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Go! Program Key Goals

1. Increase online fundraising activity and results, 
ultimately increasing net new revenue. 

2. Improve the experience of users engaging with ALA 
online. 

3. Enhance the relationship between constituents and the 
ALA via meaningful communication and relationshipALA via meaningful communication and relationship 
pathways. 

4 E i ll ALA t ff ith th t i i d t l d d t4. Equip all ALA staff with the training and tools needed to 
efficiently and effectively achieve the above. 
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Why plan a sustained giving campaign?

83% of calendar year accounts for 
57% of total online fundraising

November and December 
account for 43% of total 

online fundraising
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Source: Convio analysis of accounts 2 year time span
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Why plan a sustained giving campaign?
Sustained giving as a percentage of total monthly funds raised online

© 2010 Convio, Inc.Source: Convio analysis of three large non-profits with sustainer programs

Sustained giving is 17% of online 
fundraising

Sustained giving is 
5% of online 
fundraising



Why plan a sustained giving campaign?
■ Based upon the comments of the participants in the 

Growing Philanthropy Summit held in Washington, D.C., 
i J 2011 Ad i S t d J Sh f I diin June 2011, Adrian Sargeant and Jen Shang of Indiana 
University recommend monthly giving as an avenue with 
strong potential for growth.

■ To read more:  
http://www.afpnet.org/Audiences/ReportsResearchDetail.cfm?ItemNumber=6890
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■ Lifetime value of a sustainer is 
ALWAYS higherALWAYS higher

■ Generates predictable revenue

■ Retention is significantly 
increased 

■ Sustainer program is a strong 
2nd gift strategy2 gift strategy

■ Sustainers are strong Planned 
Giving prospectsGiving prospects
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■ Builds a better relationship with 
donorsdonors

■ Keep donors giving longer

■ A sustainer program lowers your 
overall costs of fundraising

■ Sustainer income grows over 
timetime
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Building a Sustainer Program

1 000

New Sustaining Gifts (Cumulative)
January 2008 to December 2009
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Sustainer Giving: Unique Branding

■ Convio sustainer giving option 
already built into your baseline y y
giving form.

■ Timeframe of giving 
commitment is “ongoing”commitment is ongoing  –
average duration for this kind of 
gift is 10 months

■ Donors can access a Service 
Center to modify their billing 
information, discontinue 
payments modify their giftpayments, modify their gift 
amount, etc.

■ Sustainer programs should be 
b d d d i l
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branded and carry special 
benefits, premiums, etc.



Sustainer Giving: Ubiquitous Promotion

■ Needs to be promoted in more 
than just a one off campaignj p g

■ Homepage or website 
promotion

■ Sidebar mentions in eNews or 
in secondary eNews features

■ Easy to include a monthly 
giving checkbox on standard 
forms (or a link to your monthly 
giving form)giving form)
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Sustainer Fundraising Campaign
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Presbyterian Children’s Homes and Services 
Sustainer Push

Foster care services including: group homes, foster homes,  a Child and 
Family Program, and Advanced Education and Aftercare Program.
■ Limited staff to support online activities
■ Had never run an online fundraising campaign before 2008
■ Launched on the Convio platform in the fall of 2008
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Presbyterian Children’s Homes and Services

1 Campaign Announcement 
to entire email housefile 
sent July 28
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Presbyterian Children’s Homes and Services

2 Email follow-up on August 3 
to reinforce the case for 
support

2
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Presbyterian Children’s Homes and Services

3 Final Reminder email 
thanking new sustaining 
donors sent August 19th. 
Asks donor to tell a friendAsks donor to tell a friend

3
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Presbyterian Children’s Homes and Services

4 Final Reminder to Non-
Sustainer Donor sent 
August 19th. 
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Freestore Foodbank
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Go! Sustainer Fundraising Campaign 
Benchmarks To Date

■ Sustainer eAppeal (average of 3 msgs)( g g )
 Open Rate: 18%
 Click-Through Rate: 0.92%
 Response Rate: 0 55%Response Rate: 0.55%
 Average Gift: $60

■ On average, for every 1,000 usable email 
addresses (or, usable email addresses targeted 
by this campaign if a subset of their total list), 
these clients acquired about 5 sustaining donorsthese clients acquired about 5 sustaining donors 
(5.5) and $330 in monthly contributions. 
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Based on Convio Go! Clients who have launched 
Sustainer campaign in same manner



Your Case for Support

Present Future

Opportunity VisionOpportunity Vision

Crisis Risk
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Source: “The Influencial Fundraiser” – Bernard Ross & Clare Segal, 2009



Sustaining Fundraising Next Steps
■ Define the concept/theme for the campaign

 Adam & Taylor will meet with the working group

■ Go! Sustaining Fundraising Content Guide – available on 
community (due March 9th)

■ Post follow up questions on community
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Housefile Building Campaign Next Steps
■ Convio team will be sending you your campaign test 

messages over the course of the next week

■ Please review your messages and send us any revisions 
for your Chartery
 Customize the text for your Charter and update if you are giving 

away something other than event registration
 Send one, consolidated list of revisions

■ Charters can customize the graphics, so if you have other 
images you prefer to use then send them to us with yourimages you prefer to use then send them to us with your 
list of revisions along with any instructions you have
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Sustainer Campaign

In Motion: Housefile
B ildiBuilding
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Next Steps
■ HFB campaign build out for individual charters

■ Monthly Projects (underway)■ Monthly Projects (underway)

■ Adam & Taylor will work with Sustained Giving campaign 
work group 

■ Next Webinar: Writing for the Web Best Practices -g
Wednesday, Mar 14 at 11am CT (12pm ET)
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Q & A
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