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Guess what is the fastest growing 
demographic on Facebook?
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Women over 65……
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Agenda
• Introduction

• Research
• The Next Gen Donor
• Acquiring New Donors
• Retaining Them

• Case Study: Ontario Association of Food Banks Story
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The Next Gen Donor
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Traditional Direct Response Model

Prospects

Donors, Participators

Loyal Constituents

■ Rent/exchange 
donor lists from 
similar groups

■ “Fish in the 
same pond”

■ Cannot access 
younger 
prospects who 
are not already 
on lists

■ Cost per dollar raised 
for acquisition has risen 
from ~$0.50 in 1950s to 
$1.69 today

■ Limited cross-program 
coordination

Churn first year donors 
and event participants

30-50%1%

Mailing non-responders 
is cost prohibitive

99%
50-70%

Churn multi-year donors

30-40%

Sources: Estimates based on Convio experience and DMA research including 2005 DMA Response Rate Report, the 
Direct Marketing Association.  Professor Adrian Sergeant, at Henley Management College in Great Britain 
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Finding & Retaining Donors

Source:  Target Analytics, 2009 Index of National 
Fundraising Performance
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A Strategic Approach:  eCRM

Motivation

ActionLoyalty

Outreach Understand constituents’ 
interests and motivations, 
and engage them with 
regular, personalized 
communications through 
your Web site and email

Reach out to new and 
existing constituents online 
through “viral marketing” 
and integrated marketing 
campaigns

Drive higher response with 
convenient online tools for 
donations, advocacy, 
volunteering and more

Build enduring 
relationships by analyzing 
constituent data and 
refining your approach
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Major
Giving

Mid-level 
Giving

Annual Giving

Product Purchase/Event 
Attendance

Site Registrants/Housefile

General Public

High tech

How is eCRM Different?

Few gifts, high 
donation amounts

$

$

$

High numbers 
of small gifts, 

purchases

High touch

A cost effective, scalable approach to building  
relationships and driving income
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The Next Generation of Giving
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• The “Next” Wired Wealthy study

• To identify contrasting charitable habits across 
Gen Y, Gen X, Baby Boomers and Matures

• Stress the importance of optimizing fundraising 
efforts beyond Mature demographic

• Data from 3 focus groups and an online survey of 
1526 donors that had given at least $1 in the past 
year to charity

Project Background
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Gen Y 
14%

Gen X 
17%

Boomer 
20%

Mature
11%

DQ 
38%

Survey Context: Donated to 
Nonprofit/Charitable Cause within Year

(US Adult Population: 227.7  million)

The Donor Universe
THE GENERATIONS

Matures (b. 1945 or earlier) 
25.41 Americans; 77% give

Gen Y (b. 1981-1991) 31.06 
million Americans; 54% 
give

Baby Boomers (b. 1946-
1964) 45.17 million 
Americans; 66% give

Survey qualifications: Must donate to at least 1 charitable org/nonprofit and at 
least $1 within last 12 months (excluding school and place of worship)

Gen X (b.1965-1980) 39.53 
million Americans; 52% 
give

62% qualified
141 million donors



15©2010 Convio, Inc.  |  Page

Approximate amount gave to all charities, 12 months 
(excluding school/place of worship)

Giving Amounts

58%

32%
28%

24%
28%

37% 38%
41%

5%

13% 13% 14%

5%

12%
16%

19%

Gen Y Gen X Boomers Matures

less than $100
$100-499
$500-1000
$1000+

Q4. Approximately how many nonprofit organizations and charitable causes have you donated to in the past 12 months?  
Q6. Approximately how much do you give in total each year to all charitable or cause-oriented organizations, excluding your school 
and place of worship? Blue numbering in the table on the right indicates significance at the 95% confidence level

Avg $ (est): $341 $796 $901 $1066
Avg $ top charity: $161 $272 $211 $280
Average # charities:   3.6 4.2 5.2 6.3
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Likelihood to increase/decrease/maintain donations to top charity next year

Giving Plans

31%

46%

4%

19%
24%

48%

4%

24%

17%

54%

2%

27%

8%

61%

3%

28%

Increase Same Decrease DK

Gen Y
Gen X
Boomers
Matures

Q21: Are you likely to: Increase your donation next year, decrease your donation next year, continue giving the same amount next year.  
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52%

49%

32%

31%

27%

26%

20%

14%

14%

8%

5%

Checkout Donation

Check by Mail

Gift Shop

Website

Fundraising Event

Honor/Tribute Gift

Third Party Vendor

Phone

Monthly Debit

Mobile/Text

Social Networking Site

Giving Channels Overall

Q7: Which of the following giving methods have you used in the past 2 years (select all that apply).
Bold numbering in the table on the right indicates significance at the 95% confidence level

% who say have donated in this way in last 2 years (total) 
GEN Y GEN X BOOMERS MATURES

48% 57% 52% 48%

26% 43% 54% 77%

28% 35% 32% 30%

29% 35% 31% 25%

22% 28% 28% 31%

22% 22% 27% 35%

25% 27% 17% 12%

8% 10% 16% 25%

11% 17% 14% 11%

14% 13% 4% 2%

9% 6% 4% 2%
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Recap Key Takeaways
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Acquiring New Donors
1. Identifying Prospects
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Which of the following prospective donors is more 
likely to have visited your website last month?

Quick Poll

Donald SutherlandC. Neil YoungB. Mike MyersA. Sidney Crosby
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Online Demographics
Source:  Pew Internet & American Life Project
http://www.pewinternet.org/
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Monthly Website Unique Website Visitors
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Monthly Web Traffic Growth Rates
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Convio 2010 Benchmark Industry Report Conversion (Email Acquired)
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List Acquisition

Identify benefits to attract warm prospects
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List Acquisition

In exchange for benefit, seek permission to communicate
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27

Website Before….
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28

Website driving organizational goals
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Convio Benchmark Email House-file Size
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YOY Email Growth per Nonprofit Industry Benchmark Report
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Taking a stand

What motivates email sign-ups?
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Joining a movement

What motivates email sign-ups?
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Petitions for List Acquisition
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Acquiring New Donors
2. Convert Subscribers to Donors
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Conversion

Time on file matters!

Org A

Org B

Org C
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They’re on your list … now what?
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Warm - Welcome
DAY 1

DAY 7

DAY 14

Begin conversion immediately through automated emails
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Engage
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Invite
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Don’t Just Ask … Tell a Story
Message #1:

Send 200 youth to 
Yellowstone this 

summer

Message #2:
We still have 115 

youth who need your 
support

Message #3:
We’re able to send 
178 youth – it’s not 

too late to give
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Total Online Revenue per Vertical per Benchmark Report
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Online Revenue Growth Rates per Vertical 
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Online Revenue per Email Address
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Retaining Them
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Or even worse …
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Customer Service
Little Emphasis Major Emphasis

Time Scale
Short Long

Orientation
Urgency of Cause Donor Relationship

Key Measures
Immediate ROI, Donation Amount, 

Response Rate Lifetime Value

Focus
Soliciting Single Donations Retaining Donors

Transaction Fundraising Relationship Fundraising
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0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0 1 2 3 4 5

Year

DONOR-RETENTION CHART

Percentage 
of Donors 
Remaining 
Loyal
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Scenario 1
Standard Attrition Rates

50
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Scenario 2
Slightly Improved Retention Rates

51
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Components of Good Online 
Newsletters……
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Integration Example:  Feeding America

1

2 3 4
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Stewardship – Haiti Crisis
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Sustainer Giving 
DAY 1 DAY 3

Segment Definition

Add Gift Potential
If DONOR with two or 
less gifts of $150 or 
less in last 12 months

Monthly Potential
If DONOR with two or 
more gifts of $150 in 
last 12 months

Major Potential
If DONOR with lifetime 
value more than $500 
but less than $10,000
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Integrated Marketing: Retention Rates

56

Source: Analysis by StrategicOne and 
Convio for SPCA of Texas – a regional 
animal welfare organization

Multi year donors per segment:
Online Only: 37
Offline Only No eCRM: 12,555
Offline Only eCRM: 1,389
Dual Channel: 1,588

■ Lifetime value is driven by a lift in retention rates
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Integrated Marketing: Annual Value
Donor Value over 12 Months

$107.38
$96.25

$187.47

$247.66

$0.00

$50.00

$100.00

$150.00

$200.00

$250.00

$300.00

Online Only Offline Only 
No eCRM

Offline Only w /
eCRM

Dual Channel

Donor Description

12
m

o 
D
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or
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al

ue

57

Coupled with lifting gift frequency and hence annual value

Donors per segment:
Online Only: 253 donors
Offline Only No eCRM: 
55,042
Offline Only eCRM: 2,844
Dual Channel: 3,143
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The Integrated Marketing Effect 
• Engaging offline donors online greatly enhances their value

Donors per segment:
Offline Only No eCRM: 55,042
Offline Only eCRM: 2,844
Dual Channel: 3,143

Note: Metrics exclude transactions $10k+ 
and one time only donors

Lifetime Donor Value

$314

$694

$0

$200

$400

$600

$800

$1,000

Offline Only 
No eCRM

Offline Only w/ eCRM Dual Channel

Donor Description

O
ffl

in
e 

Do
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r V
al

ue

Offline Revenue Online Revenue

$877

Source: Analysis by StrategicOne and 
Convio for SPCA of Texas – a regional 
animal welfare organization
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Ontario Association of Foodbanks
Case Study
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Ontario Association of Food Banks
• Launched a new Welcome Series in May 2009 and a 

new Monthly eNewsletter in June 2009

• Reached over 1400 new subscribers through a 
campaign in support of farmers being able to claim tax 
credits for donating food to local food banks [policy 
outcome TBD – should find out in March 2010 and it’s 
looking good!]

• Built overall email list from 1000 to 11,000 in just nine 
months

• Year-over-year online fundraising has grown over 600%, 
yielding over $200K for food banks and food pantries 
across Ontario
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Convio Services Overview

Convio Go! QuickStart 
Fundamental

QuickStart Flex SOW

No/few 
fundamentals in 
place

Few/not all 
fundamentals in place

Some fundamentals in 
place

Advanced 
needs

Low on staff  & 
skills

Have staff Have staff Have staff

Capacity-building
& learning

Efficient execution; 
learning is a byproduct

Develop & execute custom 
campaigns; learning is 
byproduct

Same as 
Flex

Add implementation 
(likely IS-B) and config
sku(s) which include 
campaign build 

Add implementation (IS-B, 
IS-C, IS-Ca, IS-D) and 
config sku(s) which include 
campaign build
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Key Differences

Convio Go! QuickStart Fundamental QuickStart Flex
Group 1-to-1 1-to1

Designed for 
accountability and to 
be cost effective 

Designed for efficiency –
based on best practice 
templates

Clients have unique 
ideas and needs 

We drive, execute, 
and teach along the 
way

We drive and execute; 
learning by the client is a 
byproduct

We collaborate and 
execute; more 
opportunity/time for 
client learning

Pay across contract 
term

Pay up front for strategy 
and each month for 
retainer

Pay up front for strategy 
and each month for 
retainer
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The No Hassle Audit

• Blueprint for Success
• Web Audit of your processes and web presence
• 5pg report of your metrics vs. benchmarks
• Best-practice recommendations
• Assessment of how Convio can help you

• Kenneth Kuhler  -
Senior Account Specialist
kkuhler@convio.com
512-652-2614

mailto:kkuhler@convio.com�

	The Next Decade in Online Marketing
	Guess what is the fastest growing demographic on Facebook?
	Women over 65……
	Slide Number 4
	Slide Number 5
	Agenda
	The Next Gen Donor
	Traditional Direct Response Model
	Finding & Retaining Donors
	A Strategic Approach:  eCRM
	How is eCRM Different?
	The Next Generation of Giving
	Project Background
	The Donor Universe
	Giving Amounts
	Giving Plans
	Giving Channels Overall
	Recap Key Takeaways
	Acquiring New Donors
	Quick Poll
	Online Demographics
	Slide Number 22
	Slide Number 23
	Slide Number 24
	List Acquisition
	List Acquisition
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	What motivates email sign-ups?
	What motivates email sign-ups?
	Petitions for List Acquisition
	Acquiring New Donors
	Conversion
	They’re on your list … now what?
	Warm - Welcome
	Engage
	Slide Number 39
	Slide Number 40
	Invite
	Don’t Just Ask … Tell a Story
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Retaining Them
	Or even worse …
	Slide Number 48
	Slide Number 49
	Scenario 1� Standard Attrition Rates
	Scenario 2� Slightly Improved Retention Rates
	Components of Good Online Newsletters……
	Integration Example:  Feeding America
	Stewardship – Haiti Crisis
	Sustainer Giving 
	Integrated Marketing: Retention Rates
	Integrated Marketing: Annual Value
	The Integrated Marketing Effect 
	Slide Number 59
	Ontario Association of Foodbanks 
	Ontario Association of Food Banks
	Slide Number 62
	Slide Number 63
	The No Hassle Audit

