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M+R

We are communicators, marketers, fundraisers, and 
campaigners who help causes that inspire people to 

act. We work exclusively with nonprofits who are 
alleviating suffering, fighting for human rights and 
democracy, dismantling inequality, making art and 

knowledge accessible to everyone, and fostering a 
healthier and sustainable world. Our services include:

DIGITAL FUNDRAISING
+ ADVOCACY

DIGITAL 
ORGANIZING

MEDIA
RELATIONS ADVERTISING SOCIAL 

MEDIA



Some of the clients we have worked with:





63% of your donors never come back.
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● It’s hard or time consuming to donate

● They don’t have confidence that their 
donation is being used properly

● Their credit card expires

● They forget you exist

● They don’t remember they donated before

● They don’t feel like part of the solution



Recipe for Retention

CLEAR AND 
CONFIDENCE

-INSPIRING 
CONTENT

AUTOMATIC 
GIVING

ASK 
(AND ASK 

AGAIN)

ACKNOWLEDGE 
AND THANK

EFFORTLESS 
DONATION 

EXPERIENCE
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IMPACT AND 
FEEDBACK





The pillars of 
crisis donor 
retention

Be Prepared
There is a lot you can do during 
the crisis itself to set yourself up 
for better retention later. 

Build a Relationship
Donor centric, channel-diverse 
engagement. 

Keep Track of What Works
Test and optimize, and scale 
your success!



@nochillfilter



Direct traffic 

https://www.feedingamerica.org/take-action/coronavirus

https://www.feedingamerica.org/take-action/coronavirus


Collect Contact Info
And clean up your data as you go, if you can



Give subscribers a 
choice (and honor it)



Occasion donors are 146% more likely to want 
an impact report for their gift than be thanked 

or acknowledged.

Source: OneCause



Demonstrate Impact Right Away



Progress reports

Use the opportunity to introduce 
new donors to the work you do at 
a larger scale.

Bonus: these generate additional 
revenue.



“SitRep” Style 
included a soft 
donate liftnote at 
the top.



In it for the long haul: 
Monthly Giving
Monthly Checkbox and Upsell Lightbox
Don’t turn these off during emergencies!

Monthly Appeals
To recent emergency donors explaining a 
monthly gift is the best way to help that 
emergency right now.

Match Incentive
Becoming a monthly donor would kick in an 
additional 1x gift toward emergency efforts.



The Restricted/
Unrestricted 
approach



Photo by Tim Mossholder on Unsplash

https://unsplash.com/@timmossholder?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/name-tag?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


World Food 
Program USA

High-profile emergencies are 
crucial to WFP USA’s fundraising, 
bringing millions of dollars in 
revenue, but in the past they 
would see steep drop-offs in 
support during “non-emergency” 
periods. 



WFP USA looked at 
which emails performed 
best with donors who 
joined the organization 
by making a gift to a 
major emergency. 

The best performers 
were more news-driven 
updates with softer asks 
vs appeals. 

+63%
Over expected donation 
response rate

+62%
Over expected donation 
response rate



Leaned into 
Monthly Giving

Transformed their donation forms 
and messaging strategy to 
emphasize monthly giving as the 
most effective way to make a 
difference for people in crisis 
around the world.



Built out a branded 
program



Emergency Constituent Lifecycle

Emergency email 
appeal(s) designation 

restricted

Emergency email 
appeal 2

Continue until 
response rate 

declines

Monthly giving 
checkbox 

(unrestricted)

Split gift lightbox: 
Allocate part of gift as 

UNR monthly gift

Follow-up with 
first-time emergency 
donors with sustainer 

appeal

Report back

Prioritized Sustainers

In partnership with WFP USA 
we developed a new  strategy 
that leverages emergencies 
to recruit monthly donors. We 
also worked with WFP USA to 
revamp their sustainer ask 
audience targeting, 
cultivation, and developed a 
match pool to better 
incentivize sustaining giving. 



Too reliant on emergencies

Emergency-driven donors are 
hard to retain, and it’s 
impossible to predict when an 
emergency will happen.

A tailored experience

Mid-level Donors04 ● Lower volume
● Denser content that shows impact

Sustaining Donors03 ● Upgrade appeal
● Denser content that shows impact

Emergency Donors02 ● Follow-up sustaining ask

Non-Donors01 ● 1x emergency appeal
● Monthly upsell lightbox





Results

Overall digital revenue 
more than doubled 
over four years as did 
the share of revenue 
from sustaining gifts
2015

13% 
2019

53%





Build a Relationship

Donors who gave to your organization as an 
extension of their compassion in a crisis - not 
necessarily because they were inspired by your 
organization.



Regular updates on 
the crisis and 
rebuilding
Commit to a schedule



Transparency and 
insider info



Get Personal



Be creative 
(and appropriate for 
each channel)



Donor-Centric 
Communication and Creative



Same Nonprofit, Different Promotions

Avg gift $75, 65% gifts made on mobile Avg gift $49, 81% gifts made on mobile

Donor Age Donor Age



Get to know their 
motivators



Get to know their 
motivators



In times of uncertainty, 
ask.



Let them tell you how 
and when they want to 
be contacted



Not everyone likes 
or uses email 
anymore.
In fact, we find that up to 65% of 
recent donors are not receiving or 
opening emails.



Younger donors are different.

Gen X

● 20% of US population
● 49% are monthly donors
● 45% donate to crowdfunding 

campaigns
● Prefer text message or voice calls. They 

regularly check email and stay up to 
date on social media feeds

● Email prompted 31% of online 
donations made by Gen Xers

Millennials

● 26% of US population
● 40% are monthly donors
● 46% donate to crowdfunding 

campaigns
● Respond best to text messages and 

social media. Rarely check personal 
email or respond to voice calls
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Source: www.nonprofitsource.com 

http://www.nonprofitsource.com


Facebook Ads
We tested promoting organic 
posts to both donors and 
prospects, and increased monthly 
conversion rate and lifetime value. 



SMS is paying off for early adopters

One organization tested adding 3 SMS 
messages alongside a 10-email campaign.

They saw a 97% increase in donors 
responding to the campaign
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Metrics How to keep track of crisis donors



Recommended 
Metrics to Track

Number of donors who came in through a 
crisis form, as well as organic donations 
during the timeframe of the crisis.

Make sure you have a way to identify them 
in your CRM for future reporting!



Recommended 
Metrics to Track

Donors who came in through a crisis who 
make a second gift.

Research shows that crisis donors who make 
a second gift are more likely to be retained 
over time than those who give once and 
never again.

Bonus: you can benchmark this against your 
“regular” donors to see how you’re doing.



Recommended 
Metrics to Track

Donors who came in through a crisis who 
are receiving and opening emails, and 
those who have unsubscribed.

This will give you an idea if they are receptive 
to your regular communication stream, and 
the unsubscribed list will give you a place to 
start for communicating with them in other 
channels, such as Facebook ads.



Recommended 
Metrics to Track

Donors who came in through a crisis who 
are responding to emails (and which ones 
they respond to). 

This will help you determine what your crisis 
donors are interested in, and be able to craft 
messaging specifically for this valuable group 
of donors.



Segment 
Performance 
Reports



Donor Retention

Monthly gifts that continue 
to process.

One-time donors who give 
in subsequent years.



Photo by Danielle MacInnes on Unsplash

https://unsplash.com/@dsmacinnes?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/start?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


Before the next crisis

Set yourself up for success
Prepare in advance for a crisis, especially if your 
organization responds to them on a regular basis.



Preparation

Have a plan
Build out a crisis communication document, 
complete with templates.

Always be Optimizing
Build from your previous successes. 

Streamline Decision-making
Have a clear chain of command and 
approvals so that your communications don’t 
get wrapped up in endless review. 



Thanks! Questions?


