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Giving USA: Individuals Provide the Most Stable 
F di  St  E  i  Ti  f R iFunding Stream, Even in Times of Recession

Shifts in revenue streams by type of donor:

 Individual giving down 0.4%
 Most stable!

 Charitable bequests down 23.9%
 Foundation grantmaking down 8.9%
 Corporate giving up 5.5%

 Many in-kind & technology gifts



Why Direct Mail?Why Direct Mail?

 There is proven and continued success in the mail 
(even in a deep recession)!(even in a deep recession)!

 Raise money cost-effectively.

 Quantifiable results.

Ed t  th  bli  d h  i ibilit Educate the public and enhance visibility.

 Create and/or broaden the donor base.

 Recruit prospects for other fundraising/efforts (major 
gifts, planned giving, volunteers, etc).



Direct Mail is a Primary Source 
f I di id l Gi iof Individual Giving
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National Study of Donors National Study of Donors 
to Senior Nutrition Programs

 128,479 MOW donors nationwide were 
analyzed and their giving behavior was analyzed and their giving behavior was 
compared to 72 million donors in a national 
database. 

 44% of MOW donors came from large urban 
areas  29% were smaller urban  13% areas, 29% were smaller urban, 13% 
suburban and 10% rural.



MOW G t   Hi h  A  GiftMOW Gets a Higher Average Gift
The average amount of a donors last gift to MOW is $35.32 
compared to other nonprofits gift of $27.62.

And 29% of last gifts to MOW was $40+ compared to 20% d 9% o as g s o O as $ 0 co pa ed o 0%
for other nonprofits.

ALL_COOP_CLIENTS Meals on Wheels clients- all
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MOW Donors are Affluent and MOW Donors are Affluent and 
Philanthropic

 39% of MOW donors analyzed had household income of 
$100K+ compared to national nonprofits who had just 
29% of HHI at $100K+.

 On average, the typical MOW donor supported 19 other 
charities compared to the national average of 11 other 
charities.charities.

 Remember, past giving is more important than wealth.

 And, who are MOW donors supporting?



MOW Donors Support Up To 19 MOW Donors Support Up To 19 
Other Nonprofits!

Health Charities

Environmental

International Relief

Domestic ReliefDomestic Relief

Advocacy

Animal Welfare

Public Broadcasting

Cultural/Museums



MOW Donor Age and GenderMOW Donor Age and Gender
MOW donors are older than most. 50% are over the age of 
65 compared to the national average of 44% over 65. 65 compared to the national average of 44% over 65. 

22% of MOW donors are between 55-64 and 17% are 
45-54, and only 8% are under the age of 45.

Over half of MOW donors are women (53%).
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About the Lautman Maska Neill & Company 
M l   Wh l  CMeals on Wheels Co-op

 A cooperative fundraising campaign with 26 partners 
in 14 states nationwide in AR  CA  CO  GA  KS  LA  IL  in 14 states nationwide in AR, CA, CO, GA, KS, LA, IL, 
MI, MN, NC, PA, TX, VA, WA.

 Campaign offers two new donor acquisitions, 
l  kit   d  l  hi h d ll  welcome kits, seven donor renewals, high dollar 

donor upgrades, donor cultivation, planned giving and 
E-Appeals.

 Co-op partners increase revenue with help from 
outside expertise and reduce mailing costs by sharing 
expenses (printing, postage, copywriting, design, list 
purchases, etc).purchases, etc).

 Testing MOW message and creative helps you 
capitalize on what’s working and avoid what’s not.  



What you can achieve with direct mail

MOW Providers  Active 
Donors

Annual 
Gross Rev.

Number of 
Partners

Arkansas 2,100 $87,200 1, ,
California 31,500 $1,756,550 6
Colorado 18,500 $934,825 2
Georgia 1,900 $22,619 1
Illi i 13 000 $4 3 420 1Illinois 13,000 $453,420 1
Louisiana 1,200 $22,700 1
Michigan 4,200 $152,872 1
Texas 14 300 $807 055 4Texas 14,300 $807,055 4
Virginia 13,200 $624,311 1
Washington 15,600 $1,024,255 2
Total 115,500 $5,885,807 20, , ,
Senior nutrition programs weathered the recession very well,

acquiring over 115,000 new donors and 

l t $5 9MM i   !almost $5.9MM in gross revenue!



Donor and revenue growth from direct mail 
f   ll i  t iti  i ti
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Direct mail program was launched in 2000 with less than 50 existing individual donors. 



Getting Started: Acquiring new donorsGetting Started: Acquiring new donors

 “Acquisition” – sent to people who have never before  
t d supported you.

 The primary goal of acquisition is to acquire new 
donorsdonors.

 New donors help increase revenue each year and 
replace donors who stop giving.p p g g

 More people = more money!

 Most organizations need to mail at least two Most organizations need to mail at least two 
acquisitions annually to keep growing.



Basic first steps:Basic first steps:

 Secure a 501c3 designation from the IRS (to mail at 
fi  )nonprofit rates)

 Choose a readily identifiable “meals on wheels” name, 
use a DBA (“doing business as”) if necessary

 Apply for a nonprofit bulk mailing permit

 Register with the Attorney General’s office to solicit funds Register with the Attorney General s office to solicit funds 
– it’s required!



Timing Is Everything –Timing Is Everything –
Best Times To Mail

 November/December
 September/October
 January/February
 April/May
 Avoid summertime unless  Avoid summertime unless …



G t Y  E l  O dGet Your Envelope Opened:
It’s the first thing a new donor sees

 Should look simple … like a real letter from 
your organization

 Should have a teaser
 Should NOT look commercial
 Should identify the sender
 Should include a live stamp
 Some exceptions do exist  Some exceptions do exist …



Simple works best for direct service



A d bl  i d  k  f  A double window works for 
emergencies



Make Your Copy Stand OutMake Your Copy Stand Out
 Don’t be afraid to ask for money!  And repeat 

th  k l ti  th h t th  l tt   the ask several times throughout the letter.  
 Tell a story. People give to people, not to 

institutions.
 Copy should be relevant and urgent. Use the 

news (if appropriate).
 Use statistics (carefully) to reinforce the need.
 Make a strong case for why a donor should give 

to your organization and why they should give 
today.

 Avoid feel good topics that are not urgent 
(Mother’s Day/Holiday Cards).



Make It Easy To Say Yes!Make It Easy To Say Yes!
Your reply form should…

 Restate the case for giving
 Include clear instructions to               
donor
 Tie the ask amount to a specific 
need
 Include your organization’s 

dd h bname, address, phone number 
and website

Test it yourself to make sure 
your directions are clear.y



h lWho 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 Donor

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



Start Building A RelationshipStart Building A Relationship

New donor cultivation is New donor cultivation is 
critical:

 Traditional thank you  Traditional thank you 
letter
 Call donors who make 
bigger gifts $100  $250 or bigger gifts $100, $250 or 
$500
 Thank you postcard
 Make sure you thank  Make sure you thank 
before you ask again!

Postcards are inexpensive and easy.



New Donor Welcome 
P kPackage



How Well Did You Do?How Well Did You Do?
Analyzing Your Results

 Response rate Response rate
 total number of gifts ÷ total quantity mailed

 Average giftg g
 total gross revenue ÷ total number of gifts

 Net revenue or investment
 gross revenue – total costs

 Cost to raise a dollar
t t l t  ÷   total costs ÷ gross revenue

 Cost to acquire a new donor
 net loss/investment ÷ total number of new donorsnet loss/investment ÷ total number of new donors



If you’ve mastered acquiring new donors and 
motivated them to become annual supporters … 

  d  t  t k  it t  th  t l l!you are ready to take it to the next level!



Donor Renewals – raising net revenue

Th  i  l f  l l i   i    The primary goal of a renewal appeal is to raise net 
revenue and increase operating funds.

 Educate donors and keep them involved in your  Educate donors and keep them involved in your 
mission.

 Allow donors to contribute when they want and to 
t i  th t l t  thtopics that appeal to them.

 Upgrade average gift per donor.

 Renew donor support annually. 



Mailing Five Times or More Per Year  Mailing Five Times or More Per Year = 
High Donor Retention 

Give donors more opportunities to give  and vary Give donors more opportunities to give, and vary 
themes to cover more donors areas of interest or 
passion.  Some successful themes:

• January -- Year in Review
• February -- Critical Needs or Wait List
• April -- Senior Malnutrition 
• Early June -- Summer Heat or Home Repair
• September -- Emergency Food Package p g y g
• November -- Holiday Meals
• December -- Follow-up or Year End



Our most successful donor Our most successful donor 
renewal is our Annual 

Holiday Meals Campaign



High Dollar Mini Proposal UpgradeHigh Dollar Mini Proposal Upgrade

Highly personalized, oversized format

Personalized 
Cover Sheet



Fund the demand for more Fund the demand for more 
services

Content-rich proposal Content rich proposal 
highlighting the unmet 
need in the community and 
the additional funding 
needed to provide a needed to provide a 
solution to the problem. 



Special reply form is very personalizedSpecial reply form is very personalized

$250 $375 $500 $Other_______



What’s our ultimate goal?



Invest in Email marketing 

 E-Appends are the easiest way to build your list.

 Asking for email in direct mail may hurt revenue Asking for email in direct mail may hurt revenue.

 Include email messages that don’t ask for a gift.

 Make it fun for donors!



Multi-channel Donors Give More*

 Dual channel donors had a 26% increase in lifetime  Dual channel donors had a 26% increase in lifetime 
value.

D l h l d  ti  t  i   h  Dual channel donors continue to give as much 
through the mail.

 Adding online channel for mail donors increases donor 
value by $44.71 over 12 months (a 39% increase).

*Convio Study (2007)



Direct Mail Drives Donations Through 
Oth  Ch lOther Channels



Integrated Holiday Meals 
E-appeal that coordinates 
with two mail campaigns with two mail campaigns 
in November and 
December.

The email is personalized 
for each donor based on 
their last gifttheir last gift.



Once a link is clicked the 
donor goes to a coordinated g
giving page that tracks 
revenue specifically to this 
campaign.

The giving form is
pre-populated with a 
donor’s name and address 
to make it easy for them to 
give.



Once a gift has 
been made, 
donors go to a 
coordinated thank 

 you screen.

Links at the bottom give the donor an 
opportunity to take a second action.



Donors get an 
immediate email 
thank you in response 
to their gift.

The message further 
reinforces the 
opportunity to take a 
second action and 
increase their 
interaction with the 
online community.



A good partnership is everything!
Come Join Us: The Lautman Maska Neill & Come Join Us: The Lautman Maska Neill & 

Company Meals on Wheels Co-op

Our cooperative fundraising campaign with 26 partners in 
14 states nationwide will help you capitalize on what’s working

and avoid what’s not, while increasing revenue with help from 
outside expertise and reducing mailing costs by sharing expensesoutside expertise and reducing mailing costs by sharing expenses.



Thank you!Thank you!
Questions?

John McArdle
Account SupervisorAccount Supervisor

jmcardle@lautmandc.com
202.296.9660, ext. 221

Li  M k  CFRE Lisa Maska, CFRE 
Partner

lmaska@lautmandc.com
202.296.9660,ext. 206,

www.lautmandc.comwww.lautmandc.com


