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net growth in email lists
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19 % B email list churn
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o ere’s what we saw in fundraising average gift
° o
increase in online revenue
response rate % !
- 15% M>024-2025
here’s what we saw in mobile

change in # of gifts monthl
2024-2025 DEY
mobile subscribers for every monthly giving as percentage

17681 000 email subscribers of online revenue

desktop main donation page
conversion rate

mobile main donation page
conversion rate

raised for every 1,000
fundraising messages delivered

emails sent per subscriber
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here’s what we saw in

donor retention
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disaster/international aid

mobile list growth
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increase in mobile
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hunger/poverty
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public media

wildlife/animal welfare
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Growth in investment in digital : return per $1
advertising cost per donation

ad spend
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Investment in digital ads divided b

total online reve%ue Y $1.11 m

facebook fans growth >
571 fother ____J50.98
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participants who reported
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