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Introduction
 I suppose IÕm trying, in part, with this book to satisfy my own ego a little by 
writing this book.  Anyone who takes on such a task is guilty, to one degree or another, of 
that. 

 For me, the motivation for this tome grows out of three experiences. 

 First, for years, back in the early 1980Õs, I taught a post-graduate class in direct 
mail fund raising for George Washington University, and I was never really satisfied with 
the texts that were available then or have become available since. 

 Second, the focus of most discussion about direct mail fund raising focuses on the 
words we write in fund raising letters.  I donÕt want to suggest those are not important.  
They are very important.  But there is a lot more to it. 

 Third, since 1990, IÕve been active in a local affiliate of Habitat for Humanity and 
have seen the effectiveness of direct mail for local organizations [something a lot of 
people donÕt believe] and the difficulty local groups have in executing direct mail fund 
raising programs. 

David P Himes 
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The Strategy of Direct Mail Fund Raising
 Direct mail fund raising is not the simple process of writing a letter, which asks 
for contributions and sending it to a bunch of people. 

 Although I must confess, it does have the appearance of being that simple.  There 
is an old story of a son who goes off to summer camp.  After a few weeks, he writes 
home to his father and the father replies: 

 Dear Dad 

  No mon.  No fun. 

   Your Son 

 Dear Son, 

  Too bad.  So sad. 

   Your Dad 

 Unfortunately, many organizations see other groups using direct mail and think 
that succeeding in raising money via the mail is a simple as this son's letter to his dad.  
And more often than not, such groups succeed to the same degree. 

 This book explores how to use the mails effectively to raise money. 

 But the real key to successful direct mail fund raising programs lies in applying 
the content of this book for the right objectives at the right time  which is another way of 
saying you need to understand the strategy of direct mail fund raising. 

 There are six elements of direct mail fund raising strategy: 

 Donor Acquisition 
 Donor Renewal 
 Donation Frequency 
 Donor Upgrading 
 Donor Longevity 
 Donor Recognition 
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 I'll discuss each of these briefly in this chapter.  Your ability to understand how to 
apply everything else in this book to develop these six strategic elements will be the 
measure of your success as a practitioner of direct mail fund raising. 

Donor Acquisition 

 This is the place where every fund raising program must start  finding first-time 
donors.  But, before you can find first-time donors, you need to know about non-donors 
and prospects. 

 If you are trying to raise money, for the first time, everyone in the country 
becomes a "non-donor" to your organization.  But not every non-donor is a prospect. 

 A prospect is a non-donor who is financially capable of giving and who you can 
likely motivate to give to your group. 

 Coming to understand all of the possible factors which make a person a 
prospective donor to your group is probably impossible.  At least, I continue to discover 
new factors, every time I work for a different nonprofit group. 

 Here is one of the more difficult realities to grasp about donor acquisition: 

  You don't persuade people to support you financially.  All you do is find 
people who already support you, and motivate them to make a financial contribution. 

 The ideal goal for a donor acquisition effort is to find first-time donors while 
raising as much money from these first-time gifts as you spend on the letters you send 
out. 

 Some groups actually realize a substantial income above the cost of donor 
acquisition mailings.  But, by far, most groups are lucky to simply recover their costs  or, 
break even. 

 And don't think you are alone if your donor acquisition program loses money.  
Most donor acquisition programs lose money.  But don't lose hope.  You'll should easily 
make up whatever you lose with a good donor renewal program. 
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Donor Renewal 

 The goal of a Donor Renewal program is to motivate first-time givers to give 
again.  Many donors give only once to a particular group.  I'm not sure of all the reasons 
why.  But I'm sure this statement is true. 

 Donors may not give again because they don't believe the group needs more 
money.  Or perhaps, because they don't think their first gift was used properly.  Or maybe, 
they just don't want to. 

 The Blum article, reprinted later in this chapter, discusses this concept at length.  
So, I'm not going to be repetitious here.  It's enough to say that getting your donors to 
give a second time may be the single most important task you have. 

Donation Frequency 

 Many of your donors will give only once each year.  With the exception of 
religious groups, whose donors seem to give more frequently. 

 In recent years, a number of fund raising groups have put a great deal of effort 
into getting donors to make monthly pledges  in effect, increasing the frequency of 
giving. 

 The more frequently a donor gives, the more likely he will respond with a gift to 
any given appeal.  That means you raise more money. 

Donor Upgrading 

 This strategy focuses on the task of motivating a donor to give a bigger gift than 
he gave before. 

 A very important rule of upgrading donors often is missed by even the largest 
direct mail fund raising groups.  That rule is to always ask a donor to give more than he 
gave before. 

 If a donor gives $25, the next time you write, ask him to give $25 or $35.  
Suppose this donor then gives $15.  The next time you write him, don't ask him to give 
$15 or $25  ask him to give $25 or $35.  Begin with the larger gift and go up from there. 
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 If you succeed in renewing a donor, and if you succeed in increasing the 
frequency of his giving, it's easy to see the potential financial benefit of increasing the 
size of his gift. 

 However, there is one important factor which affects donor upgrading  which you 
can only recognize and not always control. 

 This factor involves what KIND of donors your contributors are.  To give credit 
where credit is due, Tom Johnson, president of his own direct mail consulting firm in 
Pasadena, California, introduced me to this idea. 

 Tom describes three kinds of donors:  Tippers, Buyers and Donors. 

 TIPPERS are people who give $5 or $10, just to satisfy their own "need to give."  
Rarely will you succeed in motivating Tippers to give more than their perfunctory $5 or 
$10.  For many health service organizations, Tippers are the mainstay of their direct mail 
program.  Theses groups often have average gifts of $3 to $7. 

 BUYERS are those people who are buying premiums more than really giving.  
Send them stamps.  Offer over priced cookies or candy.  Give them a certificate or a 
medal or a photo.  Buyers can be moved to give bigger amounts  but often you will have 
to offer them more premiums or more valuable premiums. 

 DONORS are people who give to help.  They give because you've shown them 
how they can be a part of a solution. 

 Donors are the kind of donors who, when properly motivated, will give again and 
again in ever increasing amounts.  Your upgrade efforts will be most successful with true 
donors. 

Donor Longevity 

 How many years will a donor continue to give to your organization? 

 It'd be nice if they kept giving forever, but they don't. 

 How long they continue to give can be influenced by you.  Although this is a tall 
order.  Longevity depends upon the donor's attitude towards your organization, the 
programs you conduct, the good you do, the attitude you display towards your donor, and 
hundreds of factors beyond your control. 
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 What you have to be prepared to do is control, in a positive way, those factors 
which you can control. 

 It is easier to keep a donor than find a new one.  And a donor who has been giving 
for several years is hard to replace. 

Donor Recognition 

 Every person appreciates being recognized for what they do or have done.  
Donors are no different. 

 In fact, I believe one of the principle ways of succeeding with many of the 
strategies I've mentioned so far is to succeed in this strategy.  Many groups view donor 
recognition as an expense factor rather than an income guarantee. 

 You should spend a considerable amount of your time and thought on how you 
can give more and more meaningful recognition to the people who send you their hard-
earned money. 

 You can never say thank you too much or too often or in too many different ways. 

A Brief Introduction  

 Two very excellent articles follow. 

 The first, ÒHere's How Small Organizations Create Successful Appeals,Ó is by 
Jerry Huntsinger.  He gives an excellent overview of what makes a successful direct mail 
fund raising appeal. 

 The second, ÒA Model For Planning Annual Fund Raising Campaigns,Ó by 
Joan & Bob Blum provides a thorough analysis of how some of these direct mail 
strategies may be quantified.  And how they relate to each other in the design of an 
overall direct mail fund raising plan. 

 I urge you to read them  don't skip over them.  I know how people read books.  
You'll be tempted to skip them.  If you do, you'll miss some of the best material in here. 
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Here's How Small Organizations Create Successful Appeals 1

By Jerry Huntsinger 

 I often receive telephone calls from executives of small organizations and they express a high 
level of frustration because they urgently need to develop more income from their small mailing lists. 

 But they cannot afford, or do not have access to an adequate computer service, printing press, 
letter shop or other production facility.  They usually cannot afford to hire professional consultants or even 
a staff person trained in fund raising. 

 Often the top executive plans the mailing program and writes the appeal letters in his "spare time," 
and he feels that the techniques reported in the various seminars and professional publications often do not 
apply to his problems. 

 However, I have observed that some small organizations have successful mailing programs, and 
by successful, I mean that they are able to generate enough income to meet their needs and acceptable fund 
raising costs.  I don't necessarily mean that they are on their way to becoming a twenty million dollar 
operation. 

 Here are a few techniques that seem to work for these small organization. 

 1. First of all, they follow the basic fund raising principles that apply to any marketing 
situation, large or small.  They plan and execute a systematic mailing program that gives the donor 
adequate opportunity to respond to their appeals. 

 They segment their mailing lists.  They use suggested dollar amount challenges and they slant 
their copy according to the status of the individual on the mailing lists.  In other words, they do their best to 
use all the techniques that major organizations have found to be successful. 

 2. The individual who runs the organization works to develop a strong image and the 
organization communicates that strong image to the donors.  Since this image is developed in a consistent 
way through the mailings, you almost never see a successful small organization sending a letter cosigned 
by two board members. 

 The image they communicate is that the organization is not the work of a committee, but the 
burden of an individual. 

 3. They take great pains to avoid looking like an institution.  They avoid institutional 
looking logos.  They talk more about the needs of the people they help, than the meetings of their boards of 
directors. 

 4. Their mailings often use small, intimate, personalized formats.  Many times they avoid a 
#10 carrier envelop simply because so many organizations use that size.  They will often use the personal 
letterhead of the chief executive rather than an organizational letterhead. 

 5. And combined with this, they change format many times during the course of a year to 
communicate to their donors that they are a vibrant, dynamic organization, not stuck in a rut. 

      Reprinted with permission from Fund Raising Management.1
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 6. They use personalization as often as possible.  Many times this includes hand-typed 
letters to their major donors.  The smaller the mailing list, the more important personalization becomes.  
They try to avoid the "computer look" that is so common among major organizations. 

 7. They use a great deal of first class postage and they often put a live postage stamp on the 
reply envelope. 

 8. They take advantage of their smallness by playing the role of the underdog and talking 
about how small they are and what a good job they are doing with the money they receive and how they 
must struggle to stay alive, etc. 

 9. For the portions of the lists they don't mail first class, they almost always use a postal 
meter for their nonprofit indicia.  This gives the look first class mail and often in a limited geographical 
area, nonprofit mail is delivered almost as fast as first class. 

 10. They give their major donors tender loving care and this often includes visits to their 
home, telephone calls, special dinners and events where the major donors are honored, etc.  They have an 
advantage over the large organization in that they can often be closer to their major donors and 
communicate with them on a more personal level. 

 Combined with this, they often have strong local committees who are assigned to make personal 
calls on major donors.  In a way, their fund raising program is a combination of direct mail and personal 
contact techniques, because if they rely wholly upon direct mail, they simply won't generate sufficient 
income to keep their operation afloat. 

 11. They often develop annual giving programs and try to concentrate their energy in one 
major thrust, and then for the rest of the year, work as hard as possible to collect the pledges and 
commitments made during the annual appeal.  However, they do not stop soliciting donors simply because 
the donor has made a gift to the annual appeal.  They continue sending out giving challenges throughout the 
course of the year. 

 12. They often use the "challenge gift" technique because with their smaller budgets, it is not 
as difficult to find an individual who will provide a significant challenge gift for the donors to match. 

 13. They find that a pacesetting gift by a major donor often helps generate income during the 
annual giving campaign. 

 14. They find that telethons, as a followup to the annual giving program, are quite effective 
and it is possible for a small organization to contact every donor by telephone at least once a year. 

 15. The recruitment of new donors is always a problem in a small organization because they 
often cannot afford the high cost of prospect mailings in the limited volume that their budget provides. 

 However, if their work is confined to a small geographical area, they can effectively use census 
tracts, automobile registrant lists, and other means of identifying potential donors whose lifestyles are 
similar to the donors that presently exist on their list.  Also, because they are small, they can communicate 
this problem to their donors and ask for donors to help them find individuals who might want to support 
their type of charity. 

 16. They almost never mail out a "routine appeal."  Instead, every appeal is for a very 
specific project. 

 They have an advantage over the major organizations here because with their limited overhead, 
they have less worry about receiving too many gifts that are restricted to specific projects. 
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 In summary, the successful small organization utilizes every technique available to the large 
organization and the head man, instead of saying, "That stuff won't work for us," says, "Let's make it work 
for us because we don't have any other choice." 
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A Model For Planning Annual Fund Raising Campaigns 2

By Joan & Bob Blum 

 Many non-profit organizations have no way to measure their success or failure in annual fund 
raising because there are no clear-cut criteria on what they should expect or how much it should cost.  
Other non-profit organizations are hesitant about getting into individual solicitation for an annual 
campaign, as they have no idea of what benefits and income they should expect. 

 As every organization is unique, it is not logical to review the accomplishments of another non-
profit organization in order to determine the exact measure of one's own activities.  However, if an 
organization has the opportunity to build a model of its program, then it can substitute actual percentages 
and average gift figures from its experience with its own constituency into that mathematical model in 
order to project what could happen in the future. 

 This article will itemize all the elements that should be considered in planning an annual fund 
raising campaign to individuals.  We have suggested arbitrary percentages, estimates of fund raising costs, 
and other variable data.  These estimates are distillations of responses and costs that we have seen among 
our clients over the last dozen years.  It does not mean they apply to any specific non-profit organization.  
They are, however, well within the realm of possibility for a properly run campaign. 

 Most of the figures we use assume that the annual campaign will go out primarily through direct 
mail and will be addressed to individuals rather than businesses, foundations or organizations.  If other 
techniques or appeals to different audiences are sued, then naturally the variable figures will change. 

 Putting in its own figures, any non profit organization can use this method to project its results in 
the future.  It can compare, on a year-by-year basis, how it has done in the past and if it is still on  
target for the present. 

!  

 Chart I illustrates the different levels of activity in a typical annual giving campaign directed to 
individuals. 
 At the apex of the pyramid are those who give major gifts, either deferred or capital, in response to 
personal solicitation.  It is our contention that in a good annual fund campaign a large number of these 
donors will have risen to the top of the fund raising pyramid through involvement and donations over time.  
To increase the apex of the pyramid, the base must be broadened. 

      Reprinted with permission of the authors from Philanthropy Monthly.2
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 At the base of the pyramid is the "universe"  those people who might possibly support the 
organization. 

 The first step, or "First Gift," is the process of donor acquisition.  This often mistakenly called 
fund raising.  While it is an important phase of a fund raising program, it seldom raises funds for the 
organization.  Rather, it is an investment in the future, as it acquires donors who will, in large part, renew. 

 True fund raising is the application of fund raising principles to those who have already made their 
first gift to the organization.  The upper levels of the pyramid are products of that true fund raising activity.  
The next level of the pyramid involves the repeat gift or "Renewal" operation.  Since not everyone who 
gave a first gift will renew, the pyramid contains fewer and fewer names as it gets higher. 

 The next level of "Large Annual Donors," illustrates the principal of upgrading.  This is the 
process of convincing regular donors who are giving a small amount that they should give a larger amount 
on a regular basis.  It is from this group that major donors of annual, capital, or deferred gifts usually arise. 

 The greatest amount of funds is realized at the apex of the pyramid.  In order to increase the apex, 
the base must broadened. 

 People are moved up the levels of the pyramid as their involvement with the organization 
increases.  This involvement may be in volunteer activities or in fund raising activities. 

 People are also moved up the levels of the pyramid through direct mail.  This is of two types.  The 
first type is of communications telling them what the organization is doing.  The second type is of direct 
mail solicitations which ask them to move up the pyramid. 

 In personal solicitation campaigns, the duration of the campaign is limited by the need to keep 
volunteers enthusiastic and active.  This can be done only over a very short time span.  On the other hand, 
direct mail can be used year round to raise funds. 

 Each time a mailing is made for a given organization, a response pattern can be determined for 
that organization.  A typical regional response is shown in Chart II. 

Chart II: Typical Regional Response By Week 

Weeks After 
Mailing

Percent of 
Total 
Response 
Received

Cumulative 
Response 
Received

1st 5 5

2nd 15 20

3rd 12 32

4th 13 45

5th 10 55

6th 9 64

7th 8 72

8th 8 80

9th 6 86

10th 4 90

11th 3 93

12th 3 96
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 The cumulative response looks like a half rainbow in a graph. 
 
 This pattern of response, couples 
with the year-round ability of direct mail 
donor acquisition, allows an organization 
to solicit new donors through the use of 
the revolving fund. 

The Revolving Fund 

 As a background to 
understanding the revolving fund, 
consider the following: 

1. An Annual Fund encourages a 
significant number of donors to renew the 
following year.  They are loyal. 

2. Acquisition of a new donor is expensive compared to the renewal of a donor.  Most organizations 
find that it is ten times as costly to obtain a first time donor than it is to renew that donor for a second year. 

3. A mailing piece sent to a highly refined, concentrated list will yield a higher percentage of 
response than the same piece sent to a larger number of prospects of lower potential.  The further one 
extends into the lower levels of the socio-economic characteristics, the fewer will respond to a request for 
funds. 

4. Mail can raise funds year-round. 

5. Ordinarily, 90% of the total results which will be received from a direct mail campaign are in hand 
60 days after mailing. 

 Since all true fund raising is dependent on the number of donors of record, then a goal for donor 
acquisition should be maximum participation in the annual fund.  It is inexpensive and easy to renew 
donors so the maximum profit will be obtained by acquiring the largest number of initial donors as soon as 
possible.  For example, if it costs 10% of the dollars received to renew donors, then renewing 10,000 newly 
acquired donors will be ten times as profitable as acquiring 1,000 new donors. 

 In order to obtain the maximum number of initial donors, it is necessary to mail a large enough 
quantity  to go down far enough into the socio-economic strata  to bring in the optimum number of new 
donors.  This often experiences as returning $1 for $1 invested in a donor acquisition program. 

 Receiving back as much as is spend allows the non profit organization to spend that same amount 
of money a second time on another campaign, which in turn will bring back as much as is spend on it.   

 Since most of the returns of the direct mail campaign have been received within 60 days of 
mailing, another campaign can be started each two to two-and-a-half months. 

 This, then, is the way in which the revolving fund works.  An initial sum is invested in a donor 
acquisition program.  No return is expected of that investment until the individual donors have been 
renewed.   

13th 2 98
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 Instead, all funds which come in as a direct result of the solicitation campaign are put back into the 
solicitation fund and spent on further donor acquisition mailings.  If these acquisition mailings prove to be 
profitable, i.e., if they return more than $1 for each $1 spent on them, the quantity of the next mailing is 
increased so, while the percentage of return is lowered, the maximum number of members for renewal is 
realized. 

 By following the Revolving Fund procedure and leaving that fund inviolate, at the end of the first 
year the maximum number of members will obtained and the fund will still be renewed at low cost and at 
maximum profit for operations. 

 An investment is made when instituting a revolving fund.  Rewards occurring because of that 
investment are not collected until the following year. 

 Under many circumstances the initial investment can be reinvested during the year between four 
and five times.  If no return is budgeted for that investment in that year, it will be multiplied many times 
over in terms of renewal income the following year. 

 Chart IV shows how the cash flow for "break-even" donor acquisition program would work in the 
first year. 

Chart IV: Typical Donor Acquisition Cash-flow 

 At the end of the first year, 5,000 donors whose initial gifts totaled $50,000 can be renewed.  The 
revolving fund is intact for the second year donor acquisition program.  The multiple expenditure followed 
by the "half a rainbow" response looks a little like waves. 

 Chart V is a graphic example of the revolving fund. 

Mailing Cost Gifts Income Balance 

10,000

1 10,000 1,000 10,000 10,000

2 10,000 1,000 10,000 10,000

3 10,000 1,000 10,000 10,000

4 10,000 1,000 10,000 10,000

5 10,000 1,000 10,000 10,000

Total 50,000 5,000 50,000 10,000
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 This is the key to how to spend more to raise more, step by step.  Incidentally, it is also possible to 
acquire a maximum number of donors at a net outofpocket cost, rather than a break-even.  This involves an 
investment in the future in terms of the excess spend on donor acquisition.  This investment will be paid 
back many times over in the renewal program, but the growth, although greater, will be delayed until the 
initial investment is repaid. 

Loyalty 

 The success of an annual fund program depends on the loyalty of the donors.  We have identified 
at least six items which have an effect on the loyalty and the percentage response which an organization 
will find in an annual campaign: 

1. Initial gift size.  The higher the initial gift, the higher the percentage of loyalty.  A $1 donors may 
be sending a token dismissal, whereas a $100 donor has made an investment in the organization of his 
choice. 

2. Number of years donated.  The longer a person donates to an organization, the more likely he is to 
renew his gift the following year.  The first year of renewal is the least responsive. 

3. Personal involvement.  As indicated in the pyramid, the more involved the person is in the 
activities of the organization, the more likely he will be to respond. 

4. Use of facilities/services.  The more closely acquainted the individual is with the organization 
through his own use, the more likely he is to contribute. 

5. Communications.  The more the individual knows about the organization through newsletters, 
magazines, annual reports, personal tours, etc., the more likely he is to contribute. 

6. Pampering.  The more the donor feels that the organization appreciates his gift through its 
acknowledgments and references to his gift, the more likely he is to renew. 
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 We have found that after a donor is acquired, typically 60% can be renewed in the first year and 
80% thereafter.  These are the first variables which we will enter into our model.  Any organization which 
keeps separate records according to the date of initial gifts can substitute its own figures.  The results of 
these responses over a ten year period are shown in Chart VI. 

Chart VI:  Assumed Continuous Donor Pattern 

 At the end of a ten year period, 10% of the original donors will have given every single year! 

Lapsed Donors 

 The consistency of giving, however, can be increased substantially by the use of a lapsed donor 
program.  Those people who have skipped a year or two are still better prospects than those who do not 
know of the organization.  A year-round campaign  not just a single mailing to lapsed donors  typically can 
bring in a response of 15% each year.  This is another variable which can be independently tested.  Chart 
VII shows the consistency of donors who are influenced by both a renewal program and a lapsed giving 
program. 

Chart VII:  Typical Donor Renewal Percentages with Lapsed Program 

Year

Percent 
Renewing

Continuous 
Donors

1 100.0

2 60.0 60.0

3 80.0 48.0

4 80.0 38.4

5 80.0 30.7

6 80.0 24.6

7 80.0 19.7

8 80.0 15.7

9 80.0 12.6

10 80.0 10.1

Donors 
Jan 1

Lapsed 
Donors 

Jan 1

Previous 
Donors 

Renewed

Percent 
Original 
Donors 
Giving

Lapsed 
Donors 

Renewed

Percent 
Original 
Lapsed 
Giving

Percent 
Original 
Donors 
Giving  
Dec 31

100.0 100.0 100.0

100.0 0.0 60.0 60.0 60.0

60.0 40.0 80.0 48.0 15.0 6.0 54.0

54.0 46.0 80.0 43.2 15.0 6.9 50.1

50.1 49.9 80.0 40.1 15.0 7.5 47.6

47.6 52.4 80.0 38.1 15.0 7.9 45.9

45.9 54.1 80.0 36.7 15.0 8.1 44.8

44.8 55.2 80.0 35.9 15.0 8.3 44.2

44.2 55.8 80.0 35.3 15.0 8.4 43.7

43.7 56.3 80.0 35.0 15.0 8.4 43.4
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 Note at the end of the ten years, instead of 10% of the original donors who are still giving, 43% 
who gave during the original year are still giving to the organization:  This includes the 10% of the donors 
who have given every year since their original gift. 

 Chart VIII indicates this donor constancy using the variable renewal figures of 60%, 80% and 
15%. 

Upgrading 

 Chart I shows that the fourth level of the pyramid involves upgrading efforts.  In a typical year 
when 80% of continuing donors are renewing, a certain percentage of those will automatically upgrade 
their gifts  whether or not they are asked to do so.  Without an upgrade program a typical response would 
be that enough of the donors will give a higher gift so that about 90% of the funds which were collected in 
the prior year from this group will be collected from 80% of the donors who continue to give. 

 These figures can be substantially improved by the initiation of a specific upgrading effort.  Under 
these conditions a typical program  still renewing 80% of the donors  will find these 80% donors 
contributing 120% as many dollars as were contributed in the prior year.  This is a one third increase in 
income from the renewing donors, from 90% to 120%.  These alternate programs are visualized in Chart 
IX.  For our model chart we have used arbitrary figures to show an upgrade program in which 60% of the 
gifts will be the same as the year before, 5% will be lower and 35% will be higher. 

Cost of Fund Raising Activities 

 In the above illustrations we have shown typical 
percentages which we have seen to be accurate.  Any non 
profit organization can substitute its own response figures 
for the ones shown. 

 The other side of the coin, however, is the cost of 
carrying on these programs.  This is the area which is 
being studied at great length by the NSFRE Institute of 
Continuing Education (NICE) Cost Study.  An 
organization that has already established a fund raising 
cost allocation program can substitute actual cost figures 
experienced for the arbitrary figures shown on Chart X. 

The Annual Giving Model 

 Putting the assumed cost figures from Chart X 
together with the response ratios already discussed in 
chart VIII, we have all the arbitrary variables which we 
have assigned to the mathematical model. 

 In making up the mathematical model, we 
have ignored some very happy circumstances which 
most organizations will find.  One of these is called 
"windfall response."  In and among the envelopes 
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which are bringing in $10 and $25 one will occasionally find and envelope which has a multi-thousand 
dollar gift.  We know that this happens, but we do not know when or how often.  For purposes of our 
model, it is best to ignore it. 

  Chart XI; Variables Used in Model 

 We have also ignored the substantial income which an organization can receive through its work at 
the top of the donor pyramid.  The personal solicitation of major donors for deferred giving or capital gifts 
can often be accomplished as a result of pyramid building.  A comprehensive annual program can build the 
base of the pyramid wide enough to supply an upper level which is sufficient in size for a substantial major 
gift effort.  Actual solicitations will be made by personal solicitation and should not be considered when 
developing a model for your own annual giving campaign, typically carried out through the mails. 

 Chart XII is a graphic realization of a ten year model of typical annual giving income and costs.  It 
uses the assumed figures indicated before. 

 The actual investment for a revolving fund is represented by the tiny square in the lower left 
corner.  This single investment and a commitment to a good program is responsible for the amount of 
annual income as shown on the graph. 

 An outstanding characteristic of a good annual giving program is the fact that annual income 
which comes from many thousands of individuals can be counted upon year after year.  It is as reliable as 
endowment income.  All the figures used in preparing Chart XII are illustrated in Chart XIII. 

 The NICE Fund Raising Cost Study program will help to identify patterns and develop "industry 
statistics" of giving and response which can be used with greater accuracy.  When published, these statistics 
can be used instead of the arbitrary percentages which have been placed in this article.  Even better than 
these "industry statistics" will be an organization's own isolated experiences in responses and costs which it 
has attained and read from its own date in prior campaigns. 

Type of Mailing Percent 
Response

Percent  
Cost

Donor Acquisition Varies 100

First Year Renewal 60 15

Continuing Renewal 80 10

Lapsed Renewal 15 30

Upgrade 20 25
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Chart X:  Typical Fund Raising Cost Percentages 

Type of Mailing

Cost as a Percent 
of Income

Donor Acquisition 100

First Year Renewal 15

Continuing Renewal 10

Lapsed Renewal 30

Upgrade 25



!20

 The initial years of an annual 
giving campaign do not provide an 
impressive income.  One of the reasons is 
that the best results are skimmed off the 
top and credit given to the personal 
solicitation of major donors. 

 Do not underestimate, however, 
the importance of the eventual results of an 
annual giving program which consistently 
obtains as many first time donors as 
possible each year. 

Chart XIII ANNUAL GIVING MODEL

New Donor Initial Continuing

Solicitation Renewal Renewal Upgrading Lapsed Total Net Income

Yr. Income Cost Income Cost Income Cost Income Cost Income Cost Income Cost Renewal

1 $50,000 $50,000 $50,000 $50,000 $0 

2 $50,000 $50,000 $30,000 $4,500 $10,000 $2,500 $90,000 $57,000 $33,000 

3 $50,000 $50,000 $30,000 $4,500 $32,000 $3,200 $18,000 $4,500 $3,000 $900 $133,000 $63,100 $69,900 

4 $50,000 $50,000 $31,800 $4,770 $64,000 $6,400 $26,600 $6,650 $6,750 $2,025 $179,150 $69,845 $109,305 

5 $50,000 $50,000 $34,050 $5,108 $97,920 $9,792 $35,830 $8,958 $11,318 $3,395 $229,118 $77,252 $151,866 

6 $50,000 $50,000 $36,791 $5,519 $134,240 $13,424 $45,824 $11,456 $16,697 $5,009 $283,552 $85,408 $198,144 

7 $50,000 $50,000 $40,018 $6,003 $173,484 $17,348 $56,710 $14,178 $22,905 $6,872 $343,117 $94,400 $248,717 

8 $50,000 $50,000 $43,743 $6,561 $216,170 $21,617 $68,635 $17,159 $29,977 $8,993 $408,525 $104,330 $304,195 

9 $50,000 $50,000 $47,986 $7,198 $262,838 $26,284 $81,705 $20,426 $37,961 $11,388 $480,490 $115,296 $365,194 

10 $50,000 $50,000 $52,777 $7,917 $314,023 $31,402 $96,098 $24,025 $46,922 $14,077 $559,820 $127,420 $432,400 
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The Fund Raising Proposition
 The fund raising proposition is the strategic outline of your direct mail fund 
raising package.  It is your guide to what to ask for, and what to say. 

 There are six elements in the fund raising proposition: 

1. The Theme, which describes the topic of your letter; the problem that you are 
addressing in your organization. 

2. The Project for which you need funds at the moment.  The project is made up of 
a task, a budget and a timetable, or deadline. 

3. A Request Table, which is used to determine how much money, you will ask each 
donor or prospect for. 

4. Methods of Giving, which determines the form of your donor's reply to your 
letter. 

5. Incentives and Premiums, which can increase the number of people responding. 

6. Involvement Techniques, which provide a sense of participation beyond simply 
writing a check, but also tend to increase the response rate. 

Why do people give? 

 When I taught my class in direct mail fund raising at George Washington 
University, I would ask the students this question and list their answers on the board.  
Some of the factors they list are shown below. 

 You can probably add to their list.  But I must state here, what I always say to my 
class.  The only factor you can control, and thus, the most important factor is that people 
give because they are "asked." 

 All the other factors, you only try to make use of when you write a letter  but you 
can never be completely sure if you succeed or fail. 

Love Hate Guilt Altruism Peer Pressure

Asked Habit Fear Duty Compassion

Premium Sympathy Kindness Idealism Tax Deduction
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 The purpose of the FUND RAISING PROPOSITION is to structure the most 
effective way to ask someone to give to your organization. 

Theme 

 The THEME of your package is like the plot of a short story.  It bridges the gap 
between the overall cause and the project you are raising money for.  The CAUSE is the 
overall goal of your organization.  It is what you are trying to accomplish  your "ultimate" 
goal. 

 For example, do you know what the cause or goal is for each of these four 
organizations? 

 1) March of Dimes 
 2) American Cancer Society 
 3) National Republican Congressional Committee 
 4) United Way 

 Let's review and see how you did. 

 The March of Dimes isn't its full name.  The full name is: The March of Dimes 
Birth Defects Foundation.  Before I realized what its full name was, I still associated the 
March of Dimes with polio.  Curiously, the March of Dimes is one of the very few 
nonprofit groups which achieved its original goal and had to find a new one. 

 With the virtual eradication of polio in the United States, the March of Dimes 
turned its attention to Birth Defects, their treatment and prevention. 

 The American Cancer Society was an easy one.  ACS is seeking to find the cause 
and cure for all forms of cancer.  Certainly a mammoth task; and one which millions of 
Americans are willing to help with. 

 The National Republican Congressional Committee is an obscure group to nearly 
everyone except its donors and political junkies.  The NRCC is the official campaign 
committee of the Republican members of the U.S. House of Representatives.  Its single 
purpose is to work for the election and reelection of Republicans to the House. 

 Finally, the United Way.  It seems everyone knows what the United Way does, it 
raises money for a wide variety of charitable organizations.  Which makes it a unique 
group.  The United Way itself does not perform charitable functions, it only distributes 
money to groups that do. 
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 If people were less afraid of raising money, the United Way would go out of 
business and more money would be given to charitable groups. 

 The United Way exists only because most people are unwilling to ask for 
donations.  I guess I shouldn't knock it, since I make my living raising money for people 
who are unwilling to do it for themselves, just like the groups who get money from the 
United Way. 

 But let's get back to the Theme. 

 The THEME is what your letter is about.  The Theme is the immediate problem 
you are facing.  Sometimes the theme is the same as the cause.  Sometimes itÕs the same 
as the project.  Sometimes these three are different. 

 I just pointed out to you that the March of Dimes wants to eliminate birth defects.  
A noble goal. 

 The Theme of a letter for the March of Dimes might focus on the problem of poor 
prenatal care, which increases the chances of birth defects developing during pregnancy.  
While the project this same letter is raising money for, might be a public education 
program to encourage better prenatal care or a fund to finance regular check ups for 
mothers who cannot afford the medical costs. 

Project 

 The PROJECT of your package specifies a task, a goal and a deadline.  I wish I 
could state the importance of the project to the success of your package in a way which 
would guarantee you would never leave it out. 

 But I know, without any doubt, most of the letters nonprofit groups mail to donors 
or prospective donors fail to say what the money is for.  Most frequently, the appeal of 
the fund raising letter can be boiled down to:  Give because it's the right thing to do. 

 There are so many good causes which deserve financial support from your 
donors.  You must do more than just ask people to give because it's the right thing to do. 

 The project you describe in your letter explains why a contribution is needed now, 
not tomorrow, not a week from today, but now. 

 Here are the three components of the Project: 
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a. Task:  Some program or activity which takes you closer to achieving your 
overall goal or purpose. 

b. Budget: The financial requirements to complete the task. 

c. Timetable: The time in which or by which the funds are needed so that the 
task may be started, or completed. 

 The timetable is usually expressed as a deadline for sending the contribution.  
Notice how the examples, which follow, integrate the deadline or timetable into the 
appeal.  Without the element of time, each of these three appeals suffers.  With the 
deadline, they take on an urgency which made each of them very successful fund raising 
letters. 

 In 1982, the federal government cut back funding for the Corporation for Public 
Broadcasting, this resulted in a lot of fund raising activity by public radio and television 
stations.  This excerpt is from a letter mailed by WDETFM, a public radio in Detroit, 
Michigan: 

 Let me make one final request.  I must meet with our 
finance director to review the station budget on August 
14th. 

 Please let me hear from you by August 14th so that 
decisions on cutting back can be made immediately if they 
have to be made at all. 

 In a one-page telegram, World Vision, appealing for funds to feed children in East 
Africa and Kampuchea, including this brief, tense paragraph: 

 COST TO CARE FOR THESE 28,000 CHILDREN ALONE IS 
JUST UNDER $600,000 IN NEXT 60 DAYS. 

 When the President of my alma mater, Abilene Christian University, retired, the 
Chairman of the Board wrote a letter raising funds for scholarship in honor of President 
and Mrs. John C. Stevens.  Here's the PS from that letter: 

PS We need to move quickly (and quietly) on this 
commemorative book so it will be ready in time 
for presentation to the Stevenses on November 1.  
Please fill out the information card with your 
name exactly as you want it inscribed in the book 
and mail it to me today with your gift.  Do it 
now, won't you. 
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Request Tables 

 When you have to sit down face-to-face with a prospective donor, deciding how 
much to ask him or her to give can be almost traumatic for some people.  It seems almost 
embarrassing to utter the words, "Would you consider giving $1,000?" 

 Fortunately for direct mail fund raisers, it's an easier process when your request to 
the prospective donors arrives in the mail.  The way I've categorized it, there are two 
basic approaches to determining how much to ask for, and one variation on both 
approaches. 

 The two approaches are the Range of Amounts and Giving History . 

Range of Amounts 

 The Range of Amounts approach is most often used in donor acquisition mailings.  
The reason for that fact is you really don't know how much to ask a purely prospective 
donor how much to give, so it make sense to list a number of options and ask them to 
give the amount that seems most appropriate to them. 

 You've seen this approach a dozen times.  It typically ends up reading something 
like these examples: 

 Would you please consider giving $15, $25, $50, 
$75, or perhaps, even $100?  If you're able, a very 
generous gift $500 or $1,000, would do even more to 
help us reach our goal. 

 Here's how this approach was used in a letter for WDET-FM, a public radio 
station at Wayne State University, Detroit, Michigan: 

 But tragically, we are still in very serious 
trouble.  We face a year end budget shortfall of 
$68,000. 

 I know you must face your own financial demands.  
But if you can afford $15, $25, $50 or even $100, it 
will help pull us out of this crisis without forcing 
us to change our programming or lower our standards. 

 Or, if you can send as much as $500 or $1,000 to 
WDET your generosity will go a long way toward solving 
all our financial difficulties. 
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 In a letter for The Southern Poverty Law Center, this range of amounts approach 
was used in the PS: 

PS Joanne's trial is only a few weeks away.  If you 
plan to give, then please answer my letter now 
before it is too late.  Your tax-deductible 
contribution of $15, $20, anything you can spare, 
is urgently needed now. 

 And last a political example.  This excerpt is from a letter signed by then 
Presidential candidate Ronald Reagan for the National Republican Congressional 
Committee: 

 I hope, since the Committee must raise $410,000 
immediately that you can return your survey and your 
contribution of $100, $200, $500 or perhaps even 
$1,000, by the deadline date stamped on the enclosed 
form. 

Giving History  

 The second approach to determining how much to ask for utilizes an individual 
donor's giving history, compared to a gift request table. 

 Here's the rationale for using a gift request table:  If a donor gave $25 the last 
time, then I should ask him/her to give at least $25 or more, the next time. 

 You set up a gift request table to programmatically select exactly what amounts 
constitute "$25 or more."  Here's an example of a gift request table which includes four 
progressively larger upgrade requests: 3

Base Gift Range Upgrade 1 Upgrade 2 Upgrade 3 Upgrade 4

0.01 14.99 15 20 25 35

15.00 19.99 20 25 35 50

20.00 24.99 25 35 50 75

25.00 34.99 35 50 75 100

35.00 49.99 50 75 100 125

50.00 74.99 75 100 125 150

75.00 99.99 100 125 150 200

      An UPGRADE is a request amount which is larger than the gift used to determine it.  A DOWNGRADE is a request amount that is 3

smaller than the gift used to determine it.
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 You'll notice the first column is headed, Base Gift Range.  That's not accidental.  
Many fund raisers disagree on which gift should be the base or reference gift for 
calculating subsequent gift request amounts. 

 The options are: The most recent, or latest gift 
    The largest gift 
    The average gift 

 Of course, if a donor has only given once, this problem is eliminated.  But, your 
selection of a base gift does effect the amount of money you raise.  You may use the 
following experience as a guide, but you should also test these guidelines to see if they 
hold true for your organization: 

 LATEST GIFT  -- Response tends to increase, but average gift tends to 
decline, in comparison with other base gift response. 

 LARGEST GIFT  -- Response drops a little, but average gift increases. 

 AVERAGE GIFT  -- Response is unaffected and average gift goes up.  This is 
probably the best of the three options. 

 If you think about how people give, you'll understand why these variations occur.  
Follow this scenario for just a few paragraphs: 

  Mrs. Brown gives $10 to the March of Dimes.  As time goes on, she 
gradually gives more -- $15, then $20, then $25. 

100.00 124.99 125 150 200 250

125.00 149.99 150 200 250 300

150.00 199.99 200 250 300 400

200.00 249.99 250 300 400 500

250.00 299.99 300 400 500 750

300.00 399.99 400 500 750 1,000

400.00 499.99 500 750 1,000 1,500

500.00 749.99 750 1,000 1,500 2,000

750.00 999.99 1,000 1,500 2,000 2,500

1,000.00 1,499.99 1,500 2,000 2,500 5,000

1,500.00 1,999.99 2,000 2,500 5,000 10,000

2,000.00 2,499.99 2,500 5,000 10,000 15,000

2,500.00 4,999.99 5,000 10,000 15,000 20,000

5,000.00 or more 10,000 15,000 20,000 25,000
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  Then one day she receives a very touching letter and writes a check for 
$100.  More money than she normally gives, but the letter really pulled on some heart 
strings. 

  She gets another letter, and she responds with a more typical $20 
contribution. 

 Here is a summary of Mrs. Brown's giving history, from a statistical point of 
view: 

 Asking Mrs. Brown to give another $100 is unrealistic.  It's more than she can 
really afford.  If you keep asking her for such a large amount, she may tend not to 
respond because she cannot meet your expectation of her. 

 Asking Mrs. Brown for $20 will increase the likelihood of a response, but it 
appears she's willing to give more than just $20. 

 Using her average gift of $31.67 as a base gift and the Gift Request Table, you 
would ask Mrs. Brown for $35, $50, $75 or $100.  The $35 request is well within her 
reach, but if she can afford to, you are also encouraging her to move up to a larger gift. 

 Here's an example I really like.  The language gives you "room to wiggle."  The 
request in this letter is based upon the largest gift.  This excerpt is from a membership 
renewal letter for the Republican National Committee: 

 I really hesitate to suggest a certain amount for 
you to give, but I know from our Party records that 
you have given as much as $50 in the past, Mr. Himes. 

 As a minimum, I hope you will be able to send the 
same amount now.  But frankly, I am hoping you will be 
able to send as much as $75 to the Republican National 
Committee. 

An Important Warning  

Total gifts: 6

Total contributions: 190

Latest gift: 20

Largest gift: 100

Average gift: 31.67
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 When you use base gifts in the text of a letter, be sure to round off the base gift to 
avoid strange look amounts, such as $31.67.  If you don't, your letter really comes off as 
looking silly. 

 Read this letter from a Republican Congressman, running for reelection.  Just for 
reference, the latest gift in this case is $48.11: 

 You know how deeply concerned I am to ask for 
your help again so soon.  I told my finance committee 
the only people to turn to now were our most loyal 
friends, like David Himes. 

 If you could possible send a contribution of 
$96.22 or $48.11, you could make the difference in 
this campaign.  We've only got three weeks to go.  Can 
we PLEASE count on your help again?  Please let us 
hear from you today.  Thank you. 

Bob 

The Variation:  Incremental Request Amounts 

 I said there is one variation on both the Range of Amounts and Giving History  
approaches.  I call it Incremental Request Amounts. 

 Incremental request amounts can work effectively for either donor acquisition and 
donor renewal.  You can use a fixed set of amounts, just as with the range of amounts.  
Or, you can base the incremental request upon the donor's giving history. 

 The point of this incremental approach is the amount you ask for is a multiple of 
an actual component cost of the task you are seeking to accomplish, such as:  

 the cost of a radio spot,  
 the cost of printing a bible,  
 the cost of sending a child to camp,  
 the cost of feeding a hungry child for a day, 
 the cost of one night's shelter for a homeless person. 

 Here are some examples. 

 WDETFM, Public Radio in Detroit, raised money to underwrite its programming 
cost, which the letter reported was an average $80 per hour.  Here's how their 
"Emergency Reply Memorandum" displayed the options: 
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 I agree it would be far better to avoid having to take any 
program off the air because of a lack of funds.  So I am 
enclosing the following contribution: 

[ ] $40 to underwrite the cost of a 30-minute program; 

[ ] $80 to underwrite the cost of an hour program; 

[ ] I want to underwrite       hours of programming at $80 per 
hour, so here's my check for $           . 

[ ] I can't underwrite quite that much, but here is my 
contribution of [] $15  [] $25  [] $50  [] $     . 

 One of the American Bible Society's most successful fund raising offers was the 
Bible-A-Month Club.  It sought monthly contributions of $2 per month.  That's what it 
cost to print and distribute one copy of the Bible. 

 Save the Children Federation, a few years back, said it cost 52 cents a day to 
feed and care for one child.  That's $192 per year, so their contribution form read like 
this: 
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 Yes, I want to help! 

 I will sponsor a [] boy  [] girl  [] either. 

 I will remit my $192 per year sponsorship 
contribution as follows and enclose my first payment: 

 [ ] $48 quarterly [ ] $16 monthly 
 [ ] $192 now  [ ] $96 semi-annually 

 Instead of becoming a sponsor, I am enclosing 
$_____ for the SCF General Fund. 

 This last example is one of my favorites.  It was used by the McGovern for 
President campaign in 1972.  The campaign was dubbed the Newspaper Advertising 
Sponsorship Project. 

 The letter described the goal of this advertising campaign was to insert 20 million 
advertising folders in newspapers across the country.  Here's how the contribution form 
read, in part: 

Dear Senator McGovern 

 Yes, I want to contribute to the cost of folders 
and envelopes to be inserted in Sunday newspapers.  
Enclosed is my contribution of: (check one) 

 [ ]  $ 11.25 (Sponsors  1,000 inserts) 
 [ ]  $ 22.50 (Sponsors  2,000 inserts) 
 [ ]  $ 56.25 (Sponsors  5,000 inserts) 
 [ ]  $112.50 (Sponsors 10,000 inserts) 

Methods of Giving 

 The METHODS OF GIVING specify the ways your donors can actually transfer 
their contribution to your organization.  The methods you use in your direct mail 
packages have a important impact on the form of the response from you donors. 

 Here are nine different methods your donors can give to you.  Maybe you can 
think of additional methods.   

  1. Cash 
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  2. Check 
  3. Pledges 
  4. Credit Card 
  5. Debit Card 
  6. Bank Draft 
  7. Electronic Funds Transfer 
  8. In kind (property or services) 
  9. Payroll Deduction 

 The real issue here is not the specifics of any one method of giving.  The issue is 
how easy it is for your donors to make a contribution to you.  The more difficult the 
decision of how to give, the fewer people who decide in your favor. 

 Asking for cash (which I really discourage because of the problems it creates in 
your own processing procedures) or a check does not effect the likelihood of a positive 
response.  An important psychological component of the act of giving is the activity of 
writing out the check, or pulling cash out of your pocket. 

 But the other seven methods listed above have varying, but somewhat negative, 
impact on the ultimate response. 

 Asking for a pledge might get more response initially, but very few organizations 
collect all of the money people only "pledge" to give. 

 Asking your donors to use a credit card to make their contribution works for 
some groups and not for others.  Public radio and television stations seem to have the 
most success.  The other non-profits which seem to succeed with credit cards seem to 
"sell" premiums more than "collect" contributions.  In general terms, credit cards are 
becoming more and more acceptable to donors as a method for their donations.  YouÕll 
need to test this within your own contributor database to see if it helps or hurts response. 

 There are even a few examples of churches allowing their members to charge 
their Sunday contribution on credit cards.  I'm skeptical it will catch on -- but I've been 
wrong before. 

 A Debit Card is similar to a credit card -- except that the amount of the "charge" 
to a debit card is immediately deducted from your checking account rather than 
accumulating for later billing. 

 Bank Drafts and Electronic Funds Transfer are two approaches to the same 
solution -- although EFT is a slightly broader concept.  Both of these approaches allow 
the receiving organization to, in effect, write a check on the donor's bank account.  The 
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donor controls the amount of the check and the frequency (which can be from a one-time 
event, to once a year, once a month, even once a week). 

 The difference between these two is the process used to accomplish the task.  
Bank drafts are a paper document -- similar in every way to a check.  EFT is 
accomplished by computer.  Both require written authorization from the donor, which 
may be revoked at any time. 

 The advantages of these two techniques is this:  Once signed up, donors often 
remain signed up for a very long, reducing fund raising cost and often increasing the total 
amount a specific individual gives. 

 The disadvantage is difficulty of securing the written authorization.  Attempt this 
approach only with donors who have been giving for a long time. 

 In kind  contributions refer to gifts of something other than cash -- most often 
property, securities or services. 

 An accounting firm might donate its services for an annual audit of your financial 
records -- a useful and valuable service.  An individual might donate art, or land, or stock 
certificates, or gold bullion, or bonds ... the list goes on nearly forever. 

 Payroll Deduction is becoming less and less common, with the single exception 
of United Way and the affiliated Combined Federal Campaign.  For most other charitable 
organizations, it is an impractical approach to collecting contributions. 

Incentives and Premiums 

 Offering INCENTIVES or PREMIUMS usually improves response by motivating 
contributions from people who might not otherwise give.  If they don't succeed in 
increasing response, you cannot justify the cost of offering them to your donors. 

 At the risk of confusing you, let me explain how I differentiate between incentives 
and premiums.  This difference is not in the dictionary -- it's a difference I impose on the 
use of the words, "premium" and "incentive."  This difference is purely for convenience. 

a. An INCENTIVE is something of value sent prior to receiving a contribution -- an 
"up-front" offer. 

b. A PREMIUM is something of value offered prior to receiving a contribution and 
sent only after receiving a contribution -- a "back-end" offer. 
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 You've got to give careful consideration to the effect incentives and premiums 
have on the nature the "transaction" between the donor and the organization. 

 Traditionally, a donor gave money to a charity and the only compensation to the 
donor was personal gratification -- and maybe a small tax break.  But with the increased 
competition for contributions, we, as fund raisers, may be changing the nature of this 
"transaction."   

 If you change the transaction from a gift to a purchase, by giving the donor a 
valuable incentive or premium, you may no longer have a donor, but rather a buyer -- you 
may no longer be perceived as a charity, but rather as a business.  Either perception is 
bad. 

 One of the guiding and fundamental principles of fund raising is: 

 People renew when the situation in which they first gave is recreated. 

 Translated into everyday, working language:  Tippers tend to stay tippers.  Buyers 
tend to stay buyers.  People who respond to surveys continue to respond to surveys.  You 
get the idea. 

 So, if you get someone to give for the first or second time, or upgrade, by offering 
a premium or incentive, you may be compelled to use a premium or incentive to motivate 
them to give or upgrade the next time. 

 This catch is the dilemma and danger of premiums and incentives. 

 As a matter of principle and strategy, I use as few incentives and premiums as I 
can.  Hopefully, the reasons are clear at this point. 

 But the reality, today, is that you cannot avoid premiums and incentives 
completely.  If you avoid them, you are probably not doing as well as you could do if you 
used them.  There is a degree to which donors expect you to conform to the most 
common practices of the other groups who solicit them by mail.  If you fail to conform, 
you fail to get contributions. 

Intrinsic vs. Perceived Value 

 When I use a premium or incentive, I try to select something which has value only 
in the "eyes" of the donor; such as certificates or autographed photos. 
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 A gold-plated medallion has intrinsic value, a value separate and apart from 
whether you like the medallion.  In contrast, a photograph of Bill Clinton or George Bush 
taking the oath of office has only perceived value, a value given the photograph because 
you like it.  If you voted against these Presidents, their photograph has no value at all. 

 Premiums and incentives with intrinsic value have two problems.  First, they 
change the "transaction" from a contribution to a purchase.  Second, the cost of an 
intrinsically valuable premium or incentive, may often be too high, and result is a less 
profitable mailing. 

 By contrast, a premium with only perceived value, such as a photograph, may cost 
only $0.35 to produce, but stimulate an increase in response equal to the increase 
stimulated by the premium with intrinsic value. 

 This was the case in 1981, when the National Republican Congressional 
Committee tested incentives in a donor acquisition package over Ronald Reagan's 
signature. 

 The test packages were identical except for the description of the premium 
offered.  The control package offered no premium.  Premium No. 1 was a gold-plated 
Inaugural Medallion, featuring Ronald Reagan's profile.  Premium No. 2 was a color 
photograph Reagan taking the oath.  The photo also carried a reproduction of the 
President's signature. 

 The following table demonstrates how these different premiums effected the net 
income from these donor acquisition mailings. 

Premium Test Results 
(Net Income Per 1,000 Letters Mailed 

 It takes no genius to figure out the NRCC chose to mail Premium No. 1 on a 
continuing basis -- nearly 35 million letters in eight months. 

 You must always examine the results of premium tests carefully.  Net income is 
not always the only criteria.  For donor mailings, net income is probably the most 
common criteria.  For donor acquisition, response rate may be equally important. 

List Type Control Premium No 1 Premium No 2

Newsletter Subscribers $ 180 $ 440 $ 100

Republican Voters (40) 50 50

Conservative Donors (30) 140 40
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Examples of Premiums & Incentives 

1. Membership card:  People simply like to be members of exclusive groups, and 
that is what a membership card connotes.  The card itself may be paper, soft 
plastic (like many insurance cards) or embossed hard plastic (like a credit card).  
The embossed hard plastic card is both the most expensive and the most effective. 

2. Return address labels:  Probably every adult American has received a set of these 
labels.   

  Return address labels are typically used to give a person something of real 
value and instill a sense of obligation to "pay" for the labels by making a 
contribution.  The problem created by this approach is that you have found buyers 
rather than donors, and therefore, you must "sell" them something else to get 
more money. 

  However, many organizations use return address labels successfully.  
You'll have to determine for yourself if you think they are right for your group. 

3. Stamps:  The most well known users of stamps are Easter Seals and Christmas 
Seals.  If you're like most people today, you can't even recall quickly what these 
seals or stamps are for, or what the money given for these seals is used for.  
Traditionally, they've had an effect similar to the effect of the "return address 
label."  However, I believe stamps/seals might be used effectively by very broad-
based public interest groups. 

4. Certificates:  Certificates of appreciation are either underused or overused.  Most 
groups under utilize them.  And a few, especially political oriented ones, overuse 
them.  But disregarding that fact, every group should send a certificate of 
appreciation to their donors at least once each year. 

5. Lapel Pins:  Lapel pins have a similar impact as membership cards.  However, 
since they are more expensive and more difficult to distribute, they aren't used as 
often.  Most frequently, you will see them used with the larger "annual gift" 
programs; e.g., $1,000 per year. 

6. Newsletters:  The problem with most newsletters is they are written by the public 
relations department or the executive director, rather than by the fund raising staff.  
But regardless of who writes the newsletter, it can make an effective premium.  
Offer to send it every month, and include a BRE, when you do. 

  Newsletters are most effective when used as one part of a package of 
premiums which you give to members of an upgraded donor group. 
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7. Photographs:  People love photographs.  Especially, photographs of people.  If 
you send the photograph with the direct mail promotion, be sure to write a 
handwritten note on the back.  If it's sent as a back-end premium, make sure it's in 
color and autographed. 

8. Books:  Books should be offered mostly as premiums, although I've seen them 
used successfully as incentives -- it just makes for a very expensive package.  In 
fact, I occasionally see them in donor acquisition packages.  The book should be 
relevant to your cause. 

  Once I offered signed, hardback copies of a book by former Secretary of 
the Treasury, William E. Simon, in return for an extra $25, above their regular 
gift.  It lifted response by 15 percent and more than covered the cost of 
fulfillment. 

9. Limited Edition Prints:  In 1978, Bill Bradley, the basketball player turned 
politician, campaigned for the U.S. Senate.  In exchange for a $50 or $100 
contribution (I can't remember which amount it was), each donor received a 
limited edition print of a portrait of Bradley by sports artist, Leroy Neiman.  I like 
the technique. 

  The Republican National Committee gives its' major donors, known as 
"Eagles," a limited edition print of an eagle. 

10. Medallions:  You can use a medallion like Bradley used the limited edition print.  
One caution:  I don't recommend medallions for acquisition mailings.  One 
recommendation:  Limit the use of medallions to larger gifts.  In both of these 
cases, my rationale is based upon the cost of a medallion.  It is simply quite high 
-- and if you're not cautious, you'll be "selling the medallion" rather than 
rewarding an act of giving. 

11. Flags:  For political causes, patriotic causes, or any campaign which can be 
related to our national pride, consider how you can use a small flag, or even a 3'x 
5' flag. 

12. Invitations to Special Events:  Your direct mail donors want the same kind of 
treatment you give your major donors.  But just because I recommend you send 
your donors an invitation, don't think I expect you to give them a ticket for free -- 
ask them to pay. 

  I used this approach for the National Republican Congressional 
Committee in 1987 -- and sold 615 tickets, for $1,500 each, to a major event.  
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Some of these tickets were sold to people whose largest gift before that moment 
was only $25. 

13. Calendars:  This is a premium I have never understood.  But nearly every non-
profit groups which raises money from the public can probably use a calendar 
effectively.  You can mail it to donors as an premium in late September or 
October.  You can also offer it as an incentive to prospective donors during the 
same time frame. 

  As with greeting cards, you must be careful not to send either your donors 
or your prospects an invoice or bill for the calendar -- that's a violation of FTC 
regulations regarding unsolicited merchandise. 

14. Seasonal Greeting Cards:  (Christmas, Easter, Thanksgiving)  Give your donors a 
set of 10 to 12 cards, designed for the appropriate holiday.  Then ask them to 
contribute to make a donation.  Do not tie the gift request to the cost of the cards, 
but rather to your fundamental cause.  You can also send a couple of follow up 
letters to those who don't respond to your first request. 

  Greeting cards have worked for church groups, nature causes, political 
parties, colleges, environmental groups, animal welfare groups -- you name the 
group, and greeting cards have worked.  I can't always explain what works. 

 This list is not intended to be a complete list.  These 14 premiums/incentives are 
just some that can be used by a large variety of groups.  Always be on the look out for 
good incentives and premiums.  The best premiums/incentives are usually not expensive, 
but they represent something of value to your donors. 

Involvement Techniques 

 Involvement techniques can dramatically improve response by getting the reader 
involved in the contribution form.  Unfortunately, many nonprofit organizations have 
failed to take advantage of what these techniques can do for their mailings. 

a. Yes/No envelopes:  Your letter must pose two dramatic alternatives or questions.  
Then you enclose two separate envelopes, perhaps, even of two colors:  red for no 
and green for yes. 

  The donor is instructed to return the reply form in the appropriate 
envelope. 

b. Surveys:  Especially for political campaigns and parties, surveys are among the 
most tried and true techniques.  The reply form becomes the survey questionnaire, 
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with a portion of the form or one of the questions devoted to the matter of sending 
a contribution. 

  In at least one instance, I've seen an organization successfully ask people 
who respond to the survey to give five dollars to help cover the cost of tabulation 
and reporting. 

  Remember, the purpose of the survey is to reinforce beliefs and values 
which will stimulate a contribution. 

  Surveys can be "closed" or "open."  Closed means multiple choice, true-
false or yes-no questions.  Open means you give the donor a few blank lines and 
ask them to write in their answers. 

c. Prepared checks:  The use of the Prepared Check, as best I can tell, originated 
with Morris Dees, when he was raising funds for the McGovern for President 
campaign in 1972.  The thrust of the letter was to motivate the donor to give a 
fixed amount for three consecutive months. 

  The reply form was composed of three checks already made payable to the 
McGovern for President campaign, dated in three consecutive months, with the 
donor's name and address computer-printed on the check.  Only the amount was 
left blank.   

d. Punch-out tokens:  You've probably seen this technique used most frequently with 
subscription solicitations.  The only fund raising letter I've ever seen which used it 
was a package from the American Bible Society.  This technique is not easy 
adapted for fund raising. 

e. Ballots:  The use of ballots as part of the reply form began in politics.  It is a 
variation of surveys and questionnaires.  Ballots are usually used with the choices 
are fewer. 

  The American Film Institute uses a ballot technique, annually, as part of a 
renewal program.  The package seeks member votes on the "Life Achievement 
Award," given once each year to someone in the film industry.  An extremely 
effective package. 

f. Reply memorandums:  When you can't think of anything else to do with your 
contribution form, call it a "Reply Memorandum."  At least this connotes they are 
supposed to send it back to you. 
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  The language on the memorandum should refer to how much the donor 
agrees with what you said in the letter and lead into identifying the amount of 
their contribution. 

g. Address correction form:  This idea, perhaps, has limited applications.  It would 
probably be most effective as part of a renewal series.  But the important point 
here is not just to ask for corrections, but verification of the donor's address.  
Request that the donor initial and return this form with his/her correct address -- 
and of course, send along another contribution for the cause. 

h. Mailing labels for premium fulfillment:  If you're offering a premium in exchange 
for a contribution, you may be able to simplify fulfillment by enclosing an address 
label as part of your package.  Be sure to instruct your donor to fill-in the label 
and return it to you with their check. 

i. Book plates:  If you offer a book as premium, use a book plate as an involvement 
device.  Ask the donor to fill in his/her name on the book plate.  When you 
receive it, paste the book plate in the front of the book and mail it back to the 
donor. 

j. Correct spelling of name for certificate or donor listing:  Ask your donor how he/
she wants her name printed on a certificate you will send later.  Some people like 
their mail addressed one way, but when you put their name on a certificate, they 
want it shown differently.   

k. Prayer request:  It should go without saying:  This technique applies only to 
religious organizations (in direct mail, never assume; always explain).  You 
simply give your readers several blank lines on the contribution form and urge 
them to write any prayer request they might have.  The Oral Roberts Evangelistic 
Association used this technique very effectively for a number of years. 

  Personally, I dislike this, but I acknowledge its effectiveness. 

l. Mail receipt acknowledgment for special report (Mail Audit Form):  Using this 
technique assumes you have enclosed something of substance as an enclosure in 
the package:  a certificate, a special report, a confidential plan, a membership 
card. 

  Then, you simply ask the donor to confirm they received what you sent, 
by returning the document, hopefully along with a contribution. 
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m. Signature line:  You can employ a signature line on almost every contribution 
form.  I encourage you to include such a line.  Signing your name is something 
everyone likes to do. 

  The last time you bought a new pen, did you try it out?  Ninety percent of 
the people who try out a pen sign their name.  Does that tell you anything?  Don't 
attempt to explain or understand it, simply take advantage of the fact! 

n. Name & address fill in:  Every contribution form must include space for the 
donor's name and address.  In the "old days," this space was only a few blank 
lines, labeled:  Name, address, city, state, zip. 

  Today, you probably use a label, or preferably type this information on the 
form. 

  For variety, try the old-style blank lines.  People like to fill in their name 
and address. 

o. Contribution history:  If your activity lends itself to periodic measurement, this 
can be a very effective technique.  I used several times for the National 
Republican Congressional Committee. 

  In several columns, going across the page, I showed, by year, how the 
donor's giving matched the number of new Republican members we elected to the 
U. S. House of Representatives. 

  Then, in the last column was the current year with a big question mark for 
the number of new Republicans and a blank for the amount they gave.  The letter 
obviously sought contributions to increase the number of new members.  Here's 
simple example of this technique: 

p. Personal Note:  This technique is similar in effect to the use of the prayer request.  
It takes the form of a note written by the donor.  However, this note is written 
back to the President of the organization or other leader to provide comments or 
insights from your donors. 

Year 1986 1988 1990 1992

How much you 
contributed $35 $50 $25 ?
How many 
Republicans won 176 182 172 ?
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  This technique is most effective when the personal note goes back to a 
person who is almost, if not completely, a celebrity. 

q. Mailgram authorization:  If you're involved in grassroots lobbying, this technique 
might be for you.  The premise is this:  You want to send a lot of mailgrams to 
elected officials to influence their vote on a particular issue.  Your reply form then 
becomes the authorization for you to send a mailgram in the name of the donor. 

  If you can't use the mailgram idea, perhaps there is some other form of 
action which your donors/members can "authorize" you to take on their behalf. 

r. Post cards:  Post cards are most often used by grassroots organizations, but not 
exclusively.  The concept is to ask for a contribution to forward the cause, but 
then also enclose post cards, addressed to the President or other elected officials. 

  These post cards usually express support for the goals and objectives of 
your organization.  The more specific the better. 

s. Christmas/Greeting Cards:  Enclose a seasonal greeting card.  Then, ask your 
donor to sign it and return it with their gift.  The card should be addressed to a 
very visible leader in the organization or to a recipient of the organization's 
services. 

  Prison Fellowship has a program which provides Christmas gifts to the 
children of many prisoners, who are very poor.  It's called the Angel program.  
One of the fund raising letters enclosed a tag which will be affixed to one of these 
gifts.  The donor is asked to sign the tag and return it with a contribution. 

  Could you do the same thing with a Christmas card or gift tag? 

t. Memorial Giving:  Few people aggressively promote memorial giving by direct 
mail.  However, you can easily construct a package which includes all the 
materials your donor needs to make a memorial gift.  Obviously, your reply form 
would include space for the name of the person being honored, the address of the 
person to whom notice of the gift should be sent, as well as the name and address 
of the donor. 

u. Third party postcard:  The only way to explain this technique is to describe its 
application.  I've only seen it used in one context, but perhaps you can utilize it. 

  A political party committee mailed a letter to donors asking for 
contributions to support a "Get-Out-the-Vote" campaign.  Enclosed were post 
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cards which carried a message from President Reagan encouraging the reader to 
vote. 

  Donors were asked to send a contribution, and then address the post cards 
to people they knew, to encourage them to vote. 

v. Confidential Plan/Report Approval:  Enclose a brief and preferably, very graphic 
presentation of your annual activity plan.  A campaign to accomplish some project 
or goal.  This plan should, of course, include an explanation of the cost. 

  Your reply form then becomes an opportunity for the donor to approve the 
plan and budget for the project -- along with the chance to contribute direct 
towards its completion. 

w. Petition:  Frankly, I can't imagine you've never seen this type of involvement 
device.  I seem to get three or four every week. 

  Once again, it tends to be used for lobbying.  The reply form includes the 
text of a petition statement and seeks a signature.  But, the same form includes a 
section where the reader can help "spread the word" by sending in a contribution 
to help. 

x. Birthday/Anniversary Cards:  This is also a variation on a previous idea:  the 
Greeting card.  If your organization is clearly identified with a very visible person, 
then you may be able to raise money to recognize and honor that person on an 
anniversary or birthday.  Simply enclose an appropriate card and ask the donor to 
return it with a check. 

y. Matching Gift checks:  Its similar to the Prepared Check, but with a little different 
twist.  This approach gives your prospective donor an example of exactly how to 
make out his/her check.  But its power probably lies in the premise of the 
package, which is that their gift, within certain explained limits, will be matched 
-- thus, effectively doubling the amount of their gift. 

 Fund raisers who work for universities have traditionally spoken of what they 
described as the "case statement" -- an elaborate and detailed rationale for raising 
millions of dollars for capital and endowment campaigns. 

 This chapter's focus on the Fund Raising Proposition attempts to draw attention 
to the details about how you ask your donors and prospective donors to give. 

 Naturally, the examples I've used are in the realm of direct mail fund raising -- 
that's what this book is about -- but, the substance of this chapter applies to every form or 
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technique of fund raising:  Personal solicitation, special events, telemarketing as well as 
direct mail. 

 As the competition for contributions increases, the focus on the issues raised in 
this chapter will increase.  Maybe it won't be described as the fund raising proposition -- 
but it will be the focus. 
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Mailing Lists
 The role of lists in direct mail fund raising has been debated for years.  The major 
question is usually phrased like this:  Which is more important, copy or lists? 

 I don't intend to give you the definitive answer, because there is none.  
Sometimes, itÕs the copy that's most important.  And at other times, the lists are more 
important. 

 But there is little doubt, that names and addresses are the life-blood of direct mail 
fund raising.  Without lists of names and addresses, you wouldn't have anyone to mail 
anything to. 

 There are two kinds of lists:  Donor lists and Prospect lists. 

 Your donor list consists of those people who have actually contributed to your 
organization. 

 A prospect list consists of non-donors (people who have not given to you) who 
you think are likely, or could be motivated, to contribute to your organization. 

Mailing List Basics 

 Given the definition of a prospect list, you are immediately faced with the 
dilemma of finding, then evaluating and selecting prospect lists for your donor 
acquisition program. 

 There are five broad categories of prospect lists: 

1. Your own internal lists (excluding your active donor list, of course). 
2. Donors to other non-profit organizations. 
3. Membership and subscription lists. 
4. Mail order buyers lists. 
5. Compiled lists. 

Here's Where You Find Mailing Lists 

 At one point, I considered listing about 50 different places you could go to find 
mailing lists.  But no matter how long such a list is, it is incomplete. 

Page !  of !45 139



!46

 So, rather than a detailed list, I will give you a general list -- which has only five 
sources:  List Brokers, Government Agencies, Organizations, Directories and Your Own 
Contacts 

1. List Brokers 

 If you've never worked with or spoken with a list broker, you should.  If you don't 
know one, look them up in the "Yellow Pages," under "Advertising -- Direct Mail." 

 In broad terms, list brokers can be helpful to you if your appeal is appropriate for 
a large number of people.  Those people may be geographically widespread or 
geographically concentrated -- but if you can't find rental mailing lists totaling 100,000 or 
more, you may feel a list broker can't help too much. 

2. Government Agencies 

 Agencies of all kinds keep lists of all kinds.  And most are available for purchase.  
Everything from child care providers, to voters, to hunting licenses, driver's licenses, 
automobile registration, CB licenses, business licenses. 

3. Organizations 

 Many organizations publish membership directories, or will allow you to rent or 
buy copies of their lists.  Sometimes, you can exchange a copy of your list for a copy of 
theirs. 

4. Directories 

 There are many different kinds of published directories.  You should explore them 
all and make use of any that seem appropriate. 

5. Your Contacts 

 You should try to capture and collect the name and address of every person you or 
anyone on your staff every talks to about what you do.  This may not be the fastest way to 
build up a list -- but the names are often among the most productive names you'll ever 
have. 

Telling the Best Lists from the Good Lists from Bad Lists 

 You have at your disposal, three types of criteria to evaluate whether any given 
list is a good list for you. 
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 Objective criteria consist of known characteristics of your donor list which you 
can use as criteria for selecting prospect lists.  These characteristics include: 

a. demographics 
b. psychographics 
c. mail source 
d. giving history 

 Subjective criteria consist of your analysis of any factor which indicates the 
likelihood the people on a particular list will respond to your request for support. 

 The ultimate criterion, or evaluation technique, is a test mailing, where, regardless 
of the first two, you actually find out how well a specific list responds to your appeal. 

Getting Your Hands on a Mailing List 

 After you've identified a mailing list you want, there are six ways to obtain a it:  
Rent it, buy it, exchange your list for it, compile it yourself, have someone give it to you, 
or steal it.  As you might guess, some of these ways are preferable to others. 

How to Get the Most from Your Best List 

 Your best list is your own donor list.  Maybe that seems obvious, but even if it is, 
a lot of non-profit organizations have not yet learned how to get the most out of their 
donor list.  At the very least, your donor list is the principle source of direct mail income 
for your organization.  But that's not all it's good for. 

a. Data to help you identify prospective donors. 
b. A source of volunteers, workers and leadership. 
c. A source of additional names, via referral mailings. 
d. A source of public support for your programs and projects. 

 However, before you can actually get all of this out of your donor list you've got 
to learn how to take care of it, and then how to segment and manage your donor list.  
Let's begin with list maintenance. 

Keeping Your Lists Up-to-date 

 Proper list maintenance preserves the value and usefulness of your donor list, and 
other mailing lists. 
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 The question, of course, is no longer should you computerize your donor list, but 
rather, where to maintain your list, using what software on what hardware.  The options 
available to you seem endless. 

 If your list is small -- perhaps, only 400 to 500 names -- using a personal 
computer with an off-the-shelf database program and integrated word processing package 
is the right approach.  But only if your reporting requirements are simple. 

 On the other hand, if you have 1,000 donors and your faced with the trials and 
tribulations of the reporting requirements of the Federal Election Commission, it's going 
to be worth your while to explore the world of specialized software for fund raising. 

Techniques for Maximizing Net Revenue, or Segmenting a Donor 
Mailing  

 List segmentation techniques improve results from mailings by identifying the 
people most likely to give to any particular appeal.  In addition to simply improving 
results, you might also segment your donor list for testing, package variations, cost 
control and/or response analysis. 

 Regardless of the purpose for list segmentation, it is most often accomplished by 
defining different segments based upon some set of objective criteria.  Here are some of 
the most common criteria: 

 Giving Characteristics -- these characteristics describe the giving behavior of a 
donor.  These characteristics are the most commonly used criteria for selecting or 
segmenting a donor file. 

 a. Recency -- typically, recency is defined either by the calendar year in 
which a person last gave, or the number of months since their last gift. 

 b. Frequency -- typically, frequency is defined either as the total number of 
gifts a person has made, or the number of gifts in a defined period of time. 

 Personally, I usually define frequency as:  The number of gifts made during the 12 
months prior to, and including, the last gift. 

 c. Monetary Value (or gift amount) -- there are several choices for what 
number to use here:  First gift, Last gift, Largest gift, Average gift and Total gifts are the 
most common.  I prefer to use the average gift. 
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 Package Characteristics -- these characteristics describe the appeals to which a 
person has responded.  While I believe these may be as significant as giving 
characteristics, few fund raisers have found an approach which easily incorporates these 
data into their segmenting decisions. 

 a. Techniques -- what techniques has this donor responded to:  Membership 
cards, surveys, ballots, petitions, the list goes on and on. 

 b. Theme -- What content themes has this donor most often responded to, 
and which ones has he/she never responded to? 

 c. Timing -- Is there a pattern to the timing of when this donor gives or 
doesn't give? 

 d. Source Credibility (Signature) -- Is this donor more or less likely to 
respond depending on whose signature is on the letter? 

 Demographic Characteristics include a wide range of objective facts which can be 
known about people.  Most commonly, this information is the information collected by 
the Bureau of the Census.  It includes data such as: 

 Check with the Bureau of the Census for a more complete list of the data which is 
generally available under the description of demographics. 

 Psychographic Characteristics are similar to demographics, but this set of facts, 
rather than being purely descriptive, seems to tell you something about the type of people 
on your list: 

• What magazines do they subscribe to? 
• What kind of cars to they own? 
• Where do they worship? 
• What is their political affiliation? 
• What groups are they members of? 

 Once, Time Magazine mailed subscription offers to the new residents at their 
subscribers' old addresses.  If a subscriber moved, a subscription offer was mailed to the 
old address.  The circulation people at Time theorized the people who moved into one 
subscriber's old address might be the kind of people who would subscribe to Time. 

Age Education Race

Occupation Housing Income

Sex Geography Children
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 Frankly, I don't know if the promotion worked -- but at least that example gives 
you an idea of how psychographics might be applied. 

 Environmental Factors, currently, are almost ignored in any objective analysis.  
Although, you probably intuitively consider them when you plan a mailing schedule. 

 Political campaigns mail more often as an election approaches.  The Salvation 
Army mails more as Christmas approaches.  These strategies seem natural. 

 Here are environmental factors I believe you should consider -- in a more 
objective manner: 

a. Political climate -- Not just whose in office and how people feel about them; but 
also what are the pressing issues being written about in the press.  How does your 
constituency feel about the country as a whole? 

b. Economic climate -- Look at the government measures of the economy.  
Typically, as the economy begins to turn sour, it becomes more difficult to attract 
new donors, easier to renew previous donors. 

c. Public Relations climate -- How does the public (your constituencies, especially) 
perceive you?  Positively, negatively or are they neutral?  Neutral is the worst.  
Are you in the news at all? 

 There are two approaches to utilizing all of these criteria in establishing or 
defining the segments in a mailing. 

Traditional Approach to Donor List Segmentation 

 The traditional approach makes everything subjective except for the giving 
characteristics.  You take all those other criteria into consideration, but only informally.  
The only formal criteria used is giving history. 

 You would specify your selection of donors for a given mailing by identifying the 
age of the donors, the range of their gift amount, and on occasion, the frequency of their 
giving.  Here's an example of how the traditional approach would appear when put down 
on paper: 

Recency Gift Range Frequency

1-12 months $5.00 or more ALL

1-12 months Less than $5.00 2x or more
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 The traditional approach to segmentation falls short, not in concept, but in 
execution.  Where is the line between a donor you should mail to again and one you 
should stop mailing to?  How does the package you're about to mail effect the definitions 
of your segments?  Should you mail the $25+ 24 month donors, but not the $15+ 24 
month donors? 

 With more and more experience in making these selections, you can get better and 
better, but even the most experienced professionals must admit this approach is still only 
an educated guess. 

 And that fact has led to the development of an automated (or at least 
computerized) approach to segmentation that is most often called scoring. 

Scoring Approach to Donor List Segmentation 

 Scoring involves three basic concepts.  First, the application of numerical values 
to a set of evaluation criteria.  Second, the statistical analysis of those criteria, often using 
very sophisticated techniques (usually done with a computer, because to do them by hand 
would take nearly forever).  Third, and last, the evaluation of the analysis which leads 
directly to the definition of segmentation criteria. 

 Perhaps the major advantage of a scoring approach grows out of the fact that you 
are using a computer to do most of the work.  Because of that, you can include more 
criteria in the evaluation process. 

 Not only can you include the giving history characteristics utilized in the 
traditional approach, but you can add numerous and significant other characteristics.  
Here are some of the more obvious ones: 

1. Giving History 
 a. Recency of gifts 
 b. Frequency of gifts 
 c. Amount of gifts 

13-24 months $15.00 or more ALL

13-24 months $5.00 to 14.99 2x or more

25-36 months $25.00 or more ALL

25-36 months $15 to 24.99 2x or more

25-36 months $5.00 to 14.99 4x or more

37-48 months $50.00 or more ALL

37-48 months $25.00 to 49.99 2x or more

37-48 months $15.00 to 24.99 3x or more
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Promotion & Response History -- what was the content, substance and techniques of the 
appeals this individual received and to which this person did or did not respond? 

 a. Issues 
 b. Signatures 
 c. Premiums 
 d. Involvement techniques 
 e. Themes 

3. Demographics -- especially as compared to the demographics of other donors. 

4. Timing -- is there a pattern to when people give and don't give? 

5. Economic Conditions 

 I have little doubt that any professional making segmentation decisions tries to 
consider as many of these factors as possible.  However, a computer can evaluate all of 
facts and make a decision about every donor, while you or I would have to make very 
broad judgments about large groups of donors. 

 The number of ways to utilize all of the factors seems endless.  There is probably 
a different scenario for every company which sells such a scoring routine -- of which 
there are an ever growing number. 

 Beginning below and on the next few pages, I describe a simplified version for 
Donor Scoring which I used, with some measure of success for the National Republican 
Congressional Committee.  Feel free to try it, change it, improve it.  But, if you do, let me 
know how it works for you. 

 A Donor Scoring Approach 
 To Selecting Donors for Fund Raising Solicitations 

 The traditional approach to selecting donors for any given mailing is to specify a 
series of parameters involving the recency, frequency and gift amount of donors. 

 Recency might be expressed in terms of: 

 1. The Calendar Year of the donor's latest gift, or 
 2. The Number of Months since the donor's latest gift. 

 Frequency might be expressed in terms of: 
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 1. The Total Number of Contributions the donor has given, or 
 2. The Number of Contributions the donor has given in a specified time 
period. 

 Gift Amount  (Monetary Value) might be a reference to: 

 1. Largest Gift, or 
 2. Latest Gift, or 
 3. Average Gift. 

 Specifying the optimal ranges for the selection of donors for a given mailing 
using the traditional approach is nearly impossible.  Without any doubt, direct mail fund 
raising professionals get better at it over time. 

 But regardless of the level of experience, this traditional approach is filled with 
imprecision -- and filled with assumptions, unspoken by the person writing the 
specifications. 

 This Donor Scoring Approach attempts to remove the imprecision and identify 
the assumptions resulting in the selection of any given donor for any given solicitation. 

 Beyond using some basic algebra, the Donor Scoring Approach is based, 
conceptually on two theories of mass communication: 

The Theory of Individual Differences 

 Among other things, this theory stipulates that people are different.  So different, 
that their individual response to any given communication is unpredictable with any 
reliability. 

 One person is different from another.  So, if you expect to predict the response of 
Person No. 1, you must look only at him/her.  Looking at Person No. 2 is not helpful in 
predicting the response of Person No. 1. 

 This may seem obvious, but in the traditional approach to donor selection, we 
may not adequately consider this freedom of and independence of action that each of our 
donors has. 
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The Theory of Large Numbers 

 This concept almost seems to contradict the theory of Individual Differences, but 
it doesn't.  The theory of Large Numbers states, in effect, that the larger the group of 
people you dealing with becomes, the more accurately you can predict the response of the 
group -- not the response of the individuals -- the response of the group. 

The Basic Concept 

 So, here's the concept behind Donor Scoring, I'm going to predict the response of 
the larger group by treating each individual as a large group, and then accumulating the 
resulting statistics. 

Variables 

 Now, let's define some variables.  For a little while, this will seem like high school 
algebra.  Remember when you were in the 11th grade and wondered why they made you 
take Algebra II.  You always said you'd never use, and now you will -- your education 
wasn't a waste after all! 

R Recency: One (1) divided by the number of solicitations mailed to an individual 
donor after the date of the donor's latest gift, if known, OR one (1) divided by the 
number of months since the date of the latest gift, if the actual solicitation count is 
not known; expressed as a decimal. 

F Frequency: The total number of donations, in the twelve months prior to and 
including the latest contribution, divided by the number of solicitations made to 
that donor during the same period, if known; or divided by twelve, if the actual 
solicitation count is not know; expressed as a decimal. 

A Average Gift, calculated after omitting the smallest and largest gifts, assuming the 
donor has made at least three gifts; alternate definitions for A are Latest Gift and 
Largest Gift.   

P Package, or Appeal Score, optional. 

E Environment, or Climate Score, optional. 

CU Cost per Unit of Solicitation (letter, phone calls, etc.), expressed in dollars and 
cents.  This piece of data must always be provided.  It is an independent variable. 

IU Income per Unit of Solicitation. 
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Calculating & Using the Donor Score 

 Since I can't predict whether any specific individual will respond to my 
solicitation, how do I decide whether to include or exclude a specific individual from my 
solicitation.  I change the question: 

 If I had 1,000 people just like this donor, how much money would I expect 
to raise from them using this solicitation? 

 Is the amount I expect to raise greater than what it will cost me to solicit 
these 1,000 people? 

 An Example 

 You have 1,000 donors.  Every time you solicit them by mail, 100 of them send a 
gift.  Every time, for the last 10 years.  The average gift from the 100 people who give is 
$50.  So, you can pretty accurately predict you will raise $5,000 ($50 x 100) the next time 
you mail a letter.  You can continue to solicit these 1,000 donors successfully and 
profitably, as long as you can keep the cost of your mailings under $5,000. 

 Obviously, your donors do not give as consistently as those in this example.  The 
effectiveness of your solicitations change.  The circumstances for your organization 
change.  Your donors change. 

 This Donor Scoring Approach provides you with a mathematical model which 
allows you to duplicate the predictions in my example -- in every solicitation you make. 

Rule No. 1 

 For every donor, if:   IU > CU 

 Then, the donor is selected for the solicitation. 

Formula No. 1 

 IU = (R x F x A) 

 This Formula has one required version and two optional versions.  The required 
version is shown, the optional versions use two additional independent variables:  P and 
E.  They are discussed as Formula No. 1a. 

Formula No. 1a 
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 IU = (R x F x A) (P) (E) 

 When you use Formula No. 1, your answer is "relatively accurate."  That is, the 
individual score for your donors ranks them correctly from the best to the worst.  But the 
result does not provide an absolutely accurate prediction of the amount of money you will 
raise from your solicitation. 

 The revised formula above results in a score which is an accurate prediction.  Let 
me explain why this is true. 

 You know from experience, that one solicitation is more successful than another.  
These differences are accounted for by the content of the solicitation, the techniques used, 
the medium which delivers the message, the source, incentives & premiums, the time of 
year, the general condition of the economy, the general awareness among your donors of 
your organizations specific situation and other variables I may have missed. 

 For the purpose of scoring, I divide these additional variables into two additional 
scores:  the Appeal (or Package) Score -- P -- and the Environment Score -- E. 

 Adding either one or both of these additional factors increases the likelihood that 
the formula produces an absolutely, rather than just relatively, accurate prediction of 
response. 

 In practice, I have not yet developed a completely satisfactory method for 
calculating a score for these two variables.  But I have some basic ideas and suggestions. 

 For both of these scores, 1.0 means they have no effect.  A score of less than 1.0, 
means you expect the total response will be below average.  A score of more than 1.0 
means you expect the total response will be above average. 

 In the interim, until I can tell you how to calculate P and E more precisely, here's 
one example of how you can use P. 

Selecting Donors For Solicitations Using Different Media 

 For example:  Mail vs. Telephone 

 In my experience, when calling donors to make pledges over the phone, the 
pledge rate (that is, the percentage of donors willing to make a pledge) is three to five 
times greater than the average response rate to a direct mail package. 
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 But the unit cost of the solicitation is also higher.  While a typical direct mail 
package might cost $0.40 each, a phone call with follow up letter may average as much 
as $3.75 per completed call. 

 In order to properly utilize Formula No 1a, as defined earlier, you should use a 
value of 3 to 5 for P.  This has the effect of raising each individual score.  This is 
necessary because of the increase in the unit cost of solicitation you use in Rule No. 1. 

 If you utilize fund raising media other than mail or phone, you can calculate a 
specific value for P for that medium, by comparing the typical response rate of that 
medium to the typical response rate for your direct mail program. 

Package Score 

 Here is my latest scheme for calculating the value of the Package or Appeal 
Score.  If you have some additional ideas or suggestions, I'd welcome them.  And I 
promise to give you credit. 

Variables 

T Theme:  a relative score from 0 to 10 indicating the percentage of the Total 
Population who rate the theme or basic content of the letter as important or very 
important (normally based upon survey research). 

D Involvement Device (or Technique):  a relative score from 0 to 20, reflecting the 
percentage of donors who have given in the most recent 24 months who have, at 
any time, responded to a fund raising appeal which utilized this involvement 
device or technique. 

N Incentive or Premium:  a relative score from 0 to 20, reflecting the percentage of 
donors who have given in the most recent 24 months who have, at any time, 
responded to a fund raising appeal which utilized this incentive or premium. 

S Source:  a relative score from 0 to 50, reflecting the percentage of the Total 
Population who can recognize the name of the source of the message; e.g., signer 
of a letter. 

M Media:  Mail, Telemarketing, Print Ad, Television, Radio -- an expression of the 
relative response rates of the various media, where the response rate of Mail 
equals 1.00.  

Formula P = (T+D+I+S)M 
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Environment Score 

 Here are three strategies for developing a value for the Environment Score.  My 
latest efforts have focused on Strategy No. 3.  Each strategy has some strengths and 
weaknesses.  Let me know how you think each of these strategies work for you. 

Strategy No. 1 -- Independent Variables 

 Develop a formula using a set of independent variables.  The specific variables 
probably need to vary, depending upon the organization for which this formula is 
developed.  Here are some variables I considered when I worked for the Republican 
Party: 

1. Consumer Price Index, nationwide. 
2. Unemployment, nationwide. 
3. Disapproval Rating of a Republican President. 
4. Disapproval Rating of a Democratic President. 
5. Thermometer Rating of the Republican Party. 
6. Percent of Population saying the country is moving in the Right Direction. 
7. Percent of the Population identifying themselves as Strong Republicans. 
8. Number of months until the next general election. 

Strategy No. 2 -- Response Trends 

 Track the response to a consistent solicitation mailed to a group of donors 
consistently defined.  Use the resulting data to track trend lines. 

 On the same day of each month, mail a relatively generic package to some 
selection of names.  The variation of the response to this mailing would provide a "real 
life" measure of the relative political fundraising climate. 

Package Options 

1. Statement with Newsletter 
2. Statement without Newsletter 
3. A specially developed generic package 

List Option & Problems 

A. Recent donors:  Although, their response would be skewed by the impact of the 
regular mail program. 

B. Inactive donors:  Their response would be affected by the barrage of mail they've 
received in the past. 
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C. Prospects:  The problem is how to choose them. 
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Package Design

 Fundamentally, direct mail fund raising is an attempt to be as personal as possible.  
So my first guideline for how a package should look is this: 

Every fund raising letter should look, as much as possible, as if it was prepared 
individually for the person to whom it was mailed, by the person who signs it, or 
by an assistant to the person who signs its. 

 There are, of course, numerous exceptions, even to this most basic guideline.  
Most of the exceptions are justified for economic reasons or production reasons.  But 
many of those exceptions shouldn't be tolerated.  I feel many professionals allow 
themselves to get too far away from this guideline too quickly. 

 The result of all these exceptions is that much of the fund raising mail people 
receive is easily and quickly identifiable as fund raising mail.  And the result of this quick 
recognition is quick disposition in the ubiquitous "file 13." 

 The importance of varying the overall appearance of you package increases as 
your mailing frequency increases.  If you're mailing once every two or three months, it's 
probably a net positive if your donors recognize the general appearance of your fund 
raising letters.  However, if you mail once each month, the overall appearance of your 
packages should vary so the donor does not immediately assume the letter is a fund 
raising appeal.  Under these circumstances, the material in this chapter becomes more and 
more important to the continuing and sustained success of your overall fund raising 
efforts. 

 Now, having provided you the most fundamental guidelines, let's get into the 
milieu of variables with which you are faced when you begin to determine the graphic 
appearance of a direct mail fund raising letter. 

Production Formats 

 The production issue to consider is what you want the package to look like 
overall.  I call this the format .  The format defines the first-impression the reader has of 
your package, based upon its graphic appearance and production characteristics. 

 The individual decisions you make about the carrier envelope, the letterhead and 
the other components in each package grow directly out of the format you select for the 
package. 
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 And the selection of the proper format grows out of your overall strategy and 
package mix.  The more frequently you mail to your donors, for example, the wider 
variety of formats you should use.  And conversely, the less frequently you mail to 
donors, the more consistent and almost uniform your letters should look. 

 As far as I'm concerned, there are four production formats:  collection, personal, 
commercial and specialty. 

Collection Formats 

 Collection formats include statements, notices, reminders, and slips.  They 
generally are very simple and inexpensive packages, including a single sheet of paper, a 
reply form, a return envelope and a carrier envelope. 

 Many of the largest charities, such as March of Dimes, the Salvation Army, the 
American Cancer Society and the Easter Seal Society, use slip packages predominantly. 

 To use a collection format effectively and appropriately, you should have a very 
loyal and long term group of donors, or as is the case with many of the major charities, be 
so well known that people already know what they need to know about you. 

 If you mail frequently -- ten or more times each year -- you should include several 
collection packages in your mix.  I've seen collection formats work effectively when 
mailed as many as four times a year.  You can even add these mailings right on top of 
your regular mailing schedule. 

 Unless you have a lot of people who have pledged monthly, sending a collection 
piece more than once each quarter seems to depress results.  But you should do some 
careful testing to find out how your donors react to any mailing strategy. 

 Collection formats are often effective at renewing donors and reactivating some of 
your very old donors who haven't given more than two years. 

Personal Formats 

 Personal formats include any package which simulates a personal letter. 

 A personal format does not necessarily mean a personalized format.  Any format 
can be personalized -- because personalization is simply the printing of individual data in 
a letter, reply form or carrier envelope.  But personalization does not make a package 
personal.  It's the overall impact that determines whether or not a package is truly 
personal. 
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 The possible variations of a personal format are endless.  And this endless variety 
actually may be its biggest downfall.  Because so many people try to use this type of 
format, they try to add unnecessary or even conflicting elements to the letter -- actually 
making it less personal rather than more personal. 

 The fundamental guideline with which I began this chapter applies most directly 
to this format, so let me repeat it, just for emphasis: 

Every fund raising letter should look, as much as possible, as if it was prepared 
individually for the person to whom it was mailed, by the person who signs it, or 
by an assistant to the person who signs its. 

 The implications of this guideline are so simple they are often overlooked.  It 
means you indent paragraphs rather than use a block style.  It means you use a closed 
faced carrier envelope, individually addressed (if you can afford to).  It means you use 
personal letterheads.  Less typesetting, more typewriting.  It means fewer enclosures and 
lower production values for the enclosures you do use (by lower production values, I 
mean you don't include slick brochures, but you might include a photocopy). 

Commercial Formats 

 Commercial formats give the reader the immediate impression that this package is 
"selling" something.  Most of what your readers call "Junk Mail" falls into this category.  
Packages in this category use a lot of teaser copy and graphic design elements.  Typically, 
they include multiple enclosures, such as brochures and lift letters. 

 Most commercial packages fall into three categories. 

1. Traditional packages -- the most common package:  a no. 10 window carrier 
envelope, an un-personalized, offset printed letter, a brochure, a business reply 
envelope and a reply card/order form with a label which shows through the 
window, mailed third class. 

2. Oversized carriers -- one of the easiest ways to deviate effectively from the 
traditional commercial package is to use a larger carrier envelope.  The most 
common oversized carrier envelopes are 6"x 9" and 9" x 12". 

 These oversized carrier envelopes make the individual letters stand out when the 
recipient removes the letter from the mailbox. 

3. Self Mailers (newsletters) -- these packages, as the name implies, mail without a 
traditional carrier envelope.  Often they consist of a single sheet of paper, folded 
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in imaginative ways.  Their biggest advantage is lower cost -- but they also suffer 
from lower response. 

 The only common use of self-mailers by direct mail fund raising groups is a 
newsletter with a business reply envelope nested inside the newsletter. 

Specialty Formats 

 Then, finally, there are the specialty formats.  These formats don't really fit into 
any of the first three categories (at least in my mind, some folks include these as 
commercial formats).  Most of these have been developed by large direct mail 
manufacturing companies in an effort to provide clients with unusual, hard-to-duplicate 
formats. 

 Some of these formats have proven very effective.  Most have a short life span; 
that is, they work very well for a while and then lose their effectiveness.  All of these 
formats are relatively expensive -- because the companies who produce them are 
typically the only place where you can buy them. 

1. File Folder -- This package is roughly the size of a letter-size file folder.  The 
letter, reply form, reply envelope and other enclosures are inside the folder. 

2. Mag-alog -- It looks like a magazine, feels like a magazine and reads like a 
magazine.  But in reality, it's a direct mail package, with bound-in reply envelopes 
and tear-off reply forms. 
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Production Components 

 The package format defines the overall first impression your reader gets from the 
appearance of the package.  However, the format is constructed from individual 
components, usually defined as:  the letter, the contribution form, enclosures, a reply 
envelope, a carrier envelope and postage. 

 So, in order to get the desired first impression, we've got to deal individually with 
the component parts. 

Letters 

 Letters in direct mail fund raising packages typically take one of three forms:  the 
main solicitation letter, a lift letter or a carbon copy of a previously mailed letter. 

* The main solicitation letter appears in virtually every fund raising package, except 
for the collection pieces. 

* The lift letter, first called a publisher's note because it was first used in magazine 
subscription packages, is signed by a different person than the one who signs the main 
letter.  It's function is to "lift" response to the package. 

* A carbon copy of a previous letter is sometimes enclosed in one package as part 
of a follow up.  A carbon copy becomes an enclosure.  Other packages actually use a real 
carbon copy of a previously mailed letter. 

 However, rather than what letters are used for, the focus of this chapter is what 
factors effect their appearance.  Here is a list of the techniques you should consider when 
determining how your letter will look: 

Dateline 
Margins 
Inside Address 
Salutation 
Paragraph length 
Underlining 
Asterisks 
Ink color 
Paper color 
Type style 
Signature 
Letterhead 

Handwritten notes 
Capitalization 

Photographs 
Indented paragraphs 
Length of the letter 
Postscript 
Line spacing 
Paper size 
Closing 
Embossing 
Gold Foil 
Laundry List of board/advisors 
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Folding 
Johnson Box 

 Now that you've seen this entire list, I go over each technique and describe some 
of the ways you can use it and the factors which might effect your final choice. 

 Dateline -- Every letter should have a dateline on it.  If the letter is personalized, 
you can type the exact date.  If the letter is offset printed, you can still preprint an exact 
date.  However, if you're uncomfortable doing that, use a day of the week, such as 
"Wednesday."  I always type the date beginning at the center of the line. 

 Margins -- Whenever possible, allow generous margins on every page of a letter.  
I recommend one inch margins around all four edges of the page.  But, I acknowledge 
that you may need to use smaller margins to reduce costs.  Sometimes, using a smaller 
margin can eliminate an entire sheet of paper from a long letter -- and that expense is 

worth saving.  But I still prefer one inch margins. 

 Inside Address -- Think about this for a second.  When you get a letter from your 
mother, does it have an inside address?  Probably not.  But a letter you receive from a 
business typically does have an inside address. 

Page !  of !65 139

An Example of an Oversized Carrier



!66

 The point is, your letter does not have to include an inside address.  Most 
personalized letters include a inside address because that address shows through a 
window envelope.  However, if you don't need an inside address for mailing purposes, try 
sending the letter without it.  Variety is the spice of life -- especially in direct mail fund 
raising. 

 Salutation -- Every letter should have a salutation.  A personalized letter should 
include a personalized salutation.  A printed letter should include a generic salutation, 
such as "Dear Friend."  If your target audience is clearly identified you might try alternate 
salutations such as: 

 Paragraph length -- Long paragraphs are harder to read that short paragraphs.  
And a page of paragraphs all the same length looks uninviting.  This is not speculation -- 
there has been serious research done on this topic.  Dr. Rudolf Flesch, one of the first to 
study the question, recommends varying the length of paragraphs from one to six lines. 

 To accomplish this, you must ignore all the rules you learned in eighth grade 
English about the structure of paragraphs.  For purpose of a fund raising letter, 
paragraphs are as long or short as you make them. 

 Underlining -- Underlining is one of several ways of emphasizing selected lines 
of text.  You can underline using the "typewriter" or you can underline using a "pen."  
Either way is fine, just don't over do it.  If you underline too much, the reader ignores all 
of the underlining.  And too much underlining trashes the letter. 

 Asterisks -- Sometimes you want to list items in a letter.  An alternate to 
numbering the items is to begin each with an asterisk (*). 

 Ink color  -- Typewriter ribbons are black.  Period.  Yes, I know some used to type 
in red, or even brown or blue.  But forget it.  Typewriters type black letters only. 

 Paper color -- The range of acceptable colors for paper are generally, white and 
pastels (light gray, light blue, light green, ivory, yellow). 

 Paper size -- Limit yourself to standard paper sizes.  But saying that does not 
limit you very much.  The standard sizes include 8.5" x 11", 8.5" x 14", 7.5" x 10" (this is 

Dear Republican Dear Member

Dear Farmer Dear Associate

Dear Parent Dear Patron

Dear Grandparent Dear Colleague
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called monarch).  Sometimes, varying from these standard sizes can save money in 
production -- you should take advantage of those savings. 

 And I admit, sometimes, a weird paper size adds something to a package.  But 
that's not often, so don't make a big deal out of the size of the paper. 

 Type style -- With current computer technology, it's very easy for letters to look 
typeset -- avoid this temptation.  Reserve the "typeset" look for the letterhead.  The text 
of letters should look typed.  Use Courier 10 or Prestige Elite.  Courier 10 is larger, which 
is probably slightly better -- most direct mail donors are older than younger. 

 Signature -- Letters have only one signature, and it should be printed in blue ink.  
Even if you like black ink, personally, use blue ink on your letter, so it contrasts with the 
black text.  Personal letters never have more than one signature -- unless it's from your 
mother when she signs "Mom and Dad."  Your mother can do that -- in a fund raising 
letter, you can't. 

 Letterhead -- There are basically three kinds of letterhead looks:  Personal, 
Business and Official.  Each has its place.  And if you mail more than once every other 
month, you need to have variety in the letterhead you use.  Basically, keep your letterhead 
simple.  The object of letterhead is simply to identify the source of the letter -- so don't 
make your letterhead so elaborate that it attracts attention to itself.  You don't want people 
to really notice your letterhead. 

 Handwritten notes -- This is a great technique for drawing attention to selected 
important points.  You can write marginal notes or a postscript.  Both can be very 
effective.  But, once again, don't over do it.  If you use the same technique in every letter 
you mail, soon the technique loses its value and effectiveness. 

 Capitalization -- This is an alternative to underlining.  It came into vogue in fund 
raising letters with the advent of the computer typed letter.  Capitalization is a good 
alternative, when not over used. 

 One appropriate use of capitalization is for "telegram" type letters.  You type the 
text in all caps and print the letter on yellow paper.  It looks a lot like a telegram. 

 Photographs -- A number of very reputable fund raising copywriters like 
photographs on letters, I don't.  I've never received a letter from a friend or relative with 
their picture printed on the page.  When I get a photograph in a personal letter, it's always 
a separate insert.  Because of this bias, I've never even tested this.  So, you can either 
agree with my bias, or test the idea for yourself.  Hey, if it works, I won't argue with it -- 
but be sure to test the same letter without the photo on the letter. 
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 Indented paragraphs -- My ninth grade typing teacher taught me that personal 
letters always have indented paragraphs.  And on top of that, research by Rudolf Flesch in 
to readability reveals that indented paragraphs are more inviting and easier to read.  So, 
indent paragraphs. 

 Length of the letter -- I talk more about the length of a letter in the chapter on 
copywriting.  For now, let me make just one simple point:  The length of a letter depends 
on how well the letter is written and how much must be said to stimulate a contribution.  
If that's one page, fine.  If that's ten pages, fine.  Length, in and of itself, is not the crucial 
question. 

 Postscript -- Universally, every professional direct mail fund raiser agrees that 
your fund raising letters should have a postscript.  You can type it, or occasionally, 
handwrite it, but your letter should have a postscript. 

 Line spacing -- Single space within paragraphs, double space between 
paragraphs. 

 Closing -- Use traditional closings such as:  Best regards, Sincerely, Sincerely 
yours.  Whatever closing you choose, it should be one which does not draw unusual 
attention to itself.  The closing is simply a preface to the signature -- not a place to make 
some point. 

 Embossing -- Embossing adds a very elegant and expensive touch to your 
letterhead.  Before using it, you must be sure it's appropriate for your organization or for 
the person signing your letter.  It might be fine if the letter is from a recognized political 
figure, but very inappropriate for a letter raising funds for a local homeless mission. 

 Gold Foil -- While less expensive than embossing, the considerations are about 
the same. 

 Laundry List of board or advisors -- Many non-profit groups like to put a list of 
experts and celebrities down the left side of their letterhead, believing it adds to their 
credibility and helps raise funds.  There is probably some disagreement with me on this 
point, but I find such a list ineffective.  If the names on such a list are truly valuable to 
build credibility and raise funds, have them sign fund raising letters. 

 I'd rather have Paul Newman sign a fund raising letter for me, than simply allow 
me to put his name on a letterhead. 

 Folding -- Don't make a big deal out of how the letter is folded.  Most letters 
should be folded in a standard "C" fold.  If the letter is personalized, it is usually folded 
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with the address and letterhead showing outside the fold.  If the letter is not personalized, 
then the letter is folded with the letterhead folded to the inside. 

 Johnson Box -- A Johnson Box is a block of copy typed above the salutation on 
an unpersonalized letter.  It is often printed inside a box.  This technique is used more 
often on commercial mail selling products than on fund raising letters.  It is an effective 
way of highlighting a major copy point.  More often than not, it is an inappropriate 
technique for fund raising letters, but there are exceptions. 

Envelopes 

 Nearly every direct mail fund raising package requires two envelopes:  a reply 
envelope in which to return a contribution and a carrier envelope (some call it an outer or 
outside envelope) which carries the mailing address and postage.   

 Some packages utilize more than these two envelopes, by enclosing multiple reply 
envelopes or an internal carrier.  More about these in a moment.  First, let's discuss the 
two most common envelopes:  the carrier and the reply. 

 The most important thing about Carrier Envelopes is that they get delivered 
correctly and they get opened.  Nothing else matters.  So, every decision you make about 
carrier envelopes should focus on those two objectives. 

 Achieving these two objectives for carriers is more difficult than it sounds.  
Sometimes the two objectives are directly opposed to each other.  And then, besides 
doing the things you want to do on the carrier, you've got to know and follow the U.S. 
Postal Service regulations.   

 One footnote about the Postal Service:  Don't always believe the first answer you 
get.  If you don't like the first answer, check the regulations yourself and then ask 
someone else.  You may get a different answer. 

 Reply Envelopes may be the single most critical component of a direct mail fund 
raising letter.  After all, without a reply envelope, how would the donor send her gift?  
Well, actually, there are ways to get around a reply envelope.  But it's not worth the effort. 

 Reply envelopes come in three general forms -- which relate mostly to the 
question of return postage:  Stamped Reply Envelopes (SRE), Business Reply Envelope 
(BRE) and Courtesy Reply Envelopes (no postage, CRE). 

 A Stamped Reply Envelope is just what the term suggests.  The envelope is 
addressed back to you and carries a first class stamp.  Obviously, SRE's are the most 
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expensive type of reply envelope because every envelope includes postage, whether the 
envelope is used or not. 

 A Business Reply Envelope uses the familiar indicia that allows the postal service 
to charge you first class postage, plus a service fee, for each envelope actually returned to 
you. 

 Courtesy Reply Envelopes carry no postage, which makes them the least 
expensive type of return envelope.  The post office calls this Courtesy Reply Mail in 
contrast to Business Reply Mail. 

 Some non-profit groups have found CRE's to be the most productive type of reply 
envelope for them to use.  Others use BRE's exclusively.  Others use SRE's.  And others 
use a combination of all three.  The only way for you to know which one is best for you 
is to test all three.  However, I suggest you assume that using a BRE is best and then try 
to prove yourself wrong. 

 Using multiple reply envelopes gives you an opportunity, in a single package, to 
ask your donor to give one contribution today and another contribution perhaps a month 
from now.  Actually, I've seen packages which included 12 reply envelopes, so the donor 
could send a gift every month.  That's an idea which sounds good, but generally does not 
work effectively. 

 Internal carrier envelopes allow you to enclose a document in an envelope 
inside the basic carrier.  This enhances the perceived importance of the document in the 
internal carrier.  I regularly use this technique once or twice a year for most clients. 

 Here are the most important components that you should take into consideration 
when designing your envelopes: 

 Size 
 Ink color 
 Paper color 
 Return address graphics 
 Teaser copy 
 Die cuts 
 Postal regulations 
 Methods of addressing 
 Closed-face vs. window 
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 Size -- The size of carrier envelopes should vary.  Don't use a standard business 
envelope (a No. 10) for every mailing.  Use a No. 9, or a monarch.  Or, sometimes, even 
use a No. 12, a 6" x 9" or 9" x 12". 

 Reply envelopes should fit inside the carrier and be big enough to hold the reply 
form with a "typical" fold.  A lot of people don't bother to check such a fine detail, but it's 
very important.  Most reply envelopes are No. 6 3/4 or No. 7.  However, there is no 
"right" size, as long as you meet the first two criteria. 

 Ink color  -- Use any ink color you want.  However, don't try to be different or 
particularly creative.  Use traditional colors.  There is nothing wrong and a lot right with 
using black ink on a colored paper for the reply.  The carrier should be consistent with the 
letterhead both in style and appearance.  Four-color printing is generally not worth the 
expense on envelopes -- or any other part of a fund raising package, for that matter. 

 Paper color -- Every carrier envelope does not have to be white.  Nor does every 
reply envelope.  Use pastel colors as an alternative.  And I suggest the color of the reply 
envelope contrast with the color of the carrier, so that it stands out inside the package.  As 
with many things in life, variety is the proper strategy. 

 Return address graphics -- Most people just assume the appearance of the return 
address, typically in the upper left corner of the carrier, must be the same as your group's 
business stationary.  That is not the case. 

 First of all, the return address may be placed on the back flap. 

 Secondly, if the carrier envelope of all your fund raising letters looks the same, 
then your donors will come to recognize and assume it is a fund raising letter.  Some will 
not give it as much attention, and you won't get as many contributions. 

 Teaser copy -- Teaser copy on the carrier envelope, perhaps more than most of 
these envelope techniques, does the most to define the format for the entire package.  If 
you put teaser copy on the carrier, you are telling the recipient, "This letter is a piece of 
promotional mail." 

 The purpose of teaser copy is grab the attention of your target market more 
quickly; theoretically, improving the probability those interested in your message will 
open the envelope and read your letter. 

 I will grant to those who like teaser copy, the technique sometimes works.  But, I 
believe more often than not, teaser copy is ineffective and detrimental to the objectives of 
a direct mail fund raising package. 
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 If you use teaser copy, the text should encourage the recipient to open the 
envelope -- that is the only goal of teaser copy.  If it does not result in more people 
opening the envelope, then the teaser copy has failed in its mission. 

 I feel differently about teaser copy on internal carriers and reply envelopes.  I 
favor teaser copy on both of these internal envelopes. 

 Copy on an internal carrier should describe the contents.  Copy on a reply 
envelope should encourage prompt use (e.g., stamp RUSH in red letters) or otherwise tie 
the envelope to the substance of your appeal. 

 Die cuts -- Die cuts are holes (or windows) in the envelope, cut so you can see 
something on the inside.  The most common die cut is the window which allows an 
interior address to show through for addressing purposes. 

 I'm sure you've seen die cuts placed in a wide variety of locations on a carrier 
envelope, allowing an equally wide variety of things to show through.  Die cuts are most 
common on commercial packages. 

 Beyond the standard address window, I do not recommend using die cuts in 
carrier envelopes for fund raising letters.  It violates my fundamental guideline.  But, of 
course, if you look around, you'll find some very successful fund raising packages with 
die cuts in the carrier envelopes.  Like we said when we were young, rules were made to 
be broken. 

 Closed-face vs window -- A closed-face envelope (one without a window) is the 
standard envelope almost everyone in the world uses when preparing a single letter for a 
single person.  That makes it my preference for all fund raising letters. 

 Window envelopes have become common in most standard mail.  The reason is 
one of simple economics.  It's expensive to address closed-face envelopes and match the 
envelope with a personalized letter.   

 So, I'm not going to tell you to never use a window envelope.  In fact, there are 
some packages, like a telegram-format, which actually should use a window envelope.  
But I recommend whenever possible and as often as possible, you should use closed-face 
envelopes. 

 Postal regulations -- The problem with most postal regulations is they are 
administered unevenly by individual postmasters.  Some know the regulations well and 
administer them consistently.  Many do not know the regulations, so they don't know 
what to administer.  I urge you to know the regulations well, and don't be afraid to "go up 
the ladder." 
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 There are some special regulations that apply to non-profit postage rates.  These 
are especially important.  Since they are subject to change, without rationale, I won't try 

to recite them here.  Just get to know them. 

 Methods of addressing: -- Two considerations make the method of addressing 
important to you.  First, how you address the letter may affect its deliverability.  It 
shouldn't.  Many times, it doesn't.  But it may.  The more the postal service automates it's 
processing, the more likely your method of addressing will effect deliverability. 

 Secondly, how you address the carrier effects the recipient's perception of the 
value and importance of the contents of the letter.  Below, I've listed six of the most 
common ways of addressing letters.  They are listed in order of their perceived 
importance, from lowest to highest. 
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 a)  Label on carrier 
 b)  Stencil on carrier 
 c)  Label through window 
 d)  Inside address through window 
 e)  Typed or laser printed carrier 

 f)  Handwritten carrier 

 As a matter of policy, I try to avoid using a label or stencil on the carrier.  
Although they are among the least expensive methods of addressing, they also 
communicate most quickly that your letter is a piece of unwanted mail. 

 Allowing a label to show through a window is, in my view, only marginally 
acceptable.  And the lowest, acceptable method is (d) Inside address through window. 

 My true preference is (e) typed carrier.  I actually prefer it to a handwritten carrier, 
because few non-profit organizations can use a handwritten address believably. 

Postage 

 There are two things about postage which warrant your consideration when you 
design your direct mail fund raising letter:  postage class and postage application. 

 Postage class is a reference to the class of mail:  Express Mail, Certified Mail, 
First Class Mail, Standard Mail, Business Reply Mail, Courtesy Reply Mail. 4

 Formerly known as Third Class or Bulk Mail4
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 Postage class is significant because it affects the cost of mailing, the speed of 
delivery and, to varying degrees, the perceived importance of the letter. 

 Express Mail is the most expensive.  It's the U.S. Postal Service's version of 
overnight delivery.  Private services alternatives are more reliable and even more 
expensive.  Overnight delivery will certainly get attention from your reader -- but the fact 
is you can only afford to you it with the biggest of donors and then, only when the need is 
so very, very critical that the recipient will think you did the right thing by using it.  

 Certified Mail  is also relatively expensive.  It gets used periodically by political 
fund raisers.  It can be very cost effective if used for mail send to, perhaps, very recent 
$50+ donors.  But once again, the contents of the mail must seem to justify the use of this 
form of postage.  The recipient will have to sign for the letter when it's delivered. 

 One client used certified mail for a mailing dropped in February.  A donor, not at 
home when delivery was attempted, drove down to the post office during a mild snow 
storm to pick of the mail.  When she picked up the mail and discovered the certified mail 
was a fund raising letter, she was very annoyed.  And on the trip home was involved in an 
accident in her two-month-old Mercedes Benz sedan. 

 She blamed the client for the accident.  So, even if you think a mailing justifies 
using certified mail, don't use certified mail in the winter months. 

 First Class Mail is pretty familiar to everyone.  The major advantage of first class 
over third class is reliability of delivery.  The more frequently you mail the more likely 
you should consider using first class mail.  But even then, you should limit it's use to your 
more recent donors. 

 Standard Mail is the least expensive postage class.  But it is delivered much 
more slowly than first class mail.  Standard class mail is also not forwarded to new 
addresses, unless you print "Forwarding Postage Guaranteed" on the outside of the 
carrier.  Cost alone makes standard mail the most common mail class for fund raising 
letters. 

 Business Reply Mail allows your donors to send contributions back to you with 
putting their own postage on the reply envelope.  Be sure to print FIM marks and bar 
codes on your BRM envelopes -- it will save you money at the post office.  These 
envelopes are commonly called BRE's. 

 Courtesy Reply Mail is the post office term for a pre-addressed reply envelope 
with FIM marks and bar codes printed on the envelope.  You may or may not pre-apply 
postage to a CRM envelope.  I call a CRM envelope with first class postage, a Stamped 
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Reply Envelope (SRE).  A CRM envelope without postage is often referred to as an 
Return Addressed Envelope (RAE). 

 You'll find that using SRE's with recent $15+ donors will actually raise more 
money, even after expenses, than the same letter mailed with a BRE.  If you don't believe 
me, test it. 

 There are three ways to apply postage to an envelope:   

 * Stamps  
 * Meter 
 * Indicia 

 Stamps are always preferable if you're trying to maintain a personal look.  Meters 
have no different effect than an indicia, in terms of impact on response; but printing an 
indicia is cheaper, so I hardly ever recommend using a meter. 

 To save money, you should use pre-canceled stamps whenever possible.  If you 
use first class, pre-sort stamps, put a big, red FIRST CLASS on the carrier envelope to 
make sure your recipient knows that it's first class mail.  It will also help the postal clerks. 

Contribution Forms  

 The problem with most contribution forms is that no one tries to do much with 
them.  Far too many fund raising packages include a simply 3" x 6" card onto which the 
donor is supposed to write her name and address and return it with her check. 

 I suppose, in a pure sense, there is nothing wrong with that -- except to the degree 
that you lose an opportunity to improve response when you let yourself get by with a 
contribution form that's so simple. 

 The contribution form is an opportunity to "close the sale".  Conceptually, the 
contribution form should be an integral part of the package, not just an after-thought. 

 It's difficult to give you a complete list of all the possible ways you could 
conceive of the contribution form in order to improve overall response.  But here's a list 
of a few ideas: 

 Survey 
 Ballot 
 Petition 
 Reply Memorandum 
 Budget Approval form 
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 Membership Application 
 Mail Delivery Audit form 

 The fundamental point is the integration of the contribution form into the whole 
package.  The contribution form should be the natural extension of the letter.  It should 
seem to make sense. 

 It should not be a casual after-thought. 

 However, if being too casual about your contribution form is one extreme, the 
other extreme in the design of a contribution form is over doing it.  Using too many 
graphic design techniques -- especially, when using a basic personal format.   

 Here are some of the techniques and design factors you should keep in mind when 
working on the appearance of your contribution form: 

1. Be sure to include the name and mailing address of your organization and specify 
how the checks are to made out. 

 If the contribution form is the only piece of paper your reader keeps after 
reviewing your fund raising package, you want to be sure that one piece of paper 
has all the information the reader needs in order to send you a contribution. 

2. Restate the central theme of the appeal in headline form. 

3. Write a statement from the donor back to you which summarizes some of the 
details of the appeal.   

 This will remind the donor why she wants to give.  I know this may sound a bit 
silly, but make it the kind of statement you'd like to receive from your donors.  
Repeat the most important reasons for giving. 

4. Have a place for the name and address of the donor.   

 Often, this is filled in by computer.  If the name and address is to be handwritten, 
be sure to leave enough space for a person to write.  And since most contributors 
are older, be generous with the amount of space you allow for. 

5. Repeat the specific amounts you are requesting the donor to send. 

 One of the most important things you can tell a donor or prospective donor is how 
much you expect them to give.  Just as you should include specific request 
amounts in your letter, you should repeat them on the contribution form. 
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6. Tie the contribution form and any involvement devices together  on a single page, 
if possible. 

 For example, if you have a survey in the package, the contribution form should be 
part of the survey form. 

7. Check to be sure the contribution form folds easily into reply envelope. 

 You'd be surprised how many contribution forms don't fit into their reply 
envelopes.  I think this reflects a lack of attention to detail, when it happens -- 
don't let it happen to you. 

Enclosures 

 I address the issue of enclosures with great trepidation.  Enclosures often do more 
to depress response to a fund raising letter than improve response.  This happens because 
most often, the enclosure does not contribute to the fund raising objective of the letter. 

 So, my first rule for enclosures is this:  Every enclosure should contribute to the 
fund raising appeal.  This means that, to the degree possible, your enclosure should make 
a complete case for giving.  It should appeal for a contribution and tell the reader where 
to send a gift. 

 Most enclosures simply provide more information.  More information is good, but 
often distracting from the fund raising purpose.  Most organizations have separate fund 
raising and public information operations -- these two functions are both important and 
very complimentary -- but they are separate. 

 Here are some examples of common enclosures: 

 Campaign plan 
 Newsletter 
 Special Report 
 Reprint of newspaper clipping 
 Brochure 
 Photographs 
 Postcards 

 The enclosure which I consider most dangerous is the brochure.  It's dangerous 
because it is usually written and printed by someone other than the fund raising staff and 
therefore generally has little to do with raising money.  Often, the brochures are simply 
left over from some other project and someone is trying to find some use them up.  If this 
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applies to you, just throw the brochures away, and don't feel compelled to place them in 
your next fund raising letter. 

 The other examples cited all have the potential of helping improve response to 
your letter -- but they still carry some danger.  So, carefully review the following 
guidelines if you feel it necessary to enclose something in your next letter. 

 Here are the techniques you should consider when preparing or evaluating 
enclosures for your fund raising letters.  Not all of these apply to every enclosure, so 
you'll have to use your judgment about which do and don't apply. 

 Impelling headline featuring reader benefits:  You want a headline that is so 
dramatic, any reader will react emotionally when reading it. 

 Pictures of people:  If your enclosure includes photographs, it's best to include 
people in those photos.  People have the greatest interest in people. 

 Easy to read and believable:  Follow the best guidelines for making your 
enclosure easy to read.  Simple sentences.  Short paragraphs.  And get straight to the 
point. 

 If your enclosure is a newspaper clipping, it should make the point that you are 
succeeding in achieving your goal. 

 Lots of subheads to break up the text.  You want to avoid a "gray" looking 
page. 

 Lots of information  especially if it's elaborate data or tables of data which too 
cumbersome to be included in the letter. 

 Present a compelling case for the need:  The most common mistake made when 
preparing enclosures is on this point.  Every enclosure should be complete within itself, if 
at all possible, as a fund raising appeal.  If your reader lost every piece in the envelope 
except the enclosure, is the complete case for a contribution there?  Would the reader 
know how much to contribute?  Would he or she know where to send a gift? 

 Now, after saying all of this about the graphic design and overall appearance of 
your fund raising package, let me repeat what I said at the beginning: 

Every fund raising letter should look, as much as possible, as if it was prepared 
individually for the person to whom it was mailed, by the person who signs it, or 
by an assistant to the person who signs its. 
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 Try to stay as close as you can to this principle. 
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Copywriting

 The strongest drive is not love or hate. 
 It is one person's need to change another's copy. 

modify 
edit 
correct 
improve 
shorten 

 Research and planning precedes all good copywriting.  You should clearly 
identify the people are you are writing to and what will stimulate or motivate them to 
make a contribution.  Remember you're not writing to persuade, you're writing to 
motivate, to stimulate action, to overcome the inertia of not giving. 

 Recognize there are differences in what you need to say depending upon who 
your audience is; for example, between donor renewal and donor acquisition letters. 

 When writing to donors, it's important to express appreciation to a donor for his/
her previous contributions.  But, obviously, you can't say that to someone who has never 
given before. 

 When you're writing to prospective donors, you typically need a more complete 
explanation of what you do, how you do it and who you do it for -- more information -- 
but that's information you can omit when writing to donors. 

 One of the first things I do, sometimes on paper and sometimes in my head, is 
outline the fund raising proposition.  It helps just to get some of these more mechanical 
items pinned down, so I don't have to think them up as I actually write. 

 I always write the contribution form first.  It helps me focus my mind on what 
actions I want the reader to take after reading the letter.  After all, copywriting for direct 
mail fund raising is objective-oriented writing.  By writing the contribution form first, it 
clarifies what the objective is. 

 Often, I list the major copy points I may want to include in the letter.  It's kind of 
like brainstorming on paper.  I try out language I want to use.  Try out different phrases.  
Write paragraphs -- even out of context. 
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 Finally, I write the first draft -- get something down on paper.  The hardest step in 
copywriting is often just getting the first words on paper; but just do it, because you'll 
probably change them later, anyway. 

 If all else fails, I begin the first draft by completing the sentence, "I am writing to 
you because..."  This will get you started, and sometimes, a few paragraphs later you'll 
write a good opening paragraph. 

How to Use Copy Formulae When Writing Fund Raising Letters 

 Over the years, some of the best copywriters in the country have tried to reduce 
their techniques to formulae -- in an effort to help other writers achieve the same success 
they achieved.  These copy formulae provide a guide for beginning copywriters to create 
successful letters.  However, here are some words of caution about relying too much on 
these formulae: 

1. Formulae turn amateurs into professionals.  At least the amateurs think they do -- 
in fact, they don't. 

2. Formulae oversimplify the creative process.  Sure anyone can write a letter -- and 
maybe even a good one.  But experience counts for more than you may think. 

3. Formulae don't allow for intangibles, like timing and inspiration.  Good letters are 
more than just filling in the blanks from a copywriting formula. 

 Having said all this, now I'll give you two formulae -- the simplest one ever 
written and then one of the best formulae for direct mail fund raising. 

A I D A 

1. Get the reader's Attention. 

2. Stimulate the reader's Interest. 

3. Create a Desire to help. 

4. Call the reader to Action. 

HuntsingerÕs Ten Step Formula 

 Here's a ten step formula for writing about people -- from Jerry Huntsinger -- I've 
modified it to make it an eleven step formula. 
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1. Tell the story of an individual.  Establish geography, sex, relative ages, etc.; in 
other words, human characteristics to create a sympathetic picture. 

2. Show need.  Describe an incident illustrating the specific needs of the person. 

3. Show a solution.  Tell how the problem could be solved, if your organization 
comes to the rescue. 

4. Show how your organization can come to the rescue.  Illustrate one program that 
would solve this particular problem. 

5. Universalize.  Here's the place for a few facts and figures about how this person is 
only one example and how your organization is helping many similar persons. 

6. Tell how the contributor can have a share in this great work.  Illustrate what a 
specific dollar amount will provide for the person in the opening illustration. 

7. Make an irresistible offer.  This can be emotional -- the person will be dead in two 
weeks unless help arise.  Or, the offer can be a premium.  Or, the offer can be 
various levels of emotional and intellectual satisfaction, according to the nature of 
your mailing list. 

8. Give exact instructions for sending in money.  Explain how to use the reply 
device, the reply envelope, and how to receive the premium, if one is offered. 

9. Create a sense of urgency.  Give a believable, reasonable deadline for getting the 
money you need. 

10. Compliment the donor.  Most Americans do not respond to charity appeals.  
Thank goodness for the ones that do! 

11. Add a PS repeating the offer.  Or instructions on how to use the reply device. 

The Style of Fund Raising Letters 

 Writing direct mail fund raising letters is different than writing news releases, 
position papers, magazine articles.  Here are some points about the proper style for fund 
raising letters.  Try to consider them all when you're writing a letter. 
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1. Fund raising letters should be readable.  Read two books by Dr. Rudolf Flesch:  
The Art of Plain Talk and The Art of Readable Writing.  Here are some of the things you 
can do to keep your letters readable: 

 a. Avoid words of more than two syllables. 
 b. Avoid sentences of more than 20 words. 
 c. Vary sentence length. 
 d. Use incomplete sentences. 
 e. Vary paragraph length. 
 f. Avoid paragraphs over six lines long. 

2. Write the way you talk. 

3. Write in the first and second person singular:  I & you.  Avoid the royal, "we." 

4. Write action sentences (not passive).  Avoid forms of the verb, "to be." 

5. Indent paragraphs five spaces. 

6. Carry a paragraph from one page to the next. 

7. Break a paragraph in the middle of an idea. 

8. Paint a word-picture, rather than a passive description. 

How Long Should My Letter Be? 

 Short letters are not necessarily more effective than long letters; but long letters 
must be well written in order to be read. 

 Readership drops dramatically as copy gets longer.  But once copy reaches 250 
words or more, readership no longer declines.  This fact explains why getting the readers 
attention is so important. 

 However, let's not forget one very important fact:  Donors read long letters.  If the 
person you're writing to doesn't believe in or empathize with your cause, your letter 
cannot be short enough -- so write for the person who will give, not for the person who 
will throw your letter in the trash. 

 Here are some factors which determine how long a letter should be: 5

 These are taken from a lecture by Jerry Huntsinger at the monthly luncheon of the Direct Marketing Association of Washington, DC, 5

October, 1983.
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1. Personalized letter vs. form letter.  The more personal the letter the shorter the 
letter can be.  Here is the order of letter production formats from least personal to 
most personal: 

 a. offset printed 
 b. computer typed 
 c. typed 
 d. handwritten 

2. Emotional vs. logical.  Emotional letters can be shorter than logical letters.  But, 
in practice, you should avoid logical letters.  People give because they become 
emotionally involved, not just because you've made a logical, thoughtful case for 
financial support. 

3. Familiarity vs. Obscurity.  Does your reader know who you are?  The March of 
Dimes doesn't have to say much about who they are, but who are you!  The more 
familiar you are to your reader, the less you have to say about yourself and what 
you do. 

4. Involvement vs. inertia.  The easiest thing for the reader to do after finishing your 
letter is nothing -- that's what I call inertia.  The principle goal of your letter is to 
overcome this inertia and involve the reader in what you're writing about.  If your 
reader is already involved with your cause, it takes less space to stimulate 
additional involvement. 

5. Communication vs. action.  The objective of all fund raising letters is action.  You 
want the reader to do something, i.e., make a contribution.  That's a different 
problem that it would be if your objective was just communication, i.e., the 
imparting of additional information. 

 If you'd like to test whether these six factors are reasonable, test them against the 
following statement about the length of three different kinds of letters: 

  A donor acquisition letter is usually longer than a donor renewal letter, 
which is usually longer than a thank you letter. 

A Good Opening Line ... 

 The first paragraph -- the first sentence of the first paragraph -- can make or break 
many letters.  Learning to write them well marks the difference between average letters 
and great letters. 
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 The best way to help you with these is to give you some examples of good 
beginning phrases: 

 If you think you have problems, . . . 

 This letter may break your heart . . . 

 You may wonder why . . . 

 Come with me to small island in . . . 

 Your help is desperately needed . . . 

 You are a special person, and I . . . 

 Because of your deep interest in . . . 

 What can I say when tragedy strikes . . . 

 I have a special gift for you . . . 

 Please let me tell you about . . .  

 I want to tell you immediately . . . 

The Skills of Editing Fund Raising Copy 

 Copyediting may be more important to successful letters than copywriting -- and 
it certainly is from a manager's point-of-view.  Because once you get the first draft on 
paper, your task is not as much writing as it is editing. 

 Here are some copyediting guidelines from Richard Hodgson: 6

1. Edit for warm up. 

2. Edit for stoppers. 

3. Edit for the author's pride. 

4. Edit for order. 

 Direct Mail in the Political Process, Richard Hodgson.  New York:  Direct Marketing Association, 1976.6
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5. Edit to maximize benefits to the giver and the recipient of your services. 

6. Edit for your target audience. 

 A more complete set of guidelines was written by Maxwell C. Ross.  They've 
been reprinted so many times in so many places, I know longer know where I first came 
across them.  But here they are. 

Copyediting Checklist 

1. Does the lead sentence get in step with your reader at once? 

2. Is your lead sentence more than two lines long? 

3. Do your opening paragraphs promise a benefit to the reader? 

4. Have you fired your biggest gun first? 

5. Is there a big idea behind your letter? 

6. Are your thoughts arranged in logical order? 

7. Is what you say believable? 

8. Is it clear how the reader is to give -- and did you ask for the contribution? 

9. Does the copy tie in the contribution form -- and have you directed the attention 
to the contribution form in the letter? 

10. Does the letter have the "you" attitude all the way through? 

11. Does the letter have a conversational tone? 

12. Have you used connecting phrases through your copy? 

13. Does the letter have between 70 and 80 syllable words out of every 100 words 
you write? 

14. Are there any sentences beginning with "a," "an," or "the" which you could have 
avoided? 

15. Are there any places where you have strung together too many prepositional 
phrases? 
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16. Have you kept verbs and subjects close together? 

17. Have you used any action verbs instead of noun construction? 

18. Are there any "that's" you don't need? 

19. How does the copy rate on such letter craftsmanship points as: 

 a. using active voice instead of passive, 
 b. periodic sentences instead of loose segments, 
 c. too many participles, 
 d. splitting infinitives, 
 e. repeating your company name too many times. 

20. Does your letter look the way you want it to? 

 a. placement on the page, 
 b. no paragraphs over six lines, 
 c. underscoring and capitalization used sparingly, 
 d. indentation and numbered paragraphs, 
 e. punctuation for reading ease. 

Connecting Phrases 

1. But that's not all ... 

2. NOW -- here is the most important part ... 

3. And in addition ... 

4. Better yet ... 

5. You will see for yourself why ... 

6. So that is why ... 

7. More important than that ... 

8. What is more ... 

9. But there is just one more thing ... 
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10. Make up your own mind now to ... 

11. Take advantage of this opportunity to ... 

12. Now -- for a limited time only -- ... 

13. Here is your chance to ... 

14. So mail your contribution today while ... 

 One last thing on copyediting, an article entitled, "Editing Copy For Easier 
Reading, Better Results," by Thomas B. Brady, originally published in Direct Marketing 
Magazine.  It's one of the best pieces on the subject that I've ever read.  It's written about 
copyediting in general, and it's outstanding. 
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Editing Copy For Easier Reading, Better Results 
By Thomas B. Brady 

 Since the letter is generally agreed to be the most important part of a direct mail package, we'll 
talk only about letters here. 

 But most of the same principles apply to every piece of direct marketing copy  brochures, 
magazine ads, order cards, newspaper inserts, etc. 

 The first job of the copywriter must do, obviously, is write a piece of copy that covers all the sales 
bases, and covers them in logical, compelling fashion. 

 While there are many ways to write a letter, most letters generally follow the well known AIDA 
sequence: 

 Attention 
 Interest 
 Desire 
 Action 

 First, you must get the reader's Attention, and get it fast!  If you don't, you're dead before you 
begin. 

 Obviously, this attention-getting job begins with your order envelope, and continues with the 
headline of your letter.  

 Depending in part on what you're selling, both your outer envelope and your letter headline may 
be strictly "teaser" copy  designed to keep the prospect reading until you can begin your full sales story in 
your letter  which, again, is the key part of your direct mail package. 

 That's why your very first paragraph in your letter should be a real grabber.  It should literally 
force the reader to continue 
reading with a high degree of interest and anticipation. 

 Many top direct response writers say that the first paragraph should never be more than two or 
three lines long, and should consist of only one sentence  or at the most, two short sentences. 

 A short opening paragraph obviously looks easy to read, and because that is so, most people will 
read it.  And, once they've "invested" the time to read it, they'll likely figure, "What the heck, I've come this 
far.  I may as well continue reading." 

 Depending in part on your proposition, the attention-getting part of your letter may continue on for 
two or even three more paragraphs. 

 Then, you're ready to move into the second part of your letter  arousing the reader's Interest. 

 Here, you begin to introduce your sales story  usually be addressing your copy to those things 
which you believe will be of special interest to the reader, relative to the product you're selling.  Often, this 
done in a problem-stating manner, where you set up the problem(s) which, lo-and-behold, your product will  
readily solve. 
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 Having gained your prospects interest, you know move into the desire part of your letter.  At this 
point, your job is to make the prospect "hunger and thirst" after your product.  Essentially, this consists of 
describing your product in the most favorable terms, and relating your product's features and benefits to the 
prospect's needs and desires. 

 Now, you're ready for the fourth and final part of your letter  moving the reader to Action. 

 This is the place (but not necessarily the only one) to talk about your low cost, your easy terms, 
your money-back guarantees, your free trial offers, the joy and satisfaction the reader will soon be getting, 
your limited time offer, your bonus for prompt action, and so on. 

Postscript 

 And don't  repeat, don't  forget to add the postscript!  A P.S. is one of the most highly read parts of 
the letter.  Use it ... to briefly restate the value of your product, to offer a bonus gift, to stress a deadline 
date, or whatever.  It's your last and perhaps best shot in the letter to get the reader to act.   Always take 
advantage of it. 

 Different writers have, of course, different work habits.  Some writers like to rework their copy as 
they go along  continually adding new ideas here, going back and changing words or sentences there. 

 Other writers like to just let it all spill out in one more-or-less continuous flow  then, go back to 
the top to make their additions and changes. 

 Whichever method you use, you ultimately end up with a piece of copy which you feel says 
everything you need and want to say about your product and your offer. 

 At this point, you're satisfied that you've done a good job of getting the reader's attention ...  of 
arousing his or her interest in your proposition ...  of creating a real desire for your product ...  and of 
moving the reader to take the action you want. 

 Now, it's time to take one of the most important steps of all  giving the copy a final editing to 
insure that it will be as easy as possible to read and to understand! 

 This all important "final editing" must not be confused with the actual writing of the copy itself  
although, obviously, when you're doing it, you'll probably spot places in your letter where some additional 
copywriting or some significant rewriting would be helpful, or even necessary. 

 Rather, the purpose of the "final editing" is to take advantage of the fact that people  regardless of 
their age or education or economic status  all have reading habits and "human nature" traits that are very 
similar. 

 As far as the direct response writer is concerned, the most important of these are: 

1. People read better, and comprehend better, if the words, sentences, and paragraphs are short. 

2. People relate better to words that paint a vivid and singular mental image than to words that are 
general or generic in nature. 

 For example: 

 "Tiny" is more vivid than "small." 
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 "Diamond bright" is more vivid than "shiny." 

 "Cash" is more vivid than "money." 

 "Dynamite" is more vivid than "explosive." 

 "Facts" is more vivid than "information." 

 "Hate" is more vivid than "dislike." 

3. People respond better to active verbs than to passive verbs. 

4. People tend to believe statements that are supported by statistics or by some "outside authority." 

5. People tend to be "lazy" readers  and prefer to be carried along from one idea to the next by 
"bridges" that help them shift their mental gears. 

6. People response to words that (a) are personal, (b) have an inherit benefit, and (c) touch the deeper 
parts of their human nature.  Some examples: 

 Most writers, of course, know copywriting principles like these.  But most writers must be so 
intent on accomplishing the very difficult job of writing a letter that covers all the "sales bases" (often 
within a tight deadline)  that it's all too easy for them to over look at least some of these principles during 
the creative part of the writing process. 

 And that's why the "final editing" step is so important. 

sex you're special

easy love

money now

guarantee success

health security

family happy

us/we bonus

profit free

opportunity new/news

important young

beautiful extra

fun valuable

introducing improve

genuine best

rare bargain

life/lifetime gift
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 Again, the purpose here is not to see how the sales story itself can improved.  At this stage, it's 
presumed to be the best you can possibly do. 

 Rather, this is a sort of mop-up operation.  An operation that helps assure that this "great sales 
story" that's been put down on paper will also be as easy as possible for the prospect to read, to understand 
and to react to! 

 Thus, during the "final editing," try to forget about writing big chunks of new copy! Try to forget 
about adding new benefits.  Try to forget about rearranging a lot of paragraphs.  If these things are 
necessary or helpful, do them first ...  then go into your "final editing." 

 In short, try to forget about everything but the job at hand  editing for maximum readability, for 
quick comprehension, and for getting a positive reaction on the part of your reader. 

 While this editing can be done in one or two passes, it's much better to concentrate on just one 
thing at a time, it's much easier, for example, to spot words or sentences that are too long if that's the only 
thing you're looking for. 

 Here's a list of nine valuable editing techniques.  While it's by no means exhaustive, if you will 
always edit your copy according to these nine, you will  guaranteed  end up with a piece of copy that will 
be far more effective at accomplishing your goal of getting people to read and respond to your offer. 

1. Edit for short words, short sentences, short paragraphs. 

 A.  Short words.  Except for unavoidable technical words, consider any word or over two syllables 
as a "bad" word, and try to find a shorter version of it  either one short word or two short words.  And, see if 
you can replace two-syllable words with one-syllable words.  Make sure, of course, that the short word or 
phrase is as meaningful as the long one it replaces. 

 For example, change: 

 B.  Short sentences.  Short sentences are easier to read, and to digest, than long ones.  If the 
average length of your sentences is about 15 words, your copy will make for fairly easy reading.  If it's 
about 10 words or less, it will be very easy to read and understand.  (These are averages, remember.) 

Information to news or facts

Indicate to Show

Regarding to About

Immediately to right away or now

Construct to build or make

Regulation to law or rule

Conversation to Talk

Publication to paper or book

Energy to pep or power

Experiment to test or try

Discover to Find

Combination to blend or mix

Position to Place
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 So, you should try to break a long sentence into two or even three shorter ones.  But be very 
careful not to end up with nothing but short sentences, because this will make your copy seem unnatural 
and "advertisey" to the reader. 

 C.  Short paragraphs.  Consider any paragraph that's over six or seven lines long a "bad" 
paragraph, one that the lazy reader may just decide to skip.  See if you can't break it into two shorter ones.  
Try to vary your paragraph length  a two-line or three-line paragraph followed by a four-line or five-line 
paragraph, and so on. 

2. Edit for visual interest and easy reading.   

 A letter that looks interesting and even exciting will get better readership than one that just "lays 
there." The same applies to a letter that looks easy to read, which is another reason why you should try to 
keep your paragraphs short. 

 Thus, breaking up the look of your letter with subheads, indented paragraphs printed in a second 
color can help you get more people to read your message. 

 Indent the first line of each paragraph three or five characters.  That's the style people are used to 
seeing and reading in books, magazine newspapers and thus, feel more comfortable with.  

 Consider adding "handwritten" notes in the margin, or within brackets, if they won't harm the 
"image" of the product. 

 Do you have a list of benefits or points to make that could be put in "tabular" form, rather than 
strung together in a single paragraph? They'll be easier to read and understand that way and will help open 
up the look of your letter. 

 Make sure your margins are generous, and that you don't cramp your copy too close to the top or 
bottom of the page.  A nice, open look is a strong invitation to greater readership. 

3. Edit for "action" words and verbs.   

 Keep your reader awake by substituting, when possible, high-impact words for dull, routine 
words.  Replace passive verbs with active verbs. 

 For example, change: 

It will be sent to you to we'll rush it to your home

It's full guaranteed to I guarantee it 100%

I was surprised to discover to imagine my surprise

Is started by turning on the switch to an easy flick of the switch

Our customers were notified to we wrote our customers

The pictures will hold your child's interest To your child's attention will be riveted to
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4. Edit for useless copy and negatives.   

 Examine every word, every phrase in your copy.  Is it really necessary? Does it really help further 
your story, and sell the product? If it doesn't help  it hurts' It hurts by making the copy longer than 
necessary and/or by distracting the reader's attention from the important parts of your message. 

 For example, in the sentence, "It's a serious problem that has many people worried about what 
they should do," the phrase "about what they should do" is really not necessary, and could be dropped.  "In 
order to" can be shortened to just "To".  "I never doubted for one moment .  ." can be shortened to "I never 
doubted..." 

 The word "that" crops up a lot in copy.  Usually, you can drop it with no loss of meaning. 

 Are there any negative thoughts or phrases in your copy  things that might turn off the reader? Can 
even necessary "negatives" be said in a positive manner? 

 For example, change: 

5. Edit for continuity via "Copy Bridges."  

 Especially when you're about to introduce a new thought in your letter, give the reader a bridge 
between the old thought and the new one.  Help him or her move effortlessly through your letter by using 
(usually at the beginning of a paragraph), such "copy bridges" as: 

 This means you can ... 
 So . . ., 
 On the other hand ... 
 What's more ... 
 However ... 
 In addition ... 
 And one final point ... 
 For example, ... 
 But that's only the beginning of ... 

6. Edit for the reader's interest and benefit. 

 It's surprisingly easy to write sentence after sentence of copy without any direct reference to what 
it all means to the reader personally, and/or how he she can benefit from the product features you're talking 
about. 

 Examine each paragraph, each sentence, to see if you can do a better job of relating it to the 
reader's own personal interest, and explaining how he or she benefits from the point you're making. 

If the plant doesn't bloom, return it for a full 
refund.

to This plant will literally explode with 
gorgeous blooms, or we guarantee to 
rush you a 100% refund. 

You must reply with 30 days, because we 
can't . . .

To Please try to reply within 30 days, 
because we can't .  .  . 

You probably don't know that . . . Some people may not realize that . . .
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 For example, change: 

7. Edit for a personal, conversational tone. 

 People generally react much more positively to copy that is friendly, personal, and conversational 
in tone.  Women, especially, are more interested in persons than things.  Look for ways to warm up your 
copy, to make it more friendly and personal. 

 Make more in tune with the way real people really talk.  After all, a good letter is nothing more 
than "salesmanship" in print, and you'll never hear a good salesman talk in stiff, formal, remote terms. 

 To see if your copy as a good personal touch, read it aloud to yourself, or to someone else.  You'll 
quickly be able to tell if it needs warming up.  (And reading your copy aloud is also a good way to spot 
flaws in believability, continuity and clarity.) But never, 
never go overboard in this direction by using extreme slang or by trying to be "one of the boys." 

 Some ways to warm up a letter include saying things like: 

 Bob Smith, head of our Circulation Dept., will .  .  . 

 I'm sure you've asked yourself .  .  . 

 Some folks think it's a pain in the neck to .  .  . 

 It never dawned on me that .  .  . 

 Without this feature you could be asking for trouble .  .  . 

 Your wife and children .  .  . 

 The folks who work in your Shipping Dept.  will .  .  . 

8. Edit for "authority'! and "authenticity."  

 People tend to place more faith in statements that very specific, or backed up by statistics, or 
verified by some outside authority.  Look for ways to add this sort of "authority" or "authenticity" to your 
copy.  It will often take some extra digging on your part to come up with the precise facts, but it's worth it. 

 For example, say: 

Every year, high blood pressure claims 
400,000 lives.

To This year someone in your family could 
be among the 400,000 victims of high 
blood pressure" 

We built the base extra strong so it can't 
collapse even under the heaviest TV sets.

We built the base extra strong so it can't 
collapse and damage your expensive TV 
set." 

The book is printed in 10 pt. Schoolbook 
typeface.

The book is printed in 10 pt.  
Schoolbook typeface, because  scientific 
studies show it's very easy and pleasant 
for you to read."
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9. Edit for calls to action. 

 Does your copy ask the reader to respond as often as you can do it without being obvious?  (One 
highly successful letter asked the reader to respond five different times, in five different ways, within the 
space of a single page.) 

 Examples of adding calls to action: 

 When you mail the enclosed no-risk order card, you'll see why this new book 

 Men and women who mailed their free-trial certificate were delighted to learn 

 The enclosed free-trial card entitles you to listen to one of the finest 

 And here's another good reason to mail your order today.  With you set, we'll also send 

 And be sure to give the reader specific directions on how he is to respond And mention again what 
he or she gets by responding.   

 For example, instead of just saying: 

 So mail your card today, and your complete Home Repair outfit and Bonus Gift will rushed to 
your immediately! 

 Say: 

 So put your no-risk card in the postage-paid envelope and mail it today.  Your 135-piece Home 
Repair outfit, complete with Carrying Case and 24-page Instruction Manual  plus your Bonus Gift of five 
stainless steel screws  will rushed to you immediately. 

 Editing your copy with the above nine points in mind takes extra time and extra work. 

 Which is why an awful lot of people won't do it, which in turn is why those people who will do it  
will do better! 

22,500,000 men and women instead of millions of people

Dept. of Commerce figures show instead of Figures show

My wife, Ellen, tried it. instead of My wife tried it.

Exactly 48 hours from now. instead of A few days from now.

100% guaranteed instead of Fully guaranteed."

On page 137, you'll read instead of You'll read

When I was 21 years old instead of When I was a young man

Page !  of !97 139



!98

Production Management

 Getting letters into the mail is the final step under your control.  It's not a simple 
process -- in fact, it can be very complex.  Unfortunately, many non-profit groups and 
many agencies tend to grant little importance or credibility or stature to the people who 
manage the production process. 

 I think that's wrong. 

 Here's why I think that:  No matter how well written the letter or how well 
designed the package or how carefully selected the lists, if you don't get it into the mail 
correctly, the whole process breaks down and the mailing is a failure. 

 I recall the story of two hospitals, one in Toledo, Ohio, the other in Cincinnati, 
which used the same production company for their direct mail fund raising programs.  
Both had mailings scheduled about the same time.  Both mailings seemed to be 
progressing flawlessly through the production system.  And both finally were delivered to 
the Post Office. 

 But no one caught the one fatal error.  The letter intended for donors to the 
hospital in Toledo was mailed to the Cincinnati donors; and vice versa.  Needless to say, 
response was pretty poor -- to both mailings. 

 I've lost track of the number of times the wrong BRE was inserted into a mailing, 
or some unauthorized additional enclosure inserted into an envelope, or an important 
enclosure left out. 

 The potential for errors in the production process is immense.  So, I recommend 
you not take the process lightly, nor consider it unimportant.  A good production 
coordinator is a valuable asset to your organization. 

 Since the potential for errors is so great, it becomes important to attempt to get a 
handle on all the possible variables which may come into play during the production of a 
direct mail fund raising package.  The Mail Production Guidelines  is my attempt to do 7

just that.  While it may not be absolutely complete for every possible package, it will 
serve quite adequately for most. 

 You should feel free to copy this Guide and modify it to suit your particular needs 
as you discover them. 

 Mail Production Guidelines is available, free, upon request from the author7
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Production Schedules 

 Proper Production Scheduling insures you begin work early enough to meet 
your target mailing date.  Critical dates include, but are not limited to, the following: 

1. Copy & graphic design preparation 
2. Approval of copy and graphic design 
3. List Preparation 
4. Camera-ready art for printers 
5. Personalization 
6. Materials to letter shop 
7. Postage check 
8. Mail date 

 An important concept, central to developing useful production schedules, is 
reverse scheduling.  That is, you start with the date you want a mailing delivered to the 
post office -- the mail date -- and then work backwards to determine when you must start 
in order to successfully mail on that date. 

 I prepared a Direct Mail Production Flow Chart.  It gives you some idea of how 
the various stages of production overlap.  Although, I must admit, I've never seen a 
mailing take this long to produce -- from copy to mail date, I've seen it done in a week, 
sometimes.  Commonly, in six weeks.  And eight weeks is a long time. 

6 Direct Mail Production Flow Chart

!
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Production Formats & Techniques 

 There are several Production formats and techniques available.  I've already 
discussed most of these formats in Chapter Four:  Package Design.   

 These formats and techniques can be combined in different ways to provide you 
varying levels of personalization.  This is important because personalization is a major 
cost factor in large mailings.  Managing the level of personalization may be a major 
factor in managing costs. 

 Unpersonalized mail means all of the component parts of the package are offset 
printed, and a label is used for addressing. 

 Partially personalized mail is achieved by applying an individual name and 
address to a closed-face carrier envelope or to one of the inside pieces (usually the letter 
or reply form) so that it may show through the a window in the carrier envelope. 

 Complete Personalization is accomplished by individually addressing the carrier 
envelope, the letter and even the reply form. 

Personalization Techniques 

 In direct mail jargon, personalizing a fund raising letter refers to using variable 
information in the text of the letter.  This information varies for each individual who 
receives a copy of the letter. 

 The most basic form of personalization is typing an inside address and salutation 
on the letter.  It is equally simple to personalize the contribution form or the carrier 
envelope. 

 To increase the perception of the personal touch, I've occasionally put the donor's 
return address in the upper left corner of the reply envelope. 

 One step up from this basic kind of personalization is incorporating individual 
information into the actual text.  Here's an example of a personalized opening paragraph: 

 I wish I could sit down with you in [Los Angeles] 
and tell you, face-to-face, how your past 
contributions are helping the little children. 

 If it's not obvious, [Los Angeles] represents the city where this reader lives.  For 
every person, this word would vary. 
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 Another common use of personalization occurs in the amount of money you ask 
the donor to contribute.  It's a relatively simple matter to use a donor's past giving history 
to determine, and vary the amount you ask for in the next letter you send.  Thus, for every 
individual, the amounts you ask for vary. 

 If you are working with a membership organization you might be able to 
incorporate the date of a donor's membership anniversary, or whether or not the donor has 
renewed his or her membership for the current year. 

 The permutations for using personal data to vary the text of a fund raising letter 
are as unlimited as the data you possess and your imagination.  So, I won't try to exhaust 
the descriptions here.  Rather, I will turn my attention to some of the production 
techniques you might use to implement whatever personalization you plan. 

Producing Personalized Mail 

 When it comes to putting personalized information on paper, there are four 
"imaging" techniques: 

 * impact 
 * ink jet 
 * laser 
 * handwriting 

 Impact printing  is the most recent jargon term for how a typewriter works.  
There are several types of high speed typing systems.  Some more like typewriters than 
others.  Some have a distinctive "computer" look which you will come to recognize.  
Others are every bit as high quality as an old IBM Selectric typewriter.  But all of these 
alternatives result in a finished product which looks like it's been typed. 

 There is a wide variety in the quality of the typed text of impact printers.  As you 
would expect, the higher the quality, the higher the cost.  So, consider what quality you 
need for the audience you're writing, and how much you're willing to spend. 

 If you're writing to your best donors -- perhaps those who've given $1,000 or 
more -- you should send (I hope, somewhat obviously) a very high quality letter.  The 
letter should look individually typed on a typewriter.  This too is impact printing, but is 
may also be referred to as auto-typing. 

 Impact printing, generally speaking, can be the most cost-effective approach to 
personalizing your direct mail.  And most of the time, it's my choice. 
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 Ink jet printing  involves actually spraying very tiny drops of ink onto the paper 
to form each letter.  The quality of ink jet printing may vary widely, depending upon 
speed and dot resolution. 

 The faster you apply an ink jet image, the lower dot resolution you can achieve -- 
and vise versa.  Dot resolution is measured in "dots per inch" (dpi).  The higher the dpi, 
the better looking the image. 

 One advantage of ink jet printing is that it's less expensive than laser imaging and 
is also capable of creating graphic images as well as text images.  For very large printing 
projects, some manufacturing companies can apply ink jet images at the same time they 
print your letter.  This can result in a significant cost savings. 

 However, I'm generally dissatisfied with the quality of most ink jet printing.  It's 
appropriate for commercial packages, I guess.  But since I don't like commercial looking 
packages for direct mail fund raising, I don't find myself using ink jet printing very often. 

 Laser imaging presents the highest quality image and is the most expensive 
technique.  There are two types of laser imaging systems -- hot fusion and cold fusion.  
Hot fusion laser imaging systems require the use of special inks when printing the paper 
to be imaged.  Cold fusion lasers do not require the special inks.   

 Laser imaging (as well as ink jet printing) allow you to use different typefaces on 
the same page, graphic images mixed with text as well as other possibilities.  You can 
rotate one block of text to be at an angle to another block of text on the same page. 

 You might include a special handwriting font in the margin of a letter. 

 One time, I actually paid a company to digitize the handwriting of the person who 
was signing the letter.  Then, we produced a completely handwritten letter with variables 
throughout the letter.  Response was unusually high, but the cost was even higher.  So, I 
probably won't go to that expense again. 

 Of course, this example brings me to the last, and perhaps, the ultimate 
personalization technique -- the handwritten letter. 

 My basic advice is to avoid it and don't concern yourself with it again.  
Essentially, sending a donor a handwritten letter -- unless it truly is an individually 
produced letter is not believable.  That makes the technique, generally, ineffective.  And 
generally it is truly too expensive. 

 Having said that, I'll describe how to violate my own advice. 
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 I have mailed handwritten letters which were not personalized, but rather, simply 
offset-printed.  From the list of people who were to receive these letters, I selected the 
best 250 donors.  For these donors, I omitted the salutation from the printed letter. 

 Then, I had the person who wrote the letter individually fill in the salutation and 
individually address the carrier envelopes. 

 It's a terrific technique -- but you can see the obvious limit on how many such 
letters you can mail using it. 

 And that example brings me to an important point about personalization.  There is 
always a cost/benefit ratio which should be considered.  It's possible to add so much 
personalization that the cost of the personalization exceeds the increase in response 
attributable to the personalization. 

 I have found from my own testing, that what this ratio is for depends upon three 
factors: 

 1. The organization for which you are raising money. 

 Donors seems to expect some groups to use more personalization than others.  I'm 
not positive, but I suspect this relates to the breadth of the appeal.  The smaller your 
donor group, the more personalization may benefit your fund raising.  The larger your 
donor group the less important personalization may be. 

 2. The typical style of your fund raising letters. 

 If you built your donor list without personalization and have used very little 
personalization, you've conditioned your donors to respond without personalization.  
Therefore, personalization, in most cases, won't add that much.  If you begin to use 
personalization, introduce it slowly and very gradually. 

 3. The cost of personalization. 

 For very small lists, personalization is prohibitively expensive.  In some markets, 
the technology required for personalization is not as readily available, and thus, it is more 
expensive. 

 However, after saying all of this, the best way to learn about personalization is to 
watch your mail.  See what others are doing, and if it seems appropriate, test it for 
yourself. 
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Production Controls 

 Production controls are applied or implemented to make sure everything 
happens as it's supposed to happen.  The controls I've suggested below are only as good 
as you are.  Any such controls must be applied evenly and consistently, with few, if any, 
exceptions.  And that is very difficult to do.  It's far easier to let the details slip, to give 
verbal rather than written instructions, or to do business with the vendors you like the 
most. 

 I recommend the following production policies.  And I recommend you allow no 
exceptions. 

1. Require written production schedules, and follow up on every deadline, one day 
before it arrives. 

2. Require at least three competitive bids on all phases of production. 

3. Issue detailed purchase orders and allow variation only with written permission. 

4. Require written approval at each of the following production points: 

 a. Copy & graphic design 
 b. List selection or segmentation 
 c. Camera ready art 
 d. Blue-lines, or press proofs 
 e. Personalization samples 
 f. Mailable samples before inserting begins 

Mailing Schedules 

 Mail dates should be determined based upon the following factors: 

 Budgetary needs -- if you have used real projects for your themes and creative 
"platforms," then you have real deadlines which will dictate when you need money, and 
thus, when you need to mail your fund raising letters. 

 Special seasons -- some organizations, because of the nature of their goals and 
purposes, should mail at certain times of the year.  This doesn't mean they can't mail at 
other times, as well.  For example:  Easter Seal Society mails especially heavily around 
Easter.  The Salvation Army mails most heavily in the few weeks just before Christmas.  
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Political campaigns mail a lot, but especially in September and October, just before the 
November election day. 

 Production capability -- you are limited in how often you can mail by how long 
it takes you to write and produce a mailing.  Most groups mail so infrequently that 
production capability or capacity is never a problem. 

 Most organizations don't mail often enough.  Many artificially limit themselves to 
mailing once every three months.  Some groups mail fund raising letters only once or 
twice a year. 

 Well, my starting point is six mailings per year, to donors.  Any organization can 
successfully mail once every other month (six times per year).  Most groups could 
successfully mail once each month.  The problem of mailing once per month is not the 
negative impact on donors (which is what most groups think).  The problem is the 
capacity to write and produce the mailing.  Mailing once each month is hard work. 

 From another point of view, the problem for most non-profit groups is not that 
they mail too often, the problem is they don't mail often enough. 

 If you need to raise money and can properly express the need for funds, don't be 
hesitant to mail once every month.  If you think that's too often, you're probably wrong.  
Please remember that your donors don't think about you nearly as often as you think 
about them. 

Projecting Direct Mail Results, or How to Prepare a Direct Mail Fund 
Raising Budget 

 This section is a step-by-step guide for estimating how much money you can raise 
with a direct mail fund raising program. 

 You should prepare estimates for your acquisition mailing program and your 
donor mailing program separately.  I hope it's obvious that the response rates and average 
gift for your donor program will be much higher than the response rates and average gift 
for your acquisition program.  That's why you must calculate them separately. 

a. Select mail dates 

 People make gifts out of disposable income.  That is, income they have left after 
paying for their necessities.  Thus, if you mail no more than once a month, mail during 
the last half of the month, unless there is a strong reason to mail earlier -- like at 
Christmas time. 
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 Avoid mail dates which result in letters being received just before major holidays. 

b. Estimate mailing quantities 

 By "mailing quantities", I mean how many letters you're going to mail on each 
mail date. 

 If you're working on your donor mailing schedule, you should have some idea of 
how many donors you typically mail to in each donor mailing. 

 If you're working on your acquisition schedule, your estimate of mailing 
quantities is based upon your judgment of how many prospect names you can find or how 
many names from rented lists you wish to test.  The longer you're in this business, the 
better you'll get at preparing these estimates. 

 But don't bog down with trying to be absolutely precise.  What you're really doing 
is establishing goals and targets for yourself.   

c. Based upon past results, estimate three of the following four data for each mailing 
on your schedule: 

 1. Response rate, or 
 2. Income per Letter, or 
 3. Average gift, and 
 4. Cost per Letter (sorry, this must be one of the three). 

 The response rate is percentage of people you write to who actually send a gift.  It 
is calculated by dividing the number of gifts received by the number of letters mailed, 
and expressing that decimal as a percentage.  In algebraic terms, if L represents the 
number of letters mailed, G represents the number of gifts received and R represents the 
response rate, then: 

(G/L) * 100 = R 

 Income per Letter is a way of expressing income in such a way that you can 
compare the income from one mailing with the income from another mailing, even 
though the size of the mailings was different.  Some people prefer to use Income per 
1,000 letters.  I consider this simply a personal preference. 

 Income per Letter is the total income divided by the number of letters mailed.  If I 
represents total income and L represents the number of letters mailed, Income Per Letter, 
then, the formula  for Income Per Letter is simply: 
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I/L 

 The Average Gift represents the typical gift you receive.  Calculating this should 
be almost intuitive.  But I will leave nothing to doubt.  If A represents the Average Gift, G 
represents the numbers of gifts received and I represents the total income received, then: 

I/G = A 

 The Cost Per Letter closely parallels the concept of Income Per Letter.  It 
represents the cost to mail one letter.  You can compare cost per letter and income per 
letter to determine whether a mailing is profitable.  You can also compare these figures 
for several mailings to compare the effectiveness of various mailings. 

 Cost Per Letter is calculated by dividing the total cost of a mailing by the number 
of letters mailed.  The algebraic formula looks like this: 

C/L 

d. Calculate the following statistics for each mailing, then add up the totals to see if 
you're raising as much money as your budget demands: 

 1. Number of gifts --  the number of letters mailed multiplied by the 
response rate (R x L); 

 2. Total income -- the number of gifts multiplied by the average gift 
(G x A); or the number of letters mailed multiplied by income per letter (I/L x L); 

 3. Total cost --  Cost per letter multiplied by the number of letters 
mailed (C/L x L); 

 4. Net income -- Total Income minus Total Cost (I-C); 

 5. Response rate, if not estimated 

 6. Income per letter, if not estimated 

 7. Net income per letter 

 8. Cost per dollar raised -- Total Cost divided by Total Income (C/I).  
The lower this number the better. 

e. Projecting how many donor acquisition letters you should mail: 
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 Here is a simple procedure for determining what your goal for donor acquisition 
should be.  Simply follow each step in sequence: 

 a. Determine average attrition rate (how many donors will drop out in one 
year); 

 b. Determine desired donor list growth (how many more donors do you want 
at the end of the year, over and above the number you have now); 

 c. Total a. and b.; 

 d. Divide c. by the response rate you expect to your donor acquisition mail.  
This resulting number is the number of acquisition letters you should mail to identify the 
number of new donors you need to add in the next year. 
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Chapter Seven 

Research and Testing Principles 

 Direct Mail Testing provides the most important way to learn what will and will 
not succeed for your direct mail program.  It is the only way to build a successful 
program, over the long term. 

 The following section details eight principles for direct mail tests.  These are 
taken basically from Profitable Direct Marketing, by Jim Kobs, however, I've modified 
them slightly to focus on how they apply to direct mail fund raising. 8

¥ Test a single element or a completely different approach. 
¥ Be prepared to record test results using normal results accounting procedures. 
¥ Work on the Òbeat the champÓ principle. 
¥ Make sure your tests are statistically valid. 
¥ Analyze your results carefully. 
¥ Test for yourself; donÕt rely upon test results from someone elseÕs program. 
¥ DonÕt think test results are forever. 
¥ Avoid the disease of over-testing. 

1. Test a single element or a completely different approach. 

 If you change two elements, then you don't know for sure which element accounts 
for whatever difference results from a testing mailing.  So, the idea of testing only a 
single element at a time should be fairly obvious. 

 However, if you only test one thing at a time, then making real progress can 
sometimes occur very slowly.  That's why this testing principle has a second half.  Rather 
than testing two or three elements, which makes analysis difficult, test a completely 
different approach.  You may not learn which changes makes the difference, between the 
tests, but you increase the likelihood of finding a great difference. 

 There are basically five elements of a direct mail fund raising package which you 
can test: 

 a. Lists 
 b. Copy 
 c. Components 

     Kobs, Jim, Profitable Direct Marketing.  Chicago:  Crain Books, 1979, pages 49-60.8
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 d. Proposition 
 e. Production Formats 

 I'll look at each of these five areas to give you a feel for the factors to consider 
when structuring and planning your test projects. 

 a. Lists 

 Lists are the easiest item to test.  And generally, the most important.  This is 
especially true when you're working on your donor acquisition program.  The idea behind 
a list test is to select a small, representative sample of the names on a particular list, mail 
a letter to this test segment, and see if the results from the test mailing justify mailing to 
the balance of the names on the list. 

 You can perform this same type of list test on your own donor list.  Some of the 
older or otherwise less productive segments of your donor list should be tested regularly. 

 b. Copy 

 To effectively test different copy, it's important to keep the theme and appearance 
of the package unchanged.  If you don't you'll violate the principle we're talking about 
right now.  

 c. Components 

 By now you know that when I talk about the components of a direct mail fund 
raising package, I'm referring to the individual items which, together, compose the 
package.  Typically, these include a letter, reply/contribution form, reply envelope, carrier 
envelope, perhaps additional enclosures and finally, the postage. 

 Testing components may mean including or excluding a particular enclosure; 
changing the postage class on one of the envelopes; or, changing the appearance of one 
item. 

 d. Proposition 

 Later on, I talk about testing things which will make a big difference.  This is one 
that often makes a very big difference.  So test the proposition regularly. 

 For example:   

 * Is the Republican Party raising money to elect more Republicans to the 
Congress or to show more support for the President? 
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 * Is the March of Dimes raising money for research or for healthy babies? 

 * Is it more productive to enclose a membership card with the letter, or offer 
the membership card in return for a contribution? 

 These fundamental questions about the basic nature of what you are doing can 
have the most dramatic effects on the response to your direct mail fund raising. 

 e. Production formats 

 Testing production formats is very important.  Some formats cost more than 
others.  Some formats produce higher response rates.  Some formats produce higher 
average gifts.   

 Some formats produce difference results for different organizations.  For example:  
I've found there is a correlation between how a donor responds to different production 
formats and what the donor expects from the organization sending the appeal.  Low-cost, 
offset letters with Cheshire labels are not productive for the Republican Party.  Yet those 
same packages are very effective for environmental groups like Greenpeace. 

 And while personalized packages are a virtual requirement to get good results 
from a Republican Party donor list, the same package is simply too expensive for 
Greenpeace. 

 Your donors have an unspoken expectation of what type of package is appropriate 
from your organization.  The only way to learn what unveil that expectation is to test and 
test and test. 

 The National Republican Congressional Committee, as well as many political 
committees, regularly mails membership cards to donors.  But which is more cost-
effective, a credit-card type, embossed card, or a soft-plastic card on which the donor fills 
in with the donorÕs name and membership number.  The NRCC tested the cards shown 
above and determined that the credit-card approach produced more response with a 
higher average gift, even though it cost almost twice as much as the soft-plastic version. 

2. Be prepared to record test results using normal results accounting procedures. 

 In some ways, it's more important to have good records of the results from test 
mailings than any other mailings.  Too many organizations take results accounting too 
lightly.  That's why I have an entire chapter devoted to results accounting in this book.  If 
you're not sure how to capture, record and analyze results, check Chapter 8. 
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 Below is a table, which displays an example of a results report for a offer test.  
Three offers were tested against the control.  It's pretty clear that Offer No. 1 was the 
winner. 

 Test Results Report 

3. Work on the "beat the champ" principle. 

 This principle is especially important when you're working on improving a 
successful acquisition package.  The idea is simple:  Once you have a package which is 
working successfully, your goal should be to find a package which will do better. 

 Several years ago, the American Bible Society had a very successful package 
which solicited monthly gifts to distribute copies of the Bible in foreign languages.  A $2 
dollar gift provided one copy of the Bible. 

 Year after year, the ABS tried to find a new package to beat this "control" 
package.  Year after year, they failed.  Until finally, they succeeded, not by rewriting the 
package or discovering a new concept.  But, rather, they simply redesigned the package.  
All the basic components remained the same.  Not a word of the text was changed.  But 
this redesigned package "beat the champ" by 20 percent. 

4. Make sure your tests are statistically valid. 

 I'm not going to give to a short course in statistics here.  There are many other 
books and many other writers more qualified than I to do that.  However, there are 
several statistical issues which are important when it comes to direct mail research and 
testing.  If you need more information on these items, find yourself a good book on 
business statistics. 

Test Panel Control Offer No 
1

Offer No 
2

Offer No 
3

Mailed 4,630 4,632 4,822 4,998

Gifts 64 106 65 61

Income 2,310 3,529 1,330 2,220

Cost 1,456 1,470 1,801 1,733

Net 854 2,059 (471) 487

Response 1.38% 2.29% 1.35% 1.22%

Average Gift 36.09 33.29 20.46 36.39

Cost Ratio 0.63 0.42 1.35 0.78

Income/Letters 0.50 0.76 0.28 0.44

Cost/Letters 0.31 0.32 0.37 0.35

Net/Letters 0.18 0.44 (0.10) 0.10
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 a. sample selection 

 The best way to conduct a test is to select samples from the same population, 
sending a different version of the package to each sample.  The best way to select the 
sample is randomly.  But selecting a truly random sample is expensive.  A generally 
acceptable alternative is called an Nth select. 

 Here's an example of how you chose names for an nth select.  There are two 
variables in selecting an nth sample:  the name you start with and the value of n.  For 
example, you may start with the fourth name and select every eighth name.  The only 
other important condition is that the list, before you begin, should be in some order -- it 
doesn't matter what order, just that the list is not in random order.  I suggest you begin 
with the list in zip code order or alphabetical order. 

 b. sample size 

 The size of the sample you select effects the reliability of the results.  By 
reliability, I mean the confidence you can have that the results of the test will hold up if 
you repeat it with a larger number of names or at a later time. 

 The larger the sample, the more reliable the results.  In general, a sample size of 
5,000 names gives you fairly reliable results.  Anything much smaller than 5,000 will 
yield questionable results. 

 To increase the reliability of tests, it is fairly common to conduct multiple tests, 
each one with a larger sample.  If 5,000 name test works, repeat the test with a 25,000 
name sample. 

 c. timing 

 If you're following these guidelines, every test has at least two parts, a test sample 
and a control sample (see the next section).  It's important that these two samples be 
mailed at the same time.  If they are not mailed simultaneously, something could happen 
after the first mail date, but before the second, which effects the results.  Thus, the test 
would be invalid.  If the two samples are mailed at the same time, that same event would 
effect both samples in the same way, and the test would still be valid. 

 d. test vs. control 

 Maybe this is saying the obvious, but if I don't say it, someone will miss it.  When 
you conduct a test mailing, you must have a benchmark (called the control package) 
against which to compare the results of changes you made in the test package.   
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 To determine the redness of an apple, you've got to have at least two apples.  To 
compare direct mail packages, you also must have at least two packages.  One is the test 
package -- the one to which you've made some change.  The other is the control package 
-- the one which has proven to be the best version, so far. 

5. Analyze your results carefully. 

 Even if you do everything else correctly, you can blow it if you do analyze the 
results properly -- and that means carefully.  The three most common mistakes provide 
the background for the following three cautionary statements. 

 a. Don't over generalize -- one successful test does not prove a point forever.  
Results may change over time or when the tested component is associated with a different 
set of components.   

 b. Don't make major decisions based upon small differences -- a small 
difference (perhaps five to ten percent difference) does not justify changing everything 
you do.  You should learn about statistical significance and statistical confidence.  These 9

concepts will help you clarify how much you rely on the results of any test as a basis for 
a big and/or enduring program change. 

 c. Multi-stage test for increase reliability -- to avoid the dangers I've referred 
to above, you should practice multi-stage testing.  You do this by starting with a small 
test.  If that's successful, you conduct a slightly larger test, followed by an even larger 
test.  If the results of these tests are consistent, you can be much more confident that the 
results should be applied across the board to your direct mail fund raising program. 

6. Test for yourself; don't rely upon test results from someone else's program. 

 There are two reasons for this warning:  First, someone else may not know how to 
properly conduct a test.  And it's difficult, at best, to learn all of the details of how a test 
was conducted. 

 Secondly, their situation may yield different results.  Some non-profit groups use 
unstamped reply envelopes with great success, while for others, the same type of 
envelope yields disastrous results. 

 There are differences between every fund raising group.  Results from other 
groups may provide a valuable guide to what might be worth testing for your group.  But 

      You can read about these concepts in almost any basic textbook on business statistics.9
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test for yourself to make sure know what works and what does not work for your direct 
mail fund raising program. 

7. Don't think test results are forever.   

 Your donors, your programs, your need and circumstances change.  So will your 
test results. 

 I don't really know how else to say this.  Some of the smartest people in the direct 
mail fund raising business -- including myself -- forget this point.  And this principle 
seems to be getting more and more important as the direct mail fund raising marketplace 
becomes more competitive, more saturated and more mature. 

 It's not so much that your test results will change from mailing to mailing, from 
month to month or even from year to year.  But, if you stay in this business long enough, 
test results will change over a period of years -- maybe, five to ten years.  The time frame 
will be shorter if the substance of your organization, its leadership style or its programs 
change. 

8. Avoid the disease of over testing.   

 Don't test things that won't make a major difference.  Before you test anything, 
list all the possible conclusions you might reach for all possible results, and then consider 
this question:  How will the direct mail fund raising program be different if any of these 
conclusions are reached? 

 Will you save money?  Will you raise more money?  Will you renew more 
donors?  Will you find more new donors? 

 If you cannot identify a possible conclusion that will make a significant difference 
for your program, don't bother with the test.  Instead, test something that will make such a 
difference. 
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Results Accounting and Analysis
 Results accounting and analysis are the tools for managing and planning your 
direct mail fund raising program. 

 Results accounting begins with the compiling of detailed response data.  This 
data, defined below, can be maintained manually or on a computer.  After I define some 
data for you, I'll give you an example of what a results accounting ledger might look like.  
Here's the data you need to keep track of: 

• Code 
• List name and owner 
• Quantity of letters mailed 
• Package mailed 
• Mail date 
• Number of responses received each day without contributions 
• Number of responses received each day with contributions 
• Total income received each day 
• Total cost of the mailing 

1. Code 

 You may call this code the Mail Code, or perhaps, the Key Code or even the 
Source Code.  What you call it is not important.  It is a code which identifies the list or 
the package or both, so that you can tabulate response for each code, separately. 

2. List name and owner 

 For each code, you need to know what list you sent your letters to.  You should 
record the name of the list, who owns the list and how many names are on the list 
(commonly referred to as the list universe). 

 If you use several lists, like you probably would for a donor acquisition mailing, 
be sure to use a different code for each list. 

 If you're mailing your own donor list, you may have subdivided the list into 
different segments.  Be sure to record the definitions of each segment.  Response by 
segment can vary widely. 

3. Quantity of letters mailed 

 For each code, you need to know how many letters you mailed.  If you're testing a 
prospect list, you may be mailing only part of the list.  You'll use this "count" to calculate 
the response rate and some "per letter" statistics. 

Page !  of !116 139



!117

4. Package mailed 

 For each code, what package did you mail?  Was it a test?  If yes, what were you 
testing?  Also record, the postage class of the mailing.  The postage class of the mailing 
can be an important factor in forecasting results -- a very useful activity. 

5. Mail date 

 For each code, record the date the letters were mailed.  If letters were mailed on 
more than one day, record the number of letters mailed on each date. 

6. Number of responses received each day without contributions 

 Every day, for each code, record the number of coded responses received without 
contributions.  The nature of your package may dramatically effect how much of your 
response is non-contributor response.  But, as you gain experience, you'll grow to 
appreciate the value of this information. 

7. Number of responses received each day with contributions 

 Just as you do for non-contributor response, for each code, record the number of 
responses received each day with contributions. 

8. Total income received each day 

 For each code, every day, record the total amount of the contributions you receive. 

9. Total cost of the mailing 

 For each code, you'll want to know how much money you spent on the mailing, so 
you can figure out if you made any profit on the mailing.  It is generally good to 
separately record costs for lists, printing & mailing, and postage. 

 Using these data elements, there are numerous calculations you can make to help 
you analyze the effectiveness of your direct mail fund raising.  But before you do any 
analysis, you're going to have to do some simple summarizing. 

 You should keep running totals of response for each code.  And typically, for a 
donor mailing, even though you've subdivided the mailing into several segments/codes, 
you'll probably want to keep running totals for all the codes in a single mailing.  I admit 
this may seem like a lot of clerical work.  And if you do it by hand it is a lot of clerical 
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work.  You can do it on a computer.  But however you do it, please be assured, it is very 
important. 

 On the next page is an example of what I call a Tally Sheet.  It's the results from 
one day.  It shows all the codes, non-contributors, contributors and income I received on 
one particular day.  I use this type of data to prepare detailed and summary results 
accounting ledgers for each code and package. 

 Following the Tally Sheet is an example of a computer printout of a results 
accounting ledger.  The particular example is the ledger for a single code.  For a mailing 
which included several codes, you need to simply have a separate ledger which 
summarizes the results from all the appropriate codes. 

RESULTS ACCOUNTING LEDGER:      DIRECT MAIL 

Code Envelope Gifts Income

100 15 14  $    375.20 

101 10 8  $    214.40 

102 35 23  $    616.40 

103 126 85  $  2,278.00 

104 4 1  $     26.80 

105 6 3  $     80.40 

106 22 19  $    509.20 

107 45 37  $    991.60 

108 38 37  $    991.60 

109 31 20  $    536.00 

110 28 13  $    348.40 

111 11 6  $    160.80 

112 9 5  $    134.00 

Total 380 271  $  7,262.80 
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7  A Sample Results Accounting Ledger for a Single Code

 Mail Days:        28           Response:      0.50% 
 Resp Days:        23           Avg Gift:     23.36 

              Income     Cost      Net      Ratio     Forecast 
   ToDate:     8,736    25,540   (16,804)    34.20%     
   Per Ltr:      0.12      0.34     (0.23)                 0.00% 
================================================================ 
    Date      Mailed    Count     NonC      Cont      Amount 

   TOTAL       74,418     1,545     1,171       374       8,736 

   11/18/91    74,418 
   11/19/91                   0 
   11/20/91                   0 
   11/21/91                   0 
   11/22/91                   0 
   11/23/91                   0 
   11/24/91                   3         2         1       25.00 
   11/25/91                   3         3         0 
   11/26/91                   0 
   11/27/91                   0 
   11/28/91                  88        71        17      670.00 
   11/29/91                 175       142        33      600.00 
   11/30/91                  74        57        17      535.00 
   12/01/91                 233       178        55    1,341.00 
   12/02/91                  91        68        23      610.00 
   12/03/91                   0 
   12/04/91                   0 
   12/05/91                 360       288        72    1,541.00 
   12/06/91                 117        82        35      880.00 
   12/07/91                  18         9         9      120.00 
   12/08/91                  67        41        26      585.00 
   12/09/91                  86        61        25      518.00 
   12/10/91                   0 
   12/11/91                   0 
   12/12/91                 114        84        30      714.00 
   12/13/91                  53        41        12      212.00 
   12/14/91                  15         9         6       85.00 
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Statistical Analysis & Definitions 

 Statistics provide a method of comparing the income, cost, productivity and 
overall effectiveness of your direct mail fund raising program.  The statistics I've defined 
below are not the only ones which you may find useful.  However, they are certainly 
among the most common ones -- and provide the basis for most others which you may 
run across. 

 For each statistic, I've tried to not only define it from a mathematical point of 
view, but also from a practical point of view.  After all, if you don't know how to use a 
statistic, being able to calculate it doesn't do you much good.  First, for the sake of 
consistency, let's define the variables I'll use in the statistical formulae which I give you 
later. 

Variable Definition

 A Average Gift

 B Break Even

 C Total Cost

 C$ Cost Per Dollar Raised

 CDA Donor Acquisition Cost

 CDR Donor Renewal Cost

 CL Cost Per Letter

 CM Cost Per Thousand Letters

 G Gifts or Contributions Received

 I Total Income

 IC Cumulative Income to Date

 IL Income Per Letter

 IM Income Per Thousand Letters

 IP Projected Total Income

 L Letters Mailed

 N Net Income

 NL Net Income Per Letter
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Useful Direct Mail Statistics. 

• Income per letter (or per thousand letters) 
• Cost per letter (or per thousand letters) 
• Net income per letter (or per thousand letters) 
• Break Even 
• Response Rate (or Percent Response) 
• Average Gift 
• Cost per dollar raised 
• Response Pattern 
• Donor Value 
• Donor Acquisition 
• Donor Renewal Cost 

1. Income per letter (or per thousand letters) 

 This statistic provides a way to compare the amount of income you receive from 
different mailings.  If you mail 1,000 letters and receive $10,000 and later mail 2,000 
letters and receive $10,000, you know intuitively that the first mailing did better.  Income 
per Letter or Income Per Thousand gives you a statistic to document that difference.  
Here is the formula for Income Per Letter: 

 IL =  I  
    L 

 Here is the formula for Income Per Thousand: 

 IM =   I     
   L/1,000 

2. Cost per letter (or per thousand letters) 

 You may guess that this statistic provides a way to compare the cost of your 
mailings.  Once again, some like to look at per letter costs, others at per thousand costs.  
It makes little difference.  Here is the formula for Cost Per Letter: 

 CL =  C  
    L 

 NM Net Income Per Thousand Letters

 P Percent Cumulative Income to Date of Total Income Per Package

 R Response Rate or Percent Response
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 Here is the formula for Cost Per Thousand: 

 CM =    C    
   L/1,000 

3. Net income per letter (or per thousand letters) 

 For letters to donors, this is probably the most important statistic for comparing 
one package to another.  After all, the object of direct mail fund raising is to raise money 
your organization can spend on it's programs.  This statistic measures the net income 
from every mailing.  Here's the formula for Net Income Per Letter: 

 NL =  I - C  
      L 
 Here's the formula for Net Income Per Thousand: 

 NM =  I - C  
   L/1,000 

4. Break-even 

 This is a familiar business concept.  Break even is the point at which income 
equals cost.  So, when you reach break-even, you've neither made any money nor lost any 
money.   

 Generally, this statistic is used with donor acquisition programs.  When a donor 
acquisition mailing reaches break-even, it's a solidly successful mailing.  Because, while 
you may not have made any money, you've added some number of new donors to your 
list -- and the goal of donor acquisition is adding new donors. 

 Break-even is usually expressed as a percentage, so the formula for break-even 
looks like this: 

 B =  I  x 100 
    C 

5. Response Rate (or Percent Response) 

 The response rate is a measure of the number of people who respond with a 
contribution when they receive a mail or other solicitation.  It is the percentage of people 
who received the letter who responded with a gift.  This is one of the most important 
statistics for comparing the effectiveness of different letters. 
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 With experience, it is also very valuable in predicting how much money you can 
raise for your organization.  Here is the formula for response rate: 

 R =  G  x 100 
    L 

6. Average Gift 

 Some packages you mail will result in bigger gifts than others.  And typically, the 
average gift from a previous donor is larger than the average gift from a first time donor.  
These and other experiences have taught me to always watch the average gift from 
donors.  The formula for average gift is: 

 A =  I  
    G 

 Some of these statistics are inter-related.  Such a relationship which I've found 
useful is this:  The average gift multiplied by the response rate equals the income per 
letter.  You can test this for yourself.  However the fact that this is true has caused me to 
watch average gift and response rate carefully, for purposes of analyzing how to improve 
the results of mailings. 

7. Cost per dollar raised 

 Mathematically, the Cost Per Dollar Raised is the opposite of break-even.  To 
calculate Break-even, we divided the total income by cost.  To calculate the cost per 
dollar raised, we simply reverse that formula, dividing cost by income.  This number tells 
you how much out of every dollar you raise that you spend to raise it.  Here's the formula 
for Cost Per Dollar Raised: 

 C$ =  C 
    I 

8. Response Pattern 

 Over the course of time, you learn that the response to direct mail fund raising 
letters comes back to you according to a fairly consistent pattern.  This recognition led to 
the emergence of an idea called the Doubling Day.  That's the day by which you have 
one-half of your total response.  Therefore, you could double that figure and estimate 
your total income.   
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 That's a very useful concept because it allows you to analyze your results more 
quickly -- especially important on acquisition mail, but also important if you're estimating 
your cash flow. 

 However, you can be more precise than just limiting yourself to the use of a 
doubling day.  You can actually determine how to predict response on virtually any day, 
beginning about one week after you drop your mailing.   

 To accomplish this, you must determine the Response Pattern for your mail.  It 
will probably be similar to the response pattern of other direct mail fund raisers, but it 
will also be slightly different.  So I encourage you to discover this pattern for yourself, 
rather than rely on the tables on the following pages. 

 The Response Pattern for your direct mail is dependent upon two variables:  the 
postage class mailed and the geographical distribution of the list.  If you send your mail 
via first class postage, it gets delivered fairly promptly.  In contrast, if you send your mail 
third class, it gets delivered less consistently and over a longer period of time. 

 Geography has a similar effect on delivery.  If your list is concentrated in a few 
contiguous states, even third class mail gets delivered fairly evenly.  While a nationwide 
standard class mailing may be delivered to some addresses in two or three days, but not 
reach other addresses for two or three weeks. 

 These variations have caused me to develop three Response Patterns for each 
organization: 

1. First Class Mail -- First class mail gets delivered as quickly as the Postal Service 
can do it, whether the mail is regionally or nationally distributed.  So, I calculate the 
Response Pattern for first class mail in terms of days from the mail date. 

2. Regional Standard Class Mail -- As I commented above, standard class mail is 
delivered less consistently than first class mail.  So, I calculate the Response pattern for 
standard class mail in terms of days of response, where Day 1 is the first day a response 
is received. 

3. National Standard Class Mail -- Because the delivery of regional and national lists 
differs, depending on the geographic diversity of a regional list compared to a national 
list, I calculate a pattern for national lists separately. 

 The chart on the next page displays an example of these three different response 
patterns.  Let me explain how you can use this chart, and then how to calculate your own 
response pattern. 
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 The numbers shown in each column represent the percentage of the total 
contributions received by the referenced date.  Please note that for first class mail, you 
should read "Mail Days" on the left side.  For third class mail, read from "Response 
Days" on the right side. 

 I must also advise you that 
until you get past 7 mail days or 7 
response days, this chart is not 
particularly accurate.  Beyond those 
points, the chart is remarkably 
accurate. 

 You may use the response 
pattern to project the total amount of 
money you'll raise from a particular 
direct mail fund raising effort.  To 
make this calculation, simply take the 
cumulative amount of money you've 
raised from a mailing so far.  
Determine how many mail days or 
response days you have.   

 Using the chart, determine the 
percentage of the total your current 
cumulative total represents.  Then, 
divide your cumulative-to-date figure 
by the percentage figure from the chart.  The result is an estimate of what your final 10

total will be. 

 Here is how the formula looks when displayed in a more algebraic format: 

 IP =  IC  
    P 

 The most important thing to do before you use the concept of the Response 
Pattern is to develop your own pattern and not rely on this example or anyone else's 
pattern. 

      Remember to convert the percentage into a decimal before dividing the cumulative-to-date figure.  You convert a percentage to a 10

decimal by dividing the percentage by 100; or, moving the decimal of the percentage two places to the left.
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8 Response Patterns for Direct Mail Fund 
Raising

Mail      1st     Combined  Standard Response 
   1     0.00%       0.00%    0.11%    1 
   2     0.00%       0.00%    0.26%    2 
   3     0.09%       0.04%    0.77%    3 
   4     0.11%       0.38%    2.26%    4 
   5     0.11%       0.98%    2.80%    5 
   6    13.96%       4.44%    3.02%    6 
   7    17.09%      23.39%   11.52%    7 
   8    25.26%      25.94%   17.63%    8 
   9    38.85%      27.39%   22.24%    9 
  10    46.65%      46.72%   27.38%   10 
  11    47.07%      51.67%   35.45%   11 
  12    47.40%      53.53%   37.18%   12 
  13    63.17%      58.08%   37.66%   13 
  14    68.17%      66.49%   46.64%   14 
  15    70.53%      67.61%   55.08%   15 
  16    74.08%      69.21%   58.25%   16 
  17    77.60%      73.82%   61.20%   17 
  18    77.71%      77.79%   67.30%   18 
  19    77.78%      78.99%   68.39%   19 
  20    81.67%      80.47%   68.49%   20 
  21    82.28%      83.10%   73.29%   21 
  22    83.03%      84.06%   75.75%   22 
  23    84.71%      84.24%   77.50%   23 
  24    85.54%      87.20%   79.07%   24 
  25    85.54%      88.11%   80.73%   25 
  26    85.55%      88.72%   81.40%   26 
  27    87.24%      89.48%   81.48%   27 
  28    88.03%      90.76%   83.75%   28 
  29    88.45%      91.07%   85.71%   29 
  30    89.05%      91.19%   86.20%   30 
  31    89.48%      92.89%   87.09%   31 
  32    89.49%      93.33%   88.13%   32 
  33    89.49%      93.72%   88.31%   33 



!126

 Developing your own response pattern is not difficult, but it may be a little time 
consuming.  It's a little easier if you have a computer and a spreadsheet program, such as 
Excel. 

 The first step in developing your response pattern is to select some mailings to 
include in your analysis.  I have two criteria for selecting such mailings.  (1) I pick 
mailings with at least average or better response.  (2) All the codes in the mailing must 
fall into the same postage class -- I recommend you select five to ten mailings from all 
times of the year. 

 Once you've selected the mailings, you need to compile certain data for each 
mailing.  If you've keep a Results Accounting ledger for each mailing, then you already 
have the data you need.  The data you need is the cumulative amount of money received 
from each mailing on a daily basis, beginning with the first day after the mailing (for first 
class mail), or the first day of response (for standard class mail). 

 The next step is to combine all of these cumulative figures, as if they were all part 
of one big mailing.  For a standard class pattern (based upon days of response), you 
would add the figure for the first day of response for all the selected mailings.  Then, add 
up the second day of response.  Then, the third day.  Continue this pattern for at least 60 
days of response. 

 Finally, determine the percentage that each day is of the final total.  Simply, take 
the total for the first day of response and divide it by the total for the 60th day of 
response.  Then repeat this calculation for all 60 days. 

 This set of percentages represents the response pattern you are seeking. 

 The figure below shows how your spreadsheet might look, if you were calculating 
the Response Pattern for a set of Standard Class mailings, using days of response. 
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9 Sample of a Spreadsheet set up to calculate the Response Pattern for 
Third Class/Days of Response

    %      Grand Total       0P          1B          1C          1J 
   0.11%         3,020       2,760          75          30           5 
   0.26%         7,277       2,760         475          65           5 
   0.77%        21,203       2,760       2,405         856           5 
   2.26%        62,531       4,936       8,571       6,727       4,117 
   2.80%        77,499      18,109       8,571       6,727       5,912 
   3.02%        83,403      18,109       8,571       6,727      11,816 
  11.52%       318,542      18,109      67,007      90,195      23,806 
  17.63%       487,256      91,737     102,695     110,753      43,346 
  22.24%       614,721     107,518     139,055     158,613      43,346 
  27.38%       757,032     144,203     167,027     207,512      43,346 
  35.45%       979,956     189,247     204,754     252,147     101,056 
  37.18%     1,027,805     226,802     204,754     252,147     111,350 
  37.66%     1,041,207     226,802     204,754     252,147     124,752 
  46.64%     1,289,390     226,802     269,861     378,197     138,408 
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9. Donor Value 

 This concept is intended to answer the question:  how much money is a single 
donor likely to contribute during his/her active life as a donor to my organization?  

 There are three important measures involved in this statistic:  The length of time a 
person remains an active donor, the average amount contributed, and the typical 
frequency of giving. 

 The only way to accurately determine the value of a donor to your organization, 
or an any particular organization, is to maintain records for a long period of time. 

 The table below shows one way to capture the data you need to calculate donor 
value. 

!  
 This table tracks the contributions of several groups of donors who first gave in 
successive years.  As you can see, I've recorded how many gifts they made and much 
money they gave over several years, beginning the first year they gave. 

10 Data for calculating a Donor's Lifetime Value

    Calendar Year              1984        1985        1986        1987        1988        1989        1990       Total 

    Total Donors             44,547      29,235      25,446      24,691      30,189      18,877      17,513      44,547 
    Total Gifts              71,846      64,283      55,551      47,988      61,886      41,667      36,440     379,661 
    Total Amount Given    2,103,072   1,782,806   1,626,844   1,431,462   2,206,101   1,172,455   1,178,171  11,500,911 
    Gifts/Donors               1.61        2.20        2.18        1.94        2.05        2.21        2.08        8.52 
    Amount/Gift               29.27       27.73       29.29       29.83       35.65       28.14       32.33       30.29 
    Amount/Donors             47.21       60.98       63.93       57.98       73.08       62.11       67.27      258.17 

    Total Donors                         11,069       7,312       6,681       7,151       4,956       4,122      11,069 
    Total Gifts                          16,534      17,927      13,885      15,667      11,612       9,030      84,655 
    Total Amount Given                  580,631     567,817     517,019     581,297     389,759     283,652   2,920,175 
    Gifts/Donors                           1.49        2.45        2.08        2.19        2.34        2.19        7.65 
    Amount/Gift                           35.12       31.67       37.24       37.10       33.57       31.41       34.50 
    Amount/Donors                         52.46       77.66       77.39       81.29       78.64       68.81      263.82 

    Total Donors                                     22,932      14,672      14,570      10,532       8,629      22,932 
    Total Gifts                                      37,823      31,449      35,003      25,334      19,676     149,285 
    Total Amount Given                            1,358,315   1,098,363   1,418,627     810,032     659,601   5,344,938 
    Gifts/Donors                                       1.65        2.14        2.40        2.41        2.28        6.51 
    Amount/Gift                                       35.91       34.93       40.53       31.97       33.52       35.80 
    Amount/Donors                                     59.23       74.86       97.37       76.91       76.44      233.08 

    Total Donors                                                 27,824      11,045       6,970       6,121      27,824 
    Total Gifts                                                  32,685      27,101      16,795      12,629      89,210 
    Total Amount Given                                        1,205,799     905,246     533,194     385,504   3,029,743 
    Gifts/Donors                                                   1.17        2.45        2.41        2.06        3.21 
    Amount/Gift                                                   36.89       33.40       31.75       30.53       33.96 
    Amount/Donors                                                 43.34       81.96       76.50       62.98      108.89 

    Total Donors                                                            120,144      44,799      31,843     120,144 
    Total Gifts                                                             149,905      95,819      61,800     307,524 
    Total Amount Given                                                    4,666,843   2,534,266   1,948,310   9,149,419 
    Gifts/Donors                                                               1.25        2.14        1.94        2.56 
    Amount/Gift                                                               31.13       26.45       31.53       29.75 
    Amount/Donors                                                             38.84       56.57       61.18       76.15
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 You can also see, that after four years, for each donor that gave in the first year, 
this organization received around $250.  So, I can say fairly comfortably that for every 
donor I identify this year I will receive around $250 over the next four years. 

 This is very valuable information for long term planning, as well as for evaluating 
how much you should spend to acquire a new donor. 

10. Donor Acquisition Cost 

 If you know how much money a donor is likely to give to you, then it will be 
useful to know how much you spend to find a new donor -- this statistic is called the 
donor acquisition cost. 

 It may be important to examine donor acquisition cost from two different 
perspectives.  And the only way to know is to look at it both ways.  The first perspective 
is the donor acquisition cost for a single mailing.  The second perspective is the donor 
acquisition cost for an entire year. 

 The formula for both perspectives is the same: 

 CDA =  C  
    D 

 Where D equals the numbers of NEW donors acquired. 

 The two perspectives become important if the donor acquisition cost for one 
mailing is significantly lower the than the donor acquisition cost for the entire year.  A 
lower donor acquisition cost is the sign of a good mailing. 

 If an acquisition mailing is producing a new donor at a cost $20 with an average 
gift of $21, that's obviously good.  However, you may be more likely to find that the 
average cost is $20 but the average gift is $15 or $17.  In part, then, the decision of 
whether to continue to mail this particular package for donor acquisition may depend on 
the lifetime value of a donor. 

 If you can expect to receive another $200 in contributions from each donor, then it 
may be a sound decision to continue to acquire new donors at a loss.  You may also find it 
useful to compare the Donor Acquisition Cost to the Average Gift from your donor 
acquisition mailings.  If the average gift is lower than your Donor Acquisition Cost, then 
you are losing money on these mailings.   

 Some groups modify their definition of Donor Acquisition Cost to include this 
comparison.  Their definition of this statistic is: 
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 CDA =  C  - A 
    D 

 This formula indicates how much money you lost on each new donor you 
acquired (assuming the average gift is lower than the cost per new donor).  The first 
formula I gave you indicates the how much money you spent to acquire each new donor.  
Both statistics may be useful.  You'll have to decide for yourself, which seems most 
useful to your purposes. 

11. Donor Renewal Cost 

 Just as it's good to track and evaluate the cost of acquiring a new donor, it may be 
equally useful to track and evaluate the cost of renewing a donor.  Donor Renewal Cost is 
the cost of getting another gift from a donor who has already given once.  As with Donor 
Acquisition Cost, you may calculate the Donor Renewal Cost for a single mailing or for a 
year long program.  And comparing these two calculations may in fact be the most 
informative strategy.  Here's the formula for Donor Renewal Cost: 

 CDR =  C  
    G 

Using Statistics in Program Management 

 The key to using any of these statistics to manage your direct mail program is to 
calculate them regularly and track the movement of the statistics over time.  If you do 
that you'll see patterns and movement and you'll come to understand how your decisions 
about what you do effect the statistics, either positively or negatively. 

 You should track statistics for individual mailings, as well as by program.  For 
example you might keep separate statistics for your donor acquisition program and your 
donor renewal program. 

 You should also track statistics for programs over time, perhaps by month, and 
certainly on an annual basis. 

 Such statistical work can be time consuming, but in the long run, you will learn 
much about your direct mail by studying the patterns you'll discover as you see these 
numbers change. 

 There are two basic reports which I use to watch the long term trends in direct 
mail fund raising programs for which I'm responsible.  The first report summarizes results 
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by mailing.  The second report summarizes results over time (by month, by quarter, by 
year).  Examples of these two type of summary reports follow. 

 Your purpose in preparing and reviewing these type of reports is to look for trends 
or exceptions from the trends.  And then, when you find them to seek an explanation for 
the trends or the exceptions. 

 On a report like the one above, most differences, from one package to the next are 
attributable to the individual differences between the packages mailed as well as 
occasionally dramatic and sudden changes in your fund raising environment. 

 Trends and/or exceptions identified on a Yearly Summary, like the one which 
follows are more often attributed to real trends or serious long term changes in your 
environment.  These types of trends and changes probably require some adjustment to 
your overall direct mail fund raising strategy. 

 Never cut short the time you spend accumulating results or reviewing the data.  
This activity will teach you more than most about what works and does not work in the 
arena of direct mail fund raising. 
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12  A Results Report by Year

 Year   Mail Count   Gifts    Revenue     Cost        Net      Avg $ 
                       %      R/Ltr       C/Ltr       N/Ltr    Ratio 
  
 1976    1,273,730  155,565  3,842,888    522,229   3,320,659  24.70 
                     12.21%       3.02       0.41        2.61  13.59% 
 1977    3,474,568  255,944  4,448,088  1,447,962   3,000,126  17.38 
                      7.37%       1.28       0.42        0.86  32.55% 
 1978    3,859,494  257,915  3,944,505  1,634,909   2,309,596  15.29 
                      6.68%       1.02       0.42        0.60  41.45% 
 1979    3,069,088  223,232  4,845,012  1,355,557   3,489,455  21.70 
                      7.27%       1.58       0.44        1.14  27.98% 
 1980    5,203,494  453,947  9,946,325  2,368,628   7,577,697  21.91 
                      8.72%       1.91       0.46        1.46  23.81% 
 1981    7,359,782  638,602 14,862,701  3,580,459  11,282,242  23.27 
                      8.68%       2.02       0.49        1.53  24.09% 
 1982    9,956,001  654,972 17,280,686  4,991,916  12,288,770  26.38 
                      6.58%       1.74       0.50        1.23  28.89% 
 1983   10,009,590  593,297 15,044,142  4,716,058  10,328,084  25.36 
                      5.93%       1.50       0.47        1.03  31.35% 
 1984    9,765,873  723,959 19,718,296  5,806,717  13,911,579  27.24 
                      7.41%       2.02       0.59        1.42  29.45% 
 1985    9,583,123  515,242 13,643,902  5,144,779   8,499,123  26.48 
                      5.38%       1.42       0.54        0.89  37.71% 
 1986    7,430,000  502,282 11,447,208  5,235,117   6,212,091  22.79 
                      6.76%       1.54       0.70        0.84  45.73% 
 1987    5,845,041  296,858  7,940,584  2,601,830   5,338,754  26.75 
                      5.08%       1.36       0.45        0.91  32.77% 
 1988    8,543,909  454,628 14,213,820  3,791,837  10,421,983  31.26 
                      5.32%       1.66       0.44        1.22  26.68% 
 1989    9,921,056  452,295 10,940,217  4,358,671   6,581,546  24.19 
                      4.56%       1.10       0.44        0.66  39.84% 
 1990   12,289,361  355,891 10,253,129  5,326,966   4,926,163  28.81 
                      2.90%       0.83       0.43        0.40  51.95% 
 1991    6,413,521  318,664  8,436,861  2,697,503   5,739,358  26.48 
                      4.97%       1.32       0.42        0.89  31.97%
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11  A Results Report by Mailing

   Date   Mail Count   Gifts   Revenue    Cost     Net    Avg $    %    R/Ltr  C/Ltr  N/Ltr 
  
 01/02/91    311,457    6,374  172,401   91,104   81,297  27.05   2.05%  0.55   0.29   0.26 
 01/23/91    311,336   17,788  528,400   85,650  442,750  29.71   5.71%  1.70   0.28   1.42 
 02/13/91    323,998   34,665  773,605  158,160  615,445  22.32  10.70%  2.39   0.49   1.90 
 02/15/91     29,603    1,211   28,965   15,689   13,276  23.92   4.09%  0.98   0.53   0.45 
 03/06/91    323,998   15,537  504,563  131,251  373,312  32.47   4.80%  1.56   0.41   1.15 
 03/11/91    327,844   15,618  358,411  164,217  194,194  22.95   4.76%  1.09   0.50   0.59 
 04/01/91    248,460   12,983  255,584   86,388  169,196  19.69   5.23%  1.03   0.35   0.68 
 04/22/91    339,419   16,743  435,077  207,099  227,978  25.99   4.93%  1.28   0.61   0.67 
 05/08/91    243,178    8,074  214,982  108,618  106,364  26.63   3.32%  0.88   0.45   0.44 
 05/24/91    253,663   13,629  310,554  108,618  201,936  22.79   5.37%  1.22   0.43   0.80 
 06/14/91    333,138   17,407  532,188   70,214  461,974  30.57   5.23%  1.60   0.21   1.39 
 07/05/91    343,545   11,732  416,225  169,049  247,176  35.48   3.41%  1.21   0.49   0.72 
 07/26/91    333,726   12,161  301,583  143,276  158,307  24.80   3.64%  0.90   0.43   0.47 
 08/16/91    287,151   19,222  454,917  155,019  299,898  23.67   6.69%  1.58   0.54   1.04 
 09/06/91    332,833   15,208  477,821   62,524  415,297  31.42   4.57%  1.44   0.19   1.25 
 09/27/91    285,000   10,726  216,065  114,000  102,065  20.14   3.76%  0.76   0.40   0.36 
 10/18/91    297,218   14,161  341,382  123,554  217,828  24.11   4.76%  1.15   0.42   0.73 
 10/25/91    215,271   22,082  521,239  370,770  150,469  23.60  10.26%  2.42   1.72   0.70 
 11/05/91    345,946   16,082  435,347  185,746  249,601  27.07   4.65%  1.26   0.54   0.72 
 11/29/91    202,911    7,479  187,366   22,474  164,892  25.05   3.69%  0.92   0.11   0.81 
 12/04/91    210,063    5,234  195,108   98,459   96,649  37.28   2.49%  0.93   0.47   0.46 
  
 Average     259,495   12,180  322,540  106,314  212,751  26.48   4.69%  1.24   0.41   0.83
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Donor Recognition
 There are three basic types of recognition you can give a donor:  
acknowledgments, thank you letters, gifts and participation opportunities.  This chapter 
looks at each of them. 

Acknowledgments 

 Every gift should be acknowledged.  The acknowledgment may be more 
important than a thank you letter.  It should be prompt and accurate.  It is not a receipt, 
but rather a simple notice that lets the donor know you received her gift. 

Thank you letters 

 Thank you letters should reinforce the message of the solicitation letters by 
assuring the donor that her contribution was used to accomplish exactly what she gave 
the money for.  One of the most important things about either an acknowledgment or a 
thank you letter is the promptness with which it is mailed back to the donor.  The sooner 
the better. 

 What follows is the text of a very excellent article on writing thank you letters, by 
Jerry Huntsinger. 

Gifts 

 A gift is really an unexpected or un-offered premium.  And it can be a very 
effective part of an overall Thank You program. 

 But be careful you don't make the donor feel as if you're wasting her donation.  
Also, don't overdo such gifts in terms of frequency.  Once a year is fine.  Even once every 
other year. 

 Your Thank You program is an important part of increasing the length of time 
your donors continue to give to support your organization.  So spend some time thinking 
about what to do, and some money doing it.  It's a worthwhile investment. 

Participation Opportunities  

 More and more, your donors are looking for more ways to be involved with your 
organization than just sending a check.  This desire on their part is an opportunity for you 
to recognize their role in funding your activities. 
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 Offer your donors the chance to buy the first tickets to your up-coming events.  
Hold special receptions for them at major events.  Offer discounts on merchandise you 
sell.  Let them be first in line. 

 This type of participation doesnÕt have to cost you anything.  Often, youÕre letting 
your donors be the first to give you even more money. 

 Be sure to differentiate between donors based upon the total amount of money 
theyÕve ever given to you or the amount theyÕve given this year. 
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How to Write that Very Important 'Thank You'  11

by Jerry Huntsinger 

 Thank You letters are the step child of fund raising, the low priority administrative 
task, the nuisance job. 

 This is unfortunate because an effective Thank You letter program is your key to: 

1. Holding a donor over a long period of time. 
2. Raising the average gift amount. 
3. Preparing for a subsequent gift on the next appeal. 
4. Receiving "bounce-back" gifts. 

 In other words, the Thank You letter (and Thank You program) is vital to the 
development of multiple donors.  As you already know, without multiple donors you 
cannot have an effective fund raising program by direct mail. 

 When a person makes a gift to your organization, your Thank You message is the 
completion of a warm and positive experience.  But if your donor waits and waits . . . and 
waits . . . and still no word of appreciation comes from you, and when it does, your letter 
lacks warmth and genuine appreciation, something is sadly wrong with your priorities. 

Serves Four Purposes 

 I believe that a Thank You letter has four major purposes: 

1. To complete a warm and positive experience. 

 Your donor has sent a gift, hoping to solve a problem, relieve human misery, or 
participate in a project.  Your Thank You letter is proof, not just that you received the gift, 
but of your personal appreciation, and tangible evidence that the donor has shared with 
the less fortunate. 

 Perhaps the experience is like shopping for a birthday present for your mother, 
then feeling marvelously happy when your mother sends you a letter, saying how much 
she loved the needlepoint pillow cover. 

 You can do this for your donors, and complete a warm and positive experience. 

2. Convey official thanks. 

  from Fund Raising Management, vol. 8 (Jan/Fed 1978) No. 6, pp. 50-51.11
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 Successful organizations soon become large, and unless they are careful, they 
become de-personalized because of the logistics of administration. 

 Your letter is a way of saying that in spite of the size of the operation, a real 
person, with real gratitude, knows that your gift has been received, and is expressing 
appreciation. 

3. Educate Your Donors. 

 Your appeal letter has to abide by certain restraints in order to motivate the 
individual to respond with a gift. 

 But your Thank You letter does not have those restraints.  In fact, your reader is 
something of a captive audience, and within limitations, you can communicate concepts 
that the donor would not bother to read in a normal fund raising letter. 

 Don't hesitate to explain your organizational purpose and goals.  Obviously, you 
won't make the copy so heavy in philosophy that the donor cannot follow your letter. 

 But when a donor has proven an interest, even at an emotional level, the next step 
in your relationship is to give the donor some valid and logical reasons why your work is 
important. 

4. Raise additional money. 

 Your donor is often most apt to give a sizable gift right after giving a small gift.  
Why? 

 Perhaps, the small gift was a test.  You provided a warm and positive experience.  
You passed the test.  Now, the donor is ready to go on to even more fulfilling experience. 

 Obviously, you don't use the same techniques in a Thank You letter that you use in 
an appeal letter. 

 But your purpose can be the same. 

 Some executives subscribe to the "savings account" theory of cultivation.  They 
reason that if you build up your donor's confidence, the money stays in the bank, builds 
interest, so when you make the next appeal, you get both the money and the interest. 

 I wonder if this actually happens, or is it just rationalization? 
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 I don't believe that the money you don't get in through the Thank You letter will 
come in later when you make the next appeal. 

 In brief, you can express the purpose of the Thank You letter in many more ways 
-- to build donor confidence -- to provide for deeper involvement -- to communicate at a 
deeper level to raise money. 

 It boils down to a specific challenge:  you can't say thank you by taking creative 
and production short cuts. 

Letters to Avoid 

1. Stay away from the business-like note, full of organizational garbage words, such 
as: 

 "This is to acknowledge receipt of your gift, and convey our best wishes ..." 

2. The fuzzy computer letter. 

 This includes:  the pre-printed computer letter with the dollar amounts poorly and 
obviously matched in and the two-up computer that is too short to convey anything 
substantial. 

3. The apology letter. 

 Don't ever tell a donor that "because of the holiday rush your receipt may be 
delayed." 

Formula for Successful Letters 

1. The progress report. 

 This letter can be of any length.  It expresses appreciation, and at the same time 
reports specifically on the progress of the special project involved in the appeal. 

 A variation is the multi-project progress report. 

 Many times during the year, you should summarize your progress on several 
projects, and bring the donor up-to-date on what the donations are accomplishing. 

2. The follow up letter. 

 This is probably the most effective type of Thank You letter you will ever write. 
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 You express appreciation for the gift, give a report on the progress to date -- and 
you are extremely positive about the fact that the goal has almost been achieved. 

 Then you report on just what must be accomplished to complete the project -- you 
now only need to stock the medical shelves and the clinic will be in operation -- you need 
to purchase the magazine racks and the mobile library will ready to roll. 

 These must be specific items, not just a general need for more money. 

 A good working technique is to create the Thank You letter at the same time you 
write the original appeal. 

 As you develop your material, save a specific project for the Thank You letter, and 
write both letters while you are in the spirit of the project. 

3. The newsletter format. 

 A Thank You letter can employ several photographs of a project, either pictures 
left over from the mail appeal, or fresh pictures to show the progress being made. 

 Obviously, it's tough to get new pictures when you may need to produce the 
Thank You letter almost at the same time as the main appeal. 

 One organization showed a picture of the director breaking ground, signing the 
bank note, accepting plans from the architect -- all this from candid snapshots taken the 
same time as the appeal was being mailed. 

4. The mini-project. 

 This is another extremely successful format for a Thank You letter. 

 Most mass appeals have rather large, goals, and even while building a hospital is 
quite specific, the amount is usually overwhelming to the average contributor. 

 So several times during the year provide a mini-project in your Thank You 
Letters, extremely specific, with a low cost, perhaps only a few thousand dollars. 

 You can tell your key donors that "only a select number of contributors are being 
told about this need because the general public does not understand the importance or 
significance of the project."  Build up the ego of your special donors. 

Page !  of !137 139



!138

 Include pictures of the special project, and promise the donor that you will send 
pictures of the project when the work is completed. 

5. The new donor letter. 

 When an individual contributes to your organization for the first time, you must 
pull this Thank You letter our of your general system, and provide a special kind of 
Thank You letter. 

 Here's where you stand:  the donor has made a first gift.  Your appeal letter was 
successful.  The donor has trusted you with the first half of a warm and positive 
experience. 

 But the routine Thank You letter will not complete that experience.  The donor 
knows this is a first time gift.  Your Thank You letter must come right out and say, "I am 
so pleased to welcome you to our family of contributors." 

 Express that sentiment in several ways, several times in the letter. 

 Also, begin your educational campaign with the new donor Thank You letter.  
Provide a complete description of the work of your organization. 

Basic Creative Techniques 

 1. Your letter tone must be soft and appreciative.  Many executives cannot 
write good Thank You letters because they are embarrassed when they express gracious 
sentiments. 

 Who writes the best Thank You letters in the country?  Preachers and Priests!  
Yes, that's true.  They are accustomed to relating God's love in human terms. 

 Usually, religious organizations -- Protestant, Catholic, Jewish and other faiths -- 
write better Thank You letters than colleges, hospitals, schools, health agencies, etc.  
Why?  Probably because religion deals with emotions and you cannot express gratitude 
except in an emotional frame of reference. 

 Every organization must control the amount of syrup that goes on the letter, but 
when you express the highest level of appreciation, you won't lose any money if you are 
just a wee bit sticky. 

 2. Your letter must follow the successful technique of short and connected 
paragraphs.  This is even more important when you write "heavy" copy, expressing 
philosophy and purpose. 
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 3. Instead of beginning with an illustration, you will set the tone of the letter 
by expressing appreciation for the gift. 

 Be sure that the donor will immediately realize that you are saying Thank You. 

 4. Develop an extensive file of human nature illustrations, and sprinkle these 
illustrations liberally throughout your letter.  Let your donor see the actual work being 
accomplished through the eyes of the people receiving the help.  Paint word pictures to 
go along with your photographs. 

 Helping people is what charity is all about -- saying "Thank You" wraps up a 
warm and satisfying experience. 
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