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Meet Elizabeth & the NRDC Stewardship Team

Stewardship Materials

•Acknowledgement letters 
•Gift pledge and/or gift agreement 
•Grant/impact reports
•Endowment reports
•Matching gift reports

•Program updates 
•Stewardship communication 
(condolences, congratulations, etc.)

•Bespoke stewardship touchpoints 
•Holiday Cards
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Roadmap - What We'll Cover Today
1. The Old Way
2. The Shift
3. Year One: Wins, Challenges & Lessons
4. Our Advice
5. What's Next



• 8+ page Word 
documents. A few 
photos, lots of text.

• No design tools. No 
engagement data. No 
way to know if anyone 
read them.

• Swap one story → 
reformat the whole 
document.

The Old Way — What Reporting Looked Like



• The natural next step: Print → PDF → Web-based
• Not a total overhaul. An upgrade to what they were already doing digitally.
• Flexibility, customization, and analytics.

The Shift — Why Go Digital?



The Shift — A Digital Reporting Platform
• Web-based donor 

reports. Modular 
content. Built-in 
analytics.

• Build a story block 
once, then swap it in 
and out by donor 
interest.

• Content collection 
stayed the same, but a 
new delivery method.



• 2x report volume. Same 2-person team.
• Went from annual to biannual general updates, plus more custom reports.

Quick Win — Doubled Output, Same Team



• Build stories once. Swap by donor interest.
• Solar donor → solar story. Wildlife donor → wildlife story
• Don’t need to start from scratch for each donor. 
• Can build in batches by donor segment, then tailor if needed.

How We Did It — Segmentation and Modular Content



• Average donor viewing time: ~2.5 minutes
• Data to support what we knew: reports needed to be shorter and more 

succinct.

Year One — The Power of 2.5 Minutes

unique reports 
sent

382 2:14
average time 

spent reading



• Membership donors read longer than major gift donors.
• Now shaping stewardship strategy for entirely new populations.

Year One — Who’s Actually Reading?



• First round of reports: 20% open rate.
• Root cause: no gift officer follow-up after reports were sent.

Year One — The 20% Open Rate



• Export the distribution list. Filter for unopened. Send to MGOs for follow-up.
• A personal nudge from a gift officer signals this isn’t a marketing email.

Year One — Fixing the Follow-Up Gap



Year One — "Why Can't I Edit It"
• Gift officers lost direct editing access. Some pushed back.
• The response: share engagement data. Redirect energy from wordsmithing 

to outreach.



• Opt-in model – MGO’s choose who 
will receive general reports.

• Had to adjust and provide a list to 
the MGOs

Hard Lesson — The Opt-In Learning Curve



• Some donors went straight to the 
PDF download. Some donors don't 
have email at all.

• Exploring a separate, shorter 
PDF-optimized version for print.

The PDF Question



• Positive responses came in — but 
limited in volume.

• Don't extrapolate from two donors. 
Analytics tell you what hundreds 
are doing.

Year One — Direct Donor Feedback

“I just looked over the report. We are 
excited to support such an amazing 
organization. You all are doing excellent 
work in the face of so many challenges.”

“Julie thought the new format Impact 
Report was really great. “I am so glad 
they are fighting hard to combat the 
disastrous policies to destroy the planet, 
our health and wildlife.”



1. Build in more time than you think you need.
2. Message benefits early and get buy-in — especially to long-tenure staff.
3. Get the questions out of the way before launch week.
4. It doesn't have to be a total workflow overhaul.

Advice for your Rollout



• Expanding outreaches to membership, planned giving, and foundation 
donors.

• Same playbook, modified for each audience. Not reinventing the wheel.
• Moving proposals to Ovrture

Year Two and Beyond



• Data over gut feeling. Viewing time, scroll patterns, and open rates give 
you evidence for decisions you'd otherwise debate in committee.

• Change management. Front-load communication with gift officers. 
Structure your opt-in process. Accept that some resistance is inevitable, but 
data can win over doubtful team members.

• Segmentation and modular content. Build reusable content. Tailor by 
audience. That's how a small team doubles their output.

Key Takeaways



Questions?




