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Benefits of a Donor Loyalty Program
• Helps increase donor retention and dollars raised
• More cost effective to focus on retained donors than acquire 

new donors
• Opportunity to build relationships

Sources: About Loyalty Supporter Loyalty Study, Classy Report – Why America Gives 2022, AFP Global (Feb. Q3 Report 2024) 
and AFP Donor Loyalty Benchmarking Study



Goal: create a stewardship 
communication strategy 
based on donor behaviors
Launched first-time donor 
program in 2018





Sustainable growth
Adding one new element to the program each 

year
First Anniversary card added in 2019



Consecutive donor 
mailing added to 
the first-time donor 
program in 2020

enclosed a small unexpected 
token (stickers, pins)

encourages the habit of giving

introduced “Marquette Loyal” 
branding



Recognize 
annual support

Increase donor 
retention and 
participation

Consistently 
recognize and 
reward
consecutive giving 
– creating a habit
of giving

Goal: 
retain consecutive 
donor giving for 
three years, after 
which donors are 
more likely to 
continue their 
annual support. 



• Annual letter sent to donors 
who have given for 3+ 
cumulative years with a 
specific call-out of their years 
of giving

• Tracked in our database

• Adjust as needed based on 
donor feedback

• Loyalty data readily available 
to front-line fundraisers 
(database and Power BI tools) 
so that they can leverage this 
knowledge in their outreach 
to donors and prospects



Continue to add targeted 
communications to new 
segments, such as 
student donors



Holiday communication to monthly 
recurring givers
A special thank you to some of our most loyal 
donors 



First-Time Donor Postcard



First Anniversary 
Postcard



• Focus on goals
• The objective of a consecutive giving stewardship program is to recognize loyal donors for their 

annual support, thereby increasing donor retention and participation. 
• By consistently recognizing and rewarding consecutive giving, this donor behavior is encouraged 

and inspires future giving. 
• The ultimate goal of the program is to retain consecutive donor giving for three years, after which 

donors are more likely to continue their annual support.  Create a habit of giving.

• Create something that is sustainable over the long term with the resources that you have.

• Track your work and make sure it is captured in your database so that others can leverage the power of 
this information in their own work.

Key Takeaways



Beyond Stewardship
• “Ugly Betty” solicitation mailing

• Highlights donor’s loyalty in recent 
years and encourages their 
continued support



Beyond Stewardship
• Fiscal year-end solicitation 

postcard
• A reminder to loyal donors who have 

not yet made their fiscal year gift



Beyond Stewardship
• Give Marquette Day email

• An opportunity to thank loyal donors 
and make an additional ask



Beyond Stewardship
• Marquette Magazine ad

• Thank loyal donors and promote 
Marquette Loyal to a broader 
audience

• Another opportunity to renew 
support



Marquette Loyal Results



The Georgetown Loyalty Society 

● Since 2009, alumni from all campuses who give to 
any area of the university for two or more 
consecutive years are recognized as members.

● ~19,000 members annually

● In FY24 78% of alumni donors were members (FY23: 
78%, FY22: 75%, FY21:69%)

● Mission: Raise awareness about the impact of 
alumni, philanthropic support, solicit the renewal of 
gifts, and provide recognition to its members.

● An important retention tool!



A New Landscape For Loyalty

Survey Insights 

Finding Insight Action 

Members didn’t know they were 
members 

Lack of awareness, visibility, and 
clarity

Clarify and amplify brand

Recognition tied to in-person 
events but alumni wanted more 

Value felt limited, transactional Create more accessible ways for 
members to engage and be 
recognized 

*first sent Spring 2023, received 600+ responses



A Marketing-First Strategy

Lorem ipsum dolor sit amet at 
nec at adipiscing03

● Donec risus dolor porta venenatis 
● Pharetra luctus felis
● Proin in tellus felis volutpat 

Lorem ipsum dolor sit amet at 
nec at adipiscing02

● Donec risus dolor porta venenatis 
● Pharetra luctus felis
● Proin in tellus felis volutpat 

Created year-round 
marketing calendar
(asks, awareness, engagement, stewardship)02

Boosted engagement: 
CTR increased from .6 to .7% to 2% up to 

15%

Developed distinct brand 
visuals & voice 01

Clear, recognizable identity 
Easy to apply to current marketing

Segmented by member 
lifecycle stage 03

Enabled a more personalized experience, 
internal partnership tool

ImpactInitiative 



Example: Annual Benefits Package 



Example: Annual Benefits Package Opt Out 
Emails  



Example: Automated Cultivation Email Series



Our Buyback Program

● Currently can do so during online gift checkout, at events, and on-off requests 
● Internally managed by Annual Giving Data team, not transactional
● About 400 requests over the past two fiscal years

● Leveraging in the future: A new segment utilized during membership renewal series, pre- 
benefits package and a one-off campaign.



Questions?

Angela Bartosik - angela.bartosik@marquette.edu
Claire Dinet - cd1189@georgetown.edu
Emily Pagenkopf - emily.pagenkopf@marquette.edu


