Monthly Giving -

ome of you may know that ’'m passionate
about monthly giving. While I got the “bug”
for direct mail working at Reader’s Digest,
Amsterdam, | later got the bug for monthly
giving at the International Fund for Animal

Use online
| and direct mail
to push monthly

S Weltare in Yarmouth Port, Mass.
g A ng 1'0- n.eW There I saw firsthand how successful monthly giving
Gnd eXIShng 1s in Europe, Australia and Canada. However, here in

the U.S., although major gifts, events and direct mail
have become very common, monthly giving programs
still lag behind.

The good news is we are starting to catch up with
other parts of the world, with more and more orga-
nizations beginning to explore monthly giving. In my
current work as a consultant, | am fortunate to work
with several U.S. organizations that have successfully
implemented monthly giving programs. I'm proud to
say that one of my clients currently has 20 percent of
its zero- to 12-month donor file on monthly giving,
representing halft of the organization’s overall annual
revenue. This organization offers all three giving op-
tions, with 40 percent through monthly envelope »

donors.

BY ERICA WAASDORP
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Monthly Giving

reminders and 60 percent automati-

cally through electronic funds trans-
fer (EFT) or credit cards.

At the recent DMA Nonprofit

Federation Conference in Washing-
ton, D.C., I was pleased to moder-
ate a panel on the keys to monthly
oiving success. Many readers may
have read a short synopsis of this
session in earlier editions of Fund-
Raising Success’ online newsletter
Today in Fundraising.

To recap, when it comes to
monthly giving, each organization
is different. Some organizations
may already have a program in
place but want to grow it. Others
may just be in the beginning stages.
What works for one may not neces-
sarily work for all. But, whichever
stage you’re in, a well-defined and
implemented monthly giving pro-
gram can work for all.

While direct-response TV and
face-to-face (street fundraising)
have made huge impacts for some

Some organizations muy already
have a program in place but want fo grow it

Others may just be in the begir

ning stages. But welkdefined

and implemented monthly giving program

larger organizations (for example,
child-sponsorship  organizations,
ASPCA and Greenpeace), most
organizations lack the funds to in-
vest in those media. Therefore, this
piece focuses on ways to use online
and direct mail to start and grow a
monthly giving program. Add tele-
marketing to the mix (if you can),
and you have a truly winning com-
bination! So, let’s get started.

Just do it!

As with anything, if you ask donors,
they will come. Let’s look at a sim-
ple calculation: Say an organization

| can have 100 donors join for $10 a

can work for all.

month (that’s $120 in 12 months).
Through a credit card recurring op-
tion online, that’s $12,000 a year. It
they continue, which is very likely,
that’s $24,000 after two years and
SO On.

If your organization does not
have a program in place yet, offer-
ing monthly giving online is very
simple. Just offering the option on
your homepage and the donation
page is half the battle. The recur-
ring-giving option is typically one
of many payment options, such
as PayPal, for many credit card
merchants, so it is very easy to go

(continued on page 34)

Let us bring the pieces of your
fundraising puzzle together.

PEP Direct has all

of the services you
need to develop, create
and produce your
winning fundraising
campaigns.

When all of the pieces
come together, your
donors will get a clear
picture of your
organization’s mission.

> direct
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Your organization’s mission and processes and your major
prospects’ fimelines and desires — not your sottware —
should drive your major-donor culfivation efforts.

(continued from page 28)

Process: Plan ahead
Cultivating major donors cannot

be done haphazardly. Stick to the
Processes your organization recom-
mends, but be flexible. And remem-
ber that in an ongoing major-gifts
program, cultivation happens on
your prospect’s timeline, not yours,
and certainly not your software’s.
However, recognizing that the
relationship will develop on your
prospect’s timeline doesn’t mean
you shouldn’t define a cultivation
strategy for that prospect and ten-
tatively schedule e-mails, calls and
visits. Every major-gift fundrais-
ing model indicates it is imperative
to plan ahead. Just be aware that

these plans are only tentative, and
accept that adjustments will occur.

Complement: Areas for docu-
menting and updating your strategy
for a prospect are readily available
in donor-management systems that
support major-gifts fundraising ef-
forts. These systems also offer full-
featured contact and appointment
tracking including automatic, edit-
able, pop-up reminders. Tickler sys-
tems remind you and your account
managers of upcoming appoint-
ments. When a tickler displays, you
can complete it and enter notes and
other impressions from that indi-
vidual contact with your prospect,
reschedule, or make any other ad-
justments to the appointment you
| deem necessary. FS
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Monthly Giving

(continued from page 30)

ahead and use it. One thing to re-
member: Be sure to craft a thank-
you e-mail, code the donor as an
online monthly giver in your orga-
nization’s database and update the
monthly gifts in your records.

As many of us know, manage-
ment sometimes needs to be con-
vinced that monthly giving is a
good investment. By developing
an online monthly giving program,
fundraising professionals can show
some 1nitial success at virtually
no cost — and then build upon it.
Those organizations that under-
stand the tremendous impact of
monthly giving on the bottom line,
as well as realize that it 1s just as
much a long-term investment as
acquisition, are becoming extreme-
ly successtul.

So, how about direct mail?
Well, it is still a great way to raise
funds and generate monthly do-
nors. You’ve heard it before: The
sooner you can get the second gift,
the better. And life gets even bet-
ter if that second gift becomes a
monthly gift! So, take a good look
at your organization’s welcome let-
ter and see how you can integrate a
monthly giving option. Be up-front
about it, and put it right out there.

Do not be afraid. Don’t just hide
it on the back of the reply

form
somewhere.

If your organization already
has a welcome letter with an ask,
it makes sense to solicit a monthly
oift. Make sure the donor commits
and signs the form, especially if it 1s
through EFT or credit card — your
organization needs that record of
the initial commitment. As a side

. note, for upgrades afterward, there

s typically no new commitment
form needed.

As every organization is differ-
ent, there is no golden rule for the
best ask strategy, but the more
specific you are about how the
monthly gift contributes to sup-
porting the mission and making a

- difference (for example, to a child,

animal, disease, etc.), the better.




However, do not be too greedy and ask for toq
much too soon. If a new donor gives your organiza-
tion $12 initially, he or she may be willing to give $5 2
month. That may sound like g little, but it is sti]] $60
a year, which ig probably twice the valye of a typi-
cal donor annually. It is key to bring in as many new
monthly donors 4 possible — they can always be up-

monthly giving program.

While many Prospective donors can relate to 4 spe-
cial name for the monthly giving program, it is abso-
lutely not necessary to be successful. If you can come

Program. This gives 2 more accurate image of the re-
sults of your efforts. The reality is that thege monthly
donors wil] give for many more years than that, but

There is so much more to share about monthly giy-
ing, but just temember, the standard fundraismg rule
applies: If you ask, you’ll get. So [et’s start asking! FS§
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Communication
to Donors is NOT

Optional Any Longer!

Call Us...
We Can Help!

* Reactivate That Large Bucket
Of Lapsed Donors By 259, ’
Pledge Rates And Get Them
Back To Your Maijl Stream! |

* Outstanding Monthly Sustainer
Programs Generate 100%

After 5 Months Of Giving
For Long Term Return!

* Communicate With Your Donor
By a Sincere Voice Message
. And See Direct Mail
L& > Results Doublel
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800-643-8822 or 501-835-5000 EXT 1142

WG Email: mmichie@theheritagecompany.com
ﬁ:t : www.theheritageccmpany,cam ’
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