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Meet Eugena...
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A Study of MOW Donors

= 170,000 MOW donors nationwide were analyzed to
identify their demographics, age, wealth and giving
behavior.

= Then the information was compared to the donors in
the National Fundraising Performance Index who
represent 72 million donors who contributed over $2
billion dollars to 84 nonprofits.

= What did we learn?
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Donors Give More to MOW

- The average amount of a donor’s last gift to MOW is $36.82 -
compared to other nonprofits where the average is $28.01.

= And 32% of gifts to MOW were $40+ - compared to 20% for other
nonprofits.
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MOW Donors Are Older

= MOW donors are older than most. 50% are over the age of 65 -
compared to 44% for other nonprofits.

= 22% of MOW donors are between 55-64, 17% are 45-54, and
only 8% are under the age of 45.

= More than half of MOW donors are women (53%).
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MOW Donors are Very Philanthropic

= On average, the typical MOW donor supported
19 other charities - compared to the national
average of 12.

= So, who are MOW donors supporting?
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MOW Donors support disease research,
the environment and international causes

O Health Charities

W Environmental

® Intemational Relief
© Domestic Relief

B Advocacy

W Animal Welfare

B Public B roadcasting|
O Cultural/Museums

What does it mean for Fundraising?

= Your donors are getting a lot of mail - make sure enough
of it is from you. Mail at least five times a year with a
direct ask.

= Your donors are giving - don’t be afraid to ask often and
ask for more (just tell them why you need it)!

= Make your ask emotional, it’s more effective for female
donors.

- Invest in planned giving, your donors are making and
changing their will.
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Direct Mail is a Primary Source of
Individual Giving
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**Target Analytics — Index of National Fundraising Performance
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How to get started — Analyze Your Donors:

Determine active vs. lapsed donors.

High dollar vs. low dollar.

Single vs. multi givers.

Prospects.

= |dentify the number of committed, annual donors so you can
cultivate them and increase giving.
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What did you learn?
= Fewer than 5,000 annual donors?

= Focus on increasing new donor acquisition - and add
renewals to increase annual giving.
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Acquisition — Acquiring new donors

= Acquisition - sent to people who have never before supported
you.

= The primary goal of acquisition is to acquire new donors.

= New donors help increase revenue each year and replace
donors who stop giving.

= More people = more money!

= Most organizations need to mail at least two acquisitions
annually to keep growing.
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you mail!

Who you mail is more important than what

i

[Donor Lists (16) 12697 256 2.02% $10781 $42.11 $368  $4671 $6110 9043  $2387
[Buyer & Subscriber Lists (11) 87718 116 1.32% $7228 $6231 $388  $3405 $3823 $0.47  $32.96
[Compiled Lists (3) 5284 44 0.83% $1955 $4443 $320  $1691 $264 $086  $6.00
[Multi Donors (on 2 or more fists) 11,940 169 142% $7501 $4492 $368  $43%4 $3197 9058  $18.92
|Total Mailing 38699 585 151% $27555 $47.10 366  $14161 $13304 $051  $22.90
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If you’ve mastered acquiring new donors and
motivated them to become annual supporters ...
you are ready to take it to the next level!
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= Upgrade average gift per donor.

= Renew donor support annually.

Donor Renewals — Raising Net Revenue

= Educate donors and keep them involved in your mission.

= The primary goal of a renewal appeal is to raise net revenue
and Increase operating funds.

= Allow donors to contribute when they want and to topics
that appeal to them.




Mailing Five Times or More Per Year
= High Donor Retention

Some successful themes:

January -- Year in Review

February -- Critical Needs or Wait List
April -- Senior Malnutrition

Early June -- Summer Heat or Home Repair
September -- Emergency Food Package
November -- Holiday Meals

December -- Follow-up or Year End
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Our most successful donor
renewal is our Annual Holiday
Meals Campaign

2009 Holiday Meal Campaign
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2009 HOLIDAY MEAL CAMR
Respond Now To Send Holiday Meals fo Santa Monica,
Pacific Palisades, Topanga, Marina del Rey and Venice's Homel
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What's Our Ultimate Goal?

Planned Gifts
Major Donors
Renewed Donors

New Donors

Prospects

General Public
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High Dollar Upgrade Mailing

= Goal: to increase annual giving.

= Target donors with a gift of $100+ last 18 months.

= High quality, highly personalized mail which is fairly expensive.
= Usually need 1,500 donors $100+.

= Minimum ask is $250.

= Historically 40% of donors upgraded.
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Mini Proposal Upgrade

Highly personalized, oversized format

©

/ M. Jane Sample

Personalized
Cover Sheet

Inportant Documents Encused
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Fund the demand for more
Executive Summary services

OUR CHALLENGE: MEET THE GROWING NEED FOR SERVICES.
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Content-rich proposal

= highlighting the unmet
S e need in the community and
S e the additional funding

needed to provide a
solution to the problem.
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Special reply form is very personalized

SPECIAL LEADERSHIP GIFT FORM

TO:  Richard S. Schultz
President
Meals on Wheels

FROM: John Q. Sample
Laviman Maska Neill & Company
1730 Rhode Island Avenve NW
Washingion, DC 20036

YES, 1want to help Meals on Wheels provide our elderly neighbors with
nutritior d other .

utritious,
Enclosed s my special gift of:
$250 $375 $500 $Other
[Mail Code & ID Number]

Ty
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SERVING MoORE SENIORS INITIATIVE
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DELIVERING MORE IN 2008:
A COMMUNITY-BASED ACTION PLAN

Executive Summary
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SUPPORTIVE HOUSING INITIATIVE 2007

Executive Summary

THE CHALLENGE: HomELESS SEnions
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Start small: One Simple Upgrade Technique

CONTRIBUTION FORM

= Coupon style reply
form.

= Show donors the value
of a larger gift.

= Can easily be
personalized by donor's
last gift for larger
amounts ... $140
provides a month of
meals ... $560 provide
four months of meals.
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Additional Upgrade Techniques

= Altering the ask line order.

= Upgrade personalization on the reply, to emphasize higher
amounts.

= Highest previous contribution (HPC) vs. MRC.
= Matching gift.

= Naming opportunities.
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Multi-channel Donors Give More*

= Dual channel donors had a 26% increase in lifetime value.

= Dual channel donors continue to give as much through the
mail.

= Adding online channel for mail donors increases donor value
by $44.71 over 12 months (a 39% increase).

*Convio Study (2007)
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Integrated campaign results

Meals On Wheels
Holiday Meals Campiagns

Holiday Meals solicit |Qy Gross |Ave  Total |Net Costto
campaign Date Solicited #Resp. %Resp Revenue Gift _ Cost |Revenue Raise $1

Mail Campaigns
Nowember Renewal| 11/1212007| 10579 1,088 10.28% $91,710 $84.29 $4362 $87,348  $0.05
December Renewal 12/32007 9,883 846 B.56% $67,077| $79.20 $3873 $63204  $0.06)
Total Raised 20462 1934] 9.45% $158,787] $8210 $8.235 $150552  $0.05|
Total Goal 19000 2005 10.55% $140,350 $70.00 $9,138 $131212  $0.07)

Online Campaigns

November E-Blast| 11/9/2007 7,969 38 048% $3722] $97.95 $110 $3612  $0.03
629 opened, 132 people, click ed 144 links, 48 unsubscribed

December E-Blast| 12/11/2007] 7,644 52| 0.68% $7,060 $13577  $110 $6950  $0.02|
655 opened, 107 people clicked 113 links, 41 unsubscribed
Total Raised 15,613 90 0.58% $10,782 $119.80  $220] $10562  $0.02|
Total Integrated Campaign 2,024 $160,569] $83.78] $8,455 $161,114  $0.05
Total Goal 2,005 $140,350 $70.00 $9.138) $131.212  $0.07)
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Invest in Email Marketing

= E-Appends are the easiest way to build your list.
= Asking for email in direct mail hurts revenue.

= Include email messages that don’t ask for a gift.
= Make it fun for donors!
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E-appeals work!

: h Total # of . Gross | Average
Partner City # of Email Campaigns Emails # of Gifts Revenue Gift
Denver 9 4,700 281 $31,436 | $112.00
San Francisco 2 1,870 30 $4,321 | $154.00
Snohomish 7 1,688 54 $4,744 | $91.00
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Integrated Holiday
Meals E-appeal that
coordinates with two
mail campaigns in
November and
December.

The email is
personalized for each
donor based on their
last gift.
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2009 Holiday Meal Campaign

Once a link is clicked the
donor goes to a
coordinated giving page
that tracks revenue
specifically to this
campaign.

The giving form is
pre-populated with a
donor’s name and
address to make it easy
for them to give.
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=
Weals

Once a gift has |y,

been made, heels 2009 Holiday Meal Campaign
donors go to a 1375 Fairtax Avenue, San Francisco, CA 94124
coordinated

Thank you for your holiday gift!
thank you Ly, ko for eding s
screen. B

. Your giftwill el them *you are not forgotten” The support of caring

Your Receipt:

Do

Donor Name
Donation.

Links at the
bottom give the
donor an
opportunity to
take a second
action.
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From: Meals On Wheels of San Francisco <Giingmowsforg>

Susject: Thank you for your o

Donors get an meals .
immediate email z 2009 Holiday Meal Campaign
thank you in 1375 Fartax Avenus, San Francsco, CA 94124
i DearLymn,
response to their
i 536,
gift. Frcico who ik nowers 14810 s by s
2 oy
and sul.

10 ourhomcbound seniors. You can do s by:
The message

+ Going nlin
further reinforces ., rograms — a how your it cs!

the opportunity or any time of year.

to take a second ‘Thanks again and you bave my best wishes tis holiday!

action and

increase their A‘vcﬂ%‘_

interaction with Ashley C. McCumber

the online S

community. D400 41155 S -

¢ xxxxccxo 11
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Monthly Giving

= Goal: is to upgrade low dollar donors.

= Target active donors > $100, multi donors and new donors.

= Generally need 10,000 donors or more to make it cost-effective.
= Offer EFT and credit card giving options.

= Specific terms and legal language is necessary.

= Offer mail and online.

= Telemarketing is most effective.
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Start Small — Offer monthly giving on existing
mailings

1WOULD LIKE TO MAKE A ONE-TIME GIFT OF $. . lwouwux:mlunmmmlswwfmwom

GIVING PROGRAM WITH A MONTHLY GIFT OF $
Please charge the amount written above to my:
Please charge the amount written above (o my.

QvisA O MasteCard 0 American Express O Discover
Qvisa O MaserCad O Amercan Express 0 Disover

CardNumber: ____ ExpDater___/. CardNumber: ____ ExpDater___/.
Name on Card:

Name on Card:
Signature

Signature:

Q' Please send me information on volunteering. T authorize MOW to charge my debit or credit card each month for the
Q Please send me information on how to remember Meals on Wheels amouat stated above untl 1 potify MOW of any changes and they have
fuiey i 3 reasonable time (o acton it A record of éach payment in my
in my wi ‘monthly bank or credit card statement will serve as my receipt and MOW
A copy of our most recent annual report may be obtained by wriling: will provide me with 3 statement of my annual gifs
Meals on Wheels, 1600 Willow Lawn Drive, Richmond, VA 23230 or
by visiting our Web site www.mowdelivers.com.

wlautmandc.com
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New Donor Welcome
Package [ ™

Meals on Wheels
8

Our Mission it ours s crvn st v
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Donor Cultivation
SESITEIL Package with No Ask

Voknizers of Arerica
Colorao B

0ur Goal is o 129, sator anc suspo o mostvuerabio
34003 ncurcomy by prviing hem wih s il secnces
i o 0 ceanc P gy ol
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v 3 2 38 k0.

T ——
e st Dot

prospedidtis

St s ot
ey
m
i
o o At TS W o oy
b o, g o s
i o oy
S, a0 nasseg ot ek on Khav 1o
e e e v
oo vt edenns, Dwver s Fo 51 ok

. we support

uncommon minds for uncommon missions w.lautmandc.com




Postcards are inexpensive and easy.
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Planned Giving Promotion

= Include PG information in acknowledgments.
= Include PG check-off boxes on reply forms.

= Make bequest language available on your website,
annual report, etc.

= Use a recognition society for acknowledgment.
= Don’t stop mailing donors who make planned gifts!
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About the Direct Mail Co-op

= A cooperative fundraising campaign with 22 partners in 10
states nationwide in AR, CA, CO, GA, LA, IL, MI, TX, VA, WA.

= Campaign offers two new donor acquisitions, seven donor
renewals, high dollar donor upgrades, donor cultivation and
E-Appeals.

= Co-op partners increase revenue with help from outside
expertise and reduce mailing costs by sharing expenses
(printing, postage, copywriting, design, list purchases, etc).

= Testing MOW message and creative helps you capitalize on
what’s working and avoid what’s not.
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What You Can Achieve With Direct Mail

MOW Providers Active Annual Number of
Donors |Gross Rev.| Partners
Arkansas 2,100 $87,200 1
California 31,500 | $1,756,550 6
Colorado 18,500 $934,825 2
Georgia 1,900 $22,619 1
llinois 13,000 $453,420 1
Louisiana 1,200 $22,700 1
Michigan 4,200 152,872 1
Texas 14,300 807,055 4
Virginia 13,200 624,311 1
Washington 15,600 | $1,024,255 2
Total 115,500 | $5,885,807 20
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Thank you!

Lisa Maska, CFRE
Partner
Imaska@lautmandc.com
202.296.9660 ext. 206

Lynn Mehaffy, CFRE
Account Supervisor
Imehaffy@lautmandc.com
202.296.9660 ext. 210
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