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+ Share your highlights and takeaways on your 
favorite social media channel and make sure to 
give us a follow!

+ Feel free to ask questions! Use the Q&A option 
to ask questions and the chat option for general 
discussion: we’ll answer all questions in a Q&A 
portion at the end of the presentation.

+ We’re recording this webinar! We’ll send you a 
copy after the webinar is complete.





Donor Relations for 
Donor Retention

Lynne Wester, DRG



Pop Quiz…





FEP Project



How Do We Affect Retention

• Thanking
• Stewardship
• Good data

• Salutations
• Channel preference 
• Areas of interest 
• Screening data
• Engagement data

• Solicitation strategy
• Number of asks
• Ask strings
• Targeted areas
• Targeted channels

• Communications strategy
• Touch frequency
• Channel
• Thanks or no thanks
• Donor stories vs. beneficiary stories

Do you fundraise for more donors or more money? 
Participation vs. dollars.



How many years does it take a donor to go 
from their first gift to their first major gift?

What happens in between?

Average Time to Major Gift



CASE STUDY 



Team Rubicon















Identifiable Behaviors

• First time donors

• All donors ($1+)

• Giving day donors

• Honor and memory gifts

• Pledge payments

• Reacquired (lapsed) donors

• Increase / double donors

• Monthly donors

• Project / crowdfunding donors

• Loyal donors (giving milestones)

• Faculty and staff donors (one-

time & payroll deduction)

• Named fund donors

• Planned giving donors

• Matching gift donors

• Event attendees







Identify one donor journey (entry point) and list every 
touch point that donor may receive in one year.

ACTIVITY



KEY BEHAVIORS
First-Time Donors



• High priority for all DR shops
• FTD feed all fundraising pipelines
• Acquisition costs vs. retention costs (7x)
• Multi-touch, multi-channel approach
• 12-month honeymoon period 
• Ideally 1 touch per quarter; minimum 1 acknowledgment and 1 

impact-only touch
• No tchotchkes

First-Time Donors







ThankView



• <30 Days – Postcard or Email
• <3 Months- Hand-written note 
• <6 Months- ThankView Video
• <11 Months Impact Report
• THEN and Only Then…

First Time Donor Journey











KEY TAKEAWAYS

• Donor behavior, not giving amount

• Flexible, timely, nimble

• Tell them why – affinity building language

• Create unique engagement tracks – one 

size does not fit all

• Multi-touch, multi-channel 

communications

• Impact communications are critical



Thank You!

DONORRELATIONSGURU.COM

https://www.youtube.com/channel/UCyF_9L_zv1RdrAC1c8xu3VA
https://www.linkedin.com/in/lynnewester/
https://www.facebook.com/donorguru
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Questions?
Please make sure your questions are typed in 
the Q&A box!
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