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The OPB Strategy
• Driven by data and best practices
• Embraces constant evolution and opportunity
• Focuses on acquisition and retention of members



Call Center as a Fundraising Partner
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The percentage of members 
making their sustaining gift 
using their checking account 
was much lower over the 
phone than online.



Call Center as a Fundraising Partner
• Rewrote in-bound scripts to ask for EFT and sustainers
• Retrained on-site volunteers on the mechanics of taking 

a call and the importance of sustaining membership
• Implemented a member lookup allowing the caller to 

increase their monthly gift or update their payment 
method



Call Center as a Fundraising Partner
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Post	
  election,	
  
February	
  2017	
  
presented	
  a	
  
unique	
  
opportunity	
  
with	
  increase	
  
public	
  reliance	
  
on	
  news



Driving Sustaining Gifts On Air
• Focus messaging on acquisition and sustainer 

conversion
• Embrace the opportunity, pitch the full ten days with no 

dollar goal
• “Sell” this idea to management and the pitching staff
• Drove toward end date for drive: Saturday at 5:00 pm
• Acquire the Holy Grail member!
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The Search for the Holy Grail
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On air drives are the most 
effective way to get new, 
sustaining donors.  The rate of 
new sustainer acquisition 
during drives was stagnant.



The Search for the Holy Grail
• Revised on-air messaging to focus on new sustaining 

members and explain the value of using a checking 
account

• Shared metrics across organization creating a shared 
interest in increasing performance

• Updated online giving forms and inbound calling scripts 
to encourage monthly giving using a checking account



The Search for the Holy Grail
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An Evolving Online Experience
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An Evolving Online Experience



A Personal Online Experience



An Evolving Online Experience
Results in FY2017:
• 33,000 drawing entries.
• Average monthly increases of $7 to $10
• $385,000 in increased sustaining gifts
• $600,000 retained because of sustainer payment 

method updates.



Customer Service is Member Retention

0

2

4

6

8

10

12

14

16

Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun

2016 2017

Average	
  Time	
  to	
  First	
  Customer	
  Service	
  Response

As case volume and 
complexity increased our 
member center was no longer 
able to keep up with the 
caseload resulting in a poor 
member experience.



Customer Service is Member Retention
• Increased visibility across organization to key metrics
• Outsourced some sustainer customer service
• Added an additional FTE to improve service level
• Improved customer service scripts and resources
• Trained team on member acquisition and upgrades

Jocelyn Orr, Member Experience Manager
jorr@opb.org...



Customer Service is Member Retention
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