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INTRODUCTION

Recording & slides will be sent to all attendees & registrants

Questions will be answered at the end of the presentation
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INTRODUCTION
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What you can automate?

3 types of automation?

Where you should start?

My key secrets to success 

Case study / results / ROI

Quick promo 

Q & A 
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WHY CONSIDER AUTOMATION?

TOP 5 REASONS 
TO AUTOMATE

Save money

Save time

Be more efficient/productive

Be more effective/gain ROI

Reduce employee turnover (combat the myth)



WHY CONSIDER AUTOMATION?
Fundraising is getting harder

FUNDRAISING 
CLIMATE CHANGE



% share of Americans who donated

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

2000 - 66.2%       ⅔
2018 - 49.6%       ½

ALL SOCIO-DEMOGRAPHIC GROUPS

https://scholarworks.iupui.edu/bitstream/handle/1
805/26290/giving-environment210727.pdf

Most occurred 
AFTER the 
Great Recession
(2007-2009)

https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf
https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf


Average $ amount Americans gave

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

2000 - $1,790       
2018 - $1,280  

ALL SOCIO-DEMOGRAPHIC GROUPS

https://scholarworks.iupui.edu/bitstream/handle/1
805/26290/giving-environment210727.pdf

- 75%

2000 - 66.2%       ⅔
2018 - 49.6%       ½

% share of Americans who donated

Most occurred 
AFTER the 
Great Recession
(2007-2009)

https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf
https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf


Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

2016 2017 2018
www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
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http://www.fundraisingreportcard.com/benchmarks


$
revenue
retained

$
revenue
retained

$
revenue
retained68.09%

62.60%
55.78%

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

2016 2017 2018

http://www.fundraisingreportcard.com/benchmarks


40.97%

#
donors
retained

#
donors
retained #

donors
retained45.33%

29.83%

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

2016 2017 2018

http://www.fundraisingreportcard.com/benchmarks


68.09%
62.60%

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

FIRST TIME donor retention

23.6%
29.0%

19.1%

www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

2016 2017 2018

http://www.fundraisingreportcard.com/benchmarks


68.09%
62.60%

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

REACTIVATED donor retention

49.0%
41.2%

34.8%

www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

2016 2017 2018

http://www.fundraisingreportcard.com/benchmarks


68.09%
62.60%

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

REPEAT donor retention

66.5%
61.5%

44.5%

www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

2016 2017 2018

http://www.fundraisingreportcard.com/benchmarks


Under $100 donors Over $5,000 donors

Poor retention 
and LTV

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

August 3, 2021 Data 
www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

Poor retention 
and low LTV

Low dollar 
donors = Strong retention 

and high LTV
High dollar 

donors =

http://www.fundraisingreportcard.com/benchmarks


but make up just 5.9% of 
all donation revenue

(or ¾ of 1%) but make up 72% 
of all donation revenue

80/20 rule is now 

= 77% of an org’s donor base= .74% of an org’s donor base
Donors giving under $100Donors giving over $5,000

72/.74

August 3, 2021 Data 
www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

http://www.fundraisingreportcard.com/benchmarks


80/20 rule is now 72/.74

August 3, 2021 Data 
www.fundraisingreportcard.com/benchmarks

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

POPULIST FUNDRAISING
INTERRUPTING & 

ANNOYING
WITHOUT PERMISSION

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

http://www.fundraisingreportcard.com/benchmarks


Dollars up
Donors down

Billion

WHY CONSIDER AUTOMATION?
Fundraising is getting harder

Yet total giving has increased



WHY IS FUNDRAISING CLIMATE CHANGE HAPPENING?

https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf

Trust!

https://scholarworks.iupui.edu/bitstream/handle/1
805/26290/giving-environment210727.pdf

https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf
https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf
https://scholarworks.iupui.edu/bitstream/handle/1805/26290/giving-environment210727.pdf


Business

NGOs

Trust!

WHY IS FUNDRAISING CLIMATE CHANGE HAPPENING?



WHY IS FUNDRAISING CLIMATE CHANGE HAPPENING?



How can you do more 
and raise more 

with less?

TECHNOLOGY!



Had 9,000 stores 
at their peak in 2004.

Today, they have ONE 
store—in Bend, Oregon.

Cautionary tale





Technology is the key to automation!
Automation is the key to more cost-

effective communications



TECHNOLOGY FOR COMMUNICATIONS
Introducing marketing automation software

CRM/DONOR 
MANAGEMENT

OTHEREVENT 
MANAGEMENT

PEER TO PEER



WHY CONSIDER AUTOMATION?
Fundraising is getting harder
Keys to effective marketing 

communications



WHY CONSIDER AUTOMATION?
Fundraising is getting harder

TRUST

RELATIONSHIPS



WHAT CAN YOU AUTOMATE?
3 types of automation



Basic             Mid-level             High-level

WHAT CAN YOU AUTOMATE?
3 types of automation



Basic   Mid-level             High-level
Set-it-and-forget-it one-off emails

Autoresponders (especially thank you emails)

Supplying giving receipts

WHAT CAN YOU AUTOMATE?
3 types of automation



Basic Mid-level High-level
+ Increased personalization

+ Simple ‘drip’ (triggered) email series

+ Reporting of metrics

WHAT CAN YOU AUTOMATE?
3 types of automation
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WHAT CAN YOU AUTOMATE?
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Basic             Mid-level             High-level

WHAT CAN YOU AUTOMATE?
3 types of automation



WHERE SHOULD YOU START?

Focus on assets, not cash!

Basic             Mid-level  High-level
?                        ?       ?



WHERE SHOULD YOU START?
Focus on assets, not cash!

but make up just 5.9% of 
all donation revenue

(or ¾ of 1%) but make up 72% 
of all donation revenue

80/20 rule is now 

= 77% of an org’s donor base= .74% of an org’s donor base
Donors giving under $100Donors giving over $5,000

72/.74

Daily analysis of $93+ billion in charitable giving
using data from 8,500+ organizations

August 3, 2021 Data 
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WHERE SHOULD YOU START?
Focus on assets, not cash!

Basic             Mid-level             High-level Improve how you: 

1. Engage major   
donor prospects

2. Assign 
caseloads

REMOVE 
MUNDANE, 
TEDIOUS AND 
TIME-CONSUMING 
TASKS FROM 
YOUR HIGHLY 
COMPENSATED 
MAJOR GIFT 
STAFF’S DUTIES!



WHERE SHOULD YOU START?
Focus on assets, not cash!

Where major gift staff excel
● Meeting major donor prospects

● Building relationships

● Facilitating philanthropic giving

What causes failure & high 
turnover
● Overworking GOs with tedious tasks

● Forcing them to attend meetings

● Making them help with events

● Making them feel undervalued or 
unappreciated

● Sending them on wild-goose chases

● Forcing them to make cold calls



WHERE SHOULD YOU START?
Focus on assets, not cash!

What causes failure & high 
turnover
● Overworking GOs with tedious tasks

● Forcing them to attend meetings

● Making them help with events

● Making them feel undervalued or 
unappreciated

● Forcing them to make cold calls

● Sending them on wild-goose chases



What % of newly assigned prospects 
do you feel are truly qualified to be in
your major and/or planned gift donor pool?

2017 study conducted by Ruffalo Noel Levitz asked nonprofit gift officers:

37
Only

%

WHERE SHOULD YOU START?
Focus on assets, not cash!



● 27% reported that wealth ratings were “quite effective or 
very effective for focusing on the right prospects.” 

2017 study conducted by Ruffalo Noel Levitz asked nonprofit gift officers:

WHERE SHOULD YOU START?
Focus on assets, not cash!

● 92% said they stay engaged with donors and prospects by 
sending personal emails manually

● Yet over half (55%) said they didn’t spend enough time on 
solicitation

● Overall, they reported experiencing “significant frustration with 
the time spent setting up and completing qualification visits that 
did not ultimately lead to gifts.”

● 42% said they didn’t spend enough time on qualification



● 27% reported that wealth ratings were “quite 
effective or very effective for focusing on the right 
prospects.” 

2017 study conducted by Ruffalo Noel Levitz asked nonprofit gift officers:

WHERE SHOULD YOU START?
Focus on assets, not cash!

● 92% said they stay engaged with donors and prospects by 
sending personal emails manually

● Yet over half (55%) said they didn’t spend enough time on 
solicitation

● Overall, they reported experiencing “significant frustration with 
the time spent setting up and completing qualification visits that 
did not ultimately lead to gifts.”

● 42% said they didn’t spend enough time on qualification



TECH-ENABLED 
DONOR DISCOVERY

SCALE YOUR 
QUALIFICATION & 
PRIORITIZATION

EFFORTS

WHERE SHOULD YOU START?
Focus on assets, not cash!



AUTOMATION FOR RAISING MAJOR GIFTS OF ASSETS
Example #1



Personalized based off of what we learn 
in the respondents survey response.

Personalized 
salutation.

Call to action to 
VIP Microsite 
that is tracked 
and scored

1-to-1 from a 
gift officer.

Replies go directly 
to your inbox.

Different senders based off 
of geographic region.

AUTOMATION FOR RAISING MAJOR GIFTS OF ASSETS
Example #2



AUTOMATION FOR RAISING MAJOR GIFTS OF ASSETS
Example #3



AUTOMATION FOR RAISING MAJOR GIFTS OF ASSETS
Example #4

$4.5 million
legacy gift



AUTOMATION FOR RAISING MAJOR GIFTS OF ASSETS
Scale your operation

Benefits

● One Gift Officer can perform like 9

● Generate ‘hot’ major donor prospect leads 

● Cultivate ‘cool’ prospects > ‘warm’ > ‘hot’

● See where prospects click online to help qualify

● Prioritize your outreach based on who is ‘hot’
● Have the prospects set appointments on your calendar



AUTOMATION FOR RAISING MAJOR GIFTS OF ASSETS
Retain staff (and attract A-players)
Hard and soft costs you incur every time you look to hire a new 
major gifts fundraiser:

● Recruitment costs: advertising, recruitment firm commissions, interviewing time

● Training costs: time spent on-ramping and getting them up to speed

● Management costs: your management time is money, too

● HR costs: performance plans, onboarding, offboarding

● Legal costs: especially because fired workers sometimes sue their former employers

● Equipment and facility costs: computers, office, cybersecurity

● Travel costs: air, train, car, hotel, dining and per diem

● Benefits costs: health insurance, vacations



Today’s Agenda
Why consider automation?

What you can automate?

3 types of automation?

Where you should start?

My key secrets to success 

Case study / results / ROI

Quick promo 

Q & A 

AGENDA REVIEW



TOP SECRETS
Donor journeys?



TOP SECRETS
Donor journeys?

Weeks or months Months or years



Text only
Be real/genuine/authentic
Be informal/colloquial/warm
Make it about them (be relevant)
Make it easy to read/no jargon!
Provide an offer that delivers value
Include a link to that offer
Make sure they can respond to you
Incorporate a calendar link
NEVER ASK FOR MONEY!

TOP SECRETS
Checklist for automated emails that build trust

MARKETING 
AUTOMATION

FUNDRAISING 
AUTOMATION



CAN YOU AFFORD TO INVEST IN AUTOMATION?
Better question: Can you afford NOT to?

the best thing we’ve 
ever done!”



CAN YOU AFFORD TO INVEST IN AUTOMATION?
Better question: Can you afford NOT to?

doubled our results at 
half the cost”
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CAN YOU AFFORD TO INVEST IN AUTOMATION?
Better question: Can you afford NOT to?



CASE STUDY



imarketsmart.com

Total Giving

The rest of the file that received 
traditional engagement

Engaged with MarketSmart’s Engagement 
Fundraising Automation System 

At every giving level, individuals engaged by MarketSmart’s Engagement 
Fundraising System gave more (+1,119% more on average) than the rest of the file.

TOTAL GIVING

Engaged supporters 
gave $12,089.65 
more, on average

http://www.imarketsmart.com
about:blank


imarketsmart.com

Upgrading: Average Annual Giving Increases

At every giving level, individuals engaged by MarketSmart’s Engagement Fundraising System 
increased their giving by more than the rest of the file (+474.54% more on average).

UPGRADE $

The rest of the file that received 
traditional engagement

Engaged with MarketSmart’s Engagement 
Fundraising Automation System 

Engaged supporters 
upgraded giving by 
$1,166.83 more, on 
average

http://www.imarketsmart.com
about:blank
about:blank


imarketsmart.com

At every giving level, individuals engaged by MarketSmart’s Engagement Fundraising System 
upgraded at greater rates (+94.26% greater on average) when compared with the rest of the file.

Upgrading: Percent of Supporters with Increased Giving

UPGRADE %

The rest of the file that received 
traditional engagement

Engaged with MarketSmart’s Engagement 
Fundraising Automation System 

Engaged supporters 
upgraded their giving 
at almost double the 
rate of the rest of the 
file, on average 

http://www.imarketsmart.com
about:blank
about:blank


imarketsmart.com

Multi-Year Retention Rates

2020

2019

2018

2020

2019

2018

2020

2019

2018

2020

2019

2018

2020

2019

20182020

2019

2018

2020

2019

2018

2020

2019

2018

2020

2019

2018

2020

2019

2018

At every giving level and in every year, individuals engaged by MarketSmart’s Engagement 
Fundraising System retained at greater rates than individuals in the rest of the file.

MULTI-YEAR RETENTION

The rest of the file that received 
traditional engagement

Engaged with MarketSmart’s Engagement 
Fundraising Automation System 

http://www.imarketsmart.com
about:blank
about:blank
about:blank
about:blank
about:blank
about:blank
about:blank


imarketsmart.com

Individuals engaged by MarketSmart’s Engagement Fundraising System reactivated their 
giving at a higher percentage compared to the individuals in the rest of the file.

REACTIVATION %

The rest of the file that received 
traditional engagement

Engaged with MarketSmart’s Engagement 
Fundraising Automation System 

% Reactivated Between 2018 - 2020

Engaged supporters 
reactivated at almost 2½ 
times the rate of the rest of 
the file

http://www.imarketsmart.com
about:blank


imarketsmart.com

Average Reactivation Donation

2019

2018

2019

2018

2019

2018
2018

2020

2019

2018

2020

2019

2018

2019

2018

2019

2018

20202019

$347.24 $376.97

$3,360.64

$1,289.55

20202019

Individuals engaged by MarketSmart’s Engagement Fundraising System that reactivated 
their giving did so while giving substantially more than individuals in the rest of the file.

REACTIVATION $

The rest of the file that received 
traditional engagement

Engaged with MarketSmart’s Engagement 
Fundraising Automation System 

Engaged supporters that 
reactivated gave much 
more than the rest of the 
file

http://www.imarketsmart.com
about:blank
about:blank
about:blank
about:blank
about:blank
about:blank


imarketsmart.com

PIPELINE

263

297

134

171 
104
65
939
1,038

As of 3/25/21

http://www.imarketsmart.com
about:blank


imarketsmart.com

PIPELINE As of 3/25/21

694 supporters indicated likelihood

134 Somewhat Likely
(25% close) = $335,000

297 Likely
(50% close) = $1,485,000

Major Giving Potential

This potential major gift revenue is based on 
an estimated $10,000 major gift amount and 
conservative close rates.

263 Major Donors
(75% close) = 
$1,972,500

http://www.imarketsmart.com
about:blank


imarketsmart.com

PIPELINE As of 3/25/21

939 Might Consider
(10% close) = $3,286,500

65 Definitely Consider 
(50% close) = $1,137,500

104 Considering Now
(75% close) = $2,730,000

Legacy Giving Potential

It is generally accepted that the average 
bequest amount in the US and Canada is 
around $35,000. Some sectors like healthcare, 
arts & culture, and higher education report 
average planned gifts 3 to 4 times that amount.*

*Source: 24 Planned Giving Terms You Should Know. Blackbaud.com April 2015 Web. April 2018.

171 Legacy Donors
(90% close) = 
$5,386,500

One supporter documented their gift online and 
disclosed it’s value at $250,000.

http://www.imarketsmart.com
about:blank
http://blackbaud.com/


imarketsmart.com

RETURN ON INVESTMENT PROJECTIONS

Potential major giving funnel revenues if closed =  $3,792,500
Potential planned giving funnel revenues if closed = $12,540,500

EXPECTED RETURN ON INVESTMENT =    $101.40 : $1 
Total investment in MarketSmart (2015 - March 2021) = $374,883

REVENUE FROM ENGAGED SUPPORTERS
$21,677,376

Does not include top .05% of donors (outliers)
ENGAGED PIPELINE (potential revenue):

$16,333,000

TOTAL REVENUE FROM ENGAGED SUPPORTERS + PIPELINE = 
$38,010,376

$101.40 projected 
to be returned for 
every $1 invested.

IMPORTANT NOTE: THE LARGEST GIFTS WERE NOT INCLUDED
In an effort to normalize the data (reduce skewing), we removed 
the top ½% (.005) of donors making the largest gifts (approximately 
20 per year) thereby eliminating donations of $100,000 or more.

http://www.imarketsmart.com
about:blank


CAN YOU AFFORD TO INVEST IN AUTOMATION?
Better question: Can you afford NOT to?



imarketsmart.com

ABOUT US
‘Done-for-you’   
fundraising automation 



“OVERWHELMED BY THE DATA”

“MOSTLY WENT UNUSED”

“DONORS WERE NOT READY TO MEET OR GIVE NOW”

“WE NEED MORE ACTIONABLE INFORMATION 
TO   
HELP US LAND MORE MEANINGFUL MEETINGS 

....NOT MORE DATA!” 

PAST GIVING HISTORY    
WEALTH SCREENING    
PREDICTIVE MODELING

PROSPECT IDENTIFICATION



BE THE FUNDRAISER YOU 
ALWAYS WANTED TO BE

imarketsmart.com



why?
who&PROSPECT QUALIFICATION



WHY 
THEY CARE





LIFE 
STORIESPASSIONSINTERESTS





COMMITMENT
LEVELRANKINGINFLUENCERS





CONSIDERING
NOW

MAYBE 
LATER

ASSETS 
OR CASH





LEGACY 
GIFT

WANT  
INFORMATION MEET 

NOW





HAVE 
CHILDREN

OLD OR 
YOUNG

MARRIED/
PARTNER

WIDOW/
WIDOWER

OWN A 
HOME

ROLLOVER      
IRA

VOLUNTEERFRIENDS’ 
INTERESTS

FORWARD
BACKARD

ARRANGE   
MEETING

VALUE OF 
HOME

CGA

CAPITAL 
CAMPAIGN

RETIRED

FAMILY 
FOUNDATION

DAFHIGHLY 
EDUCATED CAREER

UPDATE 
CONTACT

OPT-IN



PROSPECT QUALIFICATION

$
HIGHLY EDUCATED   
WIDOW/WIDOWER
CHILDLESS
ATTORNEY



Online landing pages 

Online opt-in forms 
or surveys

Start with a 
SURVEY

Build trust, grow relationships & 
drive engagement with highly 
relevant cultivation

Prioritize with your
DASHBOARD

Engage with 
EFFORTS

Automate your 
EMAILS

Increase donor interest 
& desire with novel, 
value-oriented efforts

Prioritize outreach based on 
recency of engagement, 
passion, interest & capacity

Tech-enabled donor 
discovery at scale 

Meet & facilitate 
giving

$

A PROVEN SYSTEM



2. Cultivate tons of 
prospects 

effortlessly

1. Zero-in on people 
who are ready to
engage with you now

A PROVEN SYSTEM



Return on investment
Immediate ROI
(Return on investment)

10x
Lifetime value ROI
(Return on investment)

100x



100% FREE WITH NO STRINGS ATTACHED

ANALYZE YOUR 
TRANSACTIONAL 

DATA

MARRY WITH OUR 
SURVEY

DATA

CALCULATE OUR 
FORECASTED

DATA

PRESENT YOUR 
OPPORTUNITY
& POTENTIAL

Quantities, counts and amounts 
along with current lead allocation

Collected from millions of 
surveys sent to supporters of 

MarketSmart’s customers

Reformatted to determine 
what is likely to occur 

Predictions for success in 
association with available 

media channels

OPPORTUNITY ANALYSIS



WHAT YOU GET
OPPORTUNITY ANALYSIS



ALL ABOUT
AUTOMATION
How to optimize your fundraising operation with technology

QUESTIONS?
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