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Today’s agenda
1. Spotlight on Annual Giving + 

Digital Philanthropy

2. Key Digital Philanthropy Trends + 
Benchmarks

3. Case Studies: Driving a Giving Pipeline

4. Takeaways



Spotlight on 
Annual Giving + 
Digital Philanthropy



How long have you had a 
digital philanthropy 
program?
o 1 year
o 1-3 years
o 3-5 years
o 5+ years



How often do you look at 
results after an appeal and 
do something with it?
o Every time
o Occasionally
o Rarely
o Never



Trends Impacting Annual Giving
Giving USA
￮ Fundraising is down 10.5% from 2021 to 

2022, adjusted for inflation
￮ Donations from individuals decreased 

13.4%, adjusted for inflation
￮ Individual giving accounted for just 64% of 

all gifts (the 4th year in a row individual 
giving represents < 70% of all giving)

￮ Preliminary signs show foundations and big 
donors may slow their giving

Sources: The Chronicle of Philanthropy

mailto:https://www.philanthropy.com/article/drop-in-giving-from-2021-to-22-was-among-the-steepest-ever-giving-usa-found


Trends Impacting Annual Giving
Giving USA
￮ Fundraising is down 10.5% from 2021 to 

2022, adjusted for inflation
￮ Donations from individuals decreased 

13.4%, adjusted for inflation
￮ Individual giving accounted for just 64% of 

all gifts (the 4th year in a row individual 
giving represents < 70% of all giving)

￮ Preliminary signs show foundations and big 
donors may slow their giving

Fundraising Effectiveness Project, Q1 2023
￮ Donors giving $5K+ account for ~75% of 

dollars donated—but they donated nearly 
10% less in Q1 2023

￮ Donor retention is declining across all 
groups

￮ New donor counts fell by nearly 20%, and 
new donors gave 34% less in Q1

Sources: The Chronicle of Philanthropy, AFPGlobal.org

mailto:https://www.philanthropy.com/article/drop-in-giving-from-2021-to-22-was-among-the-steepest-ever-giving-usa-found
mailto:https://afpglobal.org/early-2023-fundraising-results-reinforce-diverse-strategy-urgency


What does this mean?
Annual Donors Need Attention
￮ Relying heavily on major donors—while 

placing dollars raised above donor 
retention and stewardship—has masked 
the loss of total donors for years

￮ Healthcare foundations need to:
￮ Find and keep a wider pool of small 

and medium-sized donors 
￮ Engage donors through smart 

segmentation and stewardship
￮ Diversify fundraising strategies to 

create a strong base for future 
cultivation

Digital Philanthropy Can Help!
￮ Cost-effective strategy for multi-channel 

appeals 
￮ Highly trackable metrics can drive a giving 

pipeline and retarget interested donors
￮ Excellent stewardship tool to engage, 

educate and “warm up” donors

Digital philanthropy can not only drive giving 
online—it can also increase overall annual 
giving results and build a pipeline!



Key Digital Philanthropy 
Trends + Benchmarks

1. Print vs. Digital Giving
o Dollars Raised
o Average Gift Size

2. ROI of Multi-Channel Appeals

3. Donor Conversion Timing

4. Case Studies: Driving a Giving Pipeline



Print vs. Digital Giving
What percentage of dollars are you 
getting offline vs. online?



2022 YEA: Print vs. Digital Giving
Client A:

8 Foundations
Client B:

6 Foundations
Client C:

3 Foundations
Client D:

8 Foundations

% Dollars Raised 
from Print 56% 79% 40% 80%

% Dollars Raised 
Online 44% 21% 60% 20%

Insights

3-year digital 
philanthropy 

program

Suburban 
audience

2-year digital 
philanthropy 

program

Rural 
audience

2-year digital 
philanthropy 

program

Suburban 
audience

3-year digital 
philanthropy 

program

Rural 
audience

Includes major gifts



2022 YEA: Print vs. Digital Giving
Client A:

8 Foundations
Client B:

6 Foundations
Client C:

3 Foundations
Client D:

8 Foundations

YOY Change in 
Print Giving ⇩ 26.0% ⇧ 182.8% ⇩ 28.2% ⇩ 33.1%

YOY Change in 
Online Giving ⇧ 11.1% ⇧ 379.5% ⇧ 605.8% ⇧ 17.8%

Includes major gifts

M+R Benchmarks 2023 reported that the health sector saw a 
3% YOY decline in online revenue. 

If you’re seeing online giving increase, you are beating the trend!

mailto:https://mrbenchmarks.com/


BENCHMARKS

What % of appeal dollars can you expect 
to come in online?

5-10%
Less mature digital 

programs

20-30%
Growing digital 

programs or those 
with more traditional 

donor bases

40-50%
More mature digital 
programs with 2-3 
years of appeals + 

stewardship

To calculate:
For each appeal, 

look at the gifts that 
came in online vs. 
those that came in 

by print.



Conclusions
￮ Print is still driving annual giving for most shops (40-80% print vs. 20-60% digital)

￮ Online giving is increasing at a more rapid rate than print giving

￮ Success of a digital annual giving program depends on:
￮ Length of digital program
￮ Year-round education, cultivation and stewardship efforts
￮ How traditional your donor base is
￮ Leadership and staffing changes

M+R Benchmarks 2023 reports the health sector’s benchmark is 
$106 raised for every 1,000 fundraising emails delivered!

mailto:https://mrbenchmarks.com/


Print vs. Digital Giving
How does average gift size compare 
between offline and online gifts?



2022 YEA: Print vs. Digital Gift Size
Client A:

8 Foundations
Client B:

6 Foundations
Client C:

3 Foundations
Client D:

8 Foundations

Average Print Gift* $171.30 $250.65 $161.95 $159.82 

Average Online Gift * $242.40 $253.65 $216.40 $226.96 

Online Gift Is Larger 
than Print Gift By: ⇧ 29.3% ⇧ 1.2% ⇧ 25.2% ⇧ 42.0%

*Excludes major gifts



Client A:
8 Foundations

Client B:
6 Foundations

Client C:
3 Foundations

Client D^:
8 Foundations

YOY Change in 
Print Gift Size* ⇩ 27.3% ⇧ 165.1% ⇧ 26.9% ⇩ 23.9%

YOY Change in 
Online Gift Size* ⇧ 51.1% ⇧ 304.8% ⇧ 307.2% ⇩ 17.8%

*Includes major gifts
^Experienced major changes in leadership and staffing

2022 YEA: Print vs. Digital Gift Size



Conclusions
￮ Digital giving is trending up
￮ Online gifts are typically larger than print gifts
￮ Online gift size growth is outpacing print gift size growth
￮ In general, we see fewer print donors give smaller gifts—and more digital donors give 

larger gifts

￮ Fundraising programs relying on print-only donors will likely see average gift size decrease—
and consequently overall dollars decrease

￮ Recommendations:
￮ Invest in a multi-channel annual giving strategy
￮ Revisit print for Foundations with low ROI or conversion rates
￮ Convert low-level print donors (< $150) to monthly donors



ROI of 
Multi-Channel Appeals
How much does giving increase when 
you use print and email?



2022 YEA: Multi-Channel Giving 
Client A:

8 Foundations
Client B:

6 Foundations
Client C:

3 Foundations
Client D:

8 Foundations

Print Only Giving*
80 donors

$121.58 avg. gift
97 donors

$176.96 avg. gift
35 donors

$153.29 avg. gift
120 donors

$124.84 avg. gift

Print + Email 
Giving*

127 donors
$282.13 avg. gift

84 donors
$348.99 avg. gift

46 donors
$338.30 avg. gift

112 donors
$241.96 avg. gift

Email Increased 
Giving By:

⇧ 132%
(~$161 per gift)

⇧ 97%
(~$172 per gift)

⇧ 121%
($185 per gift)

⇧ 94%
(~$117 per gift)

*Excludes major gifts and new donors



2022 YEA: Multi-Channel Giving
Client A:

8 Foundations
Client B:

6 Foundations
Client C:

3 Foundations
Client D:

8 Foundations

If we had emails 
for all donors, we 
could have raised 
an additional:

$12,844.00
(80 print-only donors x $161)

$16,686.91
(97 print-only donors x $172)

$6,475.35
(35 print-only donors x $185)

$14,054.40
(120 print-only donors x $117)

Projected YEA 
Increase 21.3% 14.6% 15.4% 12.1%



BENCHMARKS

What is the ROI with a multi-channel 
appeal (print + email)?

Donors who receive print and 
email give 

75-130% more
on average than donors who 

receive print only

To calculate:
For each appeal, remove large 
gifts ($2,500+) and new donors. 
Then analyze giving by donors 

who received emails and those 
who didn’t.

This results in average 
multi-channel gifts that are

$110-$185 
greater

than print-only gifts



Conclusions
￮ Adding email to your annual appeals substantially increases gift size, even for offline gifts
￮ This ROI provides better validation for a digital philanthropy program than looking 

exclusively at dollars raised from email

￮ Year-round stewardship via eNewsletters plays a huge role in educating, engaging and 
cultivating donors

￮ Recommendations:
￮ Acquire email addresses for your print-only donors (and any donors without emails)
￮ Invest in a year-round digital engagement program
￮ Reevaluate your online gift array



Donor Conversion Timing
How long does it take to convert a 
patient prospect to a new donor via 
email?



Donor Conversion Timing via Email
￮ We analyzed gifts of new donors over 3 years for 1 client to see how long it would take to convert a 

patient to a new donor via email
￮ We did this by looking at the time between the first email contact with a patient to when they gave 

their first gift
￮ For those who made a gift:

25% of new 
donors

converted 
within 

25 days
(~1 month)

50% of new 
donors

converted 
within

52 days
(< 2 months)

75% of new 
donors

converted 
within

124 days
(~4 months)

95% of new 
donors

converted 
within

365 days
(1 year)

99% of new 
donors

converted 
within

783 days
(> 2 years)



Conclusions
￮ Half of the gifts (50%) were made in the 

first 2 months—with the majority of gifts 
(75%) made in the first 4 months
￮ This corresponds with adding patient 

lists prior to major appeals with 
numerous email touchpoints

￮ Sustained long-term contact is needed to 
convert the bulk of your donors
￮ If you gave up after 4 months, you 

would miss 1 in 4 donors
￮ If you gave up after a year, you would 

miss 1 in 20 donors

￮ While stale lists do have diminishing 
returns, we suggest:
￮ Keep contacting your potential donor 

lists for up to 2 years
￮ Monitor email engagement as well as 

giving
￮ Combine education and cultivation 

with appeals for best results
￮ Continue adding patient and prospect 

lists to further build your donor base

Please note: these are very preliminary results!



Case Studies:
Driving a Giving Pipeline
How can annual giving and communications 
drive major and planned gifts?



Digital Can Drive Major Gifts
Case Study: Mercy Hospital Foundation in Colorado

￮ Goal: Targeted list of major gift prospects for a NICU campaign
￮ We used clicks on NICU email content to identify 58 engaged 

grateful patients
￮ Wealth screening showed 22 prospects with excellent or above-

average giving potential
￮ Gift officer secured more than $60,000 from these new 

relationships!

Recommendation: 
Wealth screen people who clicked to create warm major giving 
prospects

16  01  53  34



Digital Can Drive Planned Gifts
Case Study: AdventHealth Castle Rock in Colorado

￮ Goal: Spotlight Planned Giving in the Spring eNews
￮ Within 15 minutes of sending the eNews, we received 

notification of an estate gift from a loyal donor
￮ The gift came in at $1.3M—and was the first planned gift 

for the Foundation!
￮ We also received 4 requests for planned giving brochures—

3 of which were from patients

Recommendation:
Monitor and wealth screen people who clicked to create warm 
planned giving prospects



Takeaways



1. A digital philanthropy program takes time and effort to 
pay off (this is the long game!)

2. ROI from multi-channel giving may be better 
validation for a digital program than online giving itself

3. Always take time to measure the success of each 
appeal—and share the results!

4. Think about what happens next with your data. Where 
are there opportunities for pipeline development, moves 
management and surprising stewardship? 

5. Follow best practices for digital communications, be 
creative—and don’t forget to test!

Takeaways
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