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Next month, welre excited to present:
 Sustainers Day: Building Loyalty, Maximizing Impact

« 2026 Nonprofit Fundraisers Symposium!















Steven Kehrli

Sr. Vice President, Development
PETA Foundation
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Here are the rules of mail and online packages.
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Developing Ugl lgle ?aosyqrgml Creative

Copy — Language

This isnit a term paper or
scholarly article.

Your letteris language needs ——»
to be somewhat vernacular
and more
personal/conversational.
« | wouldnit fuss too much

about proper grammar.

Correct Spelling yesb

correct facts absolutely
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Rules for online change on a seemingly daily basis with changes in
content restrictions, BUT...
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« Focus on outcomes not outputs




























Thank Youl!!

Joe Harr
Marketing Strategist AARP
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« RFM: Recency (when a donor last gave); Frequency (how often or how
many gifts a donor has given); Magnitude (what is the largest amount a
donor has given). These are key metrics used in direct mail segmentation
and analysis.

« Segmentation: Grouping subsets of donor data based on a defined set of
parameters.
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Metrics

« Net revenue: Total revenue less total costs; measures the profitability of
one campaign or effort.

« Net per thousand (NPM) Net revenue/Number mailed (in thousands); used
as a measure of fundraising effectiveness.

« Number of donors

« Donor retention: How many donors who gave last year gave again in this
year, generally measured by donor life cycle?
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« A donor journey should be looked at from the perspective of a donor
mountain, NOT a donor funnel.

« Why? You (the organization) needs to do the work to steward the donor
up the mountain.

« When looking at acquisition, we like to follow the Imountainbpath
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« Personalization
> SInce you have more info on donor, can be more specific.
o Ask amounts.
- Name, previous gifts, potentially specific interests, etc. Too much
can feel forced and be counter-productive.
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« Personalization
> SInce you have more info on donor, can be more specific.
o Ask amounts.
- Name, previous gifts, potentially specific interests, etc. Too much
can feel forced and be counter-productive.

e TIMINg
o Reneals vs. Addthl asks.
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Focus on Big Milestones!

-
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Donor Upgrades: Inspiring Your Donors to Give More

« Donor Advised Fund (DAF): A charitable investment account for thesole purpose
of supporting C3 charitable organizations.

« Sustainer: Regular support of the organization. Generally, monthly, although
donors can give quarterly or annually.

- HPC: Highest Previous Contribution. Maybe time-bound for exampleHPC24.

« MRC: Most Recent Contribution. The last gift a donor has made. Also called MRG.
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Midlevel & Major Marketing Strategies

- BMidlevelbvs. BBridgeb
o Midlevel programs should be deliberate-not an afterthought; should not
be “shoehorned” into or out of the low$ DM program schedule.






























4

2
N

Pcdpcaf $

|_crumpide u-
D asjrw




4

Roundtable

Discussion w/
Faculty

3:15 PM - 3:30 PM
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How can you continue your own educational journey?
- DMAW Events
« Mentorship

o Podcasts

What trends do we see on the horizon?

e Multi-channel
o Al
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Thank
|

4250 Fairfax Drive, Suite 600
Arlington, VA 22203

(703) 689-3629
InNfo@dmaw.org

www.dmaw.org



