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Donor retention » 
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• Reductions in average and new donor rates 
• Increases in overall donors and new donors  
• Increase in recaptured donors 
• Huge increase in gifts under $250

2020 Data »
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Key drivers of donor commitment »

1. Donor perceives organization to be effective 
2. Donor knows what to expect with each interaction 
3. Donor receives a timely thank you 
4. Donor receives opportunities to make views known 
5. Donor feels like they’re part of an important cause 
6. Donor feels his or her involvement is appreciated 
7. Donor receives info showing who is being helped

http://www.thedonorvoice.com/national-donor-commitment-study-and-proof-of-link-between-donor-attitudes-and-behavior/
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How to increase retention »
• Focus on first-time and above-average donors 
• Thank quickly + personally 
• Go overboard with appreciation 
• Donor-centric tone (more “you” than “we”) 
• Illustrate that you know who the donor is 
• Tell them how gifts are used / will be used 
• Tell them what comes next 
• Solicit feedback 
• Keep lines of communication open 
• Prioritize monthly giving
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•Templates 
•Case Studies 
•Research

•Daily blog post 
•Weekly webinars 
•eBooks/guides
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Questions? 
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