N - 4T

The Donor Loyalty Study surveyed 1,136 donors
in the U.S. to better understand donor behavior

and what drives donor loyalty.
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HOW THEY LIKE
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Donated goods
and services
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Donated through
a check in the mail
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Donated online
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GENERATIONAL BREAKDOWN
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10% 26% 55% 10%
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MOST LIKELY TO...

SERVE IN A VOLUNTEER
LEADERSHIP ROLE
(80% more likely)
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HIGH-WEALTH DONORS

DONATE TO UNRESTRICTED FUNDS

(Only 38% say it's important to designate
their funds for a specific purpose)
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HIGH-WEALTH DONORS

ATTEND AN EVENT OR VOLUNTEER

(31% attend events, 43% volunteer)

HIGH-WEALTH DONORS

HIGH-WEALTH DONORS CONSUME ALL TYPES OF CONTENT
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A short, Short letter Short Email with
self-contained | or online article | YouTube video links to
email 2-3 paragraphs under 2 minutes other articles

14% 70% 56% 52%
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L
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Long-form Annual

article report

more than a page via mail
51% 50%

Learn more about this Study at Abila.com/DonorLoyaltyStudy abila



