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What happens today with your monthly donors? 

But… 



What’s the goal for the organization’s  

sustained giving program? 



Is there a donor retention goal? 

What about gift upgrades? 

First time donor conversions? 



Is there a plan for  

stewarding, retaining 

and ultimately increasing gifts? 



AGENDA 

Tactics for Recognition & Stewardship 

New Resources 

Using Luminate to Accomplish It 

Planning for Gift Upgrades and Upsells 



What’s the right mix of donor love? 



Create a Benefits Package 

Donor Welcome Series 

 

Impact email series 

 

Call outs in communications like eNews 

 

Gift Service Center 

 

Anniversary acknowledgement 

 

Annual Thank You letter and receipt 

 

VIP conference call with the Director 
 



Create a Benefits Package 

 

Donor Welcome 

Series 
 
 

Multi-part email campaign 

 

Target: new monthly donors 

 

Set up as a recurring series 

 

Content ideas 

#1: What monthly donors mean to us 

#2: Examples of impact 

#3: Benefits & communications 



Create a Benefits Package 

 

Impact email series 
 
 

Multi-part email campaign 

 

Target: active monthly donors 

 

Content ideas: Mission moments 



Create a Benefits Package 

 

Call outs in eNews 
 
 

Utilize ongoing communications 

 

Put a graphic or special shout out 

in the side bar 
*side benefit: promote monthly giving to 

prospects 

 

Get personalized and set up 

queries and groups 

 

Target content just to monthly 

donors 



Create a Benefits Package 

 

Gift Service Center  

(GSC) 
 
 

Enable donors to have control 

 

You can set their level of access 

 

Good if you have several dozen 

monthly donors 

 

Creates operational efficiencies  

 

 

 



Create a Benefits Package 

 

Anniversary 

acknowledgement 

 

Annual Thank You 

letter and receipt 

 

VIP conference call 

with the Director 
 
 

Don’t forget offline benefits 

 

Have multiple touch points 

 

Not everyone will opt-in for email 

or read your emails 

 

Pull reports in LO for gift start 

date, then send a handwritten note  

 

 

 



Let’s revisit this question. 

 

What’s the goal for the organization’s  

sustained giving program? 



Stewardship 

Engagement 

Retention 

Upgrades 



What do you need to do to increase  

revenue through upgrades & upsells?  



Sustainer Program Must-Haves 

To increase value of sustainers, your organization must – 

 

Establish Value 

Differentiate Program 

Demonstrate impact 

 

…and of course, ASK them!  
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KEY FINDINGS: ONLINE FUNDRAISING 

Trend: Recurring giving grew 27% in 

2013, but change in average monthly 

gift amount across industry was flat. 

 

Online Fundraising Key Findings 



People are Social Animals 



Build Value by Creating Movement 

http://www.one.org/


Give Your Recurring Giving Program a Name 

 





Distinguish the Giving Experience 



Develop a Targeted Communication Plan 



How has your organization established 

value, differentiated from other giving 

programs, and demonstrated impact?  



Acquire Sustainers: Segmentation Plan 

Target Audience Email 

Approach 

Donation Ask 

String 

Stewardship 

Communication 

Current Donors: MRC 

$25 to $100 

 

 

Three-part email 

series with 

personalization 

based on previous 

giving history, 

honor/memorial 

geography and/or 

other known 

variables. 

A/B Test: Pre-set vs. 

Dynamic (.5x,1x,1.5x,2x) 

 

 

Sustainers giving at the 

$50/month or less level 

receive regular 

sustainer messaging.  

Those giving at more 

than $50/month receive 

regular messaging + 

special one-off 

communications from 

leadership. 

Current Donors: MRC 

$101 to $250 

A/B Test: Pre-set vs.  

Write-in only 

Lapsed Donors: MRC 

$25 to $100 

Pre-set:  

$10,$25,$50,$100,other* 

 

Lapsed Donors: MRC 

$101 to $250 

Pre-set:  

$15,$25,$50,$100,other* 

 

Non-Donors Pre-set:  

$10,$25,$50,$100,other* 

 

Advocate/Donors A/B Test: Pre-set vs. 

Dynamic (.5x,1x,1.5x,2x) 



Acquire Sustainers: Donor Upgrade Series 
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Education/ org 

success 

Ask for support/ 

value-proposition 
Success stories/ 

program impact 



Acquire Sustainers: Auto-Prospecting 

Triggered appeal to donors who have given 

multiple gifts over a distinct period of time. 

 

Query built using engagement factors and 

criteria to target past giving trends and donor 

status.   



Acquire Sustainers: Single Gift Upsell 

Convert one-time donors 

to sustaining donors. 

 

Utilized the Donations API 

to create a one-time gift 

form that presented an 

opportunity to convert the 

gift to a sustaining gift. 

 

Over the 5 months, 10% 

of one-time donors 

converted to sustainers. 



Upgrading Sustainers 



Upgrade Sustainers: Make a Plan  

Determine what time of year your annual 

campaign will occur 

 

Develop a campaign strategy that defines 

audience, objectives, and tactics 

 

Formalize a segmentation plan 

 

Adopt a “gratitude with an attitude” 

messaging approach to donors 

 

Take all channels into consideration 



Upgrade Sustainers: Define Your Message 



Upgrade Sustainers: Focus on Outcomes 



dd 
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SERVICE CENTER  

Donors have the tools to 
be in control of their 
experience via the 
Service Center.  

 

 
Donation form configuration options 

Logged in view for donor 

Upgrade Sustainers: Gift Service Center 



Upgrade Sustainers: Donation API  



New Kit ! 

Sustainer Stewardship Series 

What’s included? 
 

New email templates, 

this is just a sample 

 

html code with 

directions for putting 

into Luminate 

 

Step by step guide for 

building queries 

 



BRINGING SEXY BACK 
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Links to the slides, webinar recording and resource page will be sent to 

everyone that registered for today’s webinar either late this afternoon or 

tomorrow morning. 

 

Be sure to search “June webinar” in the Community to post any questions 

you may have about today’s topic. 

 

Be sure to visit our Community Webinar page at 

customer.convio.com/webinars to watch past webinars or register for 

upcoming ones 

 

THANK YOU FOR ATTENDING! 

We also want to promote our bonus webinars this week! 


