ALL ABOUT MAIL
AQUISITION

Getting names and contact info. from:

· Board and staff (can get ABC from them) and get them to sign letter or at least add note, use their name in first paragraph.

· Current donors (some ABC) get their permission to use their name in letter

· List exchanges (some A and B)

· Type of donor (active, lapsed)

· Giving level

· Recency of gift

· Geographic region, esp. zip code

· # of names

· Format of file (excel, tab or comma delimited)

· ONE TIME ONLY USE

· List rental 

· Names in the News
LIST OF DONORS
a. Correct name
b. Current address
c. Are you mailing to prospects, active donors, lapsed

d. What was their largest gift (HPC)

e. What was the size and date of the last give they gave (MRC)

f. What is their total # of gifts

g. What was the source of that gift and what project was it designated for 
SEGMENTATION
· If they gave at an event or through another channel, address that in letter

· If they haven’t given in over 24 months, they are lapsed and you should address that

· Decide what major donor (MD) level is for your organization ($250, $1000, $5000) and mail to them in hand addressed, larger envelope and live stamp.  Share these names with others in org. responsible for MD’s (development director, executive director, board fundraising committee)

· $100 donors who have given that amount 3x in a row—do a special mailing that looks different from what rest of folks are giving (e.g. one page letter with a mini-proposal).  Ask them to double their gift and make sure reply device starts with $200 and goes up from there.
2. Letter (think about someone who knows a little about your organization’s issue area and explain why they need to give and give now!)

a. 2- 4 pages (longer range for prospects)

b. Tell a story

c. Short sentences and paragraphs

d. Ask in the first paragraph

e. Bullet points and bolding

f. Limited underlining and no italics
g. P.S. focus on the ask (add or emphasize reason to give now!)

h. Use date only if you have tight control over when letter will actually go in the mail

3. Reply device

a. Write this first before working on the letter.  The action on the reply device needs to match the content of the letter.

b. Include deadline and/or dollar goal

c. Personalized gift string starting with highest amount and going down based on most recent gift and highest gift (can use formula in excel or bundle for certain gift string)

d. Option to give via credit card
e. Space to give you their email and phone #

f. Include tax-deductible language

g. Option to become a sustainer (monthly/quarterly giving)

h. Add picture

i. Color!! Print on colored paper or have a colored image

j. Make it the most interesting piece in the package

k. Include online giving address

l. Code for the appeal

m. Space for them to put in their name & address (if you don’t have the capacity to do personalized reply devices)
4. Reply envelope

a. Putting on a live stamp boosts response rate

b. Business reply envelopes not worth the $

5. Inserts

a. Pictures!! Testimonials!!  Newspaper clippings, reports, etc.

b. Annual reports 
c. Don’t use your brochure.  Inserts for mailings need to reinforce message in the letter

6. Outer envelope

a. Use a live stamp if you can, try to get design that matches mission. Otherwise go for pretty over US flags

b. Bulk mail stamps perform better than bulk mail indecia

PERSONALIZATION
· Always use their first name in salutation

· For renewals, do not include address on letter

· If they gave recently, acknowledge it
· If they came to an event recently or responded to an advocacy campaign, acknowledge it

· In body of letter remind them of last gift amount and ask to renew or upgrade

· Can also acknowledge how many years they have been supporting you

· Personal handwritten note, on note paper and preferably by someone that knows them

UPGRADING
· Ask for specific amount or upgrade in the body of the letter

· Have gift string include upgraded amount as first option or highlight it

· Special appeal to $100 dollar donors (1 in 10 can give you $100,000!)

· Monthly/quarterly giving

RENEWING
· Mail at least 2x/year (keeps addresses more current)

· Year end you are going to get best results

· Don’t mail close to taxes

· July and August aren’t so good b/c ppl. go on vacation

CULTIVATING

· Timely, accurate thank you notes, preferably with another testimonial

· Thank you calls, especially to $100+ donors (board and staff to do)

· Donor survey (separate from appeal but can put some stuff on the back of a reply device, just be sure you use the info., especially regarding when they want to be mailed, if they want to be called, selling/trading name, etc.)

· No ask event just for donors

EVALUATING RESULTS
QUANTITATIVE:

Acquisition/prospects

· Response rate = .5-1% (but 40% of donors will give 2nd gift and 80% that give 2nd gift will give again)
· Revenue to cost ratio= .5 -.75:1 

· Same letter can be used over again
Renewals

· Response rate = 3-20%, 6-7% is good if you are mailing frequently, 10-15% RR if you are mailing less frequently

· Revenue to cost ratio=2:1 

· Different letter each time

QUALTITATIVE:

· Advocacy results (# of petitions returned)
· Building relationship with donors
· Building a relationship with letter writer
· Board and staff involved in fundraising (giving names, writing notes, thank you calls)
