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• It’s all about the experience!

• Emotions: donations > loyalty : memory

• Memory of supporters: beginning, good and the bad times 

and the end
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June 2018 Reunite an immigrant parent 

with their child
20,773,000 RAICES

April 2019 Rebuild and restore Notre Dame

835,000,000        

Catholic charity Fondation Notre-Dame, 

Fondation du Patrimoine, Fondation de France, 

National monuments centre
Various

December  

2019

Build the Wall

25,529,000 We Build the Wall Inc

January 2020

Help fight fires and victims in 

Australia
51,300,000 NSW Rural Fire Service Brigades Donations 

Fund

May 2020 100th Birthday Walk for the NHS

42,000,000

NHS charities together

May 2020 Bail Fund for protesters in 

Minneapolis
30,000,000 Minnesota Freedom Fund (MFF) Various

July 2020 Official George Floyd Memorial 

Fund

14,595,000 Estate of George Floyd and others

DATE CAMPAIGN EMOTIONS $ RAISED ORGANIZATION SOCIAL 

PLATFORM



EMOTIONS ARE VOLATILE
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Not aknowledgement for previous…

Not asked to donate again

Lack of communication on use of…

I forgot I gave

Gave instead to another organziation

Changing interest/priorities

Diassatisfied with organziation

Change in financial situation…

Dissatisfied with use of previous gift

Solicitation overreach (asked too…

Fig. Why did you not make a donation (previous 

$250-$2,500 annual donors who had did not 

donated within 24 months)

1. Feeling that other causes were more deserving (26.5 
percent)
2. No longer able to afford support (22.3)
3. No memory of ever supporting the charity (11.4)
4. Donor still supporting charity by other means (6.8)
5. Donor relocated (6.7)
6. Death (5.2)
7. Charity’s communications were inappropriate (3.6)
8. Charity did not remind donor to give again (3.3)
9. Charity asked for an inappropriate donation amount 
(3.1)
10. Charity did not inform donor how contribution was 
used (1.7)



(D. KAHNEMAN)

BEGINNING





WhatsApp or SMS from the same canvasser

within 24 hours= + 22% retention



Source :Bloomerang

SOURCE: BLOOMERANG



WELCOME



RESULT

11.90%

7.94%

1

Reduce attrition

2019 2020

81.47%

87.85%

1

% Surviving after 3 months 

2019 2020





The Birthday 

call increase 

survival of 25% 







Source: UNICEF Global Individual Giving Team



What was the impact?

2019 2020

19% 43%

TMK Retention rate on requests for pledge cancelation





Should we measure donor happiness?



What does our NPS look like?



Why 3 different surveys?



So… 
what now?

•We don’t live in a perfect 
world – set up to measure 
and start now! 

•Close the loop

•Respond timely!

•Test, test, test 

•Use feedback as insight to 
improve your operations



Figuring out our Promoters
Commitment
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Figuring out our Detractors
Commitment
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KEY LEARNING OUTCOMES

• Emotions leads donations, but repeat = remember and a good experience

• Donors will remember only the beginning, the peaks &  the end

• Nudge memory of donor: personalized, celebrate & manage complaints/feed back

• Measure donor’s happiness and how drives loyalty and income





“People will forget 

what you said, 

people will forget 

what you did,

but people 

will never forget 

how you made 

them feel.”

Maya Angelou



Thank you

Obrigado

Grazie


