grateful, Kevin - Thank you for standing with refugees.

Jun 24

Doctors Without Bor. 2

Inbox

CULTIVATION STUDY

CULTIVATION S../Donations

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona

This Thursday, June 25, join our discussion to learn how we'r...

Jun 23

Shannon Miller, Doc. 2

Inbox

CULTIVATION STUDY

CULTIVATION S../Donations

Multi-Channel 2020

Multi-Channel 2../Example

Multi-Ch../Online Persona We didn’t meet our World Refugee Day goal - An important up...

Jun 22

Doctors Without Bor. 2
Doctors Without Bor. 2
Doctors Without Bor. 2
Doctors Without Bor.
Shannon Miller, Doc. 2
Avril Benoit, Docto. 2
MSF

Doctors Without Bor. 2
Doctors Without Bor. 2

Doctors Without Bor. 2

Inbox

Inbox

Inbox

Inbox

Inbox

Inbox

Inbox

Inbox

Inbox

Inbox

CULTIVATION STUDY

CULTIVATION STUDY

CULTIVATION STUDY

Multi-Channel 2020

CULTIVATION STUDY

CULTIVATION STUDY

Multi-Channel 2020

CULTIVATION STUDY

CULTIVATION STUDY

CULTIVATION STUDY

CULTIVATION S../Donations

CULTIVATION S../Donations

CULTIVATION S../Donations

CULTIVATION S../Donations

CULTIVATION S../Donations

CULTIVATION S../Donations

Multi-Channel 2020

Multi-Channel 2020

Multi-Channel 2020

Multi-Channel 2../Example

Multi-Channel 2../Example

Multi-Channel 2../Example

Multi-Ch.../Online Persona

Multi-Ch.../Online Persona

Multi-Ch.../Online Persona

One final chance - They fled for their safe
Only hours left this World Refugee Day - ¥

Today is World Refugee Day - Nearly 71 n

It's Mary from Doctors
Without Borders. We're
short of our World

Refugee Day goal, and
COVID-19 has made this
work so urgent. Donate
now: https://bit.ly/3djTJJ4

Multi-Channel 2._/Example Multi-Ch../Online Persona Tomorrow is World Refugee Day - crisis— Doctors Without Borders is there. Tomorrow is World Refugee Day. ...

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch../Online Persona Do you stand with refugees? - They've been forced from hom...

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch../Online Persona Refugees are far from home. Their crisis is far from over. - yo..

Multi-Channel 2._/Example Multi-Ch../Online Persona What would you do, Kevin? - scarce. Doctors Without Borders teams are in those camps,

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch../Online Persona Join us Thursday, June 18 - Migration in t|

CULTIVATION S.. /Donations Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch../Online Persona [QUIZ] When COVID-19 and the refugee cr

CULTIVATION S../Donations

Doctors Without Borders
here. What happens
when the global COVID-

19 and refugee crises
collide? Take our quiz to
find out.
https://bit.ly/2N5RiPD

Multi-Channel 2020 Multi-Channel 2../Example Multi-Ch.../Online Persona An acute and ongoing crisis - Refugees all over the world are ..,

Jun 20

Jun 20

Jun 20

Jun 19

Jun 18

Jun 17

Jun 15

Jun 13

Jun 11

Jun9
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Doctors Without Borders

ONLINE DONOR OFFLINE DONOR

AZ
Online Donor Avg Solicitations Online Only Donors Postal Donor Avg Solicitations Postal Only Donors
Online Donor Avg Cultivations Postal Donor Avg Cultivations
@ Email and Postal @ Postal Only

44 1
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Other Interesting Things

Raise



Key Our How You
lssuss  Respomse  Can Help

s to Give

non-profit organization, the ASPCA depends antifely o donatic
o m kindhearted people ke you.

1 in 5 did not have a ways to give page

Got Room In Your
Donate to the ASPCA and Help Animals Heart for Me?

Join the ASPCA Today
For over 150 years, the ASPCA has worked tirelessly (o put an end 10

o ° ) animal abuse and nieglect. We are a national leader in animal rescue. Donate Now:
. protection and placement, and your tax-deductible donation will help Credit Card =
0 fight crueity and make a life-changing difference for animals actoss
America Checking or Savings
Account
° MAKE A ONE-TIME DONATION
in a check BT e
cmes ot s PayPol
o ° ° Monthly Donation
. Monthiy giving 1s an easy,
0 efficient and tax-deductidie
way to make a difference for Other Ways to Give:
animals all year long. Become
Fundraise with Team

an ASPCA Guardian today. ASPCA =

Matching Gifts =

20% had PayPal

Workpiace Gifts -
ASPCA Heroes: Major
Memorial and Honor Giving =
Gifts ASPCA Legacy Society
Honor a persan or pet by Planned Giving =

making a gift in their name.
Choose to send a Memorial,
Honor or Birthday card.

Foundations and

Wedding Favors -
Donate Your Car

Tum your old car, truck, or
boat into a charntable
contribution for animals. Free
tow service for all vehicles and

your donation may be tax- .
doductiine Share this page:

f v
Planned Giving

Suppon our work for animals
while aiso fultilling your own
financial goals and objectives.

Founder's Society
ASPCA Founders are generous
supporters who make a gift of
$500 or more.

¢ virtuous




* 4% did not thank the donor
* 40% did not expand the thank you
* 36% had no next step

N Virtuous

RAINFOREST
ALLIANCE

We're a global leader in forest
eonservation, sustainable agriculture,
@and community-centered economic
development that protects our
precious natural resources. All of these
@re proven "natural climate solutions”
we urgently need to avoid a climate
eatastrophe. Thank you for joining our
growing global alliance. Together we
are building a world where people and
nature thrive in harmony. You will
receive an email receipt shortly
gonfirming your gift.

Transaction Summary

Below is your transaction summary. You'll also receive an email receipt

shortly confirming your gift

The Rainforest Alliance (Tux ID: T3f3377893) is a tax-exempt 50](0)(3) non-
profit. Your donation is deductible to the full extent allowed by law.

Transaction Date:
Level

Amount:

First Name:

Last Name:
Street 1:
ZIP/Postal Code:
City:
State/Province:
Country:

Email Address:
Communication opt-in:

Credit Card Number:

Total Gift Amount:

Tax-deductible Amount:

Tracking Code:

3/27/2020

One-Time Gift

$20.00

Kevin

Peters

5760 Legacy Drive, Suite B3-444
75024

Plano

TX

United States
kevin.peters@loveyourgrub.co
Yes

T 1)

$20.00
$20.00

3322-2822-1-316960-330530

The best chance for our planet's future lies in saving forests. With your
steady, monthly donation, you help end deforestation, protect wildlife
habitats, and help rural communities adapt to climate change year-round.

Select a Monthly Gift

$10

$35

$ Other

$20 $25

$50 $100




State of
1r\-/lhtjalti-Channgel Donor

GET ALL THE DATA, syl
INSIGHTS, AND EXAMPLES
FROM THE STATE OF
MULTI-CHANNEL DONOR
COMMUNICATIONS STUDY
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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)
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Multi-Channel Fundraising Ideas

Try mailing your online
donors

e As a thanks or before an
online campaign

N virtuous

Try emailing your
offline donors

eAs a welcome and around

mailed appeals (send date >
10 days later)

Try showing branded
ads to offline donors
el eading up an appeal and

the first few weeks after it
hits mailboxes

Try cultivating more
overall and in both
channels

eUpdates, thank you's,

stories reports, etc.
Content!

Try calling your online
and offline donors

ePromptly and personally
(even if it's automated)
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The State of Multi-Channel
Donor Commmunications

. o . . The State of
Get answers & insights from how 119 organizations are approaching their Mu|ﬁ.Channe| Donor
multi-channel communications to questions like: Communications

How 119 Organizations Are Using Online

and Offline Channels to Engage New Donors
«  How many organizations are implementing a multi-channel strategy to online i
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 C
text messages?

«  And much more.

Presented
esented by

/Q W vir
/Q@ ‘ tous (N, Nexatr Institute

T — |

multichannelnonprofit.com
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JOIN 4,000+ OTHER MARKETERS
AND FUNDRAISERS AND TAKE
AN ON-DEMAND ONLINE
FUNDRAISING CERTIFICATION
COURSE.

N virtuous

Google

Analytics

$299.00

Google Analytics for
Nonprofits

| S

T $299.00

Donation & Landing Page
Optimization

" “
r — COPYWRITING

=
$299.00
Copywriting for Online
Fundraising

pywriting

EMAIL FUNDRAISING OPTIMIZATION

o

Email Fundraising
Optimization

$299.00

INE FUNDRAISING
OPTIMIZATION
$299.00
Intro to Online Fundraising

Optimization

principies of onll

TURNING FACEBOOK LIKES
INTO DONORS
$299.00

Turning Facebook Likes Into
Donors




| FREETICKET!

Nniosummit.com




Speakers and Topics

y

an Pallotta Jen Shang Reggie Rivers rian Mille
Philanthropist, World's First PHD in Former Denver TED Talk Ueteran &
Author, & Iconic TED Philanthropy Bronco & Gala Team Accomplished

Talk Speaker Founder Magician



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

NSTITUTE

7 PROVEN METHODS TO
ACQUIRE MORE EMAILS ==

FEBRUARY 27, 1PM CT | LEARN MORE »

RESEARCH RESOURCES

WRITE A BETTER YEAR-END EMAIL APPEAL

he State of
I/luln Channel Donor
Communications A

The
Nonprofit
Optimization
Guide

TRAINING

The State of Nonprofit
Donation Pages

- Grnees (N vainne

N/ virtuous nextafter.com
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