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PART 1 
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DONORS 
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You are not the target audience. 

Donors do not read everything. 
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Donors are busy and forget about 
you. 

Donors will not experience your work. 
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Donors are treated poorly by  

other organizations.  

APPROACH 
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LEARN 

ACT 

GIVE 

Transaction Habit 

LEARN 
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Educate donors through new 

creative prior to solicitation. 

 

What could your donor and 

constituent community learn 

from you before you ask for 

money? 
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ACT 

 

Help donors act quickly to 

express their interest in the 

cause prior to giving. 
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What could your donor and 

constituent community do 

for the cause or issue before 

you ask for money? 

GIVE 
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Create solicitations based on 

the creative from the learn 

and act approach. 

 What do you want your most 

engaged audience (donors, 

volunteers, board members) 

to hear before the solicitation 

is sent? 
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Multichannel Campaign 

A coordinated annual fund solicitation during 

a specific timeframe that involves multiple 

tactics to raise support.  

 

The approach is based upon a principle 

rule of donor engagement:  The donor will 

receive information from multiple channels 

and select the gifting transaction method. 

MULTI-CHANNEL 

EOY options should have a 

minimal of Direct Mail, Email, 

and Website and Social 
Media Mentions. 
 

Phone and a private event 

should be considered for 
renewal. 

Personal Solicitation 
Phone 
Direct Mail 
Email 
Special Events 
Social Media 
Website  

OPTIONS 
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TIMING 

Time the approach based on 

the donor and not the 

organization’s interests. 
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Learn 
Information Send November 15 

Act 
Action Alert Send November 24 

Give 
Direct Mail Send November 25 

Email Send December 2 

Email Send December 17 

Email Send December 31  

 

 

November 26-28 

December 24-26 & 31 

MESSAGING 
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ONE 
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TANGIBLE 
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ISSUE 

WORDS 
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COMMUNITY 

IMPACT 

SUSTAINABLE 

EMPOWER 

FEEL LIKE YOU 

CAN MAKE A 

DIFFERENCE 
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CONCEPT 

Live. Learn. Work. 

Peak Community Services helps families and their loved ones with a 

disability live, learn and work independently. 

 

RATIONALE 

Interviews and surveys revealed a strong recognition of how much Peak 

Community Services helps the families of those who have disabilities as 

much as it helps the individuals themselves. Families rarely have the 

skills their loved one needs; fortunately, Peak Community Services can 

step in and teach the expertise they all need to live, learn and work 

independently. 

 

MESSAGING OVERVIEW 

We all do our best to care for our loved ones. But when they have 

special needs, we need the kind of experience, knowledge and 

expertise that only trained professionals can provide. In Cass and 

Pulaski counties, generous people make sure Peak Community 
Services is there for families caring for loved ones who have a disability. 

Multichannel Campaign 

Emotion and Humanistic Approaches 

Donor Centric Language 

Solutions Context 

Needs Based Reality 

Help One vs. Population 

Opening Statement Providing Relevancy Drawing 

Donor In 

Building A Stronger Movement Concept 

Show Cause and Effect 

Demonstrate Need Through Illustrative Writing 

MESSAGING KEY POINTS 
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CONCEPT 

Write Your Concept: 

What is the theme of the end of year solicitation – the underlying 

foundation for what you want to help donors and your constituents 

understand? 

 

RATIONALE 

Why is this approach necessary? 

Why is the theme this year stronger than in past solicitations? 

How will you be illustrative about the rationale? 

 

MESSAGING OVERVIEW 

Provide up to 150 words about the core message you want your donor 

and constituent community to hear? 

Remember: 

Relevancy 

Donor Centric 

Draw the Individual In 

Illustrative Language 

QUESTIONS 
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Derrick Feldmann 
derrick@achieveguidance.com 

@derrickfeldmann 
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