The Ideal Donor Persona

A Practical, Business-Minded Guide to Donor Personas—Modeled After How Profitable Companies
Actually Grow

By Rob Clements, e2CEO
Where Knowledge Meets Momentum and Talent Finds Its Purpose

The Ideal Donor Persona™

How Non-Profits Grow Faster When They Separate Who They Serve from Who Funds the Mission

Introduction: Why Most Non-Profits Struggle to Grow
Most non-profits are built on heart, not strategy.
They know:

¢ Whothey serve

¢ Why the mission matters

¢ What outcomes they want
But they often fail to clearly define who actually pays for the mission.
In for-profit businesses:

e Customers buy products or services

e Revenue funds operations and growth
In non-profits:

o Beneficiaries receive the services

e Donors fund the organization

These are not the same persona and treating them as one is one of the most expensive mistakes a non-
profit can make.

This book fixes that.
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The Ideal Donor Persona

Chapter 1: The Retail Business Parallel (This Changes Everything)

In a retail business:

Role Purpose
Customer Buys the product
Revenue Funds the business

Business |[Improves product + marketing

In a non-profit:

Role Purpose
Beneficiary Persona Uses the services
Donor Persona Funds the mission

Organization Converts funding into impact

Key Insight:
= Your donor is your customer.

= Your beneficiary is your product outcome.

Once this clicks, everything else becomes easier.
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Chapter 2: Why Mixing Personas Breaks Fundraising
Many non-profits try to raise money by:

e Speaking emotionally about beneficiaries

e Asking donors to “care as much as we do”

e Using generic messaging for everyone
This leads to:

e Low donorretention

e One-time gifts instead of recurring support

¢ Donor fatigue and confusion

Why?
Because donors don’t give to use the service.

They give to solve a problem they emotionally, socially, or strategically care about.

IMPROVING YOUR NONPROFIT
FUNDRAISING STRATEGY: 8 STEPS

Define your Understand Choose your
fundraising your donor fundraising
goals. base. methods.

(0]

Create campaign Focus on Provide a smooth

materials. building and simple

relationships. online giving

process.
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Leverage
your technology
stack.

Make a plan for
thanking your
donors.
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Chapter 3: The Two Core Personas Every Non-Profit Must Define
Persona #1: The Beneficiary Persona (Service User)
This answers:

e Whoreceives help?

e What problem do they face?

e What outcome do we provide?
This persona shapes:

e Program design

e Service delivery

¢ Impact measurement
Persona #2: The Donor Persona (Mission Investor)
This answers:

e Who funds the work?

e Whydo they care?

¢ What outcome do they want to see?
This persona shapes:

e Messaging

e Fundraising strategy

¢ Retention & growth

They must be defined separately. Always.
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Chapter 4: What a Donor Persona Actually Is
A Donor Persona is a clear, documented profile of the type of person or organization most likely to:
e Believe in your mission
e Fund it consistently
e Advocate for it publicly
Itis not:
e “People who care”
e “Anyone who wants to help”
e “The general public”

Those are audiences, not personas.

MiChe"e Gibson Nonprofit donor example

Communication Style Issue-Perspective
o They hio straightfonwrd COMmMUNCaton thet is acion-besed o Sho is nOt Grocdy a¥ociod by inocuaity byt fools
a7 honest she NOOSS 10 GO heor Pant boing boen into 8
o Fifly 520008 ond Du2zwords turn hor off privieged socety
¢ Sho Uses Facobook On 8 daly Dasis and twoes WhanNower there ¢ Doscrives inoquaity o3 the "most important issue
IS 8 Dig ovent that affects hee facing the world right now”
Goals Common Objections

» Giving back is something she's was raised to do o $ho Con Only CONIDAC ONCO DOY YORr
" think charity does « She wants 10 volunteer her time but is busy for work so o Sho can only CONIDUL 82 The Baginning of the
Incredidie Qrassroots work and she provides monetary donations 1o make up for it ycor
inspired by your ambrous * Inequality is an important issue to her after spending
vision.* tme in 3 developing country while in college

” « She believes our nonprofit is transparent, human and
Age visiona
Sex Female v
Worke Professor, NYU
Location: New York, NY
Universey: Graduated from Ponn
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Chapter 5: Core Components of the Ideal Donor Persona™

1. Donor Identity

Individual, family, foundation, corporation?

Age range

Income or asset level

Career or business background

2. Donor Motivation

They give because they want:

Impact

Legacy

Recognition
Alignment with values
Tax efficiency

Community belonging

3. Emotional Trigger

What moves them?

Children
Veterans
Education

Faith

Local community
Crisis response

Long-term solutions
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4. Logical Justification
How do they rationalize the donation?
e Proven outcomes
e Financial transparency
o Clear metrics
o Efficiency
e Scalability
5. Giving Behavior
e One-time vsrecurring
e Small monthly vs large annual

¢ Event-driven vs relationship-driven

)

Awareness

=G

Conversion

How are people How can donors What are the
learning about learn everything ways you can
your nonprofit, they need to influence the
and how can know about your decision to

you increase nonprofit to make engage with your
awareness? a decision? nonprofit?

©

Retention

How can you
nurture donors
to keep them
engaged with
your nonprofit for
the long term?
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Advocacy

What information
will compel

your donors

to become
advocates for
your nonprofit?
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Chapter 6: Donors Are Investors—Treat Them That Way
High-performing non-profits treat donors like:

¢ Investorsinimpact

o Partners in the mission

o Stakeholders in success
This means donors want:

e Updates

e Progress reports

e Clearuse of funds

o Proof of effectiveness

Not just thank-you emails.

Chapter 7: The Donor Value Proposition (DVP)
Just like businesses have a Unique Value Proposition, non-profits need a Donor Value Proposition:
“When you give to us, here is what you accomplish.”
This must answer:
e Why this organization?
e  Whynow?
e Why this level of giving?

If you can’t articulate this clearly, donors will default to safer, more familiar charities.
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Chapter 8: Mapping the Donor Journey

A donorjourney mirrors a customer journey:

1.

2.

6.

7.

Awareness — They discover the mission
Interest — They understand the problem
Trust —They believe you’re credible

First Gift — They test the relationship
Reinforcement — They see results

Recurring Support — They commit long-term

Advocacy - They bring others

Each stage requires different messaging.

Chapter 9: Donor Segments You Should Define

Most non-profits have multiple donor personas, such as:

Small recurring donors ($10-$50/month)
Mid-level mission partners ($1K-$10K/year)
Major donors ($25K+)

Corporate sponsors

Foundations & grants

Each segment:

Buys a different outcome
Needs a different conversation

Responds to different proof
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Chapter 10: Common Mistakes That Kill Donor Growth

X Talking only about need, not results

X Treating donors like ATMs

> No clear donor persona documentation
X Same message to everyone

X No follow-up or reporting

Chapter 11: The Donor Persona Worksheet

Name Your Donor Persona:
(e.g., “Community Impact Investor”)

Primary Motivation:

Emotional Trigger:

Logical Justification:

Preferred Giving Style:

What Makes Them Stay:
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Donor Lifecycle

Acquisition

Lapse

Cultivation

Double # Donation
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Chapter 12: Final Thought — Growth Requires Clarity

Non-profits don’t fail because:

e The missionisn’timportant

e People don’tcare

They fail because:

e The donor persona is undefined

e The message is unfocused

e Thevalueis unclear

The Ideal Donor Persona

Define your donor like a business defines its customer—and funding becomes predictable,
scalable, and sustainable.

PROBLEM

Suftter from hunger and
disease #¥beneliciaries
Lack access 1o basic
education #beneficiaries
Lack sufficient care and
protection Fbenaficianes

Want to feel a connection to
their contribution #donors

Want trust their funds are
being used wisely #donors

EXISTING
ALTERNATIVES

International development
organizations

Oufam #donors

Compassion Inter national
Fdonors

SOLUTION
Community development
programs

Can wrile letters to child
#tdonors

Receive updates about
child's progress #donors

KEY METRICS

Grade 12 completion rate
#beneficiaries

Mid-Upper Arm
Circumierence by age
beneficianies

Donations #donors

UNIQUE VALUE
PROPOSITION

Support lor those in need
#benaliciaries
Change a child's life and

community for good by
sponsoring a child #donors

HIGH-LEVEL
CONCEPT

Reliel and missionary work
#beneficiaries
Child sponsorship #donors

UNFAIR ADVANTAGE
Celebrity endorsements

CUSTOMER
SEGMENTS

Orphans and other children
in nead #beneficianes

Mothers #donors

CHANNELS

Regional offices
#beneficiaries

TV (infomercials) #donors
Agvocacy events #donors

Social and search ads
#donors

EARLY ADOPTERS

Fragile State Index score
above 70 #benalicianes

Christians #donors
Aged 35-55 #donors

COST STRUCTURE
Programs: $x
Fundraising: Sy

Admin: $z

REVENUE STREAMS
Derivative assel: Progress reports and photos fbeneficiaries
Donations: $39 per month per child #donors

Donor lifetime value: ARPU * 15-year lifetime = $7.020

Loan Canvas & sdapled o
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Entities that develop and Entities that may require
enforce compliance standards two-way agreement

Contract

(implied
or
real)

Governmental
regulation
bodies

i Constituents we
Public good represent or serve

No
contract
(usually)

“Fiduciary” relationship
(usually requiring no permission)
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The Clarity, Impact, Funding Framework

KPIs, Outputs, Outcomes

Evaluation Design

Implementation

Evidence-Based

Programs

Data &
Impact Plan

Data Analysis

Trust

Theory of Culture Dashboards and
Change Capacity Reporting
Engage Community &
Assess Needs Storytelling
Donor Stewardship & Testimonials

Relationship Building Communications &

Grant Writing Thought Marketing
Leadership Advocacy

COMMON
GoobD

||
unding

VALUE o CUSTOMER

Handwritten
letters

Invitation to
special events.

Gain creators

Major donor
e Products
{ or services

Jobs-to-
be done

Pain relievers ...

term projec
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We deliver high impact projects to reduce maternal and infant mortality in Haiti. By working
collaboratively with Haitian organizations to determine the most culturally appropriate methods,
we achieve lasting change for our graduates and the mothers and children they serve.

« NUMBER OF SKILLED BIRTH
ATTENDANTS TRAINED IN 2013

NUMBER OF SKILLED BIRTH
ATTENDANTS TRAINED SINCE 2006

HIGH IMPACT PROJECTS

0 50000 150000 4
m Gmnls .2012Surplus
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2,143 births attended 32 Traditional 5,607 maternal care
by our midwives and Birth Attendants visits at Mobile
students at St. trained in Matron Prenatal Clinic
Therese Hospital Outreach Program

Sﬁecial thanks to our 95 volunteers, 924 donors and the continued support of Every Mother Counts,
alen Family Foundation, SG Foundation, Virginia Women's Center and Bon Secours Health System. &

(33

i) Ham Programs (86%) . Admlms(ral:ve Costs (14 %)

Midwives
for Hart

To sponsor a midwife or rural clinic, volunteer your skills, become a partner or corporate sponsor,
or to make a tax-deductible donation please visit:

www.midwivesforhaiti.org
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