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

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.

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



Poll time.
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USPS INFORMED DELIVERY
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Ringless Voice 
Messaging

WHY MAKE HUNDREDS OF CALLS? 
JUST MAKE ONE.





DIRECT MAIL NEWSLETTERS



DOUBLE BUCKSLIP ALLOWS 
FOR RENEWAL REMINDER

Control

Test

The test group saw TWICE as many 
responses compared to the control.



ARTIFICIAL 
INTELLIGENCE
Using predictive models to 
deliver individually optimized 
gift arrays.

This Photo by Unknown Author is licensed under CC BY-SA

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.

• The result increases renewal 
revenue without suppressing 
response.

• This AI helps upgrade donors who 
have been stagnant in their giving.

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

18%
GROSS REVENUE 

INCREASE IN YEAR 1

$3
IMPROVEMENT FOR 
EVERY $1 INVESTED

A/B
TESTING ALLOWS FOR 

ONGOING MACHINE 
LEARNING IN YEAR 1 



5% REVENUE LIFT; 
293% ROI 
after Baseline Discovery Period

• In the early stages of learning, one 
Allegiance client has seen:
o 5% revenue increase for the ExactAsk

audience.

o 10.5% increase in the average gift.

o Even response between control and 
test groups.

This client has just recently entered 
the next round of learning…



THE POTENTIAL IS GREAT.



SMS TEXTING
• 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

Statewide network with a 
membership program.

Offers television programs that 
educate, inform, and inspire.



o Used an outbound SMS strategy to support APT’s 
spring on-air fundraising drive.

o Campaign included renewal-cycle donors, among 
other segments.

o Started with a pre-campaign stewardship message 
to prime donors for an ask.

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

MARCH 2021 TEXTING 
CAMPAIGN SEES A 130% ROI



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). 

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

14% of contributions were sustainer conversion 
gifts.

FUNDRAISING MESSAGES 
SAW A 2.5% RESPONSE RATE



A L A B A M A  P U B L I C  
T E L E V I S I O N

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 prior to the mail 
membership renewal series

• Pre-renewal membership email can 
reduce org's mail costs

• Donor impact: more of their support 
will go directly to your org's mission

• Remind members of their benefits: 
program guides, content access



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 
interest and open rates

• 25% of e-renewal revenue on 
average has been generated from 
midnight renewals



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% 2.37%

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.



• Every effort is an opportunity –
Retention messaging should (ideally) 
live in everything + the renewal series.

• Seasonal + regional efforts
o Example: public media ‘pledge’ + 

organization 'Giving Days'

• Year-end campaigns
o Obvious: incentives to donate like 

premiums or other soft benefits

o Bigger lift: Stories about people 
benefiting from delivery of your 
org's mission

CAMPAIGNS + 
ENGAGEMENT



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

• Need 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

MISSION DELIVERY STORIES 
– SUPPORTING RENEWAL



Q u e s t i o n s ?  C o n t a c t  u s  a t :

s a l e s @ t e a m a l l e g i a n c e . c o m
8 4 4 - 8 5 8 - 7 6 5 4

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
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