
Revamp Your Fundraising in 
Preparation for Economic Recovery

Presented By: 

Lisa Maska, CFRE, Partner, Lautman Maska Neill & Company
Lynn Mehaffy, CFRE, Account Supervisor, Lautman Maska Neill & Company



Why Direct Mail?



 

Raise money cost-effectively.



 

Quantifiable results.



 

Educate the public and enhance visibility.



 

Broaden the donor base.



 

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



Individual Giving By Source
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Acquisition – Acquiring new donors


 

Acquisition – sent to people who have never before 
supported you.



 

The primary goal of acquisition is to acquire new donors.



 

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



 

More people = more money!



 

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



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



Use Lapsed Donors to Fuel Growth!

Atlanta Quantity 
Mailed

Number of 
Gifts

Response 
Rate

Gross 
Revenue

Average 
Gift

Cost per 
Segment

Net 
Revenue

Raise $1

Lapsed (48+ months) 3,288 101 3.07% $4,718 $46.71 $1,043 $3,675 $0.22

Austin Quantity 
Mailed

Number of 
Gifts

Response 
Rate

Gross 
Revenue

Average 
Gift

Cost per 
Segment

Net 
Revenue Raise $1

Lapsed (72+ months) 6,956 170 2.44% $10,115 $59.50 $2,490 $7,625 $0.25

 Denver Quantity 
Mailed

Number of 
Gifts

Response 
Rate

Gross 
Revenue

Average 
Gift

Cost per 
Segment

Net 
Revenue

Raise $1

Lapsed (37+ months) 2,433 46 1.89% $3,072 $66.78 $891 $2,181 $0.29

Richmond Quantity 
Mailed

Number of 
Gifts

Response 
Rate

Gross 
Revenue

Average 
Gift

Cost per 
Segment

Net 
Revenue Raise $1

Lapsed (37+ months) 6,208 242 3.90% $13,050 $53.93 $2,015 $11,035 $0.15

San Francisco Quantity 
Mailed

Number of 
Gifts

Response 
Rate

Gross 
Revenue

Average 
Gift

Cost per 
Segment

Net 
Revenue

Raise $1

Lapsed (37+ months) 4,447 135 3.04% $9,416 $69.75 $1,669 $7,747 $0.18

Snohomish Quantity 
Mailed

Number of 
Gifts

Response 
Rate

Gross 
Revenue

Average 
Gift

Cost per 
Segment

Net 
Revenue

Raise $1

Lapsed (37+ months) 2,304 50 2.17% $2,410 $48.20 $775 $1,635 $0.32



Donor Renewals – Raising Net Revenue



 

The primary goal of a renewal appeal is to raise net 
revenue and increase operating funds.



 

Educate donors and keep them involved in your 
mission.



 

Allow donors to contribute when they want and to 
topics that appeal to them.



 

Upgrade average gift per donor.



 

Renew donor support annually. 



Mailing Five Times or More Per Year 
= High Donor Retention

Some successful themes:



 

January -- Year in Review


 

February -- Critical Needs/Wait List


 

April – Senior Malnutrition 


 

Early June -- Summer Heat


 

September -- Emergency Food Package 


 

November -- Holiday Meals


 

December -- Follow-up or Year End



Our most successful donor 
renewals is our Annual 
Holiday Meals Campaign



Make your copy stand out



 

Don’t be afraid to ask for money!  And repeat 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).



Start your letter off strong 
and get right to the point



Use statistics to create urgency 
and show the need



Meal providers in California used the news of budget 
cuts to in-home health services to highlight the 
growing need for meals on wheels 



Sources For Statistics About Seniors

Association on Aging www.aoa.gov
A profile of Older Americans: 2009

Center for Disease Control www.cdc.gov
Chronic Disease CDC 2007: Report on Aging

National Council on Aging www.ncoa.org

Feeding America www.feedingamerica.org
Hunger 101/Senior Hunger

http://www.aoa.gov/
http://www.cdc.gov/
http://www.ncoa.org/
http://www.feedingamerica.org/


What’s Our Ultimate Goal?



New Donor Welcome 
Package



Donor Cultivation 
Package with No Ask



Invest in Email Marketing 



 

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



 

Asking for email in direct mail hurts 
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 value.



 

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)



E-appeals work! 

Partner City # of Email Campaigns Total # of 
Emails 

# of Gifts Gross 
Revenue

Average 
Gift

Denver 9 4,700 281 $31,436 $112.00
San Francisco 2 1,870 30 $4,321 $154.00

Snohomish 7 1,688 54 $4,744 $91.00



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

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



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

The giving form is
pre-populated with a 
donors name and 
address to make it easy 
and fast 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.



Study of Donors to Senior Services



 

170,000 donors to senior service 
organizations were 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% suburban and 10% rural.   



Your Donors are Affluent and Philanthropic



 

39% of 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.



 

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% 
for other nonprofits.



 

Remember, past giving is more important than wealth.



 

And, who are MOW donors supporting?



MOW Donors Support 19 Other Nonprofits

Health Charities

Environmental

International Relief

Domestic Relief

Advocacy

Animal Welfare

Public Broadcasting

Cultural/Museums



What does it mean for Fundraising?


 

Your donors are getting a lot of mail – make sure 
enough of it is from you.  Mail at least five times a 
year with a direct ask.



 

Your donors are giving – don’t be afraid to ask often 
and ask for more (just tell them why you need it)!



 

Make your ask emotional, it’s more effective for 
female donors.



 

Invest in planned giving, your donors are making and 
changing their will.  



About the Direct Mail Co-op



 

A cooperative fundraising campaign with 22 partners 
in 10 states nationwide in AK, CA, CO, GA, LA, IL, MI, 
TX, VA, WA.



 

Campaign offers two new donor acquisitions, seven 
donor renewals, high dollar donor upgrades, donor 
cultivation 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).



 

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



Thank you! 

Lisa Maska, CFRE 
Partner 

lmaska@lautmandc.com 
202.296.9660 ext. 206 

Lynn Mehaffy, CFRE 
Account Supervisor 

lmehaffy@lautmandc.com 
202.296.9660 ext. 210

mailto:lmaska@lautmandc.com
mailto:lmehaffy@lautmandc.com
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