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Enabling people-to-people philanthropy

Have you ever wondered why donors suddenly
withdraw their support, leaving your lapsed
database larger than your active?

Have you considered tapping into the potential of lapsed donors, recognising them as a powerful
pipeline to legacies?

Are you wondering about the hidden potential of lapsed donors leading to legacies? We've uncovered
the evidence, and here it is.

It's a common question, with a common challenge across many charity database(s). Have you
thought about why donors stop giving? Here’s a few examples that donors have told us:

e My financial circumstances have changed: This is the leading reason why a donor can’t
give or stops giving. 59% told us their financial circumstances had changed (at that point in
time)

e Couldn’t afford to donate what was Asked: Donors told us they felt guilty when they
couldn't afford the gift that was asked. Instead of offering a smaller amount they just said “I
can’t help this time”.

o Data Rules & Decisions: Propensity and prediction models are on the rise. If a donor
doesn't fit the scoring regime they are removed or left out of selection. More and more
databases have (perceived) increases in lapsing donors as the focus shifts to donors who
have given recently (6-12months). If a donor lost their job during COVID-19, and couldn’t
donate for a period of time, are they now deemed Lapsed because they haven’t given
recently?

With Acquisition becoming more expensive and harder to find new supporters, we have worked with
our charities to reactivate Lapsed donors in a range of ways — see Case Study The Unknown List.
And we didn’t think Legacies would prove to be a winning combination for the Donor and the Charity.



https://www.applemarketing.com.au/the-unknown-list
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A phone call is an effective way to re-engage or uncover the value/connection of a Lapsed Donors. It
also acts as an important way to re-instate a donor back to Active status and importantly, updates all
their personal information. You can start small, optimise, review, then segment and scale.

From 2021 we’ve worked with 3 GIW charity databases and uncovered a Lapsed Pipeline that in
some cases out performs Active donors. From a sample of 2631 conversations, here’s what
happened:

44% provided an GIW intent
- 1% Confirmed
- 2% Intending
- 13% Interested (planning) &
- 28% Qualified prospects for future conversations

The following graph shows the results from each of the three charities. Causes include: Animals
(Lapsed Donors), Cancer Research (Lapsed Donors) and Disability (Raf/Lottery)
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Here’s some Tips that we know work:
e Segment the lapsed universe. Test different criteria and datasets before scaling your activity

e Find out what the donors need. They stopped giving for a reason!
e The introduction counts. The first 30 seconds sets the scene with the donor.

Call us for a chat:

Bronwyn.Shearer@applemarketing.com.au / 0412 430 334
Darren.Musilli@applemarketing.com.au / 0408 324 966

“As a donor | want to feel good about my decision to help the
charity AND | want to know that my donation is making a
difference.”




