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To Raise More Money! 



1. Who you Mail is More Important  

    Than What You Mail … 

Qty Gross Ave. Cost Per Total Net Per

Lists Summary By List Source Mailed # Resp % Resp Revenue Gift Thous. Cost Revenue CTRAD New Don

Donor Lists (16) 12,697 256 2.02% $10,781 $42.11 $368 $4,671 $6,110 $0.43 $23.87

Buyer & Subscriber Lists (11) 8,778 116 1.32% $7,228 $62.31 $388 $3,405 $3,823 $0.47 $32.96

Compiled Lists (3) 5,284 44 0.83% $1,955 $44.43 $320 $1,691 $264 $0.86 $6.00

Multi Donors (on 2 or more lists) 11,940 169 1.42% $7,591 $44.92 $368 $4,394 $3,197 $0.58 $18.92

Total Mailing 38,699 585 1.51% $27,555 $47.10 366 $14,161 $13,394 $0.51 $22.90



2. Mailing Smaller Can be Smarter … 

 

Geographical Summary                     

                        

  Quantity  % total   % total Percent Gross % total Average Total Net Cost to 

Segment Mailed Quantity Resp. Responses Response Revenue Revenue Gift Cost Income Raise $1 

                        

Dekalb 16,227  27.50% 162  18.71% 1.00% $7,849  17.28% $48.45  $6,261  $1,588  $0.80  

Fulton 35,671  60.45% 309  35.68% 0.87% $13,766  30.31% $44.55  $15,710  ($1,944) $1.14  

House 7,107  12.04% 388  44.80% 5.46% $23,005  50.66% $59.29  $2,566  $20,439  $0.11  

Total 59,005  99.99% 866 100.00% 1.47% $45,413  100.00% $52.44  $20,534  $24,879  $0.45  

Geographical Summary                     

                        

  Quantity  % total   % total Percent Gross % total Average Total Net Cost to 

Segment Mailed Quantity Resp. Responses Response Revenue Revenue Gift Cost Income Raise $1 

                        

Ramsey 17,959  28.50% 208  26.87% 1.16% $7,143  23.61% $34.34  $6,261  $882  $0.88  

Hennepin 45,061  71.50% 566  73.13% 1.26% $23,117  76.39% $40.84  $15,710  $7,407  $0.68  

Total 63,020  100.00% 774 100.00% 1.23% $30,260  100.00% $39.10  $21,971  $8,289  $0.73  

Find the areas – even if they are small – that are most responsive. 



3. Font Matters … Use Courier! 

 
• Courier font works best for Meals on wheels 

donors.  It’s big and they’re older than most 
(50% over 65). 

 
 

• We’ve tested against Times New Roman, Palatino 
and Garamond – and Courier always comes out 

the winner. 
 



4. Size Matters … Bigger is Better 

 

• Readability is key when it comes to clearly communicating with your 
donors.  Serif fonts in at least 12 pt size are best. 

 

• In this test, increasing the font size increased both response and 
average gift, yielding a $19,807 increase in revenue! 

            

  Quantity   Percent Gross Average 

Segments Mailed Responses Response Revenue Gift 

            

      

Control 11,786 415 3.52% $53,121 $128.00  

Test – Larger Font 11,785 517 4.39% $72,928  $141.06  



5. Don’t Include Photos in Your Letter 

 



Don’t Include Photos in Your Letter (cont.) 

 
                    

  Quantity    Percent Gross Average Cost Per Cost Per Net   

Package Mailed Responses Response Revenue Gift Thousand Segment Income CTRAD 

                    

          

Control 7,416  339  4.57% $13,451  $39.68  $352  $2,608  $10,844  $0.19  

Test - Photos in Letter 7,416  310  4.18% $10,169  $32.80  $352  $2,609  $7,560  $0.26  

 Including photos in the letter decreased the response rate and lowered 
the average gift.   
 

 The package with photos in the letter raised $3,284 less net income 
than the control package. 



6. Use the Credit Card Option Carefully … 

 
                    

  Quantity    Percent Gross Average Cost Per Cost Per Net   

Segment Mailed Responses Response Revenue Gift Thousand Segment Income CTRAD 

                    

        

Control 50,122 517 1.03% $26,471  $51.20  $379  $19,014  $7,457  $0.72  

Credit Card Test 50,121 506 1.01% $23,022  $45.50  $379  $19,013  $4,009  $0.83  

• Including the option to pay via credit card may seem like an easy way to 
get more gifts through the mail, but results are actually mixed. 
 

• In this test, including a credit card payment option in the acquisition 
mailing actually decreased the average gift and resulted in less income 
overall. 



Use the Credit Card Option Carefully (cont.) 

 

                    

  Quantity    Percent Gross Average Cost Per Cost Per Net   

Package Mailed Responses Response Revenue Gift Thousand Segment Income CTRAD 

                    

          

Control - No Credit Card 7,544  559  7.41% $41,788  $74.75  $423  $3,194 $38,594  $0.08  

Test - Credit Card Option 7,545  548  7.26% $45,755  $83.49  $423  $3,194 $42,561  $0.07  

• However, some Meals on Wheels organizations have seen that including a 
credit card payment option in their appeal mailings can actually increase 
average gift enough to yield higher net revenue.  
 

• Why?  Your existing donors trust you and are comfortable sharing their 
credit card number with you. 



7. Don’t Ask for CVV Information 

 
                  

  Quantity   Percent Gross Average Cost Per Cost Per Net 

Segments Mailed Responses Response Revenue Gift Thousand Segment Income 

                  

        

Control Reply 14,356 936 6.52% $35,752  $38.20  $602  $8,643  $27,109  

Test - Credit Card Security Code 14,352 818 5.70% $33,325  $40.74  $602  $8,642  $24,682  

• Asking for CVV (Card Verification Value) numbers will decrease response! 
 

• It costs just pennies more to process a credit card or debit card payment 
without providing the CVV number to the bank – the savings isn’t worth 
what you’ll lose in revenue. 



8. Less Can Mean More 

 

                    

  Quantity    Percent Gross Average Cost Per Cost Per Net   

Segment Mailed Responses Response Revenue Gift Thousand Segment Income CTRAD 

                    

        

Control  Package - $36 Ask       50,006                328  0.66% $20,130  $61.37  $344  $17,212  $2,918  $0.86  

Test - $30 Ask       50,006                368  0.74% $20,981  $57.01  $344  $17,212  $3,769  $0.82  

Decreasing the first ask amount can actually increase response rate and 
raise more funds overall. 

                    

  Quantity    Percent Gross Average Cost Per Cost Per Net   

Segment Mailed Responses Response Revenue Gift Thousand Segment Income CTRAD 

                    

        

Control ($20 Ask) 28,863 341 1.18% $9,494  $27.84  $369  $10,664  ($1,170) $1.12  

Test Ask ($10 Ask) 28,859 415 1.44% $10,683  $25.74  $369  $10,663  $20  $1.00  



Less Can Mean More (cont.) 

 



9. Surprising Test Results! 

 



Surprising Test Results! (cont.) 

 

                  

  Quantity    Percent Gross Average Cost Per Cost Per Net 

Segment Mailed Responses Response Revenue Gift Thousand Segment Income 

                  

      

Control 20,052 961 4.79% $32,339  $33.65  $301  $6,038  $26,301  

Test - Recycle Bug 20,053 868 4.33% $28,035  $32.30  $301  $6,038  $21,997  

• Including the “Recycle Bug” on the test package actually the decreased 
response rate and average gift.  
 

• In the end, the test package with the recycle bug raised $4,304 less 
than the control package! 



Back of Reply Form 

 



Surprising Test Results! (cont.) 

 

• Including the Charity Navigator and BBB logos and information on the 
back of the reply form actually decreased response and average gift. 
 

• Ultimately, the test package raised $901 less than the control 
package. 

                  

  Quantity    Percent Gross Average Cost Per Cost Per Net 

Segment Mailed Responses Response Revenue Gift Thousand Segment Income 

                  

      

Control 18,220 583 3.20% $19,657  $33.72  $329  $5,997  $13,660  

Test - BBB/Charity Nav. 18,219 573 3.15% $18,756  $32.73  $329  $5,997  $12,759  



10. Remind Donors They are Family 

 
                  

  Quantity   Percent Gross Average Cost Per Cost Per Net 

Segment Mailed Responses Response Revenue Gift Thousand Segment Income 

                  

          

Control Reply Form 30,184 2,001 6.63% $52,727  $26.35  $509  $15,369  $37,357  

Test "Supporter Since . . . " Reply 30,183 2,140 7.09% $61,936  $28.94  $509  $15,369  $46,567  

• Lasering a small note on the reply form that reads “Donor Since YYYY” can 
have a big impact on your results, increasing both response rate and 
average gift. 
 

• In this test, including “Supporter Since…” on the reply form increased 
revenue by $9,209! 
 

• Note: It is advisable to use this technique only when you are confident your 
data regarding donor first gift dates is accurate. 



Remind Donors They are Family (cont.) 

 



11. Lapsed Donors  

      Don’t Think They’re Lapsed 

 
                  

  Quantity   Percent Gross Average Cost Per Cost Per Net 

Segment Mailed Responses Response Revenue Gift Thousand Segment Income 

                  

          

Control Reply Form 20,664 227 1.10% $6,133  $27.02  $493  $10,182  ($4,049) 

Test "Last Gift Date . . . " Reply 20,664 245 1.19% $7,751  $31.64  $493  $10,182  ($2,431) 

• Including a small note on the reply form that reads “Last Gift Date YYYY” 
can also increase both response rate and average gift. 
 

• In this test, including “Last Gift Date…” on the reply form increased 
revenue by $1,618 among the lapsed donor segment! 



Lapsed Donors  

Don’t Think They’re Lapsed (cont.) 

 



12. It’s a Critically Urgent Emergency … 

 
Don’t be afraid to use urgent language, it works! 





13. If Something Works Well – Do it Again! 

 

  Quantity    Percent Gross Average Cost Per Cost Per Net   

  Mailed Responses Response Revenue Gift Thousand Segment Income CTRAD 

Results for all partners 

September ‘08 Renewal 62,191 7,983 12.84% 526,334 $65.93  $551.54   $ 34,301   $ 492,033  $0.07  

Results for all partners 

September ‘09 Renewal  75,708 10,526 13.90% 660,354 $62.74  $482.09   $ 36,498   $ 623,856  $0.06  

• Mailing the same letter two years in a row proved that a strong message 
can be effective with donors, even when they’ve seen it before. 
 

• Response rate to this package actually increased when it was mailed a 
second time. 



If Something Works Well – Do it Again! (cont.) 

 



14. Use a Special Ask to Get Upgrades … 

 



15. Don’t Ask for Email in the Mail … 

 
                    

  Quantity    Percent Gross Average Cost Per Cost Per Net   

Segment Mailed Responses Response Revenue Gift Thousand Segment Income CTRAD 

                    

Control - No Email Ask 7,596 652 8.58% $45,531  $69.83  $433  3,289 $42,242  $0.07  

Test - Email Ask 7,597 651 8.57% $37,887  $58.20  $433  3,289 $34,598  $0.09  

• Donors sometimes find being asked for their email address offputting.   
 

• In this test, providing a line for donor email addresses decreased the 
average gift – lowering revenue by $7,644! 
 

• Additionally, this organization only received 25 email addresses as a 
result of the test … and only 2 of them were email addresses they didn’t 
already have! 
 
 



16. Email Should be Relevant,  

      Regular and Engaging 

• Content is king!  Your emails must be interesting to the 
reader, and must be sent in regular, predictable intervals.   
 

• Sometimes they may present new information, other 
times they may alert supporters to an urgent situation.  
Sometimes they should ask for money, other times they 
should ask for an action to be taken.   
 

• Every time you send an email, you should consider how it 
will be received – Will it be interesting enough to forward 
to a friend?  Will it inspire action?  Will it motivate a 
donation?  

  

− If you can’t answer yes to one of these questions, go back to the 
drawing board. 

 





17. Don’t Just Email – Show Me You Know Me 

 
• Email campaigns should be segmented (not “blasted” out 

to everyone) so not every supporter receives the same 
message. 
 

• Options for segmenting your data – donor vs. non donor, 
type of campaign:  appeal, acquisition, sustainer, 
renewal, cultivation.   
 

• Whenever possible, version your emails to reference the 
topic the supporter is most interested in (use the data 
you have to your advantage).  It helps with response 
rate! 

•   

 



18. Cultivation is Key 

 



Cultivation is Key (cont.) 

 



19. The Check is in the Mail … 
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**Target Analytics – Index of National Fundraising Performance 

• 39 million donors 
 

• 80 million gifts 
 

• $2.2 billion 
dollars 



20. New Donors:  

      It’s all about Long Term Value… 

2007 2008 2009 2010

2007 donors 3,512 1,458 1,446 1,269

# of gifts 4,712 2,524 2,713 2,588

gifts per donor 1.34 1.73 1.88 2.04

revenue $220,752 $147,094 $159,076 $157,332

avg gift amt $46.85 $58.28 $58.63 $60.79

revenue per donor $62.86 $100.89 $110.01 $123.98

 New donors acquired in 2007 have contributed a total of $463,502 in 
additional revenue over a three year period. 

 

 Given this summary, we can project that each new donor acquired is 
worth $132 in new money over three years. 



21. Live By Your Metrics 

 

Focus on overall fundraising metrics 

− File growth 

− Donor retention 

− Number of gifts per donor 

 



Live By Your Metrics (cont.) 

   2006 2007 2008 2009 2010 

# of donors 3,089 5,786 6,669 8,194 8,707 

# of gifts 4,513 8,736 10,483 13,467 15,105 

gifts per donor 1.46 1.51 1.57 1.64 1.73 

total amount $258,044.29 $484,921.21 $653,128.01 $862,452.82 $970,422.89 

avg gift amt $57.18 $55.51 $62.30 $64.04 $64.25 

avg per donor $83.54 $83.81 $97.93 $105.25 $111.45 

            

new donor renewal candidates 906 1,579 3,512 3,136 3,370 

new donor renewals 302 754 1,458 1,400 1,403 

renewal rate 33.3% 47.8% 41.5% 44.6% 41.6% 

# of gifts 441 1,367 2,524 2,512 2,455 

gifts per donor 1.46 1.81 1.73 1.79 1.75 

total amount $32,908.37 $70,619.76 $147,093.52 $139,996.82 $158,297.81 

avg gift amt $74.62 $51.66 $58.28 $55.73 $64.48 

avg per donor $108.97 $93.66 $100.89 $100.00 $112.83 

            

multi-year donor renewal candidates 1,371 1,510 2,274 3,533 4,824 

multi-year donor renewals 881 1,002 1,510 2,425 3,185 

renewal rate 64.3% 66.4% 66.4% 68.6% 66.0% 

# of gifts 1,581 1,971 3,116 5,174 7,172 

gifts per donor 1.79 1.97 2.06 2.13 2.25 

total amount $114,402.58 $148,734.40 $235,978.28 $383,133.10 $486,784.81 

avg gift amt $72.36 $75.46 $75.73 $74.05 $67.87 

avg per donor $129.86 $148.44 $156.28 $157.99 $152.84 

            

A growing donor file, increasing donor value, strong retention of new and 
existing donors, and multiple gifts per year are all signs of a healthy donor file. 



Bonus Tip! 
 

 



22. The Money’s in the Meals 

 

• The test package, which spoke about the variety of services the agency 
provides, had a lower response rate and a lower average gift than the 
meals on wheels-specific control package. 
 

• Ultimately, the meal-specific package raised $8,320 more than the 
agency package! 

            

  Quantity   Percent Gross Average 

Segments Mailed Responses Response Revenue Gift 

            

      

Control – Meal-specific Message 3,599 413 10.95% $30,883 $74.77 

Test – Agency Message 3,564 333 8.83% $20,228 $60.74 



Thank you!  

 

 

 

Lynn Mehaffy, CFRE, Vice President 

202-296-9660 Ext 210 

lmehaffy@lautmandc.com 

 

 

 

 

 

 

 

 

Victoria Viera, Account Executive 

202-296-9660 Ext 202 

vviera@lautmandc.com 

 

 

 

 


