
Reaching A New Breed of 
Food Bank Donor

Welcome to a joint a presentation from 
Feeding America and RKD Group:



Upcoming Webinars
The Ultimate Guide to Planning and Hosting a Successful 
Giving Day

August 27, 2020 | 1:30 PM CT

Digital Media: A Layered Strategy for Year-End Giving

September 24, 2020 | 1:30 PM CT
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Register at 
rkdgroup.com/webinars



We want your 
questions and 

comments!

Send your questions and 
comments by clicking this 

section of your panel
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Today’s Hosts 

Jennifer Miller

RKD Group
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Jenn Thompson

RKD Group

Ann Dunn

RKD Group

Lynn Howes

RKD Group

Amy Beros

Feeding America



• The COVID pandemic has 

increased the demand at 

Feeding America 

network food banks 60%

• New friends have stepped 

up to support the need, 

giving food banks an 

unprecedented number of 

new donors

The 
situation



• From March 1 to June 30 

the Feeding America 

network has distributed an 

estimated 1.9 billion meals

• Mobile distributions, no-

touch distributions and 

more have been put into 

place to meet the 

skyrocketing need

Adapt 
and 
React



Quick survey question
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Are COVID donors 
disaster donors, regular 
donors or a new breed?
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Feeding America

• Encouraged their food bank network members to 

not think of these donors as typical disaster 

donors.

• Most donations were made locally.

• These are donors that reacted to a nationwide 

health crisis

• They are now reacting to a nationwide economic 

crisis
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The Strategy

• No data to make decisions from at that point

• Time was of the essence

• Situation changed daily if not hourly

• Situation was different depending on location

• COVID donors put into the mail stream as quickly as possible
• Regular appeals $25+

• Major donor appeals $500+

• COVID emergency messaging used
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To: <Addressee1>
<Address1>
<Address2>
<City>, <State>
<Zip>

The Implementation
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The Data - Gifts Per Donor

15.46%

2.50%

COVID Acquired Hurricane Harvey Disaster Acquired

New Donors with 2 or more gifts in 90 days
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The Data - Sustainers

• Looking at 3 large Food Banks from across the country, we found 1.4% of new 
donors acquired signed up as sustainers

• With an average monthly gift of $70 that is $476,280 in revenue for a year 
from 567 donors!
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The Strategy

• Acknowledge all COVID donors with an 
immediate thank you

• Segment out all 2+ givers to be put in the 
regular direct mail stream

• Mail sustainer appeal

• Mail Impact Report

• Refer to COVID in various ways
• Unprecedented times

• Economic crisis
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Welcome 
New 
Donors
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Monthly 
Giving



The Data - First Gift Size

* Excludes $10,000+ Gifts

Dollar Range % of Donors

Under $25 11.1%

$25-$49.99 16.0%

$50-$99.99 23.9%

$100-$249.99 32.0%

$250-$499.99 7.4%

$500-$999.99 6.1%

$1,000-$2,499.99 3.0%

$2,500-$4,999.99 0.3%

$5,000-$9,999.99 0.2%

$10,000+ 0.1%

$166
$161

$71

COVID Acquired Disaster Donor Regular FB Acquired
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The Strategy - First Gift Size

• Mail to those $25+

• Mail major donor appeals to $500+

• Mail special COVID updates

• Update postcards

• Reassess at one-year mark

• Digital: Don't suppress
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Food Bank
Impact Report
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Are COVID donors like our 
regular donors?
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Demographic Analysis



Methodology

RKD Group wanted to determine whether the donors acquired during the COVID 19 pandemic 
thus far are more like or dislike the Multi-Year donors currently on the files of food banks.

The objective was to demographically compare Multi-Year donors with New Donors acquired 
during COVID 19.  

Multi-Year donors were defined as those who actively gave in the past two calendar years 
(CY18 and CY19).

COVID 19 acquired donors were defined as any donor who has acquired March 11, 2020 
through June 2020.

A smaller portion of food banks had channel coding appended to their gift transaction. So, a 
third group of Multi-Year donors who gave their first gift online was included. It should be 
noted that these web acquired Multi-Year donors are not representative of all six food banks.
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Donor Age

53

68

59

COVID Acquired Multi-Year Digital Acquired Multi-Year
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Percent Married

40%

54%

50%

COVID Acquired Multi-Year Digital Acquired MY
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Average number of children in the home

1.33

0.8

1.01

COVID Acquired Multi-Year Digital Acquired Multi-Year
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The Strategy 

• Test messaging

• Use social for campaigns
• Cross-post in all social channels

• Boost posts in Facebook to reach a larger 
audience

• Upload donor email lists for media 
targeting
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The Implementation
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Average years in residence

7

10

8

COVID Acquired Multi-Year Digital Acquired Multi-Year
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Median income

30

$94,927.00

$87,615.00

$91,418.00

COVID Acquired Multi-Year Digital Acquired Multi-Year



Median donor capacity
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$3,495.00

$3,806.00

$2,048.00

COVID Acquired Multi-Year Digital Acquired Multi-Year



The Strategy 

• Test ask string
• Last gift amount vs. largest gift amount

• Last gift amount vs. cumulative giving

• Start array at upgrade 1 amount

• Email segmentation for testing

• Use upgraded packages
• Invitation to Giving Society

• Donor Advised Fund giving options

• Insider information from CEO

• Opportunity to work with Major Gift Officer
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Upgrade 
Opportunities



Percent homeowners
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89%

96%

97%

COVID Acquired Multi-Year Digital Acquired Multi-Year



Percent of donors who are female
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51%
53%

44%

COVID Acquired Multi-Year Digital Acquired Multi-Year



Summary

Generally, the COVID 19 acquired donors are demographically similar to the Multi-Year 
donors in terms of income, net worth and giving capacity. However, there are some key 
differences:

1. COVID 19 donors are on average 15 years younger.

2. COVID 19 donors are more likely to be single.

3. COVID 19 donors are nearly twice as likely to have children in the home.

4. COVID 19 donors have lived in the homes on average for three fewer years.
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Quick Survey Question
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Looking ahead
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Where Do We Go From Here?

39



Where Do We Go From Here?
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According to the Feeding America study, after the peak, the organization will feel the 
surge softening over the next 8-20 weeks.

Peak
Week 8 Week 20

Projected 
11%to 21% 

Softening 
growth

Lowest point is still 
48% growth



Key Takeaways 

• If you ask, they will give
• 15%+ made a second gift within 90 days of the first gift

• If you ask for a long-term commitment, they are ready to oblige
• 1.4% have already become sustainers

• Once committed, treat them like the major donors they are
• 49% of first gifts were $100+

• Test talking to their demographic
• 53 years old, single parent, above average household income
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Any Questions?

Send your questions and 
comments by clicking this 

section of your panel
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Thank You!

Recordings | Presentations | Future Webinars

RKDgroup.com/webinars
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