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Converting Attendees 
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Housekeeping Items:

● Keep an eye out for the follow up email after this 
training, it will contain:
○ The recording of this training

○ A copy of the slide deck 

● Feel free to drop your questions in the Q&A section - it 
will monitored by our team

● Share tips, comments and successes with each other 
in the chat
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Introductions

Meet your
Classy Coach 

Sarah Gruber 

● Background in Education 
- passionate about 
helping you succeed!

● Born and raised in Santa 
Cruz, currently living in 
San Diego. Roca
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This presentation, together with all documentation, text, ideas, images, video, 
content, methodologies, tools, creative, and other materials prepared by Classy, Inc. 
(“Classy”) are confidential and proprietary information of Classy and/or its affiliated 
entities and licensors (together, the “Materials”). The Materials are being shared for 
presentation purposes only. Classy does not make any representations or warranties 
about the Materials, and they are provided on an “as is” basis. You may not publish, 
reproduce, distribute, copy, display, share, use, or rely upon the Materials. Classy 
disclaims all liability to you or any other party should the Materials be published, 
reproduced, distributed, copied, displayed, shared, used, or relied upon. The Materials 
may describe strategy and possible future developments that may or may not be 
undertaken by Classy and may be changed by Classy at any time, for any or no 
reason without notice. This document is for informational purposes and does not 
create any commitment on behalf of Classy.
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Agenda 01 Post-Event Wrap Up

02 Stewardship Strategy 

03 Stewardship Value

04 Segmenting Attendees

05 Thank You Email Breakdown 

06 The Extra Mile
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Post-Event 
Wrap Up
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Post-Event Wrap Up

Debrief 
Stakeholders

Who:
● Staff
● Board Members
● Volunteers

What:
● Objectives
● Attendance
● Feedback
● Financials
● Impact
● Recognitions
● Lessons learned
● Future plans
● Role
● Celebrations

Track Metrics

Who: 
Internal Teams 

What:
● Attendance
● Engagement
● Fundraising 
● Sponsorship
● Social Media
● Media Coverage
● Volunteer 

engagement
● Impact

Looking 
Forward

Who: 
Internal Teams 

What:
● Budgeting
● Venue
● Event Theme
● Sponsors and 

Partners
● Marketing and 

Promotion
● Volunteer 

recruitment
● Timeline
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Stewardship 
Strategy
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Acknowledgment Recognition Reporting Ongoing 
Engagement

Learn more about Stewardship

Newsletters with a Donor Spotlight

Opportunities 
Stewardship Strategy 

https://www.classy.org/blog/donor-stewardship-how-to-stop-losing-your-donors/
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Acknowledgment Recognition Reporting Ongoing 
Engagement

Learn more about Stewardship

Impact Reports

Opportunities
Stewardship Strategy 

https://www.classy.org/blog/donor-stewardship-how-to-stop-losing-your-donors/
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Acknowledgment Recognition Reporting Ongoing 
Engagement

Learn more about Stewardship

Donor Surveys

Event Invitations

Opportunities
Stewardship Strategy 

https://www.classy.org/blog/donor-stewardship-how-to-stop-losing-your-donors/
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Acknowledgment
Recognition Reporting Ongoing 

Engagement

Welcome (Emails + Letters)

Thank you (Emails + Calls)

Event Stewardship
Stewardship Strategy 
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Acknowledgment
Recognition Reporting Ongoing 

Engagement

Welcome (Emails + Letters)

Thank you (Emails + Calls)

Event Stewardship
Stewardship Strategy 
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Stewardship 
Value
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Emma attends 
The Coaching 

Collective 
Gala

Donor Journey
Stewardship Value

Meet Emma!
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At the Gala, Emma 
learns all about the 

impact The Coaching 
Collective has on her 
local community. She 
decides to contribute 

during their paddle 
raise event. 

Donor Journey
Stewardship Value

Meet Emma!
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After the event, Emma 
receives the Thank You 

email from The Coaching 
Collective team. 

Over the next few months, 
Emma continues to 

receive emails.

Donor Journey
Stewardship Value

Meet Emma!
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In The Coaching 
Collective’s 

quarterly 
newsletter, Emma 

sees they are 
running an appeal 

and decides to 
donate.

Donor Journey
Stewardship Value

Meet Emma!
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As she continues to 
receive 

communication 
from the 

organization, 
Emma starts to 
follow them on 
social media. 

Donor Journey
Stewardship Value

Meet Emma!
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In December, Emma 
decides to become a 
member of “Coaches 
Corner”, the recurring 
donor club during the 

End of Year appeal. 

Donor Journey
Stewardship Value

Meet Emma!
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In celebration of 
their recurring 

donors, The 
Coaching 

Collective gives 
Emma 2 free 

tickets to their 
next event. 

Donor Journey
Stewardship Value

Meet Emma!
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Emma decides to 
become a 

fundraiser to 
celebrate her 34th 

birthday. She raises 
$1,000 for her 

favorite nonprofit - 
The Coaching 

Collective. 

Donor Journey
Stewardship Value

Meet Emma!
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✓ Builds relationships with donors + supporters

✓ Increases donor retention

✓ Generates revenue

✓ Raises awareness

✓ Enhances reputation

✓ Provides feedback

Data
Stewardship Value
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51%
attend future 

fundraising events 
held by the 

organization

44%
look for more ways to 

support the 
organization hosting 

the event

33%
fundraise on behalf of 

the organization

Source: 2022 Fundraising Event Experience Report

Donors who had an excellent event experience are more
likely to take the following actions.

Data
Stewardship Value
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Segmenting 
Attendees
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Foundational

Advanced

● Turn donors into lifelong supporters

● Don’t fall into the ‘one-size fits all’ 
stewardship approach!

● Segment your donors and create 
different strategies

Levels
Segmenting Attendees
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Segmenting Attendees

Foundational

Attendees External 
Bidders

Sponsors & VIPs

Segmenting Attendees
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DemographicsAttendee Type Participation 
Level

Advanced

Relationship 
Status

Segmenting Attendees



M
ob

ili
ze

 a
nd

 E
m

po
w

er
 th

e 
W

or
ld

 fo
r G

oo
d

29

DemographicsAttendee Type Participation 
Level

VIPs

Sponsors

Speakers

Regular 
Attendees

Advanced

Relationship 
Status

Segmenting Attendees
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DemographicsAttendee Type Participation 
Level

Attendees

Volunteers

In-kind 
Supporters

Event Donors

Advanced

Relationship 
Status

Segmenting Attendees
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DemographicsAttendee Type Participation 
Level

Location

Interests

Advanced

Relationship 
Status

Segmenting Attendees
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DemographicsAttendee Type Participation 
Level

New 
Supporter

Long-term 
Donors

Former 
Volunteers

Advanced

Relationship 
Status

Segmenting Attendees
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DemographicsAttendee Type Participation 
Level

VIPs

Sponsors

Speakers

Regular 
Attendees

Attendees

Volunteers

In-kind 
Supporters

Event Donors

Location

Interests
New 

Supporter

Long-term 
Donors

Former 
Volunteers

Advanced

Relationship 
Status

Segmenting Attendees
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Attendees
Classy 

“Attendees” 
Report

Filter by 
Campaign 

Name 
(Event)

Sort by 
“Attendee [First/Last] Name”

Foundational

Attendees External 
Bidders

Sponsors & 
VIPs

Reporting
Segmenting Attendees
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Sponsors/VIPs
Classy 

“Attendees” 
Report

Filter by 
Campaign 

Name 
(Event)

Sort by 
“Ticket Name”

Attendees External 
Bidders

Sponsors & 
VIPs

Foundational

Reporting
Segmenting Attendees
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Sponsors/VIPs
Classy 

“Transaction History” 
Report

Filter by 
Campaign 

Name 
(Event)

Sort by 
“Gross Transaction Amount”

Attendees External 
Bidders

Amount and 
Transaction Type 
will be viewable

Learn how to use index 
matching to combine 2 Classy 

reports to see VIP attendees 

Foundational

Sponsors & 
VIPs

Reporting
Segmenting Attendees

https://drive.google.com/file/d/1q2NtqIfPAKyOQfJOeecpnPvgGBk1ORuE/view
https://drive.google.com/file/d/1q2NtqIfPAKyOQfJOeecpnPvgGBk1ORuE/view
https://drive.google.com/file/d/1q2NtqIfPAKyOQfJOeecpnPvgGBk1ORuE/view
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Classy Live 
Auction 

“Bidders” Report

Filter by 
“External Bidder” 

status

People who interacted with your auction 
as external bidders

Foundational

Attendees External 
Bidders

Sponsors & 
VIPs

Reporting
Segmenting Attendees
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Thank You 
Email 

Breakdown
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○ Thank You Message

○ Event Recap

○ Impact Statement

○ Acknowledgement of Sponsors

○ Call to Action + Next Steps

Basic Content
Thank You Email Breakdown
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Call-to-action + Next Steps

Acknowledgement of Sponsors

Impact Statement

Event Recap

Thank You Message

Basic Content
Thank You Email Breakdown
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Call-to-action + Next Steps

Acknowledgement of Sponsors

Impact Statement

Event Recap

Thank You Message

Basic Content
Thank You Email Breakdown
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Call-to-action + Next Steps

Acknowledgement of Sponsors

Impact Statement

Event Recap

Thank You Message

Basic Content
Thank You Email Breakdown
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Call-to-action + Next Steps

Acknowledgement of Sponsors

Impact Statement

Event Recap

Thank You Message

Basic Content
Thank You Email Breakdown
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Call-to-action + Next Steps

Acknowledgement of Sponsors

Impact Statement

Event Recap

Thank You Message

Basic Content
Thank You Email Breakdown
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Examples
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More Examples
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More Examples
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The Extra Mile
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Unique Treatment for VIP Supporters
The Extra Mile
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Classy

Classy

Classy

Start 
collecting 

sponsors for 
your next 

event!

Proactive Outreach
The Extra Mile
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More on Recurring Giving Strategies

Website Optimization
The Extra Mile

https://vimeo.com/808802506
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Easy way to target all donors from a specific 
campaign and send out Thank You emails or 

Impact Updates

Campaign Messages
The Extra Mile
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Next Steps
Event Stewardship: Converting Attendees to Loyal Donors

1. Run through your post-event wrap up

2. Segment your supporters depending on the 

scale of your event

3. Draft out your thank you emails keeping the 

‘basic content’ in mind while personalizing the 

message according to your segment audience

4. Add in any additional touches to go the extra 

mile

5. Add in your attendees to your overall 

stewardship strategy to ensure you’re not 

missing out on your new loyal donors



Collaborative

Dates
June 7-8, 2023 

Location
Philadelphia, Pennsylvania
at The Fillmore

Join us in Philly with fellow nonprofit professionals & social sector experts. 

Together with the brightest minds &  best fundraisers in the industry, we 
uncover the ideas that will propel our sector forward & unlock the world’s 
generosity.
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