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Look inside for:
! Your direct-response mindset!
! Your 6 hidden donor benefits!
! Your 5 money-making ideas!

Take your year-end appeal from Good to GREAT!

Visit our website: www.ceffect.com

http://www.ceffect.com
http://www.ceffect.com
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• Other learning goals?



What’s special

about year-end 
fundraising?



Good to great action steps

Five ways we can raise more money from our appeal
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Direct response media

• Action seeking

• Action-enabling

• Relationship-building

• Measurable, repeatable, testable...

• ... to be improved over time
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Understanding Audience

Audience segment Response range

Gave within last 12 months 10% to 25%

Gave between 12 and 24 months ago 2% to 7%

Gave more than 24 months ago 1% to 5%

Never gave, but have demonstrated interest .05% to 2%

Never gave, resident and compiled lists .25% to 1%

DISCLAIMER: YOUR RESULTS WILL VARY!



WORKSHEET

Projecting returns

Audience 

segment
Response Range

 Number to be 

mailed

Your estimated 

or historic 

response rate

Your estimated 

or historic 

average gift

Projected 

income by 

segment

Gave within last 

12 months
10% to 35% _________  X ______% X $_________  = $________

Gave between 12 

and 24 months 
2% to 7% _________  X ______% X $_________  = $________

Gave more than 

24 months ago
1% to 5% _________  X ______% X $_________  = $________

Never gave, but  

interest shown
.05% to 2% _________  X ______% X $_________  = $________

Never gave, 

“cold” lists
.25% to 1% _________  X ______% X $_________  = $________

Total income: $________

Total mailed X Response % X Ave. Gift = GROSS INCOME



The package

The mechanics of response



The package: Carrier envelope
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The package: Letter



The package: Liftnote (insert)



The package: Reply device



The package: Reply envelope



The package: Essentials

If you had to cut one piece, which would it be?



Good work!

Take a break



Creative

The emotions of response



Creative: Get attention



Creative: Tell donors your story



Creative: Build engagement



Creative: Make an offer to donors



Creative: Design to communicate



Creative: How do donors benefit?

How we use your donation How you benefit

We You

We You

We You

We You

We You

We You



How to say “thank you”
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From “good” to “GREAT”

Surprise

“You”

Urgent

“I”

Multi-media

Call to action

Choices

Personal
Benefits

Story

Involvement

Delight

Invite

Important

Offer



From “good” to “GREAT”



Action steps

What will you do 
to improve 

response this year?



QUESTIONS?

?



THANK YOU!



Fundraising books 
you should read

Direct mail copy that sells! by Herschell Gordon Lewis, Prentice Hall, 1984

FriendRaising; Community Engagement Strategies for Boards Who Hate Fundraising but 
Love Making Friends by Hildy Gottlieb, Renaissance Press, 2006

How to Write Successful Fundraising Letters, by Mal Warwick, Strathmore Press, 1996

Donor Centered Fundraising by Penelope Burke, Cygnus Applied Research, Inc. 2003

Visit our website for more resources: www.ceffect.com

Email us for this presentation (as a PDF): jon@ceffect.com / gayle@ceffect.com

Or call anytime. We love talking about fundraising! 401.331.2272
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