


Sustainer Acquisition: 
Growing your Sustainer File 



Today we’re talking about… 

Channels of acquisition for monthly givers 
Benefits and challenges!

What’s the best mix? 
Open discussion and questions 

CONFIDENTIAL |  For internal use only by the Humane Society family of organizations3



Overview: 2016 - 2019
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 Mix of direct acquisition vs. 
converted

 Avg. gifts higher on converted 
 TM: largest source of converted 
 F2F: largest source of direct 

acquired 

Channel Mix: 2019

CONFIDENTIAL |  For internal use only by the Humane Society family of organizations5



Our path to growth… 



Overview: 2020 - current
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 Direct Acquisition outpaces 
converted 

 Direct also seeing gains in avg. gifts 
 Avg. gifts have increased across all 

channels 
 F2F still highest proportion of new 

joins 

Channel Mix: present

CONFIDENTIAL |  For internal use only by the Humane Society family of organizations8



Overview: trends by gift source
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• A slightly different view 
• Shifts in the trend lines 

of our channel mix 



The great, the challenges, 
and caut ionary tales
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Benefits Challenges Cautionary Tales 

Face to face 
• Ability to scale up quickly 
• Higher average gifts 
• LTV is high for long term 

retained
• Data collection: high 

percentages of emails and 
SMS 

• ROI in under 3 years 
(compared to DRTV)

• Brand awareness and 
exposure 

• High cost to acquire 
• High risk to the brand: 

canvasser training is key! 
• Retention is  a very real 

concern 
• “Buyer’s remorse” 
• Credit card processing 
• Incorrect information or 

outdated information 
• Canvasser safety 
• HSUS unique challenges 

• Sometimes you won’t have 
buy-in from higher ups and 
you will have to make the 
case for your program 

• Weather! What happens if 
you move south for the 
winter and that’s the only 
place it snows? 
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Benefits Challenges Cautionary Tales 

Telemarketing 
• Very flexible in start and stop 
• Data collection 
• Myriad uses: 
 Conversion 
 Acquisition 
 Reinstatement 
• Human conversation! You 

can tell your story better 
through script 

• Low cost to acquire/convert 
• High retention: 80% at month 

13

• Diminishing utility in the 
market 

• Restrictive laws can hinder 
who you can call and when 

• Calling cell phones can also 
be a problem 

• Data hygiene is a challenge 
• Lower response to phone 

calls because of bad actors in 
the marketplace 

• The phone calls will always 
drive high numbers of 
complaints!  

• Sometimes your caller will 
say things you don’t want 
them to say—or they get 
upset with the person at the 
other end. Make sure you 
have recordings
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Benefits Challenges Cautionary Tales 

Digital Ads 
• Ability to scale up quickly 
• High volume is possible 
• High average gifts 
• You are in control of turning 

on and turning off 
• Control over where your ads 

air 
• Excellent channel for 

conversion 
• Above average retention 

• Unspoken agreements with 
search: we agree not to use 
each other’s high value 
search terms

• Lead generation can be 
expensive 

• Trying to tell your whole 
story in <10 seconds

• Measuring brand impact 
• Attribution 

• Set your max spend per day 
with Meta because if you 
don’t… 

• You might end up spending 
your whole budget in 24 
hours (or so I’ve heard)
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Benefits Challenges Cautionary Tales 

Direct Response Media 
• Able to get large number sof 

monthly donors 
• National campaigns—or 

regional 
• Streaming/CTV are low cost 
• Higher average gifts 
• LTV is high for long term 

retained
• ROI can be within 3 years 
• Omnichannel approach with 

digital and mail 
• Streaming, CTV, Linear TV, 

and digital ads 

• High cost to acquire (DRTV) 
• Media costs will eat up your 

budget 
• Retention is  a very real 

concern
• High number of one-times—

which can also offset expense  
• “Buyer’s remorse” 
• Credit card processing 
• HOW to tell your story?  
• Attribution

• If you have a media scandal, 
DRTV/media can be the thing 
that increases your exposure 

• Using a celebrity to tell your 
story can be a challenge: 
what if your target audience 
doesn’t know them?
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Benefits Challenges Cautionary Tales 

SMS
• Excellent for conversion and 

lapsed reactivation 
• Cost to acquire is low 
• Retention is very good 
• Scalable! 
• Average gifts are solid 
• Retention is solid

• Opt in info: data hygiene is 
key 

• Householding (SMS and 
Email) 

• Legal tangles 
• Balance of ask and 

advocacy/engagement 
between asks 

• Platform for deployment 
• Telling your story 

• You must always keep the 
laws around texting at top of 
mind: for example, it’s not 
quite legal to purchase lists 
for SMS because you don’t 
have permission to contact 
those people 



What’s a good mix? 
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Think about… Challenges 

• What’s your budget? 
• What is your appetite for 

risk? 
• Will you be handling in house 

or will you outsource to a 
consultant? 

• What is the level of staff 
expertise? 

• What are your back end 
processes? 

• How flexible are you with 
change? 

• What happens if you fail? 

• Cross-channel collaboration 
• What story do you want to 

tell? 
• What is your crisis action 

plan? 
• Staff time and staff expertise 
• Measuring brand impact vs. 

money raised 
• Flexibility to shift budget 

around different channels to 
take advantage of 
opportunities 

What’s a good mix? 
Marketing 
channel mix 
works but 
depends on 
your 
comfort 
level!



Questions and Open 
Discussion 



Thank You!

Joanne Wilson 
Vice President, Advancement Operations 

jwilson@humanesociety.org 

mailto:jwilson@humanesociety.org
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