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The Donor retention Games.
May the donors Be in your favor.
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Fundraising, Rebuilt
Discover how an AI-empowered team can 

radically transform your fundraising efficiency 

and effectiveness in the free eBook.



What Matters Most to Donors

Healthy Data, Healthy Relationships

Break the Silos

Right Message, Right Time

Personalization That Scales

Ways To Measure Retention

Speak To the Person, Not the Wallet

THE SOLUTION
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“We have to devise means of 
making known the facts in 
such a way as to touch the 

imagination of the world. The 
world is not ungenerous, but 
unimaginative and very busy.”

Eglantyne Jebb, Founder of Save the Children

This Photo by Unknown Author is licensed under CC BY-NC-ND

http://revistavoces.net/inclusion-educativa/eglantyne_jebb/
https://creativecommons.org/licenses/by-nc-nd/3.0/


Donors aren’t numbers—they’re people. 

Today’s donors demand personal, meaningful 

connections to the causes they support.

Giving is personal



The outcome?

of first-time donors never 

make a second gift

81%

Inappropriate asks & impersonal 

follow-up lead donors to opt out.

Lost donors

Stalled missions

Stressed teams

Resulting in:

Source: The Fundraising Effectiveness Project



THE OPPORTUNITY

Donors expect personalization on par with what they get from brands like Amazon.

Nonprofits are stuck with disconnected systems and rising costs.

Inefficiency drains billions from critical missions, leaving them underfunded.

The cost of falling behind

For decades, nonprofits have relied on agencies 

to overcome these challenges—but at what cost?
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Make a $5 Donation 
to Your Organization

ACTIVITY
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Was anyone unable to donate?
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Raise your hand if you got a thank you 
message / confirmation page.
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Raise your hand if you received an 
immediate confirmation email or 
thank you email.
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How thanked do you feel?

1 2 3
Very minimal thank 

you messaging.
I was thanked, but it 

felt transactional.
I feel very well 

thanked for my gift.
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“We make a living by what we got, but we make 
a life by what we give.”    Winston Churchill

What Matters Most to Donors
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The Trend
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Nonprofits Have Struggled 
to Maintain Their Revenue.
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Individual Giving is on a 
downward trend.
(According to Giving USA Data)
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Why Do 
Donors 
Give?

Source: U.S. Trust® Study of High Net Worth Philanthropy 
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The Science 
Behind Giving

Source: Dr. Russell James, “Planned Giving and the Mind”

Charitable giving is rewarding (like 
receiving money) 

But uniquely involves oxytocin-rich 
social attachment brain regions (used 
in maternal and romantic love)
Philanthropy is a “social act” using the 
mechanisms of FAMILY bonding—we 
create a “synthetic family” with other 
donors.
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The Link Between Charity, Happiness & Health

Source: The Paradox of Generosity, Christian Smith & Hilary Davidson

People who made a philanthropic 
gift were 43% more likely to say 
they were “very happy” compared 
to those who did not make a gift.

Similarly, volunteers were 42% 
more likely to say they felt “very 
happy.” While non-volunteers 
stated they were “not happy at 
all.”

Donors were 25% more likely to 
say their health was “excellent” or 
“very good” while non-donors 
were twice as likely to say their 
health was “poor or fair.”
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Why Do 
Donors 
Stop 
Giving?

Source: Bank of America Study of High Net Worth Philanthropy
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43%
Average Donor Retention Rate
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Donor Retention is down 
13% over the past 5 years.
(A Decrease of 8 Percentage Points)
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You Must Raise

21% More In 2025
to Have the Same Impact as 2021.
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Yet Most Fundraising discussions 
are centered on donor acquisition,

Not Retention.

��
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Investing in acquisition while 
ignoring Retention Is like riding a 

stationary bike…
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You’re working hard, but 
you’re not going anywhere.
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43%
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 And it’s 
getting 
worse…
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Healthy Data, Healthy Relationships
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Healthy Data, Healthy Relationships

Understand your 
donors

Segment your donor 
base

Maintain accurate 
and up-to-date 

donor data

By knowing your donors deeply and maintaining healthy data, you can build stronger, more 
meaningful relationships that lead to increased engagement and support.
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Key Points

Importance of Clean, 
Trusted Data

Data Audits and 
Hygiene Best 

Practices

Maintaining clean, trusted data through effective data audits and hygiene practices is 
essential for driving informed decision-making and achieving business success.
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Break the Silos:
Aligning Marketing, Fundraising, 

Programs & Finance
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Fundraising 

Manual data entry
Limited collaboration

Marketing

Misaligned KPIs
Multi-system chaos

Program

Siloed from Fundraising
Lack of Transparency

Finance/IT

Backlogged
Lack of visibility
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Breaking the Silos

Align marketing, 
fundraising, and 

programs

Use integrated tools 
for shared donor 

insights

Embrace change 
and adapt to chaos

By aligning teams, integrating tools, and embracing adaptability, organizations can break 
down silos and strengthen the connections that are essential for driving impact.
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Right Message, Right Time
Optimizing Donor Engagement
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“Timing is the essence of 
success in relationships and 

fundraising.”

Richard Branson

This Photo by Unknown Author is licensed under CC BY-SA-NC

https://laescaleradeiakob.blogspot.com/2019/12/especial-dia-de-los-inocentes-richard.html
https://creativecommons.org/licenses/by-nc-sa/3.0/
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AWARENESS

Potential donors 
become aware of your 
organization, its 
mission, and the impact 
it makes through 
marketing, outreach, 
and word-of-mouth.

CULTIVATION

You nurture the 
relationship with 
potential donors, 
providing them with 
information, updates, 
and opportunities to 
engage with your 
organization.

SOLICITATION

You make a formal 
request for a donation, 
whether through a 
direct ask, a fundraising 
campaign, or a grant 
proposal.

STEWARDSHIP

You maintain a strong 
relationship with your 
donors, acknowledging 
their contributions, 
providing updates on 
how their donations are 
being used, and 
offering opportunities 
for further engagement.

Donor journey stages
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Meet Donors 
Where They Are

Leverage 
Behavioral Data

Optimize 
Outreach Timing

By meeting donors where they are and using behavioral data to trigger 
personalized outreach, you can create a seamless and engaging journey that 

cultivates long-term relationships and drives increased support.

Donor journey automation
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Brainstorm 
Donor 

Touchpoints

Gather the team and 
start brainstorming 
all the different 
touchpoints a donor 
might have with 
your organization, 
from initial 
awareness to 
making a donation 
and beyond.

Map the 
Journey

As a group, start 
sketching out a 
visual representation 
of the donor journey, 
highlighting the key 
stages and 
interactions donors 
have with your 
nonprofit.

Identify 
Opportunities

Discuss the donor 
journey and identify 
any areas where you 
could improve the 
experience, increase 
engagement, or 
encourage repeat 
donations.

Prioritize and 
Plan

Review the donor 
journey map and 
decide which 
opportunities to 
focus on first. 
Develop an action 
plan to enhance the 
donor experience.

Mapping the donor journey
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Personalization That Scales:
Balancing the human touch and AI 

Efficiency



INSIGHT: 

PERSONALIZATION 
THAT FEELS HUMAN

Personalization should feel 
genuine and intuitive, not robotic 
or impersonal. The donor 
experience should strike a 
balance between technological 
advancements and maintaining a 
human touch, creating a 
personalized interaction that 
feels authentic and meaningful.
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Modern Fundraising
Requires Ai-Empowerment
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Leveraging AI for 
Predictive 

Personalization

Showcasing Scalable 
Personalization Case 

Studies

Optimizing User 
Engagement and 
Conversion Rates

By focusing on leveraging AI for predictive personalization and showcasing scalable personalization 
case studies, you will be able to focus on strategies to enhance the donor experience and drive 

sustainable growth.

Key points
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ChannelsCreativeCopywriting

Data & 
Analytics

Automation & 
Technology

Strategy & 
Execution

Modern Fundraising Requires More…
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ChannelsCreativeCopywriting

Data & 
Analytics

Automation & 
Technology

Strategy & 
Exectution

Modern Fundraising Requires More…
Modern Fundraising

Requires More
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ChannelsCreativeCopywriting

Data & 
Analytics

Automation & 
Technology

Strategy & 
Exectution

Modern Fundraising Requires More…
Modern Fundraising

Requires More
to Be Done For You



50

Ways to Measure Retention
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“Improving Donor Retention 
by just 10% can double the 

lifetime value of your donor 
database!”

Dr. Adrian Sargeant
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TOTAL 
SAVINGS:

$456,349
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Donor 
Retention

# of same donors 
who gave last 

year

÷
# donors who 

made donation 
current year

= 
1,00
0

in 202440
0

in 2025
40
%

Donor 
Attrition

60
%

How many donors are you keeping?
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First-time Donor Retention Rate (%)

# First-time Donors
÷

# First-time Donors Giving 2nd Gift

= 

1
0
4
025
%

÷

How many are making a second gift?
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“Donors don’t give to institutions. They 
invest in ideas and people in whom 
they believe.”  GT Smith

2 Keys to Donor Retention
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“Fundraising 
under-performance, 

therefore is actually a 
failure to communicate.”

Penelope Burk



57
#1 Build A Plan for Meaningful Donor Communications

Prompt, meaningful gift 
acknowledgment

Measurable results on the 
last gift before being 

asked for another one

Designation of gift to a 
program, service or project 

more narrow in scope than the 
charity’s overall mandate

Source: Principles of Donor-Centered Fundraising by Penelope Burk (Cygnus Research)



Use Stories to 
Show Impact
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The Golden Circle

WHAT

HOW

WHY

Every organization on the planet knows WHAT they do. 
These are products they sell or the services they offer.

Some organizations know HOW they do it. These are the 
things that make them special or set them apart from their 
competition.

Very few organizations know WHY they do what they do. 
WHY is not about making money. That’s a result. WHY is a 
purpose, cause or belief. It’s the very reason your 
organization exists.
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Create a
Multi-Channel 
Personalized 
Approach
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Engage and Inspire

One-on-One Visits 
with a Board member 

and/or ED or CEO

Quarterly in-person or 
teleconference 

updates with CEO or 
ED

Thank you calls from 
staff/Board/ED or CEO

Continued invitations to 
established events with 

strong follow-up

Inclusion of staff visits with 
prospects and donors

Opportunities to ask for 
advice (market study, 

focus groups, surveys)

Site Visits

Small 
cultivation 

events
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Boards Influence Donor Retention

93
%

84
%

74
%

Source: Donor-Centered Fundraising, Penelope Burk

They would “definitely or 
probably give again the 

next time they were 
asked” 

They would “make a 
larger gift.” 

They would “continue 
giving indefinitely”
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Speak to the Person, 
Not the Wallet
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Donors: Humans, 
Not Transactions

Donors are not mere sources of financial transactions, but 

rather individuals with unique passions, interests, and 

motivations. Understanding the human element behind each 

donation is crucial for building meaningful and long-lasting 

relationships with supporters.
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Crafting Messaging 
Aligned to Donor 

Passions

Segmentation 
Strategies that 

Resonate

Donor Segmentation 
Exercise

By implementing these key strategies, your organization can effectively craft 

messaging, segment donors, and engage them in a meaningful and impactful way, 

ultimately driving increased donor loyalty and support.

Key strategies
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Understand Your Donor Base

Conduct research to deeply understand the 

unique passions, interests, and motivations 

of your donor base. Tailor your messaging to 

resonate with their individual giving 

preferences.

Align Messaging to Donor 

Interests

Craft your messaging to clearly demonstrate 

how their donations will make a meaningful 

impact on the causes they care about. Avoid 

generic, transactional appeals.

Highlight Donor Impact

Showcase how donor contributions have 

tangibly improved lives and driven positive 

change. Share powerful stories that inspire 

donors to continue their support.

Foster Ongoing Engagement

Maintain regular communication with donors, 

providing updates and opportunities for 

further involvement. Build lasting relationships 

beyond just fundraising.

Personalize the Donor 

Experience

Leverage data and technology to personalize 

outreach, acknowledging each donor's 

unique history and demonstrated interests 

with your organization.

Cultivate a Donor-Centric 

Culture

Ensure your entire team is committed to 

understanding and meeting the needs of 

your donor base. Foster a culture of 

gratitude and responsiveness.

Crafting donor-centric messaging
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Demographic 

Segmentation

Grouping donors 
based on factors like 
age, gender, location, 
income level, and 
occupation to 
understand their 
unique needs and 
preferences.

Psychographic 

Segmentation

Categorizing donors 
according to their 
interests, values, 
attitudes, and 
lifestyles to create 
more personalized 
messaging and 
experiences.

Behavioral 

Segmentation

Analyzing donors' 
giving patterns, such 
as donation 
frequency, average 
gift size, and 
preferred payment 
methods, to tailor 
engagement 
strategies.

Engagement-Bas

ed Segmentation

Segmenting donors 
based on their level 
of engagement with 
the organization, 
such as event 
attendance, 
volunteering, and 
online interactions, 
to nurture 
relationships 
accordingly.

Recency, 

Frequency, 

Monetary (RFM) 

Segmentation

Dividing donors into 
groups based on the 
recency, frequency, 
and monetary value 
of their donations to 
identify high-value 
supporters and 
prioritize outreach 
efforts.

Donor segmentation strategies
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#2 Prioritize & Get to Know Your Donor 
Segments 1. Current Donors

2. New Donors

3. Lapsed Donors

• Largest over their lifetime as donors
• Longest donors
• Lower-level donors who have deeper 
capacity

• Largest New donors
• Potential capacity
• Passion for organization

• Length of giving
• Cumulative Giving to you
• Screened capacity
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Get to Know Your 
Current Donors

Why Us?

How Was It Making 
A Gift?

What Do You Expect 
As A Donor?



71

“A first donation is not 
money. It’s attention.” 

Tom Ahern
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BOARD

Thank you 
call

Thank you 
Letter

Welcome 
Packet

Stewardship 
Packet

DEV STAFF

within within within within

hours days days days
48 7 10 30

Hold onto First-Time Donors
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Invitation 
Tour

Appeal Ongoing 
Communications

within within Newsletter
Annual
Reportdays days

45 90

Hold onto First-Time Donors
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Who lapsed?
Why did they stop 

giving?

Were they one-time donors?

Long-time donors who stopped?

Monthly who cancelled?

Is their info still correct? NCOA and 
Deceased Suppression to clean list.

Survey to ask their feedback.
“We miss you. What happened?”

Make personal call/email for larger 
lapsed donors.

Reengage Your Lapsed Donors
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What the research says…
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Benchmarks
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What was the annual revenue per active broadbase (<$1K HPC) 
donor for each channel cohort?

Revenue per Broadbase Donor by Channel Cohort: Benchmark - Previous 5 Periods
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How likely were active broadbase (<$1K HPC) donors to retain 
based on the channels they gave from in the prior period?

Broadbase Retention Rate by Channel Cohort: Benchmark - Previous 5 Periods
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How did the available contact methods affect the annual 
value of broadbase donors?

Percentage of Active Broadbase Donors by Contactability: Benchmark - Previous 5 Periods

+163%



36%
Missions Org

44%
Social Services

28%
Higher Ed

There’s significant 2nd gift 
opportunity in a new donor’s 
first 90 days.

You need a highly effective

new donor welcome series.
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“But I already have one!”
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27%
of organizations did not send a 
receipt within the first 7 days of 

donating.
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51%
of organizations did not send a 
thank you within the first 7 days 

of donating.
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33%
of organizations did not send 

any cultivation within the first 90 
days of donating.
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51%
of organizations made no 

attempt to ask for 2nd gift within 
the first 90 days of donating.
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27%
Organizations that don’t 
send a receipt within the 

first 7 days of donating.

51%
Organizations that don’t 

send thank you within the 
first 7 days of donating.

51%
Organizations make no 

attempt to win a 2nd gift 
within 90 days of donating.

33%
Organizations that don’t 

send any form of cultivation 
within 90 days of donating.
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Cliff Notes Summary
Get to know who your donors are—build 
your annual plan on regular engagement

Develop the discipline of using metrics to 
guide your performance evaluation

Don’t send blanket asks…ever

Segment and personalize your asks to 
encourage upgraded giving

Sharpen your signal to the lead with 
your “why”
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But wait.
There’s more.
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Our systems are in Chaos.

Data
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Our systems are in Chaos.
They Need Clarity.

Data
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We’re Stuck in Short-Term Thinking.

Strategy
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We’re Stuck in Short-Term Thinking.
Our Missions Require Long-Term Plans.

Strategy
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We are Under-Resourced.

Execution
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We are Under-Resourced.
you Need Focus & Efficiency.

Execution
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Avid is the first-ever Fundraising 

Agency in the Cloud—built to unify 

your data, automate your strategy, and 

execute with precision.

It’s not software.

It’s not a service.

It’s a system—finally built for how 

fundraising actually works.

IT’S A SYSTEM
THE FIX ISN’T A TOOL
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Your Tools.
Finally Connected.

ALWAYS ON DATA-SYNC

And more!
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Your Tools.
Finally Connected.

ALWAYS ON DATA-SYNC

And more!
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Know Your Next
Move, Instantly.

FUNDRAISING INTELLIGENCE



99

Campaigns that 
Build themselves.

AI-POWERED PLAYBOOKS
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The AI-Enabled 
Fundraising Team
See how today’s top fundraising teams are 

using AI to move faster, cut manual work, 

and raise more—with fewer resources.
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Schedule Your 
Demo of Avid
See how Avid can help you unify donor 

data, eliminate guesswork, and execute 

fundraising strategies with confidence.



10
2

EBOOK DEMO



Thank You
Erik Tomalis
(412) 427-9834
erik@avidai.com


