
Transactional to Transformational: Moving Donors from Direct Mail to Major Gifts 



From a “one night stand” to 

marriage   

 

How to move your best 

prospects through the 

process 



Just one story… 

 

From facility rental to 

board membership to  

special project gift     

to endowment gift 



What’s a One Night Stand? 

 

 Facebook, Twitter, or any social 

 media follower 

  

 First time event participant or 

 attendee 

  

 First time event donor 

  

 New direct mail donor – benefit 

 offer/sweepstakes 



What’s an Affair? 

 

 Subscriber 

 

 Volunteer 

 

 Board member 

 

 Bequest  intention – 

 remember these are revocable 

  

 Current low level donor 

  

 Current major donor 



What is a Marriage? 

 

 Endowment donor 

 

 Irrevocable 

 planned gift 



Methods that work … 

 

aka “The tools you 

need” 



Understanding who you’ve met… 

 

Get to know them -   

  survey, focus groups, events, one on one 

 meetings 

  

 Wealth engine and other tools that you 

 can purchase 

  

 Research tools 

  

 General demographics 

  

 Prospect review 



Communicate! 

 

 

Can you hear me now? 



Non profit communication is not different 

from corporate communication – be smart 

about how you communicate with your 

“customers” and know what they want to 

hear, when they want to hear it, and how 

they want to hear it.  



A strategic fundraising plan needs a corresponding 

strategic communications plan! 

 

 * developed in concert and implemented in 

 an integrated fashion 

 

 *external input - be inclusive and externally 

 focused   



You can identify what makes your organization 

unique in your prospect’s minds – ask the right 

questions! 

 

 * what they want to hear about 

 * when they want to hear it 

 * how often and in what manner 

  

You can also uncover the "big idea" that transcends 

what your organization does and inspires people to 

give to you . 



 At last count, 65 million Americans have registered 

for the "Do Not Call" list, explicitly telling direct 

marketers that they do not want to be 

communicated with by telephone. 

 

 How many of your donors are on that list? What 

does that tell you about how they want your 

organization to communicate with them? 



  

Adjust and Alter your plan based on what you 

learn! 

 

 In this way, you stand a better chance of 

having an affair… and to reaching the right 

people with the right message at the right time  



  

Communicate! 

 

Educate! 

 

Involve! 

 

Get Engaged! 

 

Get Married! 

 





• How many people died in the US last year? 

 

• How many of those had included a charity in their will? 

 

• How much was this worth to the charity sector? 

 

• How much did you make? 

 

• How many confirmed bequestors do you have?  

 

Is this good or bad news? 

Discussion 



2,437,163 

 

With a will 
974,865 

 

 

 

Include a Charity 

146,229 

 

Deaths in the USA annually  



Discussion 

  Will charity income from 

bequests get bigger or smaller in 

the future? 



2,437,163 

3million 

Yes!  



40million 

72 

million 

Over 65’s 



The answer to how is why. 



Solo Moment 

Take 2 minutes to write your will  



Discussion  

How did it feel? 

What process did you work through?  

Did you leave a gift to charity?  

If no – why not?  

If yes – why?   



Making a 

Will 

Future 

Security 

Future 

Control 

Future 

Certainty 

Peace of 

Mind 

Today 

Motivators to make a will 



1 

• Health Scare, Travelling overseas 

• Death/illness of someone close 

2 

• Change in relationship status 

• Birth of grandchildren. Change of Executor 

3 

• House purchase. 

• Inheritance 

4 

• Supporting a Charity 

• Retirement. Sorting out financial plans 

Triggers 



Motives for a bequest 

US data  



Attitudes 

•  Financial Security and Happiness: Those that recognise their financial  

resources exceed their material need by them and family.  

This brings deep satisfaction.   

 

•  Modest to self  

 

•  Generous and affectionate to those around them  

 

•  Views self as selfless person  

 

•  Polarised on religion (no different to BQ and non BQ)  

 

•  Donate twice as much as non-bequestors $1,000 vs. $500 annually  

 

•  Want to help those less fortunate than themselves 

 

 

                                                   



Attitudes to bequesting  

1. Family already provided for (or children 
secure)  

2. No family 

3. Belief in the charity 

4. Want to help in an ongoing way 

5. What they say they want from a charity.... 

• Reputation 

• High proportion of funds to cause 

• Good management 

 



Target market 

Over 65 

Women 

No children 

Positive attitude to charity 

Stable 

Perceived asset rich 

No pets.......  



Choosing a charity  

Reassurance 

•  Reputable 

•  Established 

•  Worthy 

•  Small enough to   

notice 

Inspiring 

• Vision 

• Progress 

• Need 

• Importance 

• Relevance 



  Learnt about bequests 

Source %

Charity through it's publications 24

Legal or financial advisor 21

Family or Friends 20

Charity through an individual visit 11

Speaker at a financial planning event 8

General knowledge 7

Another donor 6

Other 6

Unknown 9

US NCPG 2001 



Barriers  

53% support idea of leaving a gift in their 

will! 

 

• Family first  

• Don’t know you can leave a gift in will 

• Perception they don’t have enough money   

•Already support charities in other ways 
 



Strategies 



1. Analysis and targetting 

2. Lead generation (warm, survey, cold) 

3. Conversion (Why > How) 

4. Donor care (Clubs, Tours) 

5. Influencers 

6. Ongoing communications 

7. Internal culture 

8. Measurement 

Bequest Best Practice 



Analysis & Targeting 

Bequest penetration by charity 
(% of active mail cash donors) 

0.0% 
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The Public 

Your users 

People caring about 

your issue 
Your 

supporters 
Your 

donors 

Who to target 



Pool of 
Supporters 

Board Past 
& Present 

Staff 

Service 
Users 

Volunteers Members 

Occasional 
Givers 

Regular 
Monthly 
Givers 

Demographic 

Date of birth 

Postcode analysis 

Survey responses 

Contact details provided 

Gender 

Title 

Address type 

Length of residence 

Ms/Miss 

Behavioural 

Length of involvement 

Supporter type 

Recruitment source 

Regular giver 

Membership 

Type of service used 

Who are we looking for 



Hierarchy of prospects 

1.Committed donors – female (10 years plus)  

2.Committed volunteers 

3.Committed donors – male 

4.Direct experience of the charity  

5.Major donors 

6.Lapsed donors 

7.Occasional donors 

 
Source: Richard Radcliffe  (UK experience)  

 









CPA Case Study 

1. Have a donation 5+ years ago 

2. Have a donation 10+ years ago 

3. Have 5+ single gifts 

4. Have 10+ single gifts 

5. Have been a regular giver 

6. Have given a single gift of $250 or more 

7. Have given a single gift of $1000 or more 

8. Have a recent donation 0-12 

 

And then we’ll  rank them by the scores out of 8  

Then match to bequest survey data -, age, link to cause, date of first 

donation etc.    

 



TV – everyone 

benefits 

Press – newspaper 

Press - mags 

Professional 

publications 

Beer mats! 

 

Advertising 



•Targeted Bequest 

Appeal 

•Tick boxes on 

appeals 

•Good for older cash  

donors or non face to    

face RGP’s 

•Similar approach to 

cash mail appeal  

 

Direct Mail 



•Annually or phased 

mailing 

•Identifies prior 

values for targeting  

•1-2% confirmed 

•1-2% intend 

•2-4% inquiry 

Supporter Survey 



Supporter Survey 

THE question: 



Come and see/hear 

Attractive reason 

Prospect 

identification 

Follow up 

Invite guests 

Talkability 

Free will – creates 

inertia 

 

Wills and Info days 



Beneficiaries 

Members – key 

opportunity 

Other supporters 

Service users 

Volunteers 

Internal Prospects 



Phased 

Timely follow up to 

mail  

“Have you 

considered” 

To set up 

appointment 

Phone Conversion 



Stewardship stages 

1 • Suspect 

2 • Prospect 

3 • Enquirer 

4 • Intender 

5 • Pledger 



Developing personal relationships 

Possible strategy:  

 

1. Visit to deliver a recognition certificate for ongoing support 

2. Article in newsletter sent personally on bequests 

3. Specific bequest or bequest survey mailing – if immediate yes move to  

      recognition communications pathway 

4. Invite supporter to annual function/tour of facilities  

5. Phone or visit the donor to specifically ask to consider leaving a bequest 

6. Thank/recognise if yes. If no continue in usual communications pathway 



Making the ask 

When:  

 

•  Annual or biannual bequest survey 

•  Specific bequest mailing  

•  Telephone follow up  

•  Mail follow up 

•  Visit 



Why > how 

Vision 

Case study 

Evidence 

(progress/need) 

Testimonial 

Reassurance 

 

Bequest materials 

http://www.cancercouncil.com.au/editorial.asp?pageid=1243


Reminder 

Why and how 

Talk to us 

Bring it to life – 

video, testimonials 

Wording for will  

Web presence 

http://cancercouncil.com.au/editorial.asp?pageid=176 



• Agnostic 

• Top of mind 

• Easy to find 

• Financial advisors 

• Family members 

• Very big opportunity 

for Include a Charity 

Influencers   

http://www.employment-solicitors-uk.co.uk/index.htm


• ‘Club’ membership – who does/share with   

group  

• Tailored v protected 

• Appeals + notes 

• Surveys with different questions 

• Functions & Events – morning with guest 

• Offer to pick them up 

• Progress reports 

Ongoing Relationship 



Prospects/Enquirer/ 

Intendor/Confirmed 

Conversion rates 

Value on books 

No# and Value 

known bequestors 

Contact/visit rates 

Asks 

What gets measured 



Thank you!  


