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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:
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DIGITAL FUNDRAISING DIGITAL MEDIA SOCIAL
+ ADVOCACY ORGANIZING RELATIONS e MEDIA




Some of the clients we have worked with:
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Toolshed

M+R Lab

When our tech team builds them, we share them for free. If you
have any tools on your wishiist, please tweet us @mrcampaigns or
‘email hello@mrss.com.

#undraising #social media #data #email #advertising fmedia

Search

Mediamarks 2019 is here! How do your
nonprofit media results compare?

by Danny Hajjar | Jun 25, 2019

L DA

H |“| | There are a dozen charts and deeper analysis by nonprofit sector awaiting you. But first,
- here are the four colorful scoops from this year's study.

Read More

Facebook Fundraisers Tips, Trends, and
Benchmark Data

by Amy Peyrot | May 28, 2019
A deeper look into our Benchmarks findings about Facebook Fundraisers.
Read More

Better representation starts with more
diverse voices submitting letters to the
editor

w.. ¥

Revenue Per Recipient

by M+R | May 22, 2019

Submitting a letter to the editor can be a powerful way to amplify essential voices and
broadcast your message. Check out our Fast LTE Tool to break through the noise.
Read More




63% of your donors never come back.

® |[t'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

EFFORTLESS
DONATION
EXPERIENCE

@

ASK
(AND ASK
AGAIN)

CLEAR AND
CONFIDENCE
-INSPIRING
CONTENT

ACKNOWLEDGE
AND THANK

AUTOMATIC
GIVING

CRUISE

IMPACT AND
FEEDBACK



Entire Parks and Recreation Cast
Reuniting on NBC for Feeding America
Benefit

State Farm, Subaru of America and NBCU will match donations

435K 1.3M 402K

Created By

p Charlotte Wiliner
a3

" 1772 frie

ﬂ Reunite an immigrant parent with their Additional Organizers
3 child a

" Dave Wiliner
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Fundraiser Questions

ATLANTIS

PARADISE ISLAND BAHAMAS

HURRICANE DORIAN
RELIEF FUND

FOR THE BAHAMAS

#BAHAMASATHEART #BAHAMASSTRONG




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!






Direct traffic

AMERICA

Donate to Feeding
America’s Coronavirus
Response Fund

No one should go hungry during the COVID-
19 pandemic. Millions of people are getting

help from food banks for the first time. Food
banks can't do it alone and you can help.

el DONATE TO THE COVID-19 RESPONSE FUND

navirus is the perfect storm for our neighbors struggling
to make ends meet

You are helping to keep food banks strong

ved more than through our



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

MOBILE

SOCIAL

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




erica - Right the
o

Give subscribers a
choice (and honor it)

Your Email:

Boston, MA




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.

AMERICA BEEN

cing a tremendous
ge in families needing food right now t hildren, families

and seniors isn't slowing down — and neither are we.

Each week we ask the Feeding America network of food banks about the
difficulties and su
g hunger. The answers have helped

me understand what's happening across the country

Here are a few of the facts that astonished me

1. Distributing more food than ever. In March and April, fi banks
distributed over 852 mi s — hey’re keeping up the pace

It makes me thankful for tt kers, volunteers and supporters of

food banks

i




UNICEF Typhoon Haiyan Crisis Update No. 1
Date: November 13, 2013

Situation in Numbers

4,598,000 children affected out of
11,500,000

217,800 «
544,600 ¢

Highlights

“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
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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.




WEFP 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.

are hun

+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

Email

ZeroHunger Hero Status: Active

COMMITTED TO ENDING
HUNGER TOGETHER.

ZeroHunger Hero Since: Jan 26, 201




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.

Emergency Constituent Lifecycle

Continue until
response rate
declines

Emergency email
appeal(s) designation
restricted

Emergency email
appeal 2

Split gift lightbox:
Allocate part of gift as
UNR monthly gift

Follow-up with
first-time emergency 9
donors with sustainer
appeal

Report back




A tailored experience

O1 Non-Donors

02 Emergency Donors

O3 Sustaining Donors

04 Mid-level Donors

1x emergency appeal
Monthly upsell lightbox

Follow-up sustaining ask

Upgrade appeal

Denser content that shows impact

Lower volume
Denser content that shows impact




We are so grateful for your monthly gift. And we wanted you to know about

monthly gift now, it is quick and easy — and your donations will be MATCHE

for the next year.
That means twice as 1 food, aid and support for families around the glo
“We cannot survive without the help the U.N. World Food Programme is giving us —

ure what we

a mother in Zimbabwe




EHTH S

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

2015 2019

13% > 53%







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

Build a Relationship organization.

American
Red Cross




Regular updates on
the crisis and
rebuilding

Commit to a schedule

Dear Beth,
YOU MAKE US SMILE - and you made a mom or dad smile today too!

Thank you for your monthly gift of $15.00 on 5/21/2019 — we smile each time we see your
gift come through, knowing what a big impact your donations are making.

You may not realize it — but period products are an unspoken and under res

necessity. These necessities are also not covered by nce programs, and often face
high “luxury” taxes as well. We launched our period product program in November of
2016 and have distributed more than 450,000 period product ce then. Your gift helps
keep that work going every month.

Love & Diapers,
Corinne

Corinne Cannon, MAT, MSc
Founder and Executive Director | Greater DC Diaper Bank




Transparency and
insider info




Get Personal

[sample] | think you're doing something incredible ©

Victoria Smith, Oxfam imp xfamamerica.org via bounce

tome ~

Hi there,

My name is Victoria, and I've worked at Oxfam for the past five years. Helping the world's most vulnerable
communities has been an incredibly rewarding experience, and I'm so glad you're in the fight with us.

1 wanted to write you to say hello and tell you a little more about what we're trying to achieve — and what
makes us different.

1 think it's hard to fathom, but you're part of a truly powerful community who believes in the difference a gift
can make for families living in poverty and those affected by humanitarian emergencies. It's because of
people like you that we're able to help in the places where we're needed most — places like Yemen,
Bangladesh, and Indonesia.

I'm so proud of the work we're able to do together, not just because of the lives we can help change, but also
because of the emphasis we put on local partnerships and empowering entire communities.

Take Rubelina's story. Rubelina Guevara, a single mother of two, started two stores in Calvario, El Salvador,
using a loan from her Saving for Change group — a group started with help from Oxfam. Along with our
community partners, we're helping women like Rubelina form these groups so they can save money, build
their savings, and then start lending other women money to do the same. It's so uplifting to see women
gaining such power over their own lives — how such a small loan can add up to a big change.

But Rubelina isn't alone. Every single day, people like you make it possible to invest in communities — whether
it be building and protecting village wells to help families avoid water-borne diseases or helping farmers
weather drought to produce more crops.

I'm going to be honest with you, friend — this year, families living in poverty around the world are up against
more challenges than ever before. It's going to be up to all of us to help ensure they have the resources
needed to survive in the aftermath of crises, while continuing the proven programs that help people take steps
out of poverty. I'm so glad you're a part of this, friend.

We'll be in touch in the weeks to come with more ways to get involved. In the meantime, | hope you'll follow us
on Facebook and take a peek at what the Oxfam community has helped accomplish.

Best wishes,
Victoria

P.S. if you have any questions or concerns, don't hesitate to reach out — just reply to this email and I'll be in
touch!
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Be creative

Hi Jon, I'm Sameerah, an
° Advocacy Advisor with Oxfam
(and approprlate for based in DC. We're setting up a
local action alerts system to help
you, and thousands more Oxfam

; d idl
each channel) S e o il

Right now, grocery workers in the
DMV area are among the most
vulnerable to the coronavirus, yet
many still lack basic protections
from supermarkets to help keep
them safe. Click to support your
local grocery workers: htip://
lil.ms/3zrr/3h0d5v

Qo &
O o @@@




Donor-Centric
Communication and Creative

]

-




Same Nonprofit, Different Promotions

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

Donor Age Donor Age
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Add to contacts Block number

Wednesday, February 12, 2020

Get to know thei r I'm Jossie w/ Team Warren--

thanks for being a donor! We'd

motivato rs love your feedback: Why did you

make a donation today?

HELP4Info/STOP2Quit/
Msg&DataRatesMayApply




Get to know their
motivators

VOLUNTEER

Kenny,

We're so glad you've subscribed to receive American Cancer Society emails. Our goal is
to only send you the most useful and critical information about cancer and our fight to end
it.

The truth is, we rely on supporters like you to fuel our work, to help us fund the next
breakthrough, and to help cancer patients and their families get critical information. And,
we want to serve our supporters best by sending you what you want to learm more about.

0 mint p make our wor! e by filling out this quick

TAKE THE SURVEY

We know American Cancer Society supporters are as committed as we are to a world
without cancer, and we're so grateful you're on this journey with us. That's why we count
on people like you to help us provide programs and services such as:

Lifesaving cancer research — aiming to find more and better treatments, uncover
factors that may cause cancer, and improve cancer patients’ quality of life

24/7 Cancer Helpline — giving answers and support from a live person through our
national cancer information center

Reach To Recovery - offering a peer-to-peer breast cancer support network that is
100% phone-based

Hope Lodge — lodging facilities that are being temporarily repurposed to house
front line health care workers during the crisis

Cancer.org - a resource with comprehensive cancer information for prevention,
detection, treatment, and support

t today to fil
think about our work in the fight inst canc

Thank you again for joining us

Sincerely,
Your American Cancer Society




In times of uncertainty,
ask.

Michael

a

Your input on our work is invaluable, and that's why we wanted to take a moment to ask
you what climate issues concern you the most and what you would find most helpful as
we face this new reality together.




Let them tell you how
:\“;/I\I)iéaé ki‘nds Ef co‘mm?ucnri]catkiorlxls vr;/ou!d y:)u like to receive from Yoiirintermation
uring this time? Check all that apply.
N and when they want to
be contacted

2. During these difficult times, NRDC's work to protect science,
our environment, climate, and public health continues. Are you
interested in supporting this work in any of the following ways?
Check all that apply.

Takir




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 Millennials

e 20% of US population ® 26% of US population

® 49% are monthly donors ® 40% are monthly donors

e 45% donate to crowdfunding ® 46% donate to crowdfunding
campaigns campaigns

e Prefer text message or voice calls. They e Respond best to text messages and
regularly check email and stay up to social media. Rarely check personal
date on social media feeds email or respond to voice calls

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

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.

@ UNHCR Canada
UNHCR -9

"I want them to know that they are in the right place, it might be cold here
nine months of the year, but the people's hearts are warm."

Equipped with smiles, warm hearts and applause, Sudbury welcomes its
eighth Syrian refugee family to the community.

Read the story via Sudbury.com: https://www.sudbury.com/.../sudbury-
welcomes-syrian-family-to...

w o
v
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Sy 2 f

il
SUDBURY.COM
Sudbury welcomes Syrian family to their new home
Eighth Syrian refugee family arrives in Sudbury

O & Demetrio Pagano, Gary Wolfe and others 75 Comments 131 Shares

[b Like O Comment ﬁ) Share




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

FEC deadline alert: Team Warren is
behind our goal w/ less than 8 hrs
left. Give $25 now & get a limited-
edition pin as a thank you! http:/
lizw: gd

Less than 4 hours to finish 2019
strong & hit our goal. Donate $2 &
help Elizabeth have the resources to
compete in all 50 states: http://

lizwar.ren/v ad




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!



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

Research shows that crisis donors who make

Recommended a second gift are more likely to be retained
Metrics to Track 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.






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.



Have a plan

Build out a crisis communication document,
complete with templates.

Always be Optimizing
Preparation 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?

THE END

Nonprofit
Federation



