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We work 
with:



1.Why monthly giving is so important

2. How to acquire new monthlies

3. Retaining monthly donors



4. The benefits of different channels

5. Getting more value from monthlies

6. Making the ask

7. Improving copywriting & design



The trend that’s not going away
Fewer donors and higher attrition



Donor Attrition Over Five Years

# of 
Donors 

Attrition
Rate

Donors 
remaining
after 1 year 

Donors 
remaining
after 2 years 

Donors 
remaining
after 3 years 

Donors 
remaining
after 4 years

Donors 
remaining
after 5 years

1,000 20% 800 640 512 410 328

1,000 35% 650 422 274 179 116

1,000 65% 350 122 43 15 5

Attrition Chart
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How you  
Recruit 
Monthly 
Donors



Spontaneous



Prompted
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One small example: Marmot Recovery Foundation



7 Great Reasons to Act Today



Annual Income Increases



Better
Relationships



Donors stay longer



Predictability



Savings



Upgrading:

Your income 
grows over 

time



Convenience



Monthly Gift Options 

Electronic Funds Transfer



Recruiting
Current donors 

(mail/email)

Prospect

Often a 2-Step process 



Mail 





Other donor recruitment

3. Thank you letters

4. Welcome kit

5. Newsletters



Your Appeal Reply Form 



Storytelling



Do you have a program name?

• Defenders Club – Ecojustice

• Bear Hug Club –Children’s Hospital

• Circle of Friends  - Inclusion BC

• Change Makers – Indspire

• Good Samaritan Club - Covenant House 



Exercise 1
Create a monthly donor club

1. Choose one of the organizations in your group 
or make-up a new nonprofit 

2. Choose a name for your club

3. Decide on an offer – (e.g. $25 a month will …)



Digital



Use creative across channels



Email





















Email best practices

• Ask during the last week of the year. 

• Use a person’s name, not the 

non-profit’s name 

• Matching can improves results up to 50%

• Communicate without asking

• Send articles/info before a solicitation



Recruitment:
Phone



Considerations

People are nervous about giving credit 

card/banking details over the phone

1. Suggest they call office directly or 

lead them through the website

2. Send letter in advance, or 

afterwards



How Much To Ask For?

$35 a month will ____________

$25 a month will ____________

$10 a month will ____________

Can you tie a monthly amount to 
something specific?





Websites: Take over your home page







Premiums





Stories = social proof



Pop-up “lightbox”

It’s a window overlay that when 
it appears, blocks some page 
content

Timing is key – exit popups work

Strong copy & design are vital

















Clicking here leads to…



























45,000 monthly donors 
to 296,000



Events & premiums



t





Exercise 2: 

Asking –you must



1. Set the Stage (get ready yourself)

2. Smooth Introduction (saying hello)

3. Introduce the request, personalize the solicitation

(the case and initial request)

4. Discover any obstacles to giving (reflect)

5. Answer any sincere questions, put aside excuses (Deflect)

6. The ask

7. Close the Solicitation (Thanks)



Stewarding your monthlies

• How can you make your 

donors feel engaged?

• Site visits

• Meeting the people they help

• “Insider” event 

• Online educational event



Testing Gratitude

Simple thank you card

25,000 donors

No ask

No reply form

No reply envelope

No thank you card

25,000 donors

Identical number of gifts, but 

the group that got the thank 

you card gave almost $....





Principles of copywriting

1. Short words

2. Emotional

3. Non-technical

4. About the donor/prospect (YOU)

5. Be specific

6. Design for the reader

7. Repetition



!!!

Ineffective Copy



Make it 
“you”-centric









https://sunnybrook.ca/foundation/
https://sunnybrook.ca/foundation/






•Times New Roman was 5 times easier to read than 
Arial

•Times New Roman was 5 times easier to read than 
Arial



Reverse type

• When text was printed black on white, 

readers reported good comprehension 70% 

of the time, fair comprehension 19%, and 

poor comprehension 11%

When text was printed white on 
black, good comprehension fell to 
zero while poor comprehension 
rose to 88%



Comprehension Good Fair Poor

Black on White 70% 19% 11%

White on Black 0% 12% 88%

White on Purple 2% 16% 82%

White on Blue 2% 16% 96%

Reverse type





Readability - The McKinnon Axis 

Can you read this sentence?



Eyesight 

Age 20 Age 80

Wealth 

Readability - The McKinnon Axis 



Retention
is the Most 
Important 
Factor in 

ROI



# of Monthly 
Donors who 

stay
Average gift

Average 
Yearly 
income

8  Year Total 

Totals 100 $25 $30,000 $300,000

Value of just 10 years of giving



Retention tools

Processing systems

Credit card upgrader

Conversion to EFT



Newsletter testimonials





When you have no 
monthlies & little money

1. Be the first person to sign up. 

2. Invite your coworkers & volunteers to join. 

3. Use testimonials, with photos, of donors 

who have become monthly sustainers. 

4. Offer a monthly giving choice on your 

website donation page. 

5. Ask a board member or major gift donor to 

match monthly gifts for a year.



How to Upgrade

Phone – Annual campaign

Mail – Special appeal, with tax receipt

In person – Volunteer campaign, 
events

Email – Campaign with a target



Raise More Money From 
Your Monthly Donors with: 

Event invitations

Challenge gifts

Emergencies

Selling products

Legacies



Sustainers 

are your best

legacy 

prospects



Your 30 Day Challenge

What will you do within the next 30 days?

1. ________________

2. ________________

3. ________________



Your One Year Challenge

What will you do within the next 365 days?

1. ________________

2. ________________

3. ________________



www.harveymckinnon.com

info@harveymckinnon.com

Twitter: @harveymckinnon

All royalties donated to non-profits

http://www.harveymckinnon.com/
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1. Set the Stage (get ready yourself)

• Know your own feelings about your 

non-profit.

• Learn as much as you can about your 

prospect.

• Choose the best time and place to talk 

with the potential contributor.



2. Smooth Introduction (saying hello)

• Remember to listen!

• Establish a rapport

• Start the discussion on a positive, friendly 

note.

• Explain the purpose of your visit.



3. Introduce the request, personalize the 
solicitation (the case & initial request)

• Tailor your approach to the individual

• Explain why you joined a monthly club

• Make the initial request for a pledge

• Remain available for feedback



4. Discover Any Obstacles to Giving (Reflect)

• If the contributor has an objection, ask 

them to explain it further

• Watch body language



5. Answer any sincere questions, put 
aside excuses (Deflect)

• Try to determine whether the 

contributor’s objection is a reason

or an excuse

• Answer any sincere reasons

• Turn any excuse into a positive 

reason for giving



6. The Ask

• Know what amount you plan to ask for.

• Ask: will you be able to give X per day or XX 

per month?

• Collect a signed pledge card: “I’ll become a 

monthly donor to…” And the first cheque, 

or void cheque or credit card info. Or have 

them fill out a digital form. 



7. Close the Solicitation (Thanks)

• Thank the contributor.

• Where appropriate, give the contributor 

a receipt (or premium).

• Process pledge immediately.





Legacies










