
	  

	  
 

Lifetime Value in Practice for MORE Donors & Volunteers 
 
Here’s the final installment in the three-part Lifetime Value (LTV) series. Read the first two prior to 
today’s topic where we focus on practice, not theory: how to turn all this great data and 
knowledge into MORE DONORS AND VOLUNTEERS and have them stick around longer! 

Create a Volunteer Code of Conduct: 

We live in a job description era. Volunteers love to know, even generally, what you 
want them to do. Include hours, level of customer service, and attitude in your 
expectations. The old adage holds true – you get what you expect.  

Thank Your Donors... Without Asking For Money: 

Send a letter, host a potluck, make phone calls. Volunteers and donors appreciate 
being appreciated and that you didn’t spend hard-won donor dollars doing it. Let 
them know how much they mean to you, the nonprofit AND THE MISSION. The more 
they connect with the MISSION, the stronger the commitment. 

Improve Your Handshake: 

How inviting is your web presence? Do you have a “welcome packet” for first timers? 
How engaging is your in-person experience? Can people understand the mission, is it 
said in the amount of time they have available and does it compel them to act (give, 
tell, volunteer, sign-up)? 

Add a NEW Way to Give: 

Donors like creativity and a fresh approach periodically – including a new product to 
buy, a document to download or a specific project to fund.  

Clean-up Your Communication: 

Is your newsletter tired? Does your annual report inspire? Is your website mobile 
friendly? Is your social media anti-social? A consistent message, a professional design 
and a comfortable tone can build commitment. 

 Ask Them to Ask Their Friends: 

The more that people are committed, the more comfortable they will feel sharing your 
story with their friends. Personal connections provide an untapped source of new 
donors and volunteers for years to come. Be prepared though – donors and volunteers 
may be reluctant to endorse you until you prove worthy of their trust.  

 
Sincerely, 

 
Blake Conover, President 


