Cultivating Lifelong Donors
Using Direct Mail Effectively

Direct mail appeals can be an effective tool as you wean your program off “event-fundraising” and begin focusing on cultivating lifelong donors through mission-based fundraising.  Assume you are doing point of entry events but you are not ready to do your first “ask event.”  In the past, you’ve done four time-intensive fundraising events each year.  Your plan is to evolve into a mission-based fundraising model over three years.  You plan to continue doing two of the four fundraising events for the foreseeable future.  Your dilemma is how to make up the lost revenue from the two events you have decided to eliminate until your mission-based fundraising begins bearing fruit. 

· Direct mail requires personal follow up.  Nobody likes making follow up telephone calls and visits so make it fun!  Recruit two or three team captains.  Put time on a board agenda for team captains to “draft” their teams.  Don’t forget to involve volunteers who are not board members.  
· Collect the names, mailing addresses and phone numbers of everyone who bought tickets/attended last year for the fundraising events you intend to eliminate.  (You may have to reconstruct these lists.  Looking up addresses and phone numbers is a good job for a volunteer).  Enter them into a spreadsheet so you can do a mail merge letter and generate sorted lists.  

· Ask team captains to select names of people their team will call.  Set a goal for each team based on the number of volunteers (e.g., no more than 5-10 calls/volunteer) per team and the number of donors on your list.  It may not be practical to follow up with everyone.  Enter the name of the team captain who will call the donor into your spreadsheet.  
· Write a sizzling direct mail letter that starts something like, “You may not realize it but last year you made a difference in the lives of 92 White County children.  When you bought a ticket to ….., you enabled CASA to …..”   Appeal to their head and their heart.  If you use mail merge, you can include the event they attended and amount they gave last year.  End the letter, with something like, “We are counting on your continued support.  Your gift again this year will make a difference in the life of a child.”  
· Include a simple pledge card (you want to capture their telephone numbers and email address) and an addressed reply envelope in the mailing.  If you have a small insert with a heart story, you might also want to include it.  You want everything in the envelope to hang together, both visually and content-wise.  
· Decide who will sign the letter.  It could be your board chair, your fundraising chair, another board member or the team captains who will do the follow up.  If you set it up in your mail merge, different people can sign different letters.  You want the person signing the letter to be well-respected and visible in the community. 
· The hardest part of direct mail is getting the recipient to open the envelope.  Print the letter on note cards or personal stationary.  Use monarch size envelopes.  Hand-address the envelopes.  Put the letters in the mail so they arrive on a Monday or Tuesday.  
· Encourage the team captains to issue challenges to each other all in fun, of course.  You might have a kick off luncheon where you get your volunteers revved up, issue challenges and give them their calling lists.  Hold the luncheon two days after the letters go into the mail.  Your goal is to motivate and equip them.  Make sure you include a heart story in your luncheon.  Tell them your numbers served and the number you couldn’t serve.  Share your vision.  And make it FUN!  Announce the date of the thank you luncheon two weeks out.  
· Send daily or every other day email updates to volunteers.  Organize the results by team reporting the number of donations, total amount of donations, average amount of donations, number of new donors, etc. by team.   You may also want to list donors (but not their individual amounts).  
· Hold a thank you luncheon.  Give lots of awards.  Team spirit, most calls, most dollars, most new donors.  Your goal is for every volunteer present to get recognized.  Say thank you.  Tell another heart story.  Let them know how much their effort means to CASA.  The thank you luncheon also gives urgency to the follow up calls and provides a deadline.  When volunteer activities have a clear beginning (the kick-off luncheon) and end (the thank you luncheon), it’s easier to recruit volunteers.  
