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When Donors Ghost

How To Stop Disappearing Supporters




Tim Sarrantonio

e 14+ years in the nonprofit tech industry

e Passionate about empowering folks like you with
the resources that allow you to design magical
generosity experiences

e Writer, speaker, and director with
Neon One; father and husband to budding artists

and lover of the Adirondacks outside of work

e Chair of the Fundraising Effectiveness Project




Agenda

1.  Welcome & Session Format
a. How the next 60 minutes will go
2. The Generosity Experience
a. New Donor Insights
b. Motivational Behavior
3. Tricks and Treats
a. Donation Sparkline
b. Four Tricks and Treats
4. Making The Magic
a. Live Demo of Neon CRM’s Workflows
b. Giveaways!




Part One:
Welcome & Session Format



Let’s learn about you

b Who are you?

Where do you work and what do
you do?

b How are you working with your first
time donors right now?




Session Principles

Let’s align on a shared understanding about how
this session will operate. That ensures there are no
differing interpretations or opinions on the most
important basics.

Questions are ALWAYS welcome and we can amend
anything that isn't working for the group.

Examples:

e Putyour phones away, you'll get the slides
e Participate in the chat
e  Write thoughts down on paper




Parking Lot

Whenever there is a point raised or questions
asked that don’t directly relate to the subject or
session, I'll flag it as something to go in the
parking lot of our time together.

We'll work to address these at the end of the
session as well as continue in a follow up.




A Spooktacular Giveaway

There will be a treat at the end!

I've loaded in all the names of the
registrants into the Wheel of
Generosity and we'll give away some
GX swag!

I'll also have a special opportunity to
win one of Al Sarrantonio’s books. He's
an award winning horror author

(and my dad!)




Part Two:
The Generosity Experience



Let’s get the basics covered
In this part of our session, we’'ll explore:

e What data from the Fundraising
Effectiveness Project tells us about how
we're scaring away our new supporters

e Why first-year stewardship is about
emotions, not algorithms

e How to design for motivation and stop the
ghosting from occurring in the first place

Please join in by utilizing the chat and sharing
your own experiences and thoughts throughout
our time together.
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Poll Time




On average, what percentage of new donors give
again the next year?

Source: 2024 Fundraising Effectiveness Project Data Panel



On average, how much does it cost to raise $1.00
from a new donor?

Source: AFP Fundraising Fundamentals, Second Edition



The Generosity Experience

Can feel like this Should feel like this



Sample Motivational Characteristics
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Benefit

To ensure
personal
enjoyment by
funding an arts

program
N /

-

-

~

oo

Reputation

To network
with
like-minded
people

-

Narrative

To help a
cause that has
affected you
personally

- /

Local

To foster a
thriving
community
where you live

- /

Global

To fight
inequalities
wherever they
may occur

- /




Building Trust - Personal Motivational Profile

Personal Identities
(I am believe small actions
lead to big change)

Relational Identities
(Father)

Group Identities
(Sober Folks)

Organizational Identities
(NUI Galway)

Geographic Identities
(Upstate NY / Chicago)

KINONESS __

Moral Identity
(Iam a kind and
caring person)




Most of our tech is designed for this:

k q

$250-5999

PLS GIVE.CREDIT CARD mrm 3 $100-$249 STRATEGIC PLANNING MEETING

$1-599




Supporters

Staff

Enter
checks

Write blog
copy

Generosity

Read a Experience
blog post

Make a
donation

Forward
an email

Publish
blog

Generate
receipts

Technology



Part Three:
Tricks and Treats
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Giving Moments

In this section of our session, we are going to
focus on the concept of Giving Moments and how
they relate to first time donor relationships.
We will learn:

e Introduction to the Donation Sparkline

e Understanding the Donor Journey

e Four Tricks and Treats for New Donors

e Applying this to your current tech stack




Where do most new donors come from?




Donation Sparkline

Investment ®
o
Invelvement /
o "*.’—7
Interest /
@

Status Quo



http://www.youtube.com/watch?v=p8_tb-xUucU

Tricks and Treats

L0

Providing a l‘

Engaging

Storytelling Showcasing

Impact
Personalized

Experience Endingon a
High Note




Engaging Storytelling

Audience design can help guide
who you are appealing to

e Go into this process embracing that
every page should have a CTA

e Make these calls to action clear for
the audience you are appealing to

e Don't make every CTA about money,
embrace a people-centric approach
as much as possible!

e Design elements can help here, such
as a rotating carousel of images with
a CTA included

@) PLEASE READ THIS FIRST.

“** ALREADY HAVE AN ACCOUNT? (You do if you've donated
before). If 30, please first click the green Login button in the top
right-hand corner of the website (in the menu). Then, you can
access your existing personalized donation account and

provent creating » new, duplicate donation account. Thank you

Do it

$1,000.00 Other Amount

Because of your generosity, our ministry has
reached thousands, but even more need our help
1o repair their relationship with God and their
families

Friends - your increased commitment will help us
overcome the new challenges we are facing -
more expenses, economic pressures, and reduced
support from grants, and other philanthropic
resources.

We are grateful for your commitment to restoring
our incarcerated parents and their families

Give today.

Contributions are solicited with the understanding
that Lifeline Global Ministries has complete
discretion and control over the use of all donated
funds. Click here to see our full disclosure
statement

ﬁ Suppartl.ifeline Global

£
>




Showcasing Impact

This small but mighty design
element will be one of the most CRAlzheimer's
important choices you make

More people than ever have come 1o rely on Alzheimer's

© AMOUNT San Diego, seeking guidance from our dementia experts
e Make the button prominent and e 00 e o
colorful . e Sk
$250.00 $500.00 $1,000.00
e Plainly state Donate or Donate Now Pree
for the button text Oy

e Link directly to your online donation
page - or better yet, have a lightbox
form appear!




Personalized Giving Experience

Understanding when your donors give
during the week will help you time your
appeals. Check this out:

e Donors are most likely to give
during the week

e Most transactions are processed in
the late morning/early afternoon

e Our data revealed that the “golden
hour” for donations is 11:30 a.m. on
Thursdays. What's yours?

Time of online donations by days of the week

Number of donations

10,000 == Monday

== Tuesday

7,500 Wednesday
== Thursday
== Friday

5,000 == Saturday

== Sunday

2,500

0
12:00:00 4:00:00 AM 8:00:00 AM 12:00:00  4:00:00 8:00:00
AM PM PM PM

Time

Source: Neon One Dataset, Online Donations By Time (All Times Central)




Personalized Giving Experience

Adjust website and appeal content B 2o
ANNIVERSARY SEASON
based on what you know of donors’ sl
giving preferences o
Inspire Art. Impact Community.
e Donors are most likely to give on o o st o

PR
L3 of dance

ext 20y

weekdays during the early afternoon st
Join the celebration and make a difference today!
e Decemberis an indisputably
important month of the year for
fundraisers: continue to focus on
creating high-quality campaigns for
the end of the year

e Take advantage of giving days, cause
awareness days and months, and
other important giving moments
throughout the year




End On A High Note

Got the gift? The experience is just
beginning!

Insert dynamic merge tags to
reference their name and other
transaction details

Add social sharing buttons to give
the option to spread the love

Add a further call to action, such
as a volunteer opportunity

$256.22

Your donation was successful!

You're a generous person, {{Constituent First
Name}}! A receipt was sent to the following email
address at {{Constituent Email}}

Volunteer Today!

Share with friends

£ v I in =
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Giving Moment Essentials

We’ve covered how to get a donor ready to give. What is
going into an optimized donation experience once they are
ready to actually give?

® Brand and Storytelling
Does your uniqgue WHY come through in your
experience? Can people tell it is for your nonprofit?

@ Call To Action
Are the campaign goals clear when someone visits your
donation page?

® Donation Fields
Are the amounts and information you are asking relevant

to the donor and the experience you are creating?

® Donation Payments
Are you offering focused options when giving? Credit

cards, digital wallets, ACH, and PayPal




Part Four:
Making The Magic



Live Demo

Let's see how to set up a first time donor workflow in Neon CRM



October 15-16

Generosity Xchange

Free Virtual Conference
A

Announcing Our
Keynote Speaker!?

Diane
Yentel

President & CEO of
the National Council
of Nonprofits

Oct. 15-16, 2025

L Generosity
O\ XCHANGE




Make the generosity experience feel like this!




