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BY THE NUMBERS

Consistent communication: Increase revenue by 40%

Cultivation emails: 21% overall revenue increase, 14% lapsed
donor increase

Stewardship touchpoints: Increase retention by 10%, lifetime
value by 200%

Intentional supporter experience: 29% overall revenue
growth




USER JOURNEY SELF AUDIT

« Website: Donate Button Location
e Steps to Donation Form

e Form: Optimized for Mobile

e Form: Compelling Language

e Form: Unnecessary Fields

e Form: Distracting Links

e Form: Completion Time

e Post Donation Experience
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POST DONATION EXPERIENCE

Landing Page and Email Receipt:
o Express gratitude
e Signed by a person
o Engagement step (event link, social media,
survey)

Stewardship:
e« New donor welcome series
e Thank you postcard or annual report
e« Eveninvitations
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SIMPLE USER JOURNEY

Signs up Donates to Views CEO Attends
for E- Year-End Thank You Donor
Newsletter Campaign Video Event

Clicks a Views the Provides

Google Ad Website Testimonial

Introduction Engagement Conversion Stewardship Phases
Phase Cultivation
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ACQUISITION TACTICS

o Digital ads: search, social, video

o Website popups, home page ads

o Free public events: virtual or in-person
o Downloadable guides, tips, lists

o Blogs, press releases, broadcast spots
o Partnerships: retail, libraries, museums
e Social media engagement

e Direct mail
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ENGAGEMENT TACTICS

e Trivia, contests, giveaways, special offers
e Surveys, polls, quizzes

e Text-to-engage

o Email newsletters

e Automations (welcome series)

o Member benefits, donor discounts

o Donor events: classes, tastings, bingo

e Social media, livestreaming




CONVERSION TACTICS

e Streamlined donation form

o Custom gift amounts (ask strings)
o A/B testing and optimization

e Impact statements

e Peer-to-peer campaigns

e Auctions

e Credit card recapture

o Renewal, lapsed or upgrade efforts
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STEWARDSHIP TACTICS

e Member or donor newsletters

o Exclusive event or tour invitations (nametags
e Impact reports, client stories

e CEO updates

e Testimonials, donor spotlights

e Donor portals

e Thank-you gifts: donor pins, stickers

e« Donor giveaways
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GOODY BAG: FREEBIES FOR YOU!

DIGITAL FUNDRAISING
TRANSFORMATION

The Insider’s Guide to
Revolutionize Your-Strategy

and Raise More

|I

JEN NEWMEYER, CFRE

Chapter 1: Digital Fundraising
Transformation

Fixing the broken pyramid
Fundraising models and the role
of digital

charityjen.com/freechapter

Creating An
Engagement |

Program

Engagement Program
Planning Guide

Roadmap for a robust plan

Templates, metrics, and 25+ fresh
ideas

charityjen.com/engagement

it [ Ploiigd ]

PUNGH CARPS
= farﬁ rolis

Punch Cards for
Fundraisers

Small steps, big impact

Six cards with 42 tasks for
fundraising growth

charityjen.com/punchcards




QUESTIONS?

Chapter 1: Digital
Fundraising Transformation

charityjen.com/freechapter

Engagement Program
Planning Guide
charityjen.com/engagement

Punch Cards for
Fundraisers
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