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Let’s focus on the donor.



Typical Donor 

Journey



Why do donors stop giving?



Why Donors Stop 

Giving

• 54% - could no longer afford it;

• 18% - poor service or communication;

• 16% - donor has passed away;

• 13% - were never thanked for donating;

• 9% - no memory of supporting the charity;

• 8% - no info on how their donation was used to impact the world;

• 5% - thought the charity didn’t need them anymore.

Source: Why Donors Stop Giving, Network for Good, 2013



Why Donors Stop 

Giving

• 54% - could no longer afford it;

• 18% - poor communication;

• 16% - donor has passed away;

• 13% - poor communication;

• 9% - poor communication;

• 8% - poor communication;

• 5% - poor communication.

Source: Why Donors Stop Giving, Network for Good, 2013



Typical Donor 

Journey



How do we change the journey?



Shift Focus

From Acquisition to Retention.



Shift Focus

From Acquisition to Retention.

NOTE: This does not mean stop donor acquisition 

strategies completely!



Shift Focus

The cost to acquire a new donor is

10 times higher than the investment 

required to retain an existing donor’s 

support year over year.

Source: https://nonprofitquarterly.org/2016/07/29/keep-donors-right-thing-makes-money/



Shift Focus

Total number of donors that 

gave in 2016

Number of donors that gave 

in both 2016

and 2017



46%

Year-Over-Year donor retention rate for 

US nonprofits.

Source: https://nonprofitquarterly.org/2016/07/29/keep-donors-right-thing-makes-money/



46%

Is this a good number?



46%

Customer Loyalty is business’

best friend.



Discussion Starter:

What does your school currently do to 

retain donors?



Communication

Your donors want to hear from you.



Communication

• Receiving prompt and meaningful 

acknowledgement whenever a gift is made;

• Having the gift assigned to a specific 

program, project or initiative;

• Receiving a report on what was 

accomplished with the last gift before being 

asked for another.

Source: Donor Centered Fundraising, Penelope Burk, 2003
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Say Thanks!

“Gratitude is not the last step in a campaign,

but the first step towards your next gift.”

- Penelope Burk

AFP Vancouver 2017 Summit
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Communication
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How is this revolutionary?



Make a donation

at your school or organization. 

Are you being nurtured properly?



Keep asking

for donations, because solicitation is 

part of donor retention.



Putting it all together.



Today’s Big Ideas

1. Donor retention is the easiest way to 

increase your revenue and expand your 

donor base

2. Strong, timely, personal stewardship is the 

linchpin of donor retention

3. You still need to solicit your donors to 

retain them



Thank you!



Empowering small nonprofits to 

make a BIG impact.


