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Three Hurdles for Direct Mail Fundraising Today

1. Bad Publicity
2. Donor Recruitment
3. Costs



http://ka-os.blogspot.com/2016/08/omar-mcleod.html
https://creativecommons.org/licenses/by-nc/3.0/

HURDLE 1 - Bad Public Relations

Poppy seller who killed herself got 3,000 U nso | i C it e d M 3 i I

charity requests for donations a year

Fundraising Standards Board
Questions raised about charities’ tactics after regulator’s report lnve St | g at Telp! 20 1 5 / 1 6 fo un d t h at

says Olive Cooke, 92, was overwhelmed by approaches before her
suicide

* Mrs Olive Cooke had supported
99 charities. 70 had obtained
her personal details from third
parties (other charities or
commercial list suppliers)

live Cooke, who was b:r'ec z(m:rﬂeat)enm and most aolzzho ° IVI rS CO O ke d O n at.e.d to at I e a St
years of her life to raising money for the Royal British Legion. Photograph: PA 88 Of t h e 9 9 C h a r I t I eS

A 92-year-old poppy seller who took her own life felt “distressed and
overwhelmed” by the huge number of requests for donations she received
from charities, a report has concluded.




Is Direct Mail the problem, OR part of the solution?

Excellent ENGAGEMENT

87%

RATE IT BELIEVABLE FEEL VALUED THINK BETTER OF THE SAY THEY’RE LIKELY TO GIVE
AND APPRECIATED COMPANY THAT SENDS IT IT THEIR FULL ATTENTION




Is POOR STEWARDSHIP the real problem?

1. DON’T SHARE/SELL
donors’ details

2. DON’T OVER-ASK - Aim for
max of 7-mailings per year

3. BE ALERT for frequent Donor
high-value gifts Stewardship




TIP — Thank donors with
a NEWSLETTER

] Let donors know what
their money has achieved

1 X3 per year

] But never ask for money

THE SISTERS OF CHARITY OE NI
iving Lives of Love

:L%SISTERS A New Home for the

SCHARITY  Elizabeth Seton Pediatric Center

This Photo by Unknown Author is licensed under CC BY


http://famvin.org/en/2012/05/01/new-look-for-sisters-of-charity-ny-newsletter/
https://creativecommons.org/licenses/by/3.0/

HURDLE 2 - New Donor Recruitment

* New Privacy Legislation

* General Data Protection Regulation
(GDPR) 2018 (A

 ‘“Legitimate Interest” required to l( :O
send appeals by mail to prospects

Information Commissioner’s Office




GDPR - LEGITIMATE INTEREST

Information Commissioner's Office: “You won’t
need consent for postal marketing ...If you don’t
need consent under PECR you can rely on legitimate
interests for marketing activities if you can show
how you use people’s data is proportionate, has a
minimal privacy impact, and people would not be
surprised or likely to object.”

Source: ICO, General Data Protection
Regulation (GDPR) FAQs for Charities, April
2018 https://ico.org.uk/for-
organisations/charity/charities-faqs/

A ‘ ‘ ( )

ico.

Information Commissioner’s Office




GOOD NEWS!

Data Protection and Digital Information Bill (2023)

Will expand the scope of legitimate interest so that
charities can use it with even more confidence as a
lawful basis to recruit new supporters




Use “Legitimate Interest” to
build direct mail list:

e Send completed petitions to:
Petitions
’9‘“" '9‘ @um .“”‘d Michigan City, IN 46360

Accessories / Clothing How to order

Merchandise catalogues
How to order

5 Lapel pin badges For a full range of matesials please login 1o your beanch
\ “ o WUWQ’W&“’;"?’M aocouri online
o 10 ey beanch volunteers, badgas
\\ o gxrase am;ssdmmtybcdy Online By emall hitp://shop. mesockety.org.uk
mceqmuampl&y P): £7.50 mssociety @aocesspius.co.uk
By phone: 0300 1000 801
| FO0&7 | By post: MS Soc!elxy
Back by popuar demand, these g(:mrx;:w
flexible Witst bands are a perfect S TNt
Hem for your dispenser box
Box quantity: 25 (10 child, 15 adutt) B—
Price (Inc P&P): £7.00
_ Contents )|
. ) Moty eyogs 4 Accessories I
mreymmveatctmroryo:l 4-5 Clothing
;.;)xennaf\(et trozgey 5 Raising awareness ™ 1
Price (inc P&P): £14.75 14 Stationery ' .
16 Items available ‘
Clothing | i Caiky |
Orange T-shirts e
Partect for rasing awareness, these bright .
orange t-shirts are peract for sporsoead ” I
Box -5
~L L. ~ |

4 3

SIGN OUR PETITION REGARDING
THE BP WHITING REFINERY EXPANSION ISSUE!

Dear Governor Daniels:

I havn been following dov.lopm-nu on the BP (British Petroleum) Whiting, IN Refinery’s National
Di: Eli Yy (NPDES) permit and need to let you know how outraged |

am by these d'volopmomn
¢ Indiana should never b on any
* BP should be required to
expanded discharges.
The water quality of Lake Michigan is of global significance and should never be compromised.

Your attention to this matter is important to not only the residents of Indiana but also has a bearing
on the entire population of the Great Lakes and beyond.

P g to the Clean Water Act.
pand their facility to date these

ADDRESS
NAME (STREET/CITY/STATE/ZIP CODE EMAIL




Q: What is the best way to RECRUIT New Donors?

A: CONTENT MARKETING:

Offer people valuable Content for FREE in
exchange for marketing consent




REACH new prospects ONLINE via Social Media




’
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TIP: Boost Posts
But only those with MOST
Views




Offer FREE ‘valuable’ Content

e Email News e How-to-Guides

: i, } |
n j W lsj




HURDLE 3 - Rising Direct Mail Costs

e 2008 Financial Crisis prompted a MAILPACK£ | £ Postage |£ Printing | £ Total cost
spike in production costs S L b

* Royal Mail postage charges

increased significantly in 2012. MEY] AUE

. . June 2008

e Cost of a Direct Mail pack doubled

for this charity. May 2012

Went from 48p in 2003, to more
than £1.07 in 2018.

May 2018




Direct Mail Open Rate By Sector 2018 - UK

Open rates for Utilities, Financial Services, Grocery and Charity are the highest.

81%
79% M 78% M 77% W 77%
69% -
. 64% 63% 62% 61%
58% 57%

-
Source: JICMAIL Q2 2017 te Q3 20138, Kantar THS, 2012
Base: Direct Mail tems n=32216

Mail Media Metrics
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Direct Mail is stronger than ever

* Direct Mail response rates at their
highest point for more than a decade

(Direct Marketing Association 2018)

dma




Commercial Actions = Download

Ch a rity Di rect M a i I Addressed Mail - Charity @

Bought something/made a . . .

Response 2018 - UK

Posted a reply to the sender . . .

- o
‘ Overall Response _12/0 ‘ Discussed with someone . . .

Visited sender's website . .' .

Went online for more . .
information

Called the sender . l

10% 12.5%

- 0% 2.9% 2% 7.9%
% of mail items
@ Follow up ® Immediate @ Total

Mail Media Metrics

Source: JICMAIL ltem Data Q2 2017 to 4 2018; Charity Addressed Mail sample size = 2571




JMI224 JICMAIL Items Q2 2017 - Q4 2022
Addressed advertising items ~ Mail Type: Direct Mail
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Door Drop purchase effectiveness vs discussions prompted

6% ABOVE AVERAGE PUCHASE

EFFECTIVENESS AND

ABOVE AVERAGE

PURCHASE
TALKABILITY

5%, EFFECTIVENESS Restaurant or

takeaway

® Supermarkets

% Door Drops prompting purchases
(%)
=

22‘{0 T T r fr frFfr rfr T rr rFr T
1 ABOVE AVERAGE
Mail order/online 1 TALKABILITY
. Retailer

1% retailer o ® I

. . . Local traciespersc:-rl ® Travel Government/council ®

Financial services _— i
0% ) Utilities ® 1 o Telecoms

0% 2% 4% 6% 8% 10% 12% 14% 16% 18%
M‘R % Door Drops prompting discussions

Mail Media Metrics
Source: JICMAIL Item Data Q2 2021 to Q1 2022 n=11,311 door drop items



A. What'’s causing t Direct Mail response?
Q. Greater Visibility / Standing Out More

. More Online Billing = Less clutter on Doormats

. High Cost of Mail = Less commercial mail on Doormats
. Better Targeting = Less ‘irrelevant’ marketing mail on Doormats



Response Rate, by Select Direct Media

based on a survey of 485 industry respondents / figures are for house lists
Mote: response rate for telephone charted using midpoint of the range / *CTR x conversion rate

April 2015

9-10% High
3.7%
0.2% 0.1% 0.1% 0.1%
Telephone Direct mail Mobile* Paid search* Social media* Email*
(1.0% for (0.1% for
prospect lists) prospect lists)

MarketingCharts.com | Data Source: Direct Marketing Association

0.02%

Internet display*




Q: How do you outperform your
competitors with direct mail?

A: “Answer your readers Questions”

(The Dialogue Method)



The Dialogue Method

Developed in the 1980s
by German academic,
Siegfried Vogele

Handbook of Direct
Mail (1992)




The Dialogue Method

Vogele's Mailpack TEST:

Outperformed identical packs (which

C

C

idn't feature answers to customers'
uestions) by a FACTOR of 5 to 10 times.




The Dialogue Method
Eye-Tracking Research

Vogele found that:

BEFORE deciding to respond
recipients asked themselves at
least unspoken 20 questions




“Do I care about it?”
“Where did they get my address”
“Can they prove what they claim”

“How much do they want?”
“Can I still cancel with no hassle?”

(There are total of 151 ‘unspoken’ guestions)



The Dialogue Method

“If readers don’t spot something to
interest them in the first 20 seconds of
opening their mail, it’s destined for the
wastepaper bin.” Vogele



The Dialogue Method

* To avoid the fatal 20-second throw-away
phase add ‘Amplifiers’ and remove ‘Filters’

* Only when helpful information - called
‘Amplifiers’- outweigh negative factors —
known as ‘Filters’ —is a response triggered



Amplifiers are
anything that give
(e ( . po ), { clear, positive
Filters and ‘Amplifiers * answers to the
reader’s unspoken
questions.

The Dialogue Method

Asolmm SHMN i’%: * An Amplifier might be an interesting
. MY FM'HER s ,,;‘,;»j" image and message which makes your

offer intriguing
THEN HE TORTURED

MY MMHER . * Oritcould be aline in your appeal
: o which shows that you are
" trustworthy or effective — like a

testimonial from a satisfied beneficiary



The Dialogue Method

A filter is anything
. . e confusing, irrelevant
‘Filters and ‘Amplifiers’ or uninteresting.
Me Mot ab bhs addeess | * A Filter might be a name
. spelled incorrectly on an
envelope or it missing

Date: 26 January 2017 a Itoget h e r !




The Dialogue Method

‘Filters and ‘Amplifiers’

QOB O=

Lots of little ‘yeses’ = Big YES!

B®©®®=

Lots of little ‘noes’ = Big NO!




THE ‘KISS” METHOD HELPS YOU AVOID THE
‘20-SECOND THROW-AWAY’ PHASE

Keep

It

Simple and
Straightforward



The KISS Method




The KISS Method

1. Telegraph Benefits

* |mages
 Headlines
 Sub-Headings
 Colour

* Text Blocks

These help pique interest



The KISS Method

2. Test ‘No Frills’ Packs

* Plain envelopes often outperform expensive
packs

* ‘Glossy’ mail packs can be a ‘Filter’ for some
... especially charity donors!



The KISS Method

3. Write LONG Copy

v
N F 4 ] ]
\W TIP: Write 4-6 sides of A4, rather than 2-3
_!_ (Gets higher response because you can
= answer MORE readers’ questions)



The KISS Method

4. Write copy for 12-year-olds

Flesch Reading Ease Readability Level / Education Level
Score Category

0-29 Very Confusing College Graduates
30-49 Difficult College
50-59 Fairly Difficult High School Senior
60-69 Standard 13 to 15 year-olds
70-79 Fairly Easy 12 year-olds
80-89 Easy 11 year-olds
90-100 Very Easy 10 year-olds




The KISS Method

5. Be ‘Specific’ (Not Vague)

Amounts:

Say: 3,072 children were helped — NOT ‘thousands’

Dates:

Say: Parliament votes on 29 June 2023 — NOT ‘this summer’
Costs:

Say: School costs rose by £1.56M in 2022 — NOT ‘costs are rising’



The KISS Method

6. Personal Stories:

* People Give to People NOT Organisations

 Make your appeal about a person — (NOT
the group they belong to!)



Direct Mail & Email Programmes

Coaching
Copywriting
Editing

Donor Acquisition

QR

Office: (01495) 763 013 Mobile: (07939) 242 335

Website: www.bloomfundraising.co.uk Email: gordon@bloomfundraising.co.uk

((;Ioom fundraising



http://www.bloomfundraising.co.uk/
mailto:gordon@bloomfundraising.co.uk
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