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• Why would you use Snail Mail? 

• Trends and Statistics

• Developing a Plan 

• Preparing a Snail Mail Appeal

• Examples and Tests

• Questions and Answers

Overview
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Some interesting statistics

• 48% of consumers read direct mail to relax

• 42% look for savings in their mail

• 38% read mail to stay informed

• 64% order from mail received in last month

• Direct mail is still growing (52.5 billion in 2004) out 
of a total direct marketing market of 161.3 billion 

source: USPS/Innomedia
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Why do people give? 

1. Someone I know asked me to give, and I want to help 

2. I felt emotionally moved by someone’s story

3. I want to feel I’m not powerless in the face of need and 

can help (this is especially true during disasters)

4. I want to feel I’m changing someone’s life

5. I feel a sense of closeness to a community or group

6. I need a tax deduction

7. I want to memorialize someone 
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Why use Direct Mail? 

� Targeted, personal, flexible, tangible 
� It generates immediate donations 
� It gets people to go to events
� It prepares people for a phone call
� It drives people to the web 
� It helps tell the story and educate donors
� It helps generate bequests 
� Most cost-effective way to reach donors 
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What Makes Direct Mail Work?

• Generates $$$
• Meets or exceeds expected response rates
• Acquires or recaptures clients, members
• “Sends the right message” consistent with 

organization’s image and other campaigns
• Meets or exceeds the expected average gift
• Acquires, upgrades, retains or reactivates
• Achieves your goal
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Do Snail Mail and E-mail relate?

� Online giving now makes up 2-4% of all giving 

� 80% of donors make donations online and offline 

� 48% say web sites are well designed

� 74% say that an email about how donation was spent would improve

likelihood they donate again 

� 100% of 65 year olds say that direct mail drove them to the web 

� 65% of prospects checks out the web site first 

� Direct mail feeds the web 

� DM asks for permission for future use of email address/build relationship

� (sources: Winterberry Group, Harris Interactive) 
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Applying DM to the Donor Pyramid
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3 simple fundraising strategies

� Add new donors

� Get more money from existing donors

� Get higher amounts from existing donors 

(upgrade)

� Get money more often (monthly giving) 

� Ask more often 

� Get the ultimate gift (bequests)  
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Always start with a Plan

� Set realistic expectations, check benchmarks 

� Number of pieces planned
� Number of responses expected

� Revenue expected
� Expected expenses 

� Ideally, make a plan for the year and adjust 
during the year based on results

� Include other activities to see impact on overall 
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Ask yourself some Questions

� How fast do you want to achieve your goal?

� How much can you spend? 

� How much response can you handle?  
� What will you do for follow up? 
� How will you manage the information on  

prospects and customers? (Database)
� How will you track and evaluate results? 
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Developing the Direct Mail Appeal

� What’s the goal? 
� Donations or memberships require return 

envelope
� Phone, Web or store traffic could work with 

post card 
� How much do you have to explain about 

your organization? 
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4 Major Decisions

1. Target group (lists, donors,members)

2. Offer and Ask

3. Creative (especially the letter) 

3. Other
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The Number One Decision

The list, the list, the list !!

� Who are you mailing to? 

� 50-60% of the results come from this 
decision
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Different Types, Sources of Lists

• Donors, Members 
• Former donors, Lapsed members
• Ticket buyers
• Rental or exchange lists, subscribers, 

donors to similar organizations, etc.
• Event attendees
• Board members
• Residents and other compiled lists 
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A word on rentals and exchanges

• Often lists are rented trying to acquire new 
donors from similar organizations

• Instead, test exchanging your own list with 
other similar type organizations.

• Great way to build a file and save $0.06 to 
$0.10 per name  
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Decision Two: the Offer

� What are they supporting? 

� What are you asking the donor to do? 
� Give? What will their money support?
� Come to an event?
� Join as a new donor? 
� Request more information?
� Give email address?
� Become monthly giver? 
� Say they’ll leave your organization in their will? 
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Decision Three: Creative

� Post card? 
� Appeal?
� What’s the story?
� What’s the concept? 
� Letter, copy, who signs?  
� Reply form/Reply envelope or reply card
� Envelope
� Special something? 
� What’s in it for the donor? 
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Decision Four: Other 

� Payment type

� Timing 
� Personalization

� Ease of Production 
� Lift notes 

� Photos
� Give-aways, etc. 
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Goal: Get Response

� Visit your web site

� Generate new leads 

� Convert prospects into donors

� Generate additional donations 

� Cultivate (for future upgrades)

� Informational 
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Tracking Results

� Compare against plan 

� Evaluate cost and revenue 

� Re-evaluate next steps 

� Formulate next appeal 

� Have donor and prospect codes 
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Best Ideas 

� Check out your competition

� Sign up online, by phone or via mail 

� Send in a donation to your ‘competitors’

� Respond to free offers…
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Working with Printers, Lettershops

� Design, print, mail your self or outsource? 
� Depends on the quantity
� Before you start designing, talk to a printer 

and see what it’s going to cost 
� Ask a lot of questions, verify jargon
� Try to use standard sizes 
� Check out postal rates 
� Run mailing by your lettershop
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A Word about Post cards

� Great for one clear message
� Ask for volunteers

� Ask to attend event
� Ask to go online to do something 

� Need web site, phone or store front 
� No option to include money 
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A simple post card to support web
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How To Get Your Mail Opened, Read?

� Timing 

� Package looks interesting or important

� Special offer or discount

� Feel something inside of package

� Free gift inside

� Dated material enclosed (urgency)

� Involvement 
(Source sps.com/delivermag)
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But Typical Snail Mail piece still is: 

� Outside envelope

� Letter

� Reply envelope and/or Reply card

� Possibly additional pieces
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The Outside Envelope

� Size, # 10, 6 x 9, 9 x 12, etc.  
� Shape 
� Thickness important (new postal rules) 
� Windows - left/right/one or two/how to use cleverly 
� What is showing
� Teaser 
� Picture(s)
� Color
� Return Address & logo on rear flap or on front
� Stamps vs. indicia vs. meter
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Simple look works
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Snail Mail can be wicked cool
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The Letter

� Make it personal (write to mom) 
� Appropriate to message: long message calls for 

long letter etc.
� Ideally personalized 
� Johnson box or quote if you can 
� Clear, large font -- readable by older people -- white space
� Easy on the eye, indents, some underlining, easy on bold 
� Keep it simple!
� Include P.S. , P.S., P.S. 
� Signature looks like it’s from the signer
� Board list typically not needed, makes it cluttered 
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Simple and Cheap Still Works!
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Unpersonalized still works!
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The Ask 

� The letter should contains the ask (at least 
once, preferably two or three times) 

� Preferably personalized pre-printed or laser 
variable 

� Ascending or descending amounts
$15  $30  $50   Other $    or $120    $60   $30   $___

� Specified or unspecified ask amounts
� E.g. $25    or $25 will help pay for 10 boxes of 

food…

� Examples…
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Acquisition Ask Amount Test

• Control ask $15, $25, $35, other 
Response rate 1.16%, avg gift $16.15

• Test ask $10, $15, $25, other
Response rate 1.31%, avg gift $13.92 

Lower ask works better with the goal: 
bring in more new members, then upgrade
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Reply Envelope

� Courtesy Reply or Business Reply envelope

� Message on the front  stresses urgency: e.g. 
Deliver by June 30th.

� Thank you
� Addressed to someone in the organization 

specifically

� Change of address
� Option to request more information or give one 

final message…
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Reply Form, Reply Card

� Repeats the offer 
� Payment types 
� Attached/separate
� Additional messages but do not clutter 
� Keep the number of tick boxes limited
� Easy and quick to fill out and send in 
� Personalize with name/address info and 

coding for easy tracking
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Let’s analyze an 8 ½ x 14
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The Form
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Other Elements to Consider

� Buck slip, don’t say no note, lift note…

� Freemiums and premiums in the mail - front 
and back end….e.g. labels, bookmarks

� Post-it, handwritten note 
� Color of paper
� Pictures, how will they reproduce?

� Timing
� Have donor return something 
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Freemiums and other techniques 
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Freemiums showing through window 
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Return piece of fabric…
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Involvement works really well!
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A Word on Testing

• Do you have the numbers needed to test? 
• For most organizations: 

• Test only something that really makes an 
impact: 

• Ask amounts
• Something that can save money, like go from 4 

pages to 2 page letter
• Lists or selections have most impact
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Testing

• Each organization is different
• Don’t test to test, but set goals

• Increase response rate
• Increase average gift

• Increase retention rate
• Build new level of giving

• Save money
• Confirm (or not!) our own marketing instincts
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Other ways to use DM in fundraising

� Thank you letters
� Monthly giving
� Bequests 
� Newsletters 
� Fulfillment of telemarketing campaigns
� Event invitations (with ask)  
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Should you ask for $ in Thank you?

� YES 
� For lower gifts 
� Get second gift faster
� Often 5 to 9% response

� NO

� For higher gifts
� Call and send personal 

note 

� Establish best levels 
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Converting Donors to Monthly Givers

� Recent study shows: 50% of 
organizations use snail mail to recruit 
donors to monthly giving program 

� Average annual gift in monthly giving is 
$15 a month ($180 a year) 

� They still give to other appeals 
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Converting Donors to Monthly Givers
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Reply slip
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Bequest Inserts and Appeals
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A word about the Economy

� Do you want to cut back your services? 
� Do you want to cut back on your 

activities? 
� Do they cost more? 
� Keep asking, stay the course 

� Keep building new donors

� Keep asking for more money from existing 
donors
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The pressure is on cost!

� Postage goes up
� Production prices must come down? 
� Find simpler ways to produce without 

sacrificing results 
� Personalization does not have to be 

more expensive but if you have to make 
a choice: Personalize the reply form 
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A Word on Regulations

• Give full contact information

• Ensure annual report/charity registration 

information is in each appeal

• List tax-deductibility of (part) benefits on tax 
information letter or on back of reply form 

• Give return or warranty instructions 

• Give donor service details/phone/email 
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Some General Benchmarks

� 1% is still a doable response rate for 
acquisition

� 5 to 10% are still doable response rates for 
donor appeals 

� 33% is average retention for new donors
� Response rate and average gift are directly 

related 

� 60 to 80% in second year 
� Getting that second gift is crucial 
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So: why use Snail Mail

� Snail Mail still gets opened and is read
� Snail Mail is versatile
� Snail Mail is cost-effective
� Snail Mail can be ‘cool’ and attract 

younger donors 
� Snail Mail directs to other media 
� Snail Mail gets results and $$$!
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“Many a small thing 
has been made large 

by the right kind of advertising”

- Mark Twain
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Fundraising Snail Mail Resources

� Direct Marketing Fundraisers Association
� Package of the Year (www.dmfa.org)

� DMA Nonprofit Federation 
� Nonprofit Times 
� Fundraising Success Magazine 

� Gold Awards 

� Target Analytics 
� Conferences, peers and consultants …
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Questions and Answers

Erica Waasdorp, President 
A Direct Solution
info@adirectsolution.com
tel.: (508) 428-4753
Fax: (270) 633-1744
PO Box 757 
Marstons Mills, MA 02648


