
Phone and Mobile 101

Really TALK to your supporters!!



TM 101



“We’re calling 
to let you 

know your 
auto warranty 
has expired. “



“Will you 
help me?”



MYTHS AND MISCONCEPTIONS OF 
TELEMARKETING

1. Your supporters don’t want to be called.
2. No one is calling your supporters 



WHO IS CALLING YOUR SUPPORTERS?



MYTHS AND MISCONCEPTIONS OF 
TELEMARKETING

1. Your supporters don’t want to be called.
2. No one is calling your supporters
3. Telemarketing poaches funds from Direct 

Mail and other channels 



TM BOOSTS OTHER CHANNELS
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MYTHS AND MISCONCEPTIONS OF 
TELEMARKETING

1. Your supporters don’t want to be called.
2. No one is calling your supporters
3. Telemarketing poaches funds from Direct 

Mail and other channels 
4. A telefundraising call is no different than a 

telemarketing call



THE CALL CENTER

The Ideal Caller Giving Them The 
Right Tools

Creating the Best 
Team Culture



HOW TO USE TELEMARKETING

Essentially any nonprofit should be 
using phone in their DM strategy 
unless they are simply to small (i.e. 
under 10,000 donors)

Which Organizations Should Consider Testing Telemarketing?



HOW TO USE TELEMARKETING

Over 10,000 records is ideal.
5,000 – 10,000 is doable w a clear 
micro-focused strategy.
Ideally you want to be able to 
work in daily calling sizes are over 
200+ contacts to analyze results.

How many records do you need for a strong campaign?



TYPES OF TELEMARKETING CAMPAIGNS

Sustainer Renewal Lapsed 
Reinstatement

Mid-level Cultivation Planned 
Giving



TYPES OF TELEMARKETING CAMPAIGNS

Sustainer
• New donors to the organization
• Recently reactivated donors
• Multi-givers

Renewal
• Month after Expire Date
• After the 2nd Renewal Effort

Lapsed 
Reinstatement • Once a year cleanup 

Mid-level
• Concierge Programs
• Challenge Match Build
• Branded Programs

Cultivation
• Thank You Calling
• Welcome Calling

Planned Giving • Survey and education call



HOW TO USE TELEMARKETING

• Credit card rebuttal if 
necessary

• Whether the call results in a 
gift or not, thank the donor 
sincerely before saying 
goodbye (leave them with a 
good experience!)

• Introduction
• Presentation

1st ask
2nd ask
• Save your best pitch 
3rd ask
• Give another compelling 

reason to give
• Negotiate
• Assumptive credit card ask



HOW TO USE TELEMARKETING

Fulfillment Mail Phone Append Data/Reporting 
Setup

Email 
Fulfillment Compliance



Fulfillment 
Mail

Letters to donors who pledged are sent within 
24 hours.

Two reminders are sent, either at 14 and 28 
day intervals or customized to fit your needs.

Fulfillment tracking comes from your 
organization to the TM vendor to stop sending 
letters to fulfilled gifts.

HOW TO USE TELEMARKETING



Phone 
Append

Phone appends available include:
Standard Phone Append
NCOA
Cell Phone Append
Line Identification Append

Communicate to your partner how you’d like 
to receive those phone appended results.

HOW TO USE TELEMARKETING



Data 
Reporting/Setup

Reporting is typically sent nightly.

TM Firms don’t process credit cards. Give 
your partner a few weeks in advance to set up 
how to send payment files to your cager.

At the end of calling, files are sent back to you 
showing which records were contacted, which 
records gave gifts and final results.

Ask your TM partner if you need any other 
files or reports.

HOW TO USE TELEMARKETING



Email 
Fulfillment

Many firms have programs which can send 
emails to donors.

Emails are either sent immediately or at the 
end of calling each night.

These emails are usually set up by disposition 
of the call.

Emails can get a jump on the pledge letter and 
improve fulfillment.

HOW TO USE TELEMARKETING



Compliance

To begin calling most firms will need banking 
info, registration numbers, script and/or letter 
samples.

National registration usually requires 4 – 6 
weeks for completion once forms are 
submitted.

Solicitation notices must be signed by the 
organization.

Financial reports are required by the states at 
up to two different intervals during a year at 
times. Some documents require a notary. 

HOW TO USE TELEMARKETING



Advantages 
of the Call

Personal 
Connection

Rapid 
Response

Live 
Feedback, 

Live Results

Lifts Results 
Across 

Channels

Cultivation 
Opportunity

Most Agile 
Channel

HOW TO USE TELEMARKETING



• Focus on broad base segments to start

• Have your partner model for TM responsive donors

• Keep Things Simple

• Set Your Partner Up to Win

• Connect w the Call Team

• Share updated information / stories from the field / press releases
• Best Campaigns to Run:

• Sustainer invite

• Non-donor sustainer invite

• Sustainer upgrade

• Sustainer Reactivation / Recapture

HOW TO USE TELEMARKETING



TEXTING 101

Meet people where they are!



Why Text? 

Texts get attention…

95% of texts are opened
90% of texts are read in 3 minutes

… from everyone.
87% of American adults text regularly
9 in 10 Americans keep their phone in reach 24 hours a day

In the last two years, SMS has become the fastest growing 
channel for political campaigns and nonprofits. 



SMS improves fundraising + communications. 

• Increase action rates, click through rates, response rates, and 
conversion rates.

• Drive more advocacy calls

• Donors receiving texts donate more across all channels

• Increase event attendance and participation. 

• Improve email open rates.

• Raise money!



Broadcast

• Also known as shortcode or A2P, this is the most cost-effective 
way to reach your supporters. 

• Broadcast also offers reliable deliverability and long-term security 
in your program. 

• Requires your supporters to opt-in to receive texts, which can be 
time consuming and expensive.









Peer to Peer

• Also known as longcode, this has the benefit of massive scale. 

• Text any supporter on your file. 

• Drive both immediate revenue and actions

• Generate opt-ins to a shortcode program. 

• It’s more expensive than shortcode texting.





Text to Give

The “Original”

Strictly transactional

Small gifts are added to your cell phone bill

No donor information collected for orgs

Only available to 501 c3s

The “New”

Text in a keyword

Directed to a website 

Collect all donor info

Available to all orgs 



Best Practices to Consider

• Add value for your donors!

• Build trusted partnerships.

• Pay attention to deliverability 

• Consider every SMS subchannel

• Test EVERYTHING. 
•
• Integrate for the best results. 

• Be ready to shift. 

• Collect opt-ins every single place you can. 



Seriously. 
Collect opt-ins 
EVERYWHERE!



QUESTIONS? 



Chrissy Hyre
Principal, Senior Vice President
CCAH
510.332.5063
chyre@ccah.com

Caroline Mendez
Vice President of Client Services
SD&A Teleservices 
323-787-6849
cmendez@sdatel.com

THANK YOU!!

mailto:chyre@ccah.com
mailto:cmendez@sdatel.com
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