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Single gift donors to recurring donors

Sustainer ask on all donation pages

e Donation page tab
e Lightbox after single gift

Sustainer ask on all Direct Mail pieces

e Cultivation mailings
* Acknowledgments
¢ \WWelcome kit & welcome series

Special offers

e Match
e Premiums

Targeted campaigns: Multichannel

* Telemarketing
¢ Direct Mail

* Email

e SMS
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Direct Mail - reply device



Single gift donors to recurring donors
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Check writers to credit card



Single gift donors to recurring donors

Sustainer ask on all donation pages

e Donation page tab
e Lightbox after single gift
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* Telemarketing
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* Email
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Stewardship

Acquisition channels are not the cultivation channels

Digital does not mean you cannot do offline cultivation

Your most loyal donors. Do not setit and forget it

Provide audience-oriented communications and platforms
(Donor Relations, Website, Social Media, Email)

Think strategic - What do you already have
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Stewardship

Acquisition channels are not the cultivation channels

Digital does not mean you cannot do offline cultivation
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Benefits program



Stewardship

Multichannel cultivation

Acquisition channels are not the cultivation channels
Digital does not mean you cannot do offline cultivation

Your most loyal donors. Do not set it and forget it

Provide audience-oriented communications and platforms
(Donor Relations, Website, Social Media, Email)

Think strategic - What do you already have
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Audience oriented
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English

* Global content

e U.S. celebrations

* Need base ask - empathy
* U.S. website
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Hispanic English

* 80% content is LAC

e Spanglish and English language communications
* Reference cultural celebrations

* Heritage giving-community

* Spanish website

e Spanish staff
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Spanish

* 80% content is LAC

e Spanish language

e Reference cultural celebrations

* Roots to give back to home country - community
* Spanish website

e Spanish staff

* Cash recurring/debit card
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Stewardship

Multichannel cultivation

Acquisition channels are not the cultivation channels
Digital does not mean you cannot do offline cultivation

Your most loyal donors. Do not set it and forget it

Provide audience-oriented communications and platforms
(Donor Relations, Website, Social Media, Email)

Think strategic - What do you already have
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Extra Gifts

Offline

* 6 Direct Mail packages a year
e 4 are tentpole campaigns
e 2 newsletters

e Monthly newsletter
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Let's talk about data!

Welcome to the
program!

e Welcome kit
e T-shirt/tote bag
e Thank you call

e Email welcome
series

Donor
preferences

e Communication
preferences

e Payment options
e Cadence

Internal
processes

e Processing of gifts
e Data pulls

e Automatic credit
card updater

e Upgrade campaign
e Decline process

Reporting
e Daily dashboards

with active counts

e Weekly report with
new setups

e Monthly autopay
cancel report

e Ad-hoc reports
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Reporting examples

XXXX

XXXX

XXXX

Sustainer Groups upgraded/downgraded giving

February 2025 Recurring Gift Setups by Acquired vs Converted

Language @ English @ Spanish

XXX

1K

WUmber ol Selups

0K

Converted as
Sustainer

Acquired as Sustainer

February 2025 Recurring Gift Setups by Pay Method

@ Cash * Credit Card ® Direct Debit ® Other (Apple. Google, Venmo) # PayPal

Pay Method 4 ofSetup:

Credit Card DedEX

Cash RRX

Direct Debit XX

PayPal XX 79.65%
Other (Apple, XBXX

Google,

Venmo)

Total nox







Retention strategies

Donor calls Donor Relations - pause, downgrade

Engagement opportunities - thank you card

What happens if they do not recapture during the decline process

Sustainer invites everywhere except Midlevel and up

6 month call from Telemaketing
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