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buyers until that product
proves to be what they
anticipated it would be. If it
falls short of their expecta:
tions, they will never buy
that product again. It's as
simple as that.

When donors 'try an
organization or cause by
making a contribution, they
have not made a lasting
commitment. They antici-
pate that the organization
will successfully attack and

support is greatly reduced.
That's why getting that first
giftis only a tiny step
toward building a firm foun-
dation of financial support
for your organization.

Assuming that you are
getting the job done, the
challenge to you is commu-
hication. And good commu-
nication occurs when you
have developed a solid and
ongoing relationship with
your donors.
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One of
the biggest
mistakes many
organizations
make is to
assume that they
will have
a better
relationship
with their donors
if they ask

for funds less

frequently.

4 Steps to a
Solid Relationship

What steps should you take to build
a good relationship with all your donors,
no matter the size of their individual
gifts? The answer lies in your own
personal relationships. What do you
do when you care about others and
want them to care about you? You
spend time with them. You communi-
cate with them. You listen to them.
You share photos and personal experi-
ences with them. And most of all, you
do it regularly.

While you may not have time to sit
down with each individual donor, you
can communicate with them and show
them that you care about them and
value their opinion. How do you do this?
Here are four steps to building a solid
relationship with each donor:

STEP ONE The first step
Thank Your begins with thanking

the donor for his or
Sup por ters her contribution.

Thanking someone for a gift is just com-
mon courtesy. When you don't do it the
donor presumes you really didn't appre-
ciate it. If thats the case, why give again?

But when you thank them, be prac-
tical. If the donor gave S5 or less, you
probably can't afford to send a thank
you. The cost may end up being more
than the gift. Sure you appreciate
the contribution, but reality dictates
that you silently appreciate this level
of support.

On the other end of the scale, how
do you make those $100+ donors know
how much you appreciate their support?
The answer is to call them on the tele-
phone and personally thank them for
their help. This is the easiest call you will
ever make. Everyone likes to be thanked
for his or her support. And here's a little
secret. Your personal thank you will not
only help to seal a long and lasting rela-
tionship, but it will also spur this donor
to dramatically increase his or her sup-
port for your organization. Its not at all

unusual for a $100 donor to become a
$1,000 or even a $10,000 donor. So do
yourself a favor, make that call to your
$100 donors and do it today.

Now what about the vast majority
of donors, those in the $10 to $99 range?
You must make absolutely certain they
not only receive a written thank you, but
that they do so on a timely basis. If you
receive a gift in the first week of May,
you won't get much goodwill from a
thank you that arrives two months later.
Timeliness is just as important as the
quality of your thank you.

And speaking of quality, theres
absolutely nothing wrong in asking for a
second gift in your thank you.
Remember, the strongest opportunity
for a second gift from a first time donor
is within the first six weeks. After that,
your chances of getting that second gift
go downhill dramatically. And that
brings us to step number two.

STEP TWO . lt.'s. ti:{ﬂbe ﬂ)dr'a
: ittle mind bending.
3 Mail You must strive t0g
Frequently put aside past con-
ceptions to understand this important
step in building a solid relationship with
your donors.

One of the biggest mistakes many
organizations make is to assume that
they will have a better relationship with
their donors if they ask for funds less
frequently. This is a deadly misconcep-
tion. And frankly, it is illogical.

Ask yourself this question. Who do
you have a better and closer relationship
with, someone you talk to almost daily;
or someone you only hear from on rare
occasions? Of course, the answer is obvi-
ous. The person you stay in close contact
with is going to be a closer friend.

The same standard holds for direct
mail fund raising. The donor that hears
from you every few weeks is going to
know a lot more about you and remem-
ber you far better than if you only
come around a few times a year asking
for money.




While the common perception is
that folks are tired of getting so many
appeals, the truth is that's just not the
case. The bottom line does not lie. The
factis, the less frequently you send fund
appeals to your donors, the less commit-
ted they are going to be to your organi-
zation. The inevitable result is that you
will lose donors to other organizations
and causes, because you refuse to share
your financial needs with them on a reg-
ular basis.

After all, a letter is a very unintru-
sive medium. It takes almost no effort
to toss it into the trash can. And you
have no way of knowing if your appeal
will arrive when the prospective donor
has money in his or her checking
account. If they don't, youre out of luck,
no matter how compelling your solicita-
tion may be. Keep in mind that your suc-
cess is totally dependent on the donors
access to discretionary funds. They
must pay the mortgage, buy groceries,
and put clothes on their back before
they have the latitude to make a gift to
your cause, no matter how important or
urgent it may be.

So, if you want to establish an ongo-
ing relationship with your donors and if
you want to minimize the attrition rate,
communicate frequently with your
donors. Ask them for support. Afterall,
you are giving them something impor-
tant - a genuine opportunity to partici-
pate in a worthwhile cause.

If you are to
maximize your

STEP THREE
S m'y On success in raising
Message funds through
the mail, you must keep your fund
appeals focused. That means keeping
both your prospect appeals and your
house appeals within a framework that
is consistent and related. For example, if
your prospecting efforts range from
child welfare to emergency relief, dont
be surprised if your donor doesn't under-
stand your mission. He will be confused.
And a confused donor is a non-donor.

If you feel you must engage in wide-

ly divergent prospect efforts, then con-
sider the creation of separate and
unique donor files. Unless there is
homogeneity among the donors in
terms of the issues that excite them, you
will have difficulty in keeping them.
That means a breakdown in your rela-
tionship with them. They came on
board with the understanding that you
are one kind of an organization with a
specific mission, but when you turn out
to be something else don't be surprised
when they jump ship.

It doesnt
STEP FO U R make any differ-
Tell Them = Cu you are
What Youre  going a greatjob
Doing or a horrible one

if the donor doesnt know anything
about it. It's not their job to find out
whether you are getting the job done -
it is up to you.

And the simplest way to do that is
through a newsletter. This is a medium
that allows you to provide photographic
evidence of getting the job done. If you
are feeding the poor, helping animals in
distress or supporting a museum,
include photos that prove you are acting
in accord with the promises you made in
the fund appeal. That's solid evidence
that you are indeed getting the job done.

It's critically important that you use
this newsletter to talk about and vali-
date the projects and programs the
donor has supported. This newsletter is
expressly for donors. It's not the place to
wax philosophical and deal with topics
and issues totally unrelated to the fund
raising effort. If you make this mistake,
your newsletter will not only fail to solid-
ify your relationship with your donor,
but may in fact harm it.

You should, however, use your
newsletter to introduce yourself and the
key members of your staff. Let the
donor know that he or she has invested
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If you want
to establish
an ongoing
relationship
with your
donors and if you
want to
minimize the
attrition rate,

communicate

frequently

with your
donors
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with quality people that can be counted
on to produce results. The better job
you do of communicating through your
newsletter, the more ownership your
donor will take in your organization.
And the more ownership he or she
takes, the greater the support will be.

Finally, don't get so wrapped up in
the graphics and the copy that you
neglect to be timely. A newsletter that
never gets off the drawing board and is
seen only infrequently fails in its mis-
sion of strengthening the relationship
with your donors. Keep it simple,
straightforward, in focus, and timely.
The rewards will become obvious.

It's All About Good
Communication

Building a lasting and strong rela-
tionship with your supporters is all
about good communication. Whether
through consistent prospect and house
appeals, written or telephone acknowl-
edgements, or a newsletter that rein-
forces your fund raising theme, you
must not only get that first gift, but con-
vince your donors that their contribu-
tions are an investment well made in an
important cause. When they under-
stand that, you will have developed the
kind of commitment that an organiza-
tion must have to get the job done.
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