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Overview: The 5 Ws 

n  WHO should receive your fundraising appeal? 

n  WHAT message should they hear? 

n  WHERE should the message come from?  

n  WHEN should they receive the message? 

n  WHY should you tailor the message? 
n  To move donors up the pyramid towards a large or planned gift. 

n  To fulfill your mission! 
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The Donor Pyramid 
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Common Fundraising Mistakes 
Non-Profits Make 

n  Who (Segmentation) 
n  Treating all individuals the same 

n  What (Content) 
n  Neglecting engaging content 

n  Not asking for more money 
n  …Not even asking at all! 

n  Where (Method) 
n  Not integrating your different channels 

n  Missing a coherent voice 

n  When (Calendar) 
n  Mailing too infrequently 
n  Not mailing at the best giving time of the year: year-end/holiday season 
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Discussion Questions 
n  How do you want your donors to think of your organization?  

n  To what degree have you attracted new donors and new 
ideas to your organization and board? 

n  Who are your main competitors and how do your results in 
recent years compare to theirs? 

n  How are you collaborating with similar organizations on a 
local, regional, or national level? 

n  What is the key take-away from all of these?  
n  Relationships are your foundation to success! 
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Segmentation: 
Define your audience 

n  Donors 
n  Alumni 

n  Current 

n  Lapsed 

n  Non-Donor 
n  Event Donors, but non-DM 

donors 

n  Outside Lists 

n  Demographics 
n  Age 

n  Geography 

n  Gender 

n  Class Year 
n  Reunion vs. Non-reunion 
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Segmentation: The How-To 

n  Ensure your codes have adequate information embedded in them. 

n  Solicitation Code Matrix 
n  Method (Direct Mail Appeal, Online, Newsletter, etc.) 

n  Timing (Month, Year) 

n  Donor History (Last Gift Date, Last Gift Amount) 

n  0-12 months, 13-24 months, etc. 

n  <$25, $25-$49.99, $50-99.99, etc. 
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Segmentation: What to do? 

Seek 
Additional 
AF Gift in 
Same Year 

Seek Mid-
Level Gift 

Focus on 
Participation 

Seek 
Additional 
AF Gift in 
Same Year 
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High Average Gift 

Inconsistent 

Low Average Gift 

 Consistent 
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Focusing on the Pyramid:  
Low-Dollar Donors 

n  Depending on what segment your donors fall into, your goal 
for them will be different. 

n  Those who give small gifts infrequently: There are special 
tactics you can use to get them to give more frequently to 
help your retention. 

n  Those who give small gifts frequently: Try to convert them to 
monthly donors. 
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Focusing on the Pyramid: 
Mid-Level Giving 

n  Based on your data, what is your threshold for mid-level giving? For 
some organizations, it is $5,000. For others, $100. It all depends on your 
range of gifts and staff availability. 

n  What are the characteristics of people who have significantly increased 
their giving? Have they made multiple gifts in one calendar year? Who 
else in your database has the same characteristics? 

n  Create giving circles as an incentive for donors to upgrade their giving. 

n  How should you steward these individuals toward an eventual planned 
gift? 
n  Phone calls 
n  Handwritten notes 
n  Invitations to events 
n  Newsletters 
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Segmentation: Ask String 
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Content: Do’s and Don’ts 
n  What do donors respond well to? 

n  Emotional stories about students. 

n  Acknowledgment that their support is helping change lives. 

n  Compelling statistics followed by a name and face who represents 
the numbers. 

n  One consistent voice over time; the same signer starts to build a 
relationship with the donor. 

n  What do donors not want to hear? 
n  You are operating at a deficit and need “saving”. 

n  You are doing so well – they will think you don’t need their money. 

n  Negative information about competitors. 
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Content: The Envelope 
n  The Outer Envelope (OE) is the most important part of the 

package. 
n  Donors need to be intrigued and motivated to open the appeal. 

They will take less than 25 seconds to decide if they are going to 
do so. 

n  A higher open rate leads to a higher response rate. 
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Content: The Letter 
n  Create suspense 

n  Problem: Show how problem is in the way of your school reaching a goal. 
n  Conflict: Introduce some difficulties the donor can help resolve. 
n  Goal: Explain your ambition and desired result. 

n  Hook the reader with a story so they continue reading to see how things 
turn out.  
n  This is a great way to highlight a student. 
n  A story introduces emotion to the mailing – and emotion is a key fundraising 

motivator. 

n  Make Your Constituents Insiders 
n  Tell them how the money was used last year. 
n  Inform them of your annual fund goals for this year. 

n  Catholic Alumni Partnership-specific 
n  Last year we tested different themes: education vs. religion, principal vs. 

teacher, alumni vs. student. 
n  Results: Donors care most about students’ access to education. 
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Content: Even More Do’s 
n  Once you find a brand voice that you use consistently for all 

of your content, potential supporters will understand your 
organization better, will come to trust your organization, and 
will be able to recognize your work at first glance.  

n  Expressing a cohesive, distinct character is key to creating 
deeper connections with your supporters. 
n  Having a mission donors believe in is central. 

n  They don’t only want a promise, they want a plan. 

n  Stand out from the competition by showing your process. 

n  Listen to your constituents and be transparent. 

n  Make a memorable impression by forming an emotional 
connection. 

n  Educate through your elevator pitch. 
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Segmentation and Content 
Together: Lapsed Donors 
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Segmentation and Content 
Together: Prospective Donors 
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Method: The Relationship Between 
Channels 

n  We recommend most of our clients follow a mail package with a 
correlated takeover box for their website. Scheduling it to pop 
up around the time the mailing hits homes will triple the impact 
of your messaging.  

n  When supporters read their email or direct mail piece, many will 
visit your organization’s website for more information. Having a 
pop up box requesting they sign up for more information or 
donate online will give you the chance to secure their email 
address and possibly convert them to an online donor.  

n  Plus, this allows non-donors and new supporters to learn about 
your campaign without even receiving your direct mail piece. 
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Method: Five Ways to Integrate 
Online and Direct Mail 

n  Push the option to respond online in direct mail pieces. 

n  Cross-cultivate donors as much as possible with e-mail, snail 
mail, retargeting ad campaigns, and social media posts. 

n  Innovate ways to capture all contact information for each 
donor—mailing address, e-mail address, mobile numbers. 

n  Promote traditional direct mail tactics—premiums, planned 
giving promotion, gift matches—to the virtual space. 

n  Use virtual cues in direct mail—providing social media links, 
designing packages with a more “window” like feel. 
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Example: CAPs Off NY 
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Example: Inner-City Scholarship 
Fund 
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When: Mail Schedule 
n  Donors should be mailed a minimum of three times per year. This allows 

them to give to your organization when is best for them, not just when is 
best for you. Making them feel comfortable is of utmost importance. 

n  For CAP-NY, the schedule is based around the Cardinal’s Appeal for the 
ADNY. This is to avoid cannibalizing efforts. 

n  To integrate with current events, we mention what is happening both at 
the individual schools as well as around the country. 

n  Sample calendar: 
n  September: CAPs Off NY 
n  October: Homecoming 
n  December: Christmas 
n  January: National Catholic Schools Week 
n  May: Thank-a-Nun Day 
n  June: Graduation 

n  By having a varied mail schedule as well as using multiple channels, 
your chances for success skyrocket because people can give when they 
want, how they want. 
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Audience, Content and Method 
or Who, What and Where Examples 

n  Planned Giving Postcard – older alumni 

n  Newsletter – high dollar donors 

n  “Join us” language – prospective donors 

n  “We miss you” language – lapsed donors 

n  “Welcome back” language – reinstated donors 
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Focusing on the Pyramid:  
Planned Giving 
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n  Planned Giving can easily be marketed in materials you are 
already producing: 
n  Newsletter 

n  Acknowledgment 

n  Buckslip in a mailing 

n  Reply card in a mailing 

n  Make sure to include a personal contact for these donors. 
Planned Giving can be intimidating so having a name to 
reach out to with questions can help. 

n  As Planned Giving donors are older, make sure to segment 
appropriately and use your resources wisely! 
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Planned Giving Postcard 
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Planned Giving Newsletter 
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Thank you! 
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