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Don’t Believe Them!

Don t be Gullible!

By Mark A. Jacobson

Dear Colleague;

O

Here s the second edition of Donor Dynamics“ !

ver the last several years, there have been a great many pronouncements concerning specific direct
mail fundraising issues.

Regretfully, because of the forums in which these statements have been presented, or the "stature" of the
presenters, the pronouncements have often been accepted as factual, when in reality, many are patently false.
The following list of "Pronouncements" is presented to help you avoid myths about direct mail
fundraising and, by doing so, improve your program plans and results.

If you change the color of your envelope you will increase your response
Envelope color has but a fractional impact on the returns from a mailing, and often none at all when the
laws of probability are applied.
If color "A" produced 275 returns and color "B" 260, color "A" is not the winner. Especially if the color
"A" envelope was more expensive to produce. Also, under the laws of probability the returns could be
reversed in a duplicate mailing.

Personalized fundraising appeals will always outperform all other direct mail formats
The use of personalized fundraising appeals is extremely effective in the renewal and/or upgrading of
major donors, regular and some lapsed donors.
Additionally, it may also be useful in acquiring new donors from selected "in-house" prospect groups
such as patient and community prospects for hospitals and recent graduates and reunion class members
for universities.
In these audiences, the "lift" in response rate and/or gift size frequently more than compensates for
added costs of executing the personalization.
However, other formats can be more cost effective for lower-end contributors and potential contributors.
Generally the dividing line in cost efficiency follows along "brand awareness" lines. With donors or
prospects that have little/no previous connection with your non-profit, you may be better served
providing more information and less personalization.
Personalization does not always "outproduce" on the bottom line. Remember, direct mail fundraising is
a marathon, not a sprint. You want "results" to be sustainable — long-lasting vs. flash-in-the-pan.

A multi-page letter will produce better results than a single page letter

In this issue, we ve focused on debunking some
of the myths that have plagued many direct mail
fundraising campaigns of late.
Several of us have recently returned from a very
successful slate of our annual direct mail
fundraising seminars, held this year for the first
time in the fall. Attendance almost doubled this
year; and, for the first time in over ten years, we
held a seminar in the Los Angeles area.
The focus of this year s seminars was changed a
bit — to reflect the growing need for each nonprofit to discover and measure their short- and
long-term donor relationship patterns — and to
apply what s learned from these analytics to
direct mail strategies.
Program evaluations were very positive.
They told us that the session describing how
non-profits can move seamlessly from
RFM (Recency, Frequency and Monetary)
program strategies to ABC (Analytics Based
Campaigning) seemed to pique attendees
interest — and their note-taking!
We ll be announcing the dates and sites for the
Spring 2007 seminars on our website in early
January.
We ll also post each Donor Dynamics “ issue on
our website — www.drsol.org. We hope it helps
you take your program to its next level! Drop
me a note or an email with comments or
requests for more information.

The number of pages in a letter is not a criteria for success. Correlating what you are "selling" (what you are
asking for) with individual donor need and the characteristics of the audience you are reaching, are far more
important issues.
Vice President, Fundraising
Only write what is necessary to tell your story succinctly and convey a clear and specific call to action.
You can t predict how long a letter should be until you know specifically what you re writing about and who
you re writing to.
Generally, letters to recent donors can be shorter. Here, you re using maximum levels of personalization and
paying close attention to how your message transitions from mailing to mailing with each donor relationship.
With letters to prospects, where lower levels of personalization are typically utilized, you ll likely need
to provide more information.

continued on...page 2

Don’t Believe Them!...from page 1
last year s donors — how many were major donors, how many were new,
how many gave 2+ times, etc. And don t forget gift types — an event "donor"
is not a donor until he/she supports your mission. An honor/memorial
donor with one gift only could have been reacting to a specific memorial —
or they could have decided to use memorials as a preferred way of giving
to you. Very different.
With lapsed donors, how many gave 13-24 months ago? How many gave
25-36 months ago?
Beware of the crystal ball in fundraising projections. Many donor cell
behaviors are predictable. Be sure you ask the right questions of your files
before you generate goals and predict results.

An annual direct mail program should be discontinued during a Capital
Campaign
The reverse is true. Annual appeal income almost always increases during
a capital campaign.

A 2% return should be expected from direct mail
If you re renewing recent or current donors, the 2% figure is ridiculous.
Your rate for these cells should be in the 50% to 80% range — depending on
the number of mailings and the divergent specific audience characteristics
(new donors, lapsed recaptured donors, multiple donors, etc.).
If you re mailing for the first time to acquire new donors, the purpose of the
first few appeals is to find out if the use of mail can be cost effective for your
cause. Cost effective in this situation means near break-even, based upon a
combination of the average gift and the percentage of return.
For example, consider the mathematics of near breakeven when the package
cost in the mail is $400.00 per thousand.

Delete lapsed donors from your mailing file after three years
The deletion of lapsed donors from a mailing file should not be an arbitrary
decision. It should be based on statistical analyses that clearly show when
the cost-per-dollar raised of recapturing a lapsed donor exceeds that of
acquiring a brand-new contributor.
The proper interpretation of results, in turn, leads to questions of package
type, frequency of mailings and other critical strategy questions that impact
ROIs among lapsed segments.
To obtain the relevant data: code the lapsed donor mailings by the year of
the last gift, record the returns, apply the appropriate charges and find out
what groups are costing you more to reactivate than to acquire a new donor
replacement. Send a special donor reactivation appeal to these groups.
Read the results and then make your strategy decisions based on the
cost/dollar raised figures.

Major gift prospects for a capital campaign can and should be removed
from the annual appeal. However, the balance of annual giving donors and
prospects should continue to be solicited.
Experience has shown that if an annual appeal is stopped for capital
fundraising reasons, the restart of the annual appeal results in a dramatic
decrease in the percentage of participation.
In addition, it takes a considerable period of time to reach prior levels of giving.

An enclosure (brochure/flyer/newsletter) is an essential part of a
successful direct mail appeal
Most of us, from time to time, are tempted to include something "different"
in a direct mail package. Perhaps we want to present a powerful image or
an important message, and we want to be sure the reader sees it and doesn t
have to read an entire letter to get the point.
Think about it. The brochure or newsletter is usually the most attractive
component in many packages. They present all the facts — clearly, concisely,
perhaps even emotionally. And brochures are usually the place where we
can "strut our stuff;" where we WOW the reader with terrific design and
catch-phrases.
But brochures and newsletters, for all of their value in stimulating interest,
educating and cultivating, usually miss the vital ingredient to direct mail
fundraising success.
They don t include a specific call to action. They don t frame and make the
ask. And they don t drive the reader to a personalized reply slip — which
facilitates the response.

You ll probably conclude that you may be over-mailing to some segments
of low-end, 36+ month lapsed. The solutions here may be to reduce the
number of mailings sent to secure longer lapsed reactivations.

Brochures do have an "elongated shelf-life." They are the component of a
mailing piece most likely to be put aside for reading later. But in the world
of direct response where immediate action is critical, they may stimulate a
counterproductive "read it later" tendency.

But before you remove longer lapsed altogether, remember that over half of
all donors leaving non-profits in their wills come from segments of low-end
donors that make frequent gifts. It s not unusual for a planned gift to come
from a donor that a non-profit considers "lapsed."

Instead of a brochure, consider a longer letter with similar "bulleted,"
indented, highlighted, bolded, or underlined copy that gets to the point and
drives the reader to the ask.

Always remember to consider the gift pattern from before the donor lapsed
before altogether removing a lapsed donor from your renewal program
sequence.

Tell me how many donors you have in your file and their average
gift, and I can project the response and income you should expect
Don t you believe it! A projection of this type cannot be made until the
make-up of the various donor file segments is known. For instance, with

Double check any other "factual statements" you hear relating to direct
mail fundraising.
They re often misleading at best wrong at worst! ■
Would you like to receive reprints of these articles or of the newsletter?
Go to www.drsol.org/free_proposal.htm Check next to the right of Newsletter to request
Donor Dynamics or type in article reprint and include the title in the comments block.

Twelve Reasons Why
Donors Lapse

8)

The non-profit s programs were poor 5.1%
Implications — See the pattern that is
emerging? Donor NOT organizational needs
must be the priority!

9)

The non-profit asked for inappropriate
sums 4.3%
Implications —You re either not using gift
histories to drive variable gift ask arrays,
and/or you ve not properly linked donor
capability and level of commitment.

A

ccording to Non-Profit Times, here are the
top twelve (12) reasons why US donors lapse.
Although this list is eye-opening, we felt it needed
further explanation, so we’ve added our thoughts
on the implications, which are not readily
apparent from the statistics alone.
1)

2)

3)

4)

Can no longer afford to offer support 54.0%
Implications — Remember some donors, reaching
retirement age, live on "fixed" incomes; yet many
remain solid prospects for planned gifts.
Other causes more deserving 36.2%
Implications — Are you paying attention to
donor needs (vs. organizational) in your letter
copy? Confusing your urgency with the
donor s priorities is a leading cause of donor
burn-out.
No memory of ever supporting 18.4%
Implications — Especially typical with "national"
programs with local affiliates. In this case,
promote the localization of the appeal and how
you touch lives differently from "national."
Death/relocation 16.0%

5)

The non-profit didn t acknowledge my
support 13.2%
Implications —Shame on you! The acknowledgement
program is more important to you than the donor,
allowing you to restate the case for another gift in close
proximity to the last gift.

6)

The non-profit didn t tell me how my gift
was used 8.1%
Implications — Similar to #2 above. Always
find out about the donor s needs and
communicate back to them so that they know
that their needs are being met.

7)

The non-profit no longer needs my
support 5.6%
Implications — Highly unlikely! It s more
plausible that you re not asking the donor to
support the specific programs he/she prioritizes.

10) The non-profit s communications were
inappropriate 3.8%
Do you ever write about issues that are
beyond the scope of your mission? Danger!
11) The non-profit ignored my wishes 2.6%
This suggests donor needs are not being
acknowledged — or addressed.
12) The non-profit s staff was unhelpful 2.1%
The majority of the reasons shown above lead
to one overwhelming potential problem — the
non-profit not understanding or reacting to
donor needs.
(Note: Many responded to more than one reason,
therefore totals exceed 100%.)
Reprinted from:

Things to think about...
"Why are my direct mail donors renewing at a lower rate?"
Direct Response Solutions
672 Crescent St.
Brockton, MA 02302
www.drsol.org

DRS builds and invigorates direct response
fundraising programs.
Strategies are
built from performance-based analytics,
engaged by imaginative branding, design,
and copy writing; and fulfilled with
superior data and mail processing.
For
more
information
on
Donor
D y n a m i c s “ articles or direct mail
fundraising in general, please contact:

Mark Jacobson
508/313-1032
mjacobson@drsol.org
Kate Boemeke
636/349-5512 Voice/Fax
314/853-8797 Cell
kboemeke@drsol.org
Marcia Scowcroft
508/313-1056
mscowcroft@drsol.org

This issue, we ll discuss the importance of defining your segments correctly and managing your
expectations accordingly.

Are you confusing "donations" with "gifts"?
You may be posting Event transactions to your gift file.
But attending an event does not make the participant a
predictable donor. Same goes for In Kind gifts and
some Honor/Memorial "gifts."
Be careful to
understand the various data sets within your donor
files and set goals accordingly.

Are you aware of how the make-up of your
0-12 month donor files is changing?
Files with higher numbers of new or recaptured
donors (vs. multiple/pattern donors) will probably
have lower immediate retention rates. Be sure to
understand the sub-audiences that make up the
segment and manage expectations appropriately.

There are other possible culprits that may be skewing your renewal results
unfavorably. Next issue, we ll focus on program strategy

672 Crescent Street
Brockton, MA 02302-3360

If this person is no longer
with your organization,
then please forward to the
Director of Development.

Feedback from our Fall Direct Mail Fundraising Seminars

DRS Developments…

DRS held its acclaimed direct mail fundraising seminars in September and October:
September 15 in Baltimore, MD at the National Aquarium
September 22 in New York City at Tavern on the Green
September 20 in Connecticut at Mystic Seaport
October 6 in Los Angeles, CA at the Newport Beach Hyatt Regency
Over 150 fundraising professional attended one of this year s four seminars, scheduled for the first time in
the fall. In attendance at the 3/4 day sessions were Vice Presidents, Directors of Development and other
Marketing and Fundraising professionals from a wide variety of non-profits. Visit the DRS website to
view the program syllabus.
Here are some of the comments from this year s attendees:

"Terrific seminar learned lots of things I will use in this year s program "
"Seemed to be the right balance between the basics and more advanced ideas "

New DRS Account Manager!
DRS welcomes Mary Raynard to our Account
Team as an Account Manager.
Mary, has over 15 years experience in account
management in the commercial sector. She prides
herself on her accuracy and doggedness, which, of
course, are highly prized skills in direct mail
fundraising as well! Under the direction of our
Senior Account Managers, she has begun training
to assist on some accounts. We re certain she will
soon be shepherding many more projects through
to completion.

" Fantastic — truly appreciated the workbook handouts "
"I ve been in direct mail for 16 years and still left the session with many new ideas "

New DRS Creative Director!

Check our DRS website (www.drsol.org) starting in January for the schedule and to sign-up for
one of our Spring 2007 workshops!

DRS has promoted Kate Boemeke, from Senior
Consultant to Creative Director.

DRS Welcomes New Clients

In her new role, Kate will be working directly with
clients in nailing down — and/or creating new —
creative elements for all appeals — including all
copy and design elements.

■ New England Organ Bank, MA
■ Albany Medical Center and College, NY

■ Sisters of Providence, MA

■ Charlotte Hungerford Healthcare, CT

■ St. Anne s Hospital, MA

■ Eastern Connecticut Health Network

■ St. Mary s Hospital, CT

■ Eparchy of Newton, MA

■ The Scripps Research Institute, CA

Ms. Boemeke has provided creative (copy and
design) for over 800 direct mail fundraising
campaigns for more than 80 different non-profits
since 1989.

