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The Basics of 
Engaging Donors through 
Direct Mail
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Elements of a Good 
Development Plan

Annual giving 
memberships/sponsorships

Special Events

Planned giving/bequests

Major gifts/foundation grants

Direct Mail
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Direct Mail

• Acquire new 
donors

• Renew & upgrade 
existing donors

• Focus on specific 
target groups
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Direct Mail Definitions

A form of direct marketing widely used by 
nonprofits to recruit or “acquire” new donors, as 
well as to inform, cultivate, re-solicit & upgrade 
the level of their donations.

The science of creating, producing & mailing the 
right appeal to the right list at the right time and 
measuring the results.
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Four Necessary Tools for Success

1. Mailing List

How are you building your list?

Answer in the chat box.
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2. Donor Database 
Software

Consolidate donor 
information
Target communications
Generate reporting
Manage relationships

Resources:
www.idealware.org
www.techsoup.org

Four Necessary Tools for Success

http://www.idealware.org/
http://www.techsoup.org/
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3. System for 
recognizing 
donors

Four Necessary Tools for Success
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Four Necessary Tools for Success

4. Human(e) 
interest 
collection
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Do Your Research and 
Be Prepared

Know Your Landscape

Increased Interest

Online Readiness
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Your Current Landscape

Do you 
have a 

community 
presence?

What is 
your 

geographic 
reach?

What is the 
economic 

make up of 
your 

community
?

Where are the 
closest animal 

welfare 
organizations 
and what are 

your similarities 
& differences?

Who are  
your 

current 
supporters?
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Are you Prepared for Increased 
Interest in Your Organization?

Are you 
accepting 

volunteers?

Have you 
established 

regular visiting 
hours?

Have you set 
up Google 

Alerts to stay 
up to date on  
mentions of 

your 
organization?

Are you able 
to return calls 

and emails 
within 24 

hours if not 
sooner? 

Can people 
make gifts in 

honor or 
memory of a 

beloved person 
or pet?
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Do you Have a Strong Online Presence?

Is your website 
content kept 

current? 

Can people 
easily make a 

donation 
through your 

website?

Do you have a 
FAQ section of 
your website 
that people 
can easily 

find?

Are you using    
social media   
and if so are 
you posting 
frequently 
enough?

Are you using 
videos to 

showcase your 
work?

Do you have a 
“contact us” 
area of your 

website?
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Direct Mail is Both an Art 
and a Science

Messaging and design

Targeting the right audience

Asking for the right amount

Tracking and analyzing results

Testing
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Through story and photos, you can make a strong 
case for support and move people to give.













The Ask



The P.S.



Good Idea
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Carriers



©  2011  ASPCA®.   All Rights Reserved.©  2012  ASPCA®.   All Rights Reserved.

Inserts
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Reply
Device



©  2011  ASPCA®.   All Rights Reserved.©  2012  ASPCA®.   All Rights Reserved.



©  2011  ASPCA®.   All Rights Reserved.©  2012  ASPCA®.   All Rights Reserved.

Return 
Envelope
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Targeting the Right Audience
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Animal Welfare Wildlife 
Conservation

Magazines & 
Catalogues

Humanitarian ie: 
Animal Assisted 

Therapy
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Ask Amount

• HPC (Highest Previous Contribution)

• MRC (Most Recent Contribution)
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Tracking and Analyzing Results
Set yourself up for clean tracking:

Source Code 

• Reply devices
• Return envelopes

Seed List

• Include zip ranges mailed

What was the response?

4 weeks after the date you received your first donation, take a look at your results

• Response Rate = # of responses / # of people mailed

• Average Gift = total dollars raised / # of donors who made those gifts
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To Agency or Not to Agency

Considerations

• Financial investment

• Not all agencies have animal 
welfare mailing experience

• Agencies generally do not do 
one-off mailings 

Benefits

• Help develop a strategy
for your mail program

• Handle lists, copywriting, 
creative, print production and 
getting the mail out the door

• Analyze mail performance and 
make recommendations
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Payment Arrangement

According to the Association of Fundraising Professionals’ “Code
of Ethical Principles and Standards”, it is not ethical for a service
provider to accept payment based on a percentage of donations 
raised. 

You can research companies that are members of AFP at 
www.afpnet.org

http://www.afpnet.org/
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Questions?
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Thank you for Your Time!

Jacque Schultz
Senior Director, ASPCA Equine Fund
Community Initiatives, ASPCA 
Jacque.schultz@aspca.org

Heidi Miller
Senior Director, Fundraising Strategies
Community Initiatives, ASPCA 
Heidi.miller@aspca.org

mailto:Jacque.schultz@aspca.org
mailto:Heidi.miller@aspca.org
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Resources
• Idealware www.idealware.org

• TechSoup www.techsoup.org

• Association of Fundraising Professionals www.afpnet.org

• Direct Marketing Fundraisers Association www.dmfa.org

• YouTube Nonprofit Program youtube.com/nonprofits

• ASPCApro Fundraising Resources 
www.aspcapro.org/fundraising.php

• Building a Better Website (webinar recording) 
http://info.aspcapro.org/acton/formfd/3485/002f:d-0001

http://www.idealware.org/
http://www.techsoup.org/
http://www.afpnet.org/
http://www.dmfa.org/
http://www.youtube.com/nonprofits
http://www.aspcapro.org/fundraising.php
http://info.aspcapro.org/acton/formfd/3485/002f:d-0001
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Upcoming ASPCApro Webinars
aspcapro.org/webinars

Ingredients for a Successful Grant Application 
June 6

Funding Your Spay/Neuter Program 
August 20

http://www.aspcapro.org/webinars
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