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KEY TAKEAWAYS

Whether you are a membership-based organization or have an annual giving
program, today you will...

Learn about 10 renewal tactics that
can be leveraged for your donors.

TIMETO ,
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Hear how texting, artificial intelligence,
and informed delivery can play a role in
Improving response and revenue.

Gain a refresher on direct mail and
email best practices and proven
techniques that support renewals.




Poll time.
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Monthly Anniversary Appeal

ANDERSON UNIVERSITY
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Knowledge For Your Journey

Dear Ms. McCartha,

Gifts like yours of $100.00 in February of 2017 enabled Anderson University to support
all academic programs, provide scholarships and financial aid to deserving students, and
enhance the overall student experience in an intentionally Christian envirenment.

Anderson University continues to deliver an exceptional educational experience because
donors like you exhibit your #TrueToAl spirt. Please know how much we value your
friendship and support.

©On behalf of over 3,500 students, | would like to respectfully ask you to renew your financial
support using the enclosed envelope. Your gift will make a difference in the lives of the
students we serve. For that, we are deeply grateful.

Respectfully,

J. Wayne Landrith, Class of 1984
Senior Vice President for Development and Presidential Affairs

Rinsinluds for pear prasmay



Thank You For Making

A Difference For All Trojans!

Please provide your maest current information.

Primary Spouse

Ermail: Email:

Phone 1;

My address has changed, My new address is:
Address
City

Srate Zip

Dear Ms. McCartha,

Your gift, in any amount, provides current T
with exceptional academic and athletic opg
and demonstrates yvour belief in Anderson
Thark you for your suppert.

ANDERSON
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= codl 2 b = wek = call = horrwe
Phona 2: Phome 2: : |
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Ermployer Employer: |
Title Tithe:

M Juanta W MeCartha
232 Crimson Cak Or
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Yea! | want to support Anderson University.

Pleasn sccept my gife of: 0 580 885 0 5300 O Other §
Please designate my gift to the following:

U Ancerson Fund (St Schaolardhgs)

2 Chestan Minstry Foundation

O Parent Association

o Athletca Trojan Club

O In suppart of the Anderson Univarsity Football Frogram
0 Crherr

Paymient Information:

0 Onlirve: Mk your gill 41 weeew.andersonuniversity.edu/giving/online

O Check: Make your check payabile 1o Anderson Lniversiy

0 want to make a one-time gift with my credit card lnted bebow

LI want to make a monthly gift with my credit card listed below
Please mrocnss g-;r o

Drebil/Cradit Card: L VISA

Mame on card

Signaturs (recquinsd)

Card nurmber

on the 15th of each monih
o MasteaCard O AMEX L Discower

Exp date v

GO TROJANS! Make your gift online today at www.andersonuniversity.edu/giving/enline

Hapgry feurwenary, Cuwel
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Your Recent Suppor

2n34o7T §100.00
Matters Clubs - Men's Tennis

Your Most Genwrous Support

AR2014  §100.00
Volleyball Misiorns

|

My giftis 3 inHororaf 0 In Memaory of

= | wesh this qift to be anonymois

< | plan to melude Andesson Unneensity o
rry will or estate plans.

2 | harve already induded Anderson
University in my will o estale plars
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USPS INFORMED DELIVERY
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What is Informed Delivery?

&

Informed Delivery users . _ .
receive scanned images of
the exterior of incoming

?ﬂ
- .. Ifa mailer participates in Informed

Delivery, supplemental content,
referred to as “interactive

letter-sized mailpieces
(processed through
automated equipment).

Images are available via
email notification, online
dashboard, or mobile app.

campaigns,” will be shown
(for Letters or Flats).

Interactive campaigns include
custom images and a URL that
directs the user to a digital
experience.

Maifer-provided Website
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Meals on Wheels PLUS THE BANK

OF MANATER

8711 23rd Avenue East - Bradenton, FL 34208 When children have the proper nutrition,

theycn SOAR!

When children have the proper
nutrition, they can so : ; :

Meals on Wheels PLUS

OF MANATEE

You can help!

e MaaleOnWhasshLLS org
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When children have the proper nutrition,

they can so A R __r
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Meals on Wheels PLUS THE FOOD BANK

or MANATEE
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DONATE NOW!
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Ringless Voice
Messaging

WHY MAKE HUNDREDS OF CALLS?
JUST MAKE ONE.



Non Intrusive way
to reach your audience

3

Mew

/ . W Voicemail B
¥ ST PR T~ e phone
. Hu:ﬂ_n_-eﬁ._ - never rings!
_phone callis Thus a network
ever made to & does not
. subscriber. carry an
\ active call.
|/ Aconnection The FCC does
‘toa VM server is NOT regulate
made to drop such enhanced
-a desired information

message, = services.

Route thousands of your
own custom voice messages
without ever ringing their line!




DIRECT MAIL NEWSLETTERS
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DOUBLE BUCKSLIP ALLOWS Test
FOR RENEWAL REMINDER ...

Membership Status: Renewal Due
Thank yous 165 bur support of Alabama Putilc Takavisiont 15 i B i rensw your mambership? i 50, Ror maniovaieg sk o BPIMIE
paasze renew loday so thal you may contirue to recene your member benelils inchading Mamber
Mo which | have anchesad for you todsy.
COI? th/ Wih a gift of just 510 a month, or 3120 annually, you will have access to the APT monthly Wiewer Guide, the MembarCard app, Member News, and
Passpart aceess to our vidso library offaring on-demand viewing of some of your old favorites and same new programs featorsd in this newsletine
0100791k083THROLL0DZ20L005HOCO0D0DLOD00000D09000 Plaazs sand your gt or renew |oday oniine at winwaphorg so hal we can make surs you eceive e ned adilion of Aemia Naws to kaep you
g-1o-date on the newest progem offerings and oltar APT news
- ) ) Sllurely
| weant to support my favorite programs on APT, Enclosed is my gift of: 11 would Bk 1o make & Monthly Sustaining Membership G i Lm_. ,.:&m
S0 800 [0 CIother s of s _per month FSenews will you el s o siop Phillp F Fidcheaon
My check is enciosed, payable to APT. ey

p 4 AMEX CIVEA T Interim Exacutha Director and Foelow Mamber
charge: my : MasterCand
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The test group saw TWICE as many
responses compared to the control. QBT OPES i st e
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INTELLIGENCE

ARTIFICIAL


https://geobrava.wordpress.com/2019/01/05/ai-and-fintech-growing-influence-on-financial-data-in-2019/
https://creativecommons.org/licenses/by-sa/3.0/

ARJUNA’S EXACTASK
DELIVERS CUSTOM
ASK STRINGS

 ExactAsk uses behavioral insights
and current market conditions to
determine ask strings.

e The result increases renewal
revenue without suppressing
response.

* This Al helps upgrade donors who

have been stagnant in their giving.

 Dynamic asks adjust and optimize
for every appeal as the Al
continues to learn.

18%

GROSS REVENUE
INCREASE IN YEAR 1

A/B

TESTING ALLOWS FOR
ONGOING MACHINE
LEARNING IN YEAR 1

$3

IMPROVEMENT FOR
EVERY $1 INVESTED




5% REVENUE LIFT;
293% ROI

after Baseline Discovery Period

- In the early stages of learning, one
Allegiance client has seen:

S

o 5% revenue increase for the ExactAsk
audience.

o 10.5% increase in the average gift.

o Even response between control and
test groups.
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Group
B Control

‘tl This client has just recently entered
c— the next round of learning..




THE POTENTIAL IS GREAT.
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= Control
Treatment

First Mail Date 60-120 days 60-120 days

Transition from one Round to next is based on inputs from Al Insight
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SMS TEXTING
dl | -

'. - Half of all nonprofit website visitors came
from users on mobile devices in 2020.

- 35% of online gifts were made from a
mobile device in 2020.

- 90% of text messages are read within
3 minutes.

- Mobile fundraising click-through rates
averaged 6.3% in 2020 - much better
compared to the 1.7% average click-
through rate for email.



ALABAMA
PUBLIC
TELEVISION

L

DOWNTON ABBEY

; I
Cn/ r | _ei2e,  Statewide network with a

S membership program.

ALABAMA PUBLIC TELEVISION

Offers television programs that

F W - educate, inform, and inspire.




MARCH 2021 TEXTING
CAMPAIGN SEES A 130% ROI

You are our Valentine! Alabama

o Used an outbound SMS strategy to support APT’s happy Valentines Day! Thank you

for your ongoing support as an APT

spring on-air fundraising drive. Sustainer. Espedially today, we hope

. . you know how much we appreciate
o Campaign included renewal-cycle donors, among you. Thank you for your loyalty!
other segments.

Reply "E" to end texts from us

o Started with a pre-campaign stewardship message
tO prime donorS for an aSk. Tap to load preview

o 5% opt-out rate (vs. 6.7% benchmark)

@) FE] Text message

4 @




FUNDRAISING MESSAGES
SAW A 2.5% RESPONSE RATE

o Sent a fundraising text in last days of the drive
as to allow other channels to work as normal.

o By this time, email and direct mail notices
would have already been received (with no
response).

n We saw a 2.5% response rate and $108 average
gift for renewal donors.

W 14% of contributions were sustainer conversion
‘ gifts.

Leanne, Alabama Public Television
reminds you if you have not yet
renewed your membership in support
1o our spring drive, you can do that

here: https:/aptv.org/your-support/

Your continued support provides the
best television on television from

the d asterpiece 10 the
enlightenment of NOVA! THANK YOU
for all you do for APT!

Reply STOF to end




10:28 B O O A4E64%

& (205) 575-0249 o R, Q

Hi Leanne! It's time to renew your APT
membership soon. Renewing early
will help save on the cost of mailing
renewal notices. Thank you for your
continued support! Click here to renew
today: https://aptv.org/renew/

Reply STOP to end

4 ® |

ALABAMA PUBLIC
TELEVISION

Monthly
Renewal
Reminders

Consider testing reminders at
various points in the donor
journey/membership cycle.

APT saw a 6.70% response rate in
effort 1 (month 9) of its
membership renewal series.

Effort 4 (13 months since last gift)
showed a 3% response rate.




E-Renewal Notices

START BEFORE YOUR MAIL DROPS




PRE-RENEWAL
EMAILS

« Emails deploy to the mail
membership renewal series

« Pre-renewal membership email can
org's mail costs

. more of their support
will go directly to your org's mission

. members of their benefits:
program guides, content access

paring

r South Dak

ht now means

further.




MIDNIGHT
E-RENEWALS

« Deploys the final day as the donor's
membership expires

« Creates urgency “Time’s nearly up”
messaging

« Personalize your subject lines, driving
iInterest and open rates

. on
average has been generated from
midnight renewals

DON'T WAIT — \I
TIME'S NEARLY UP

Dear Friend of KING FM

Did you realize that your KING FM membership expires at midnight?

Maybe it was an oversight, or maybe my emails didnt make it through. Sorry about
that

The good news is there's still time to keep your membership curment.

Renew Now

I'm so thankful for your support. It helps keep us going. It's an inspiration to us
and it allows us 0 keep providing you with the calming and inspiring music you have
come to expedct from KING FM — especially during unprecedented times

But we can't keep providing exceptional classical music programs if we don't have
SUpport from our members.




SUBJECT LINES MAKE A DIFFERENCE

Effort 3 Subject Line Open Rate Click-through Rate
Massachusetts is stronger with WAGR 18% 1.43%
NEW: [Your WAGR membership expires] this month 19% 4.22%
Effort 4 Subject Line Open Rate Click-through Rate
There's still time to renew your WAGR membership 16% 2.3T%
NEW: [Your membership has expired,] renew quickly right now 20% 5.42%

Non-membership retention focused subject line examples:
- J.C., your last gift? 2019.
- Will you give again Leanne?
- Dave, one beer is all it costs...



Donor Engagement

RETENTION IS A JOURNEY, NOT A DESTINATION



ENGAGEMENT

« Campaign stewardship — emails
with soft or no ask -- help keep
your supporters feeling appreciated.

« Stewardship emails should speak
directly to the impact that their gift
has on your organization.

« Stewardship helps donors understand
the value they gain by supporting
your org when they renew/give.

Dear Ashlee,
Bring it onl

We have big plans for 2021, in a world that seems to be constantly changing.

So many listeners tell me that they're grateful to KING FM for keeping the
music playing and doing all we can to preserve this music as a living art.

| wanl you to know that we appreciale your belief in our mission. In the new
year, you can count on us to continue to bring you the richness of classical
MUBIC

Loud and clear, from us to you... thank you for listening|

A oo

Brenda Bames
CEOQ and Fellow Supporter




CAMPAIGNS +
ENGAGEMENT

- Every effortis an =
Retention messaging should (ideally)
live in everything + the renewal series.

- Seasonal + regional efforts

o Example: public media ‘pledge’ +

organization 'Giving Days' A NSme%.
° Year-end cam pa|g ns | am so happy to Introduce you to Nishat, an incredible community member
and youth leader. Nishat Is going to share her story with us today.
(0] ObViOUS: incentives to donate ||ke Nishat's family moved to Philadelphia when she was in elamantary school. She falt
: : lonely be he didn't k h ighborhood, but the Free Library’

premiums or other soft benefits s e A ot e o

© Blgge_r I Ift: Storles abOUt people “| started going to the Blanche A. Nixon/Cobbs Creek Library because
benefiti ng from delive ry of your my older cousin, Sam, worked there as a Teen Leadership Assistant

. . . (TLA)," said Nishat. "| often found myself visiting tha library after school

Org S MISSION to do homawark, check out books, and talk to the TLAs who worked

thera at the time.

| grew really close to the library staff because they would see me almost
evary day and ask me about all the books | was checking out.




MISSION DELIVERY STORIES
- SUPPORTING RENEWAL

- Stories about those you serve keep donors engaged all year long; when
renewal time comes, the donor is to give again.

. stories about individuals benefiting from your organizations’ mission?

We have a few tips for you!

o Ask for stories, experiences or testimonials in surveys

o Use comments you receive on Facebook/Instagram posts

o Feedback from those who contact your organization directly
o Gather stories in audior or video during virtual or live events



allegianhce
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THANK

YOU

Join us for our next webinar!

Donor Retention: Now that you
have them, why not keep them??

July 15, 2021 @ 2 p.m. EST

Questions? Contact us at:

sales@teamallegiance.com
844-858-7654
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