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Integration of Marketing and Fundraising
Fundamental Course Outline

1. Why integrate?

a. Educate

b. Inform

c. Inspire

d. Grow relationships

e. Expand ministry

2. Terminology

a. Marketing - the process or technique of promoting, selling, and distributing a product or service
b. Customer orientation – the operation is based on the needs, expectations, and feedback of the customer.

c. Public relations – managing the flow of information from the institution to the customer to generate goodwill

d. Marketing communication – the messages used to communicate with the market

3. Beginning questions

a. Is your organization market oriented? (flexible; based on law and demand)

b. Can you define your marketing objective?

c. What is your market share/presence? (what portion of the market do you hold)

4. The integrated approach in a “nutshell” – 
a. The Five “I’s” 

i. Identification (identify the contributors and prospects within the market)

ii. Information (introduce the operation to that group)

iii. Interest (generate interest through a variety of communication)

iv. Involvement (allow the contributors and prospects to participate in the operation)

v. Investment (allow the contributors and prospects to invest in the operation)
b. The Communications Cycle
5. Public Relations: Key elements

a. Branding

i. Evolve the meaning of your brand

ii. Control the dialogue about your product/service

iii. Differentiate

iv. Broaden the appeal of your brand

v. Laws of Marketing for Branding

1. The Law of Focus (reduce the scope, own a word or phrase)

2. The Law of Exclusivity (own the word or phrase exclusively)

3. The Law of Line Extension (don’t spread too thin, less is more)

b. Positioning in the market

i. The organization (what you “sell”)

ii. Target markets (whom you wish to sell to)

iii. Research (who needs service, what service do they need)

iv. Competition (who else is providing the service to the market)

v. Attributes (what specific attributes does your service have) 

vi. Market share (what portion of the market do you hold)

vii. Laws of marketing for positioning

1. The Law of Leadership (be the first to communicate)

2. The Law of Perception (sell the product around what people want and perceive)

3. The Law of the Ladder (acknowledge and react to your place on the ladder)

c. Only Three Ways to
 Raise More $$

i. More Dollars Per Gift (Upgrading)

ii. More New Donors (Acquisition)

iii. More Gifts Per Donor (Frequency)

d. Also very Important

i. Recency (How long since the last gift?)

ii. Frequency ( How often do they give each year?)

iii. Amount (Size of Gifts and Cumulative amount 
6. Fundraising’s Holy Grail?
a. Donor Loyalty
i. The easiest way to raise more $$ is by renewing your donors.  One must properly steward all donors to encourage long-term relationships, upgraded support and eventual legacy gifts
b. Donor Renewal
c. To renew 70% of your active donors, you will most likely need to solicit your donors at least six times during the course of the year.
7. Key Recommendations:

a. You must maximize retention and upgrading.


Build a high-value donor development program based on long-term donor value

b. High Value Donors



Someone who is committed to the cause/organization


A donor that gives an initial gift of at least $25


LTV (Lifetime Value) = 9x initial gift

c. Acquiring High Value Donors



Emotional appeals, when backed by a rationale for giving 

are issues that can connect with people on an emotional level with the right stories



Specific offers, rather than general needs



Urgency



Encourage involvement – not just a gift


Provide a tangible means for the donor to “connect” with your organization

d. Major/Middle Donor Cultivation

Develop a unique major donor track to bond and upgrade $100+ donors.

Most donors can contribute 10x the size of their largest gift if asked appropriately.

e. Matching Gift Campaign

8. Donor Communications

a. Invest more $$$ in improving communications to Bring about: better renewal rates, higher gift averages and more gifts per donor.

· Higher quality direct mail

· Newsletters

· E-magazines, e-notes, etc.

· New Donor Welcome Kit

· “no ask” communications

b. Marketing optimization is a journey.

c. View all touch points holistically.

d. Optimize programs with overall objectives -- moving money from more expensive to less expensive touches as you can.

e. Fundamental principles of direct apply to social.

f. Extend the marketing database.

g. Capture, measure and report on everything 

9. Donor Communications Plan

10. Planned Giving

a. Annual series of three mailings to donors with 3-plus gifts to encourage bequests, gift annuities, and other planned gifts.  

· Bequest Society (X1)

· Charitable Gift Annuity marketing (X2)

· Don’t rely on technical information to market planned giving opportunities.  Use testimonials and human interest stories to demonstrate the satisfaction donors enjoy from a “gift that lasts forever.”

11. Acknowledgment Strategies

a. Prompt personalized acknowledgment, then…

b. Confirmation that gift is at work as intended in “thank you” letter

c. Report examples of how gifts are put to action

· In appeals

· In newsletters

· On the website

12. Lapsing Donor Treatments

a. Mail 10-13 month lapsed - special copy version of regular format appeal

· Test same-grade, upgrade, backend premium offers as incentives to give again

b. Test Telemarketing to $50+ lapsing & lapsed and expand to $25+

13. Segmentation

a. Segmentation is critical...not all donors are alike

· Use simple segments.

· Single Gift

· Multi-Gift

· Legacy

· Alumni - Friends, etc.

14. Tips for Success

a. Transactional Data is Powerful

· The secret is that it is based on behavior and it almost always is a stronger predictor of future actions than how old a donor is or in what neighborhood she/he lives. 

· Capture all possible data about donors

b. Secrets to Success

· Have a long-term focus – ROI based

· Modify strategy regularly based on results

· Don’t be overly aggressive in upgrading and frequency of solicitation

· Focus on retention. Remember, it generally costs five times as much to find a new donor as to keep the one you have.

·  Focus on individuals

· Use proven, effective methods.  Don’t throw away your postage meter yet...

· Online giving is still the tail on the dog.  But it’s wagging!  For most organizations traditional methods of mail and personal solicitation will provide most of the revenue.

15. Integrated Marketing

a. Is a circular process of communication with no beginning and no end.  It is important to remember that each and every step is important and you must correct any weak links in this closed loop process.

b. It’s the message, not the medium, (but if you don’t understand the medium, your message probably won’t work.”  Howard Lake, Director of UK FR Ltd.
c. Reap the benefits

i. Give integration time, attention and resources to strengthen and expand fundraising efforts!
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