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Please submit a question at any time 

during the presentation, using the box 

in the lower-left corner of your screen. 

 

If you’d like to share a question 

anonymously, please indicate that at 

the beginning of your query. 

 We Welcome Your Questions 
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 Archive of Today’s Webinar 

Today’s Webinar will be available to view on demand early 

next week.  

 

Look for an e-mail from The Chronicle in three to five 

business days, notifying you that it is ready.   

You can watch as often as you like for 

six months and permanently 

download the slides. 



Appeals That Inspire  

Let’s Continue the Conversation on LinkedIn 

Our speakers will be available, and joining is easy 

1 - Look for our e-mail invitation to join. 
2 - Follow the link and make a request to join.   

Questions? 

Contact Margie Fleming Glennon 
Webinar Content Manager 

 margie.glennon@philanthropy.com 
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     Panelist: 

     Lori O’Brien 
     Director of National Development  
     Youth Villages  
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75% of consumers are examining their mail 
more closely. 

85% sort 
through and 
read their mail 
on a daily 
basis. 
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Source: 2008 DM News/Pitney Bowes Survey. 
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2011 DonorCentrics Internet and 
Multichannel Giving Report 

• 15.6-million donors 

• $1.16-billion in contributions 

 
Large numbers of donors make 

an initial gift online and switch 

to giving via direct mail. 
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“Significant increases in multichannel 

communications may be occurring via 

email, Web sites, or social media, but 

not multichannel giving.” 

                                         

2011 DonorCentrics Internet and 
Multichannel Giving Report 

Source: Blackbaud 
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Use Emotion to Overcome Inertia 

Reignite your own passion to inspire action. 
 

Robert Payton:  The role of a nonprofit organization 

is to ease human suffering and enhance human 

potential.  

 
• People give, through you, to effect change.  

 
• Give  your donors confidence that you are the 

absolute best choice to ensure this change 
happens. 
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• What does your organization do?  How does it do it? 

• Why does your organization do this?   

• What problem does this action solve? 

• How many people/animals/environments are helped 
because of you? 

• At what are you First? Best? Only? 

Why do you exist? 

• What would happen if you 
weren’t here to do what you 
do? 

13 
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• Program directors 

• Volunteers 

• Longtime employees 

• Longtime donors and 
board members 

• People your 
organization helps 

1
4 

Use Emotion to Overcome Inertia 

Move away from your keyboard, phone, and desk and go to 
the frontline. Talk to: 
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• Listen to the words. Best wording comes from genuine 
sources. 

• Understand the impact. See through fresh eyes. 

• Re-inspire your own passion for your mission. 

• Use your passion to strengthen the link and the bond 
between the donor and your organization. 

 Speak to shared values and identify 
opportunities for enhanced stewardship 

 Listen to donors to determine which 
programs/services they care about 

Use Emotion to Overcome Inertia 



1. A carrier you can’t resist opening. 

2. An opening line or paragraph that hooks you right away. 

3. An engaging conversational style of writing that pulls you 

through the copy so easily that reading the letter is 

completely effortless. 

4. A straightforward request for a specific amount of money 

and an easy way for the reader to send in a donation. [Ask 

at least three times.] 

5. The reason why the money is needed and what the 

donation will pay for. 
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Top 10 Characteristics of a Good Fundraising Package 
        

Source: Jerry Huntsinger 



6.  An example of how no other charity except this one 

can truly solve the problem at hand and how the donation 

will make a person’s life better. 

7.  Lots of “you” and “I” usage through the letter. 

8.  An urgent and compelling reason why the reader 

should respond right away. 

9.  A strong P.S. that repeats the ask and makes a case for 

the reader to respond. 

10.  An overall letter that looks like you typed it on your 

computer, put in an envelope, and sent it with a stamp 

you had in your pocket.  
17 

Top 10 Characteristics of a Good Fundraising Package 
        

Source: Jerry Huntsinger 
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1. Touch my heart. 
 

2. Tell me what the problem is. 
 

3. Tell me what you are doing about it.  
 

4. Tell me how I can help.  
 

5. Tell me what my donation will exactly do to help the 
people in need. 
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Source:  Beyond Fundraising, Second Edition, by Kay Sprinkle Grace  

Anatomy of an Effective Appeal 
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1. Anger: “I have to tell you -- I’m really angry today!” 

2. Fear: “I’ve just come from our board meeting, and the 
news isn’t good . . .” 

3. Self Interest: “Would you know it if you were having a 
heart attack?” “Your free gifts are enclosed.” 

4. Exclusivity: “Because you are one of our most steadfast 
supporters, I would like to invite you . . .” 

5. Curiosity: “Will a dolphin save your life?” 

6. Validation: “Am I right about you?”  “You and I have a 
lot in common.” 

The Six Strongest Emotional Hooks 
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Nonprofits Receive “Below Average” Grade From  

Donors on “Experience Compared to Expectations” 
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Source:  Merkle, Inc.   
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• The more engaged a person is the greater 
their value to the organization.    
 

• The greater the need for the organization to 
deliver a more satisfactory giving experience.    

Opportunities and Challenges 

With the continued growth of online channels and social 

media, nonprofits are eagerly seeking ways to become 

more engaged with their constituents.   
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It’s essential that nonprofits evolve beyond 

thinking solely in terms of traditional 

“campaign” fundraising.  

 

Nonprofits must create the most rewarding 

experience possible for prospects and donors.  
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• Budgets must be built and monitored based on the 

potential value of the organization’s donor base.  

   

• Active monitoring of changing donor behavior is more 

important than tracking campaign performance and 

response curves. 

 

• Strategic planning at the donor/segment level 

becomes more important than creative package tests.   

What Works 

24 
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Move From Transactions Toward User Experience 
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Seek Feedback   

• Increase knowledge 
of a person’s 
attitudes and 
interests 
 

• Prod non-responder 
engagement  
 

• Cull from other 
“silent” donors 
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Spend More Time Listening to Your Donors by 
Leveraging Their Behavior and Transactions 

27 
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“Observe, analyze and connect 

seemingly random bits of 

information with personal history 

and behavior to better 

understand motivations.”       
Phaedra Hise, Colloquy  



Appeals That Inspire  

Use “Prod” Strategies to Observe Donor Behavior 

Then “Cull” 
them into 
clusters  

29 
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Let Your Donors Know You Heard Them! 
(They Likely Will Forget) 

• Remind donors that you honored their request to send only one  
solicitation because this is the only time of year they would 
consider a contribution to your organization.  

 
• After three months, send a follow-up mailing to those who did 

not respond. 
 “Since this is the campaign you specifically requested we 
send you, I’m concerned that we haven’t heard from you and 
perhaps you never received the original mailing.  So as a courtesy, 
I have enclosed a copy for this use.”   

Response Rates have increased 5x over control levels! 
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“Solicit Me Only Once a Year” 
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Strategy 
Across All Channels 

32 
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Proven campaign approach 
enhanced by new channels 

1.  Launch campaign  
with DM to announce 
the matching gift. 
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1.  Launch campaign  
with DM to announce 
the matching gift. 

Proven campaign approach 
enhanced by new channels 
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2. Announce the 
campaign via your 
Facebook page, 
Twitter,  Website, etc.  

36 
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3. Post updates to 
continue momentum. 
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4.  Send a reminder 2 
to 3 weeks out. 
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5.  Send an email 2  
to 3 weeks out with a 
simple Call to Action 
and easy way to 
donate. 

39 
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6. Create a campaign 
landing page that 
supports the message 
and restates the need.  
Most important:  

Make donating easy. 

40 
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7. Share your results 
via all channels 
including written 
acknowledgments and 
newsletters. 

41 
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1. The event fundraising space sees a lot of success with integrated 
applications for peer-to-peer fundraising. 
 

2. Social networks are a great way to keep constituents and 
participants engaged. 

 
3. Facebook helps donors find nonprofits. It is critical for a nonprofit 

to be searchable and to have content that is relevant.  
 

4. Finding donors on Facebook and investing in communicating with 
them to foster conversation and keep a group’s brand top of mind.   

 
5. Social media is becoming a good place to think about optimizing 

acquisition, like an integrated e-mail capture device. 

How Nonprofits Are Incorporating Social Media 
 Into Fundraising 

43 



Appeals That Inspire  44 



Appeals That Inspire  45 



Appeals That Inspire  46 



Appeals That Inspire  



Appeals That Inspire  48 



Appeals That Inspire  49 



Appeals That Inspire  

Mid-Level Donors 
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• Exclusive naming opportunities, e.g. brick pavers or honor walls 

 Will inspire stretch and transformational gifts 

  Lends well to an unveiling reception, which brings donors to you 
 

•  Giving Societies that offer recognition and access to decision makers 
 

• Year-end summaries that highlight previous year’s achievements and 
plans for the coming year 

  When “more expensive” = “more relevant,” you can increase net 
revenue and reduce CTRAD 

  Weave in language that restates donor’s exclusivity: 

o Transformational giving, social investor, distinguished friend, 
thought leader, visionary 

 
 

51 

Mid-Level Donor Appeal Techniques 
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Mid-level appeals that reinforce 
exclusivity cost more but can  
increase net.  This brick paver 
appeal let donors see exactly 
where their bricks would be laid 
on campus. 



Two Types of Mid-
Level Donors Programs 

1. Revenue Model 
2. Investment 

Model 
 

And Two Types of Mid-
Level Approaches 

1. Inclusive 
2. Opt-In 

 

Make Your Donors the Heroes 
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Programs that provide donors an opportunity to “opt in” 

are far more successful than those that place a donor into 

the program based on predetermined giving 

performance. 

 

Success metrics must be aligned around organizational 

objectives and long-term impacts on contributor 

performance.    
 

 

   

 

Defining Success 
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Donor Engagement 

56 
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Anatomy of a Strategic Annual Program 

Plan annually to ensure fidelity of goals: 

• Highlight programs and services your donors care about 

• Restate core-value proposition throughout the year.  Avoid 
one-off techniques that stray from your core. 

• Use prior-year results and lessons to refine messages. 

• Capitalize on seasonality to maintain relevance: 

 November-December = Christmas giving 

 December = year-end giving for tax purposes 

 January = renewal series captures freshness of New Year goals 

 February = Valentines for Vets 

• Allow for breaking news and special campaigns. 

• Assess your donor file realistically to set goals and manage expectations. 

 60% of program success rides with your file, not your creative. 
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Stated 
Annual 

Strategic 
Goal 

 

Campaign 1 
January  

 
Renewal Series 
Focus on Program A 

January DM 
Renewal 
Appeal 
Focus on 
Program 
Results 

February 
Follow Up 
Reminder; 
March final 
reminder 

Email 
reminder and 
Facebook 
Updates 

Campaign 2 
May  

Organization Anniversary 
Certificate of Appreciation 
Focus on Program B 

May DM with 
personalized 
Certificate of 
Appreciation 
Focus 
Program B 

Public 
Relations 
efforts to 
highlight 
organization 

Mid-level and 
Major  Donor 
Honor Wall 

Campaign 3 
November  

Year-end Holiday Appeal with 
Bounce Back Card 
Focus on Program C 
 

Year-end 
appeal 
featuring a 
person 
helped by 
program 

2 follow-ups, 
including one 
with “year 
end tax 
benefits” 
language 

Anatomy of a  
Strategic Annual 
Program 

Does each appeal support your strategic goal? 

Annual Strategic 
Program Goal 

Draw donors closer to the organization 
and increase stewardship opportunities 

Success will be defined by:  XX% 
retention, X gifts per donor, a XX% 
YOY increase in net revenue to $XX 
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 Each campaign: 

• Supports your annual strategic goal of donor engagement 

• Has SAM results:  Strategic, Actionable, Measurable and rolls up to 
the strategic projections for the year 

• Creates urgency and excitement with an immediate call to action 
and realistic deadline 

• Lends itself to follow-ups and reminders  

• Can use multiple communication channels, including written 
appeals, email, social media, and frontline staff 

 Intraoffice communications will pay off 

o $25 first gift = $100 gift = $5,000 gift in a six-month span 

 Effective campaigns use timely acknowledgments and updates to 
create the opportunity for additional giving 

Annual Program = a Series of Coordinated Campaigns 
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Matching Gift appeal 

• Use symbolic gift asks to tie donation back to your mission 

• Simplifies your message and call to action 

Certificates of appreciation 

• Tie to organizational milestone (anniversary) or donor milestone 

(anniversary of first gift) and talk about the progress of organization 

since then; ask for further commitment 

Involvement devices such as bounce-back cards allow donor to 

   send thoughts and encouragement to someone you are helping 

• Incorporate testimonials and thank-you’s from people helped  
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Proven Techniques You Can Test Right Away 
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Symbolic Ask:  “What will my donation pay for?” 
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Certificate of Appreciation – “Am I important to you?” 
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1. Acknowledge quickly – 2- to 3-day turnaround 
 

2. Use the acknowledgment to reaffirm the donor’s decision to 
donate 
• Explain what their gift will provide   
• Use story telling to demonstrate the broader need 
• Restate why your organization is best suited to provide the 

solution. 
 

3. Include a Business Reply Envelope and also consider a “soft ask” 
reply device, which restates the core of what you do 
 

4. Acknowledgments can be your second-most profitable program 
aside from sustainers, with response rates double or triple that of 
your appeal program. 
 63 

Hidden Appeals: Acknowledgments 
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Acknowledge within 24 to 36 hours of 

gift 

Genuine thank you & 
affirm exclusivity 

Restate the problem the donor 
cares about  

Restate how you are best  
suited to solve the problem 

Restate success, vision for 
the desired state, quantify 
continued need, soft ask 

Reply document clearly states 
the core of what you do.  

Personalize 

Make it easy for the donor 
to reach you 

Personalize 
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Genuine language you  
heard from program  
directors, frontline staff, 
service recipients,  
passionate volunteers 
 

Compelling open that 
hooks the reader 

Storytelling to illustrates 
the problem in real-
world terms that stir 
emotion 

Testimonial from real 
person helped by your  
organization 

65 
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Genuine language 

Hook the reader 

Story and pictures of a  
real person helped by  
your organization 

Restate success 
and vision for 
the desired state,  
soft ask 
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VIPs, Named 
Accounts, Major 
Donors, Board 

Members 

Main donor file  

High value/high 
potential donors for 

stewardship 

One-to-one staff assignment, may receive 
special communications 

Mass communications along with 
customized one-to-one treatment 

Automated communication process, with 
focus on accuracy, speed and relevance 

Coordination  and 
communication 
among all 
development teams 
is vital to donor 
stewardship.   
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Questions?  

Send us your questions, using the box in the 

lower left-hand corner of your screen. We will 

answer as many as time permits. 
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 Archive of Today’s Webinar 

Today’s Webinar will be available to view on demand early 

next week.  

 

Look for an e-mail from The Chronicle in three to five 

business days notifying you that it is ready.   

You can watch as often as you like for 

six months and permanently 

download the slides. 
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Let’s Continue the Conversation on LinkedIn 

Our speakers will be available, and joining is easy 

1 - Look for our e-mail invitation to join. 
2 - Follow the link and make a request to join.   

Questions? 

Contact Margie Fleming Glennon 
Webinar Content Manager 

 margie.glennon@philanthropy.com 
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Please Join Our Next Webinar  

How to Attract Corporate Sponsors 

to Maximize Your Impact  

Visit Philanthropy.com/Webinars 

featuring 

Vice President, Corporate Partnerships 
KaBOOM! 

Dan Cohen  

August 9 

Itai Dinour Chief Organizational Advancement and 
Alumni Officer, City Year 
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