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When was Boys Town founded?
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Who you think we are




Who we really are




Leadership invested New online donate ,
D Pressure is on
in digital strategy and growth platform launch

Expanded team, engaged outside Competitive analysis

agency support and exploration




How we met Fundraise Up



Fundraise Up testing
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Fundraise Up testing












Pays for everything
with Apple Pay

Ubered to the meetup
Gets groceries delivered with

Instacart




Donors
Consumers



Your goal

All of your Interaction with your - :
Website interactions
hard work appeal

Donation

Appeal sent Decision Point

to donor to donate of donation




What percentage of potential donors
who click “donate” complete the transaction?
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20-40%

conversion rate

15-17%

conversion rate




OS / Browser and device type Screen resolution and pixel ratio

URLs and UTM tags Traffic source: direct, search, paid, social All clicks/taps
GeolP info Visitor local time and weekday (factoring in likelihood of paydays)

Public holidays History of visits, number of seen pages, and time spent on the website
Processor performance and device memory Network type (cable/mobile/wifi) and connection speed

Internet provider (T-Mobile donors give far less than average!)

Battery level and if it is charging (ability to expedite the donation process if the battery level is low)






2.4%

converted from a one-time gift

to a monthly gift
by pre-donation upsell

1.1%

start a monthly gift from
the post-donation upsell



200-1,000

transactions per second




85.8%

recurring plan retention rate

(12 months)



















FRU — direct mail audience S49







Enhancement wins

In Jan - June 2024, the The sticky button In the first half of the
Reminder saved over resulted in $2423 in year, 18.1% of all new

$10,000 in donations, donations recurring plans were

including 17 recurring because of the upsell

JERM







Enhancement wins

‘ (smsesommesrsmmoonson |




Fundraise Up









Audience Q&A
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