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How fundraising has changed... 1992

What we did:

e Acquisition and development

Strategy
e Cold and appeals and DD conversion

e Thank you letters and newsletters A

Our language:

committed
donors

e Relationship Fundraising

donors

e Donor pyramid

responders

enquirers

the general public
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How has fundraising changed... 2000

What happened?

e Along came the internet and face-to-
face

e We discovered campaigning

Strategy

e Product cross-selling

e Channel integration

New language Tran S aCti on a.l
e Integration Engag em ent
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How has fundraising changed... today

What has changed now?
e Communications trigger emotions

e Emotions trigger response

THINKING,

Strategy FAST..SLOW
e Engagement S
DANIEL

e Experience KAHNEMAN

The Expcricncc
Econom)’

e Loyalty ’\s . Y

Emotional
Engagement

New language:
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Loyalty
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Why is Loyalty important?

“A 10% improvement in
attrition can yield up to a
200% increase in projected
value”
Professor Adrian Sargeant 1

Acquisition costs

Nonprofit Donor
Retention is 41%

o : 0
Attrition is 59 /0
: giv 2
Source:

1: Professor Adrian Sargeant: Donor Retention: What Do We Know and What Can We Do About It? (May 2008)
2: Fundraising Effectiveness Project (2011)
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Two types of Loyalty

Behavioural Loyalty Emotional Loyalty
How long someone gives for The feeling of support or allegiance for a

charity or cause

4
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Loyalty is driven by...

Personal
connection

SIGN THE
PETITION =
Ll

Satisfaction Engagement

r‘,'

Communal
orientation

Commitment
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Perceived Shared
performance values

Would you like to sit
next to you at dinner?

Soc_|al Identity
capital
Knowledge Trust




Take a minute

What do you think drives Loyalty of your donors?
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What do you think drives Loyalty of your donors?

Personal
connection

F fw—',)vrm

Satisfaction

e Y

r‘,'

Commitment
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SIGN THE
PETITION =
Ll

Engagement

Communal
orientation

Perceived
performance

Would you like to sit
next to you at dinner?

Social
capital

Knowledge

Shared

Identity




The research project

%‘% Slghtsovers -
British Heart

IMLGENTY PROTECTION
— W/ -
— N

Retention analysis Loyalty survey

\ 4 \4

Tenure Loyalty score
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The research project

Total no Number of Total survey Response rate Survey

donors surveys sent responses responses

analysed
(supported >=

18 months)
Charity A 2,027,809 311,101 9,884 3.18% 5,073
Charity B 582,373 69,727 3,530 5.06% 2,412
Charity C 1,884,614 50,431 1,968 3.90% 1,642
Charity D 439,290 51,649 2,542 4.92% 1,869
Charity E 1,685,138 100,438 4,266 4.25% 2,716
Total 6,619,224 583,346 22,190 3.80% 13,712

PROTECTION

@ Sightsavers
Foundation
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. . Year of % still

Why is loyalty important? gving | giving
1 48.6% [—

2 40.8%

Tenure - how long a donor gives for 3 35.3%

100% | 4 31.1%

oo | 5 27.7%

aon |} 6 25.0%

\ 7 22.6%

g 8 20.5%

B 4 yrs and 10 months 9 18.7%

RN 10 17.1%

2 el 11 15.7%

S S 12 14.4%

S~ 13 13.3%

i 14 12.2%

2 A e S o P S g i 15 11.2%

0% 0 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 16 10'4%

Tenurein Years 17 9.8%

AL 18 9.0%

19 8.3%

20 71.7%

21 7.1%

22 6.8%

23 6.4%

24 6.0%

25 57%
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Why is loyalty getting more important?

Tenure All
7.0
6.3 6.0
6.0 5.6
5.2
5.0 4.6 4.6 4.4 a4 4.4
a1 2.0
4.0
3.0
2.0
1.0
0.0
o — o o 8 LN w ™~ o0 (@)] Q
Q o Q Q Qo Q Q o Q —
O O (@] (@] O o (@] (@] o o ()]
[} (a'] ™ o [} o ™ o o o ™

Year recruited
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Method of Payment

Charity Comparison - Payment Method of Cash Charity Comparison - Payment Method of DD

100% 100%
90%
80% 80% |
70% 1\

60% 1 |
\

50% - \

70%

60%

50%

40% 40% | AN

Chances of giving
Chances of giving

30% 30% - ~
20%

10% 10% -

0% i T 0% T T T T T T T T T

Tenure Tenure
A B C D E — =ALL A B C D E = =ALL
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Product

Charity Comparison - Product Sponsorship Charity Comparison - Product Membership
100% 100%
90% - 90% -
80% - 80% -
70% - 70% -
Qo elt]
S 60% - S 60% -
Z >
Ls74] oo
o 50% - o 50% -
%] %]
Q Q
(8] (%]
[ c
& 0% - 2 ao% -
O U
30% 30% -
20% - 20% -
10% - 10% -
0% T I 0% T T T T T T T T T
0 5 10 0 5 10
Tenure Tenure
A B D E = =ALL A B D E = =ALL
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Recruitment channel

Charity Comparison - Channel DRTV | Charity Comparison - Channel F2F Charity Comparison - Channel Online

100% - 100% - 100%

90% - 0% - 90%

80% - 80% - 80%

70% - 70% - 70%
elt] eli] elh]
S 60% - S 60% - S 60%
> > >
1] feT4] feT4]
N — —
O 50% - O s50% - O 5%
(%] v wv
Q @ @
(%] [8] [%]
c c c
T 0% - & 40% - £ a0%
(@] L) | &)

30% - 30% - 30%

)
-y
)
20% - 20% - 20%
10% - 10% - 10% -
0% T T T T T 0% T T T T T 0% T T T T T T
0 5 0 5 0 5
A B C — A B C D A B C D
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Loyalty is driven by...

Commitment, Satisfaction and Trust

Personal
connection

PSR

>

Satisfaction

-
w

-
SIGN THE
PETITION =
1

o R -

Engagement

Communal

Commitment . )
orientation
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Perceived
performance

Would you like to sit
next to you at dinner?

Social

capital Identity

Knowledge




A Loyalty score

Loyalty score

6.4
Charity B

Charity C
Charity D

- — Average

6.2
6.0

5.8 Charity A

5.6
5.4
5.2
5.0

Charity E

Because it’s possible to measure
Commitment, Satisfaction and Trust,
it’s possible to create a Loyalty score
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0.40

0.20 -

0.00

-0.20

-0.40

Loyalty score - standardised

m Charity A m Charity B ® CharityC ® CharityD m Charity E

Chout 68 loyatty




Loyalty Score = Commitment + Satisfaction + Trust

Proportion of intention explained by loyalty
sCore

40%
30% -
20%
0% =]

0% . |

Intention to Intention to Intention to leave a
continue increase gift in will

Roger Lawson Consulting

INSIGHT = STRATEGY = INCOME



Emotional loyalty is important

0.5

0.4

0.3

0.2

0.1

-0.1

Loyalty Score Standardised

-0.2

-0.3

-0.4

-0.5

Retention Vs Loyalty

0.0

@® cCharityB
@ CharityE
Charity C sl
[ )
Charity All
2 3 4 .5 e 8 9 10
: @ CharityD
@ CharityA
Tenure
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Loyalty varies by charity

Loyalty drivers

6.4

6.2 i

6.0 X -
5.8

5.6

54

5.2

5.0

All Charity A Charity B CharityC CharityD Charity E
B Commitment M Satisfaction ™ Trust M Lloyalty
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Loyalty varies by segment — product

1st Product : All charities

6.0 0.50
5.8

- 025
5.6
54 - 0.00
5.2

- 025
5.0
4.8 - -0.50

Cash one-off Regular Sponsorship Membership
giving
B Commitment MM Satisfaction W Trust ——Loyalty
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Loyalty varies by segment — recruitment channel

Loyalty by recruitment channel
0.4

0.3

0.2

0.1

-0.1

0.2 DMail F2F D2D DRTV Online Press ads Telephone

B Commitment B Satisfaction BEEETrust ——Loyalty
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Loyalty varies by segment — method of payment

1st Method of payment : All charities
6.0 0.50
5.8 L 095
5.6 —— e
- 0.00
5.4
5.2 0
5.0 - -0.50
Cash DD SO
B Commitment MM Satisfaction W Trust ——Loyalty
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Loyalty varies by segment — time on file

Loyalty by Length of time on file
0.20

0.15

0.10

0.05

0.00

15 13
-0.05

-0.10
-0.15

-0.20

B Commitment mmmSatisfaction mETrust —e—Loyalty
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Loyalty varies by segment — lifestage

Loyalty by Lifestage
0.080
0.060
0.040
0.020
0.000
-0.020
-0.040
-0.060
-0.080
-0.100

Young Families Mature
Families Families

B Commitment mmmSatisfaction mETrust —e—Loyalty
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Multiple support is important

Impact of multiple support
100% 6.0
90% . 58
80% +—— —
- 5.6
70% +——— —
60% | >4
50% 5.2
40% . 50
30%
- 4.8
20%
10% - a6
0% T T T T T a4.4
Charity A Charity B Charity C Charity D Charity E Grand Total
Multiple support Single support
Commitment Multi Satisfaction Multi Trust Multi
= = Commitment Single — — Satisfaction Single — — Trust Single
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Take outs

e Emotional Loyalty is different to Behavioural Loyalty

e Emotional Loyalty = Commitment + Satisfaction + Trust
e Emotional Loyalty is important

e Different charities have different drivers

e Different donors have different drivers
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Break time
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Commitment, satisfaction and trust
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Loyalty Score = Commitment + Satisfaction + Trust

Proportion of intention explained by loyalty
sCore

40%
30% -
20%
0% =]

0% . |

Intention to Intention to Intention to leave a
continue increase gift in will
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Different behaviours have different drivers

Intention to continue: Key drivers

Commitment Satisfaction Trust

Intention to increase: Key drivers

0.8
0.6
0.4
02 - 0.368
0 -
Commitment Satisfaction Trust
Intention to leave a gift in will: Key drivers
0.8

0.000

Commitment Satisfaction Trust
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Trust

60% All responders - Trust
50%
40% =
30%
20%
10%
0%
Ar<3 B:3-3.99 C:4-4.99 D:5-5.99 E: 6+
== <Allcharitie: m Charity A m Charity B B CharityC  m Charity D m Charity E
Trust
6.00
5.80
5.60
5.40 -+
5.20 +
5.00 +
4.80 A
& S F & L
® 87 o7 &
?5\ P @O? 06‘)& Q@b‘)
Q¢
B Charity C  m All charities
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Trust varies least by charity.

Although there is some variation by segment,
especially recruitment channel.

Research (nfpSynergy) has shown that trust in a
charity tends to be inherited because of the type
of charity it is.

Trust can be destroyed




Trust

Building trust

Feed back
Demonstrate role competence
Demonstrate good judgement

Being open and transparent when
things go wrong

Satisfactory complaint handling
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Destroying trust

Media coverage
Spelling mistakes

Not listening to donors
Hard to complain to

Difficult to access information




Commitment

The most important factor

Structural Equation Model
Professor Adrian Sargeant
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Commitment

60%
50%
40%
30%
20%
10%

0%

A:<3

B: 3-3.99

All responders - Commitment

C:4-4.99

«= «All charitie: ® Charity A ® Charity B B Charity C

D:5-5.99 E: 6+

W Charity D m Charity E

6.00

Commitment

5.80

5.60 -
5.40 +
5.20 +
5.00 +
4.80 -
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How can you build commitment?

Passion

Ambition / vision
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How can you build commitment?

1
Need emotions Reward emotions
e Anger e Gratitude
e Helplessness e Pride
e Compassion e Togetherness
2
Why Thank You Letters JGA
Are REALLY Important
e Our research showed
— The Thank you letter was identified as one
of the most important communications a
donor receives
— 7 out of 10 people said they had a better
recall of receiving a thank you letter than
an appeal
— 7 out of 10 people rated their thank you
letter as “ordinary / predictable”
Source:
1: Alan Clayton

2: John Grain Associates
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Before

aAddress_Labely
«Position»
«Organisation»
«Address_Line_In
«Address_Line_2»
«Address_Line_3»
«Town»
«County_Name»
wPostcoden

Lisa Comments:
1.)Consider membership number carefully. In thank
you letters, I'm not keen on including anything that
makes donar feel like a number. So unless it serves a
bona fide purpose - and you say so - | suggest deleting.
2.) Improve readability: to ‘visvally encourage’ donor
to read what you write, try these -
* Left-justify only: keep a ‘ragged’ right margin
* Use at least a 17 (about 2.5 cm) margin
* Keep font uniform throughout: this begins with New
Roman then switches to Arial,
* Use a serif font: Times New Roman is one. Save sans
serif for your online copy and e-appeals
* Keep letter short
3.) Avold fancy design tricks. In a one-to-one
personal letter, simple font (vs. boldface) works best.
4.) Open with an engaging lead. Just like a good

Afterx

Lisa Comments:

1.) For illustration, | restructured the ‘after’ version of this
letter as a straight thank you, as if a separate update/welcome
communication was already in place.
2.) As with so many of the others, inspiration for the lead
came from this nonprofit’s website.
3.) The main changes you'll see he;e: | strived to r'.implify the
letter, and give donor a real sense of all that her gift is
:;gﬁww accomplishing. | left out ‘administrative’ details that can be
Oiaakiad saved for the welcome or update letters, and let donor know that

Tghasaton this update would be forthcoming (in case she had a question
«Address_Line_1» about it). You'll also note that the magazine language is
«Address_Line_2» changed: | suggest finding a way to simply include this free for
«Address_Line_3» your members, and give them a chance to opt out if they prefer.

«Towns

fundraising letter, you want to draw the donor into
. ) your letter. A great way to do this is to avoid
Membership number: «Membership_Now (1) beginning with “thank you" or “on behalf of.”

DATE More comments below...

(2) «Salutation»,

(3) Thank you for supporting XYZ Charity.
On the anmrutyofyoubhlng vnwamwu boknowvmnm have accomplished thanks 1o your genercsity. | hope
you will enjoy the 9 our achi of the past year.

Payment

rmnywmummg»uswomoew.m heap thod of collecti b i This means that more of
your money goes fowards protecting your wikiliife. Your membearship subscripbon Direct Dbt is currently <<AMOUNT
&lR!QU!ch‘» Wohopcmnywmswcommmmll amount, but if you would e 10 change it, please
complete the Direct Debit mandate on the "XYZReply form. If you could afford a little mare, we would be very grataful.

)
Our Magazine

(O] lr you would ke to

please include a ch postalordor(m.depcyabbtoXYZChamy)dEGwlomru!hmssm
8 year, msddsninlmnolidﬁOpermhtoyourdmdeblL Please indi your decision on the 4
“KYZRoply form.

the national Owr Magazine, which we issua freo for the first twolve months of

If you are g your ion, o if are {0 Qur Magazine please ensure that your completed form is
modlomusomwﬂhnhmudm This will allow us to amend our records and ensure that the correct
changes are made 1o your Direct Debdit Pay The first ded claim will be made on the next colloction date.

Somoolmsubwiohonmyoupwtousmyoulﬁslyeumabsocbedmmeoodso!semupyowmemw

9 you our On takes three yoars to foel the full benefits of your generosity and
mh this in mind, we are asking our members if lheywoula be prepared 10 make a ‘three year pledge’ 10 support local
wildlife. If you feel comfortable with this, then please tick the box on the enclosed ‘Do one thing’ form.

If you have any questions or if anything in this letter raises problems for you, please do not
hesitate to contact me, Onceaga-n. mankyou(ofywwwoot

Yours sincerely Comments, continued:

[SIGNATURE]

4.) Not everyone will agree, but | don’t include upgrades and asks in

thank you letters.

“"“""""" Administration Officer (6) | 5 )Consider breaking this letter down into two communications. In

xvz CMW Phone # my mind, two things are happening here: a sort of annual update (or,
for new donors, a welcome), and a donation thank you. Because this

letter is so involved for a thank you, I'd simplify by sending a thank

you only, followed by a welcome or update letter.

6.) Signor should be executive level, so CEO or President.

«County_Names More comments below...
«Postcoden

)

30 March 2009
«Salutations,

They flit from flower to flower. Trundle across dunc heaths. Glisten in the grass. Each butterfly,
beetle and bee orehid, protected 1 of you. (2)

And on your anniversacy of joining XYZ Charity, 1'd like to thank you. Through your
<<frequency>> direct debits of << >>, you p the countryside we love — and the
creatures who live here.

(3) Asa member of XYZ Charity, you support the nature programmes that inspire young
cnvitonmentalists. .. advocacy teams that speak out for our region's rare wildlife specics. .
outreach services that teach local businesses how 1o thrive while caring for nature, and more,

We'll be sure to keep you updated on how you're helping — from heath to hillside « in our anaual
newsletter, and in Owr Magazine, the XYZ Chanty magazine that’s free to members. And amiving
shortly, vou'll also reccive your tax-deductible reccipt and direct debit update form.

Meanwhile, if you have any questions, please give us a call here, on (XXXXX) XXXXXX. We'd
love to hear from you.

By canng for our comer of the countryside, you protect the planct, too. So from all of us at XYZ
Charity, thank you.

Yours sincercly Comments, continued:

4.) Now signed by CEO.

5.) And | added a P.S. This organization’s website is
packed with lush photos and fabulous information,
including a map of Nature Reserves perfect for
visiting. My aim is to encourage donors to have a look.

FirstName LastName
(4) CEO, XYZ Chanty

(5) P.S. On our website at www.xyzcharity.org, you'll find a map of the XX Nature Reserves
managed by the Chanity = along with a schedule of what's on at cach. I hope you'll visit soon!
Again, thanks.

Roger Lawson Consulting  htip:/sofii.org/article/sample-thank-you-letters-for-you-to-swipe m
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http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
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http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe
http://sofii.org/article/sample-thank-you-letters-for-you-to-swipe

Lisa Comments:
1.) Great that you personalise!
2,) Three improvements to visually encourage donor to read your letter:

* Left-justify: keep a ‘ragged’ right margin

FirstiName LastNarme Paciyx;rs;:’:r:g&rt:;: avoid paras over 7 lines, 3-4 lines are
Addressl * Avoid baldface type - it’s not visible here, but this letter had
Address2 boldface phrases sprinkled throughout
Address3 3.) Open with an engaging lead. Just like a good fundraising appeal, you
want to draw the donor in. A great way to do this is to avoid beginning with
“thank you" or “on behalf of."”
4.) Focus on positive. Thank yous are all about helping donor feel good, so
focus on positive (vs. negative words/phrases).

2™ March 2009

More comments below...

(1)Dear NAME,

2)
(3)On behalf of XYZ Charity, thank you most sincerely for sending through AMOUNT donated on behalf of
the winner of the ABC Competition, We truly appreciate your customer’s generosity and support,

For over XXX years, XYZ Charity has been Ireland’s leading ind dent charity ad ting for the rights,
well being & protection of children, Qur mission is to end cruel(v & injustice (4) to children in all forms -
ensuring every child is given the opportunity to experience love, happiness & equal opportunity, Despite
Ireland’s great progress, the moral obligation to protect fully our most vulnerable citizens remains unfulfilled.
This is the gap XYZ Charity aims to fill each & every day with the public’s generous support.

Qur services to children, their families and communities include: (§)

+ ProgrammeName is Ireland’s only multi-media listening service for children, providing daily round-
the-clock support. With a network of over 200 volunteers nationwide, ProgrammeName has answered
over 1.8 million calls, texts and online communications over its 20 year history. Nearly 2,000 calls are
received ecach day.

The ProgrammeName2 programme focuses on teenagers with behavioural or mental health problems
as well as those at risk of substance abusc to prevent social isolation and carly school leaving.
ProgrammeName3 is & home-based service working with vulnerable young children who are
experiencing behavioural or emotional difficulties with limited support options available,

Now in its 12" year, ProgrammeNamed is a 24-7 service focused on children, young people and parents
who are begging or at risk of begging on the streets. ProgrammeNamed also provides support to
children from minority ethnic backgrounds who are seeking asylum in Ireland.

(6)We rely on donations like yours to continue to expand and improve our programming.
*  AMOUNT can cover the costs of onc month'’s onc-on-one web counselling.
*  AMOUNT ean help us train one new: volunteer who will then devote 100 hours or more of service to our
prog 2 an i able difference to the lives of so many children.

(7)We would welcome the chance to explain our work further or answer any questions you might have. Please
do not hesitate to contact us anytime on {(XX) XXX XXXX or visit www.xyzcharity.org.

Again, we really appreciate your support and we hope that you can continue to support us in whatever way you

et b Comments, continued:

v g
ours sincorohy has an awful lot of detail for a thank you, especially since you can

I say all this in ongoing donor communications. I’d also avoid bullets.

6.) Reconsider asking for more. | avoid asks and upgrades - like
the ‘soft ask’ in this section - in my thank you letters. (Not
everyone will agree with me.)

Fundraising Campaigns Administrator

5.) Pare down detail and focus on ‘you’ (the donor). This section

Afterx

Sty Lisa Comments:
ICYZORATMy Letiorhem) 1.) For inspiration, look to your website. This charity has a

brilliant online video that inspired my lead sentence.

2.) In these paragraphs, | worked to do two things: clearly
. show donor how much her gift means to children and their
FirstName LastName families - using you-focused, benefit-rich language - and
Address! shorten this section of the original letter,

Address2 3.) | added an ‘updates’ sentence letting donor know when
Address3 she'll next hear about all the good her gift is accomplishing.
4.) And changed the signor to the CEO.

2™ March 2009

Dear NAME,

(1) Somewhere in Ireland, a child is calling for help. And because of you, a caring voice
ANSWers.

Thank you so much for donating AMOUNT through the ABC Competition to XYZ
Charity. Your generosity - and your customer’s support - are truly at the heart of all
we do.

Nearly 2,000 times, cach and every day, you make all the difference in the world for
troubled children. Your Kind contribution means that XYZ Charity can keep skilled
volunteers standing ready to answer calls... offer counseling services that keep
teenagers in school and away from drugs... and mentor young children (and their

parents) to & cope with tough times.
2)

Your support even extends to Ircland’s “invisibles” — those who beg or arc at risk of
begging — as through XYZ Charity’s round-the-clock outreach services, young lives are
forever changed.

It’s all thanks to you.

And we welcome the chance to answer any questions you might have. Please contact us
anytime on (XX) XXX XXXX or visit www.xyzcharity.org. I'll also update you on all
the good your gift is doing in XYZ Charity’s [annual letter? quarterly newsletter?|,
which you'll receive [whenl. (3)

All of us here at XYZ Charity really appreciate your support. Thank you again for
giving vulnerable young children a place to turn for help... and a reason fo hope.
Yours sincerely,

[INSERT SIGNATURE|

T
Chief Executive, XYZ Charity

7.) Nice contacts paragraph! I'd include update info, too.
e o re 8.) Consider using CEO or President as signor.
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Lisa Comments:
1.) Use an engaging lead. Just like a good fundraising
appeal, you want to draw the reader into your thank
you. A great way to accomplish this is to start with
something other than “thank you" or “on behalf of.”

2.) Great use of “you™ and “your.” This is where
nonprofits commonly shift into “we-speak™ - so by

activities), you're on the right track. Well done.

3.) Make sense. “At-risk” always makes me wonder,
at risk of what? It’s best to avoid jargon. And clanify
how | help others enjoy the Centre.

«addressees (more comments below...)

wstreety
«citys, «staten «zipcodey

making this “you-based" and focused on benefits (vs.

Dear «formalsalus,

(1)Thank you so much for your gift of S«trcptamts» in support of
the Ontario Science Centre.

(2)Science and technology enriches our lives, and a single visit
to the Science Centre can plant a seed and provide the tools for
a lifetime of exploration and discovery. Thanks to your
support, young pecple and their families from Toronto’s at risk
communities will experience the inspiration and oxcitountiﬂut
you and your family enjoy each time you visit. (3)

(4)We’xe thrilled to announce top-notch exhibitions and IMAX
£films in honour of our 40 anniversary. Come and experience our
upcoming features The Science of Spying, followed by Lizards and
Snakes, Alive! and our summer food programming. Watch for news
on our anniversary celebration in September.

(5)In recognition of your donation, we’d like to acknowledge
your support by including your name in our Annual Report and on
our Donor Wall. Your donation receipt, in the form of a letter,
is enclosed. If you have any questions or need any assistance,
please contact Matt Wiesenfeld, Head of Annual Giving at (416)
696-3233.

I hope you visit us soon, to see the impact you are making when
you chose to donate to the Science Centre.

Yours sincerxely, Comments, continued...

4.) Great programs and excitement, but we-focused, Note
difference between you-based paragraph #2 and this one, so
all you need to do here is shift the focus.

5.) Is doner informed of this ahead of time? Many don't
want that sort of recognition. Also, you can eliminate “in the
form of a letter"” phrase: If you label receipt clearty, simply
tell donor it’s enclosed.

6.) Bravo for signing w/ CEO! Great that signor comes from
highest ranks of your nonprofit.

Liza Comments:
1.) For inspiration, | looked to your website, The
Science Centre has a terrific video online from which |
was able to create a new lead paragraph for the
letter. (This also “unifies” your theme and language
across channels,)
2.) Here | aim to show donor how gift is already
workhg. To Mp copy danor-centric, | use more
“you'" than “we.,"”
3.) | kept the contacts pancrapb... and played down
Date the tax recelpt reference. (And online, Recognition
Wall is noted, so | left this part.)
4.) Also added a P.S. Once you get a "base” thank you
xaddresseor letter down, you can keep the copy fresh for longer by
e O |~ i o
nk yous, too - every 6 mon e »
bovis il has wiond & % or even quarterly.) Note: this P.S. also serves to let
donars knaw when you'll update them next.

Afterx

Doar «formalsalus,

(1) Rob whir. Comots s k. Tide pools gurgle. When science
comos to life, anything is possible... and all baecause of you.

Thank you for your contribution of $«trcptamts in support of the
Ontario Science Centrel Your gift is already inspiring a
generaticon of future scientists and their families who, without
you, might not have the moans to visit our Science Contre.

(2) You provide the tools for a lifetime of exploration, too =
illuminating tho comotes, giving tide poole their gurgle, and
much more - sharing with others from Toronto’s communities the
same oxcitement that you and your family enjoy cach time you
visit.

(3) In rocognition of your kind gift, we'll add your name to our
Annual Report and our Donor Wall. (And you'll find your donation
receipt enclosed.) If you have any questions, please contact
Matt Wiesonfold at (416) 696-3233. Weo'd love to hear from you.

Thaok you so vory much for sowing tho scods of discovery,

Lesley Lowis
CEQ

P.S. (4) There’s lots going on for our 40" anniversary - from
The Science of Spying to Lizards and Snakes, Alive! = so I hope
you’ll visit us soon. Stay tuned for updates in our upcoming
(nowslottor?] and at www.ontarioscioncecentre.ca. Thanks again.
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How can you build commitment?

e |'ve just made a donation to your last appeal. Please write me the start of your
thank you letter.

* What can you do to make your face-to-face acquisition experience inspiring?

e What would you like your charity’s home page to look like?

e Come up with three ideas for how you can grow the commitment of your
donors.
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Some ideas

o~ L i
gus= @GN ALY EIPORN 2015 O" e THT
, . "

=1 nutsomnis ,nt

OXFAM
LOVES A
SCEPTIC

Roger Lawson Consulting

INSIGHT * STRATEGY * INCOME




Satisfaction
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“Even satisfied donors lapse. It is not until a
donor is extremely satisfied that this affects
their retention.”

Professor Adrian Sargeant

Causes of dissatisfaction:

- Feeling pressurised (tone / frequency)

- Fundraising tactics (channels)

- Charity behaviour (salaries / admin / waste)
- Not valuing or recognising donors




How can you build satisfaction?

Exceed expectations

e What do your donors expect from you?

e What can you do to exceed expectations?
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Some ideas

THANK-A-THON

2016

The Northwestern Foundation & Alumni
Association is looking for student leaders to
volunteer for the 6th annual Thank-a-Thon
Leadershij Student.

are needed to plan activities for the Thank-a-
Thon, which will be held October 24-26. 2016.
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MEMBERS GET 20% OFF
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Measurement
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Why measure?

“You can’t manage what you
don’t measure”

Peter Drucker
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Metrics

Good Afternoon
Please rate our tollet

125 years

James Walker

1882-2007
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A final point
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Everything is all about culture
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IELGEVEVR

What will you take-away from today?
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