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Is Direct Mail

Fund Raising For Me?

Emotion”?

Is the issue you want to

mail on really important to
the potential donor? Not should it
be, but is it already? Does your
cause bring anguish to the
prospective donor? Or is your
institution one he cares deeply
about? If not, forget it! And don't
substitute your own views for that
of the potential donor, because in
this case, his view is the only one
that counts.

Uniqueness?

What is it that makes your

you are consider-
ing a direct mail -
fund raising pro-

gram or wondering why
your current effort is not
meeting your expecta-
tions, ask yourself the

following seven ques-
tions. Unless you can
confidently answer
“YES” to each and every
question, you had better
think twice before you

are exceptions, but plan on the
rule, not the exception. If you
are impatient, consider a differ-
ent plan of action.

Commitment?

Are you prepared to

make a personal commit-

ment to making the fund
raising effort a success? Signers,
testimonials, case studies,
research are all your responsibil-
ity. If you’re not prepared to put
the time and effort into making
the program work, maybe you
had better re-think using direct
mail to raise funds.

appeal unique? What is it

that sets you or your organi-
zation apart from the competition?
There must be major, clear cut dif-
ferences in the eyes of the potential donor, not just
in your eyes. There's lots of competition in the
mails for contributions. What niche or need do
you fill that no other individual or organization
fills? If there are only subtle differences, then per-
haps you should find another way to raise funds.

Visibili

Is the potential donor already aware of the

problem that you wish to solve or the

opportunity you wish to seize? Do you have
to explain it? If so, you are in trouble. Direct mail
fund raising is targeted at the “choir.” If the donor
isn't at least somewhat familiar with the problem,
he'll never get to the request for funds.

4 Patience & Time”?

Do you have the patience and time needed

to let the direct mail fund raising process
succeed? Direct mail can provide a solid funding
base for a foundation, or organization, but it takes
time to work. Direet mail is not an instant money
machine. First, a donor file must be built. That
takes time. Maybe as much as six to nine months.
In the meantime, patience is required as funds are
plowed back into building the donor base. There

- praaeed

Now?

Are the funds needed
right now? Direct mail
donors look for immediate results. If you want to
solve a problem well into the future, they'll wait
and contribute later. There is an urgency to every
successful direct mail fund raising program. No
urgency, no funds.

Techniques &

Copywnnng

Are you prepared to stand back and let your
pmfessional fund raiser do his job? Are you will-
ing to limit your input to matters of factual
research, organizational policy, and law? Are you
willing to use “command response” techniques
that have a track record of success? Are you will-
ing to sign off on fund appeals that contain words,
grammar and sentence structure that differ from
your personal taste? Are you prepared to resist the
urge to make copy changes just for the sake of
putting your personal mark on the fund appeal?
You had better answer with a loud YES if you want
your fund appeals to work. Unless your appeals
use techniques that “command” a response and
unless they use emotional, “now-or-never” phrases
constructed from simple, everyday words, don’t
expect them to succeed. It’s not going to happen.



5 Things Wrong, 5 Things Right
With Duect Mall Fund Ralsmg
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Let’s face facts. It costs too Here's Wh(][ S

darn much to raise money
through the mail. The number
one culprit, postage, has increased
some 400% in the last decade.
This means that not enough
money is left (if any) for the pro-

ject and programs of the client.

It Takes Too Long.
A typical start-up organization

won’t get any money out of
the program for six months or
more after the first mailing. Direct mail
doesn’t mean instant money.

1 It Costs Too Much.

With
Direct Mail
Fund
Raising!

Wrong

will work, but the bills have to be
paid even if the program flops.

You Can Never

Stop Prospecting.

No matter how old or suc-
cessful the organization, the
prospecting must continue to

replenish the attrition of donors
from the file.

Prospecting Is
a Loser.

That’s right, while there

are exceptions, almost all organizations lose
money in the prospecting process. This means

that the net income from house appeals goes

['he Risk Is Too Great not only to the projects and programs of the
A new organization has no way of know- organization, but also to cover the prospecting
ing whether or not direct mail fund raising losses

Financial Base.

Once the direct mail program
has generated a house list for an
organization, it can count on funding
for years to come.

It Provides an

Opportunity.

Direct mail unites average
Americans into a powerful force for
good. It gives donors of all sizes in
all parts of America a chance to have
an opportunity to participate in solv-
ing problems, preserving institu-
tions, and otherwise making America a better
place to live. And when they hﬂlp, they feel better

ahout themselves and a!sout their eomm'y

It Provides a Sound
1 Here’s What's

Right
With
Direct Mail
Fund
Raising!

It Provides
Independence.
Because direct mail
donors are typically
small donors, no one individ-
ual donor can dictate policy or

make demands upon the
organization.

It Enhances
Image and
Visibility.

When hundreds of
thousands, even nulllons

of fund appeals are sent out on be
foundatmn, nonproﬁt cause, or ins i




D NE
“Once you start explaining, you're dead.”

ITWI

“Confused people say no.”

I HRELE
“People give money to solve problems, not to make friends.”

FOUR

“Dead donors don’t donate.”

FIVE
“KISS”-(“Keep it simple, stupid.”)



N
“Nobody ever lost money on a follow-up.”

SEVEN
“Follow the formula-Attention, Problem, Solution, Close the Sale.”

EIGHI
“Mail it.”

NINE

“You're asking for money, not educating the public.”

T EN

“Make them reach for their pens.”



The Eberle Communications Group, Inc.” is a family
of talented and dedicated individuals who share
common values and aspirations.

We strive for these goals through a personal
commitment to the following principles:
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The *Eberle Communications Group, Inc. whose companies include:
Bruce W. Eberle & Associates, Inc.; Fund Raising Strategies, Inc.; InternetFundRaising.com, Inc.;
Kaleidoscope Publishing, Ltd.; and Omega List Company.
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