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Is Direct Mail
DE &
Although use may be waning, direct mail is still a viable fund-raising format.

Here are 10 WAYS CATNPUSES aTE brecztking Hnew Z_zfe into the medium
By JEFF HAUK & ROBERT A. BURDENSKI

ast year, for the first tirne In histo-
1y, people sent more messages by
e-mail than by old-fashioned
paper mail, the New York Times
reported recently. Campus ad-
vancement offices are following
this trend away from pa-
per: They're increasingly
turning to telemarketing for their annual
fund dollars, and they're starting to solicit
online. With all this competition, you
might begin to wonder: Is direct mail
headed for that big circular file in the sky?

Ifs0, developrnent officers are pardally
responsible. Your neglect of this once-
prized toolis contributing to its demise.
You fall back on the same familiar pieces
year after vear, After all, you tell yourself,
the returns are sall Ok— and your superiors
arent all that receptive 10 a radical change.

What's more, you see samples of direct
mail from other institutions that assure
you that you're In step with everyone else:
You've got the postscript at the bottom of
the letter, the business reply envelope
nestled behind, and the live stamp
sparkling on the outside.

- RobertBurdenski
AnnualGiving

Crenrge Thompson for CASE

Tllastration by
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CLeaN SweEP: Nosthern Arizona University's
faculre/staff appeal looks like a typical sweepstakes
mailing, but the prize went to the campus, not the
donor. The clever copy, bright graphics, and
strong concept helped NAT increase participation
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IN SHORT ’
The personal touch.
How can you make your prospects feel
special? Getinspired by these two direct-
! mail pieces. * Miami University sends
! valentines each year to alumni couples.
For a sample (50 avaidable), contact An-
nual Fund Director Jeff Hauk, co-author
of the article at right, ar MU, 725 E. .
Chestnur 5t., Oxford, OH 45036; ox
haukfm @muobic.edun. » St. Ignatius High
School follows personal notes from fellow
alumni with a strong written ask. For last
| year’s letrer and pledge card, contact An-
" nual Fund Director Axlene Bourisseau,
i STHS, 1911 W._30th S¢,, Cleveland, OH
44113; or abourissean@ipnativs.edu.

i Getting through to Generation X.

successful

! and Grinnell College appealed to new

; graduates. Now see their direct-mail so-

! licitations for yourself. » For George-

- town’s “blah blah blah” letter (50 avail-

able), contact Annual Fund Director Joe

Kender, GU, 2115 Wisconsin Ave., Suite

500, Washingron, 1XC 20007, or kendery @

gunet.georgetown.edu. » For Grignell’s

pizza challenge posteard, contact Annual

Giving Assistant Director Nieka Apell by

| fax at {315} 269-3222 or by e-mail at
apell@admin. grin.edu.

Gift policies that keep on giving.
‘When you share your gift policies with
|| CASE, you help your colleagues improve
| their donor relations, which in turn cre-
ates a berter fund -raising environment,
The CASE Information Center is seek-
ing gift naming and acknowledgment
i| policies; descriptions of recognition
clubs; and information on solicitation,
stewardship, and recognition events from
all types of institutions. Send samples to
Director Barbara Perkins at CASE, Suite
1000, 1307 New York Ave. NW, Wash-

ingron, DC 20003; or perkins@case.org.

‘| A river runs through it.
Just as mighty rivers begin with tiny drops
of rain, so does a mighty instiration grow
wirh each person’s gift. That’s the theme
of the University of Missouri's 1996-97
development annual report. The booklet
grabs readers’ interest with donor profiles,
descriptions of university accomplish-
ments, and clearly presented financial
data, For a copy (50 available), contact
Karen Worley, Director of Publications

.| and Alumni Communication, UM, 407

.| Reynolds Alumniand Visitors Center,
Columbia, MO 65211; or worleyt@
wissouri.edu,

Humor and food: two very different—yet
ways Georgetown Usnaversity |.
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In focusing on direct mail minutiae,
however, you may be ignoring the bigger
question: Does your direct mail truly sup-
port your annual fund goals® Or is each
piece a little bit of this, a livtle bit of that,
with a whole lot of nothing in return?

To be blunt, a lot of direct mail is junk.
But we've sifted through the mailbag and
found some stellar exceptions—pieces
that breathe new life into the medium.
The examples that follow actually em-
brace new technologies and fund-raising
strategies, but still successtully achieve
traditional program goals.

These campuses question some aging
direct-matl paradigms: Why do we ask
for a gift only onee a year? Why do we al-
ways use the same, cookie-cutter v ‘ording
the experts say will get people’s attention?
Why do we only ask for checks or eredit
card numbers? And why do we even call
1t the annual fund?

The following examples aren't neces-
sarily the first of their kind, nor are they
appropriate for everv institution or occa-
sion. But we applaud these efforts and
the phifosophues behind them. To para-
phrase Mark Twain, they show that re-
ports of direct mail’s death are greatly ex-
aggerated.

1. Sweepstakes solutions for
Northern Arizona University

To reach a traditionally difficult faculty
and staff audience, Northern Arizona
University sent a direct mail piece thar
cleverly spoofed the “You may already be
awinner” sweepstakes mailings that clut-
ter most people’s mailboxes.

Instead of Dick Clark and Ed Me-
Mahon, the enthusiastic testimeonials on
the envelope (“Don't delav, Act today!”)
are from the faculty senate chair, director
of undergraduate admissions, and facili-
tics painting supervisor, among others. A
scratch-and-win card gave some lucky
donors the opportunity to add $50 to
their gifts, compliments of the NAU
Foundation.

There was a real sweepstakes, too,
with a $5,000 prize. OK, the winner
didn't actually get cash. Instead, the win-
ning donor'’s name was put on a $5,000
scholarship, also contributed by the foun-
dation.

NaLs appeal was an irresistible draw for
annual-fund gifts. Faculty and staff partici-
pation increased 32 percent—and one of
the most popular support staffers on cam-
pus wort the scholarship in her name,

2. Yada vada vada from
Georgetovwn University
Although fund raising is serious business,
a serious message might turn off some
segments of vour andience. Georgerown
University avoids that problem by taking
what could have been a boring, tradition-
al letrer to younger alumni and turning it
o a colorful, quick-read, lighthearted
piece that pokes fun at solicitation letters
while still getting its point across.

Calling itself the “perfect Annual
Fund letter for busy people,” the text lit-
erally says “blah blah biah,” with the ex-
ception of phrases like “Give something
back to alma mater” strategically sprin-

~ Kled throughout.

On the back, the letter explains each
phrase in nio more than three sentences.
And the topics are those likely to Interest
voung alumni, such as how thcv can give
bW, credit card and get frequent flier mﬂes
or how annual fund participation rates
factor Into college rankangs.

Georgetowns letter is effective targer
marketing to a segment that’s difficult ro
reach, particularly via direct mail, [tem-
phasizes themes that are important to
vounger graduates and offers farniliar pay-
mentoptons. With this and other new
efforts, the untversity has increased annu-
al fund participation by voung alummni
from 24 percent to 30 percent in one year.

Wed like to give Georgetown credit
for daring to make fun of direct mailina
direct mail piece—but the annual fund
staffers admit they borrowed the idea
from another instirution whaose name
they can' recall.

3. Cupid cards from Miami
University

Miami University in Oxdord, Ohie, mails
valentines each vear to “Miami Mergers™
couples who both graduated from the
UNIversity.

While 2 valentine may not be a typical
direct mail solicitarion, Miami has found
that there’s no better way to pull ar the
heartstrings—or purse strings—of this
select group. The cards contain a differ-
ent poem and cartoon ach vear.

The piece has becore a favorite of
these alumni, sorne of whom say they
look forward to recelving it each Febru-
ary. ( That's right, they actually eagerly
anticipate receiving direct mail.)

While the valentines say nothing
about making a gift, they’re a lightheart-
ed culrivation tool that arrives in the cou-

Case CURRENTS



i support

Tulr.!cm unLy covers BO% ofths cost cF an e ucatlcm aa Gmgstown. Thu Annual Fund helps

to cover the gap and keep tuition costs down.

A DD 7R

You may nct have reaﬂzed H:. but other alums helped
12,000 undergraduate alums support the Annual Fung

Eueru ﬁlfr is significant

$50, or $25.

Give spmething back I

Help make

P
Georgetown. Mone)r raised through the Annual
visiting professo

of I

The only way you can directly affect George
participating in the Annual Fund. Corporatio)
levels when determining which institutions

help in these two areas.

Pluagpb are p

Yau can pisdgc now and pay it off over
enclosed reply card to send In your gift

ples’ mailboxes about a month before the
year’s first solicitation. The cards wish the
couple a happy Valentine’s Day and rein-
force the continuing importance of alma
mater in their lives.

4. Second solicitations at
Kansas University
Many institutions send out a “draft” hon-

or roll in hope of enticing nondonors to
join the ranks at the last minute. But the
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We necagnize young leaders to ‘L‘he Annuai Fund as
years of graduation. However, each gift is signifi
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busy People,

Banisa THE Brams: There’s nothing boring
about Georgetown University’s appeal to young
alumni. By replacing tried-and-true direct-mail
language with blunt talk, the letter struck a
chord with Gen-X graduares.
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Kansas University Endowment Associa-
tion takes the bold step of also asking
those who've already given for a second,
year-end gift.

Although the staff initially worried
about the tone of the message: “Are you
right where you want to be?” (in the hon-
or roll, that is), they softened it by creat-
ing a colorful flier and putting the ask in
the mouth of the university mascot, a jay-
hawk. The flier serves several purposes:

1. As aclean-up mailing, it’s the last
appeal of the fiscal year to 59,400 donors
and nondonors.

2. Because it indicates the donors’ cur-
rent giving and goes out before work on
the annual report begins, it confirms a-
donor’s existing gift-club level.

3. It suggests a second gift to move the
donor up to the next giving club. This re-
quest allows the donor to consider a larg-
er annual giftin a way that’s not as daunt-
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Love anp Kmvsexe: These are two strong
feelings that campuses have put to work in their
direct mail. Miami University makes sure alumni
couples don't forget where they met by sending
them “Miami Merger” valentines each February
14 (above). And Kansas University (right) asks its
prospects if they'’re in the right giving club—or if
theyd like to move up to a better one—before the
end of the fiscal year.

ing as if it were solicited in one lump sum.

4. It also reinforces the existence of giv-
ing societies, which are largely an after-
thought in many annual fund programs.

5. Finally, the year-end, second-gift
ask strategy encourages prospects to get
in the habit of giving multiple gifts in the
same year.

In the past three years, the flier has
shown consistent returns: The 1.4 per-
cent response generates about $102,000
from an average of 802 donors.
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of Jayhawks.

Annual Giving Clubs

Your 1995-96 Annual Giving Club as of today:

Are you right where you want to be?

If The Kansas University Endowment Assaciation were fo publich
the 1995-96 Roll of Honor of contributors today, you would be
included in the Annual Giving Club indicated below. The Rolf of Honor will in
fact be published after the close of the school year, and high printing costs dictate
that only those donors whose annual support totals $100 and more will be recognized.

Wa ancourage alumai and friends fo give to the Greater Univarcity Fund for their
University in general and for their school within the University. Both areas urgently need
your help to continue offering the best educational opportunities fo today's generation

Please consider moving fo a higher Annual Giving Club level through your support
for KU's academic programs. Just tear off the card below and return it
with your gift in the poctage-paid snvelope. This campaign year
rung from July 1, 1995-June 30, 1996.

ATER UNIVERSITY

FLuND

Thank you!

University Club Benelgtors—Donors who give o ol of 5,000 or more in 1995-1996
University Club Patrons— Donors wha give a total of £3,000 1o 54,999 in 199506
University Club—Donors who give o total of $T.000 10 52,999 in 1995-1906
Campanile Club-—Donors who give 2 total of $500 0 $999 jn 10951006

Crimson and Blue Club-—Donors whe give i total of $3000 10 $499 in 1995 1994

1863 Club—Tomors who give 2 wotal of 5100 (o 5299 i F995- 1996
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5. Persuasive arguments
from Penn State
No phone calls. No mailings. More dol-
lars. No kidding, That’s the promise
Pennsylvania State University makes to a
small pool of past annual-fund donors if
they give through electronic fund transfer.
EFTs are becoming increasingly popu-
lar because they're easy on the donor, they
encourage regular (usually monthly) giv-
ing, and they make it easy for a campus to
ensure that donors fulfill their pledges.
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But few institutions would dare go as far
as Penn State in promising donors that if
they participate in the “Penn State Trans-
fer,” they may never receive another call.
Ina two-page letter, Penn State clearly
describes how the Penn State Transfer
works and promotes it as an easy way to
make an annual gift. With the message
repeated in a two-color brochure, those
alumni who received the package had no
trouble understanding the process.
Currently 493 donors have accepted

CAsE CURRENTS
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March 1095 No phane calls.
Mrs. Susan Powell 'hl : ":I Il::;..
1024 Airport Road i

Unit 1000 o kidding.

1 with fund-raising efficiency (and

d* version of that program — one that
involves NO phure calls, NO mailings, and MORE dollars for the classroon.

As a regular donor to the Annual Fund, you've already shown an inerest and beliel
school, Tn 1991 we cut hack the aumber of phone calls and seminder mailings 10

of mail, 35 percent fewer pbone calls, and o
Together — you and the Anmual Fund — can be extremely proud of these

“less means more” results. Thank you for your continuing, generous support.

Mow we'd like to ke the program one step further — to a point where there are noj
“This almust sounds oo good 1o be true, but witlh the help of eloctronic funds

Yow're probably familior with the growing practice of having your morigage, car 4
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calls, less mail™

good idea.
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State offers a deal to a select group
of donors: Give a certain amount
through electronic fund transfer,
and we'll leave you alone for the
rest of the year. It's a win-win situ-
ation for both the donor, who gets
peace and quiet, and the carapus,
which spends Jess on solicitation,
guarantees fulfillment, and often
gets a larger gift from each donor.
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10 notes for a total of 600 personal mes-

Penn State’s EFT offer, a 9 percent in-
crease from FY 1997. The EFTs generate
$7,115 a month; the average giftis $173
($14.43 a month). Also, a special focus
on $50 annual donors has successfully
convinced many to give $100 or more
through EFT.

6. Customized cards at St.
Ignatius High School

Many annual giving programs solicit
their top annual fund prospects in person.

OcTOBER 1998

But what if your office doesn't have the
resources to visit all those with substantial
giving histories or means? St. Ignatius
High Schoolin Cleveland turns to highly
segmented and personalized direct mail
Each year, the school hosts an annual-
fund kickoff dinner. A corps of about 100
alurnni major donors and volunteers at
the dinner write “lead” notes on special
cards to major prospects, thanking them
for past support and encouraging contin-
ued support. Each attendee writes six to

sages to prospects.

Less than a week later, the campus
mails those prospects a compelling,
three-page ask letter from the president
that explains the need for financial aid.
A centerpiece of this year’s appeal isa
challenge grant that will match gifts of
$500 or more. A challenge is the perfect
motivation for this target audience and
an excellent strategy for moving donors
up the giving ladder.
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Arpravme Messaces: Alumni leaders from St. Ignatius High
School write on school notecards (below center) to thank and en-
courage donors. The school sends a solicitation letter and pledge card
2few days later. Faced with a different problem—explaining the role
of state funding in its budget—Metropolitan State University uses
easily understood analogies (right).

/5«.;.. &,

September 15, 1997

Mame
Address
City, State, Zip

Dear XXX

Well, this is going to be a long letter. [ hope you'll bear with me, hecause [
have a message T feel [ must get across to you, It's a message of zreat hope; but
also of great concern.

First, the hopeful side. Our mission continues to be the education of young,
men in the Jesuit tradition, encouraging them (o be open to growth, inellectually

i Tigi loving, amd ined 1o doing justice so that they may follow

the example lived by Jesus Chrisl. We continue to teach our boys the importance of
coming to know the Lord, for then they cen love and serve Him, We continue to be
blessed with a faculty truly dedicated to this mission, many being graduates
themselves who love this school so much they have made teaching here their life’s
work. We continue to provide a challenging curriculum, while keeping pace with
the changing needs of our students,

Of course, many things are different since your days in the class of 2000
Certainly, the physical look of the campus has changed for the better, we think
Clearly, we have fewer Jesuit priests and scholastics. Tn addition, the cost of
operating the school has risen to $10 million per year. The course offcn’ngs and
extracurriclar activities are also differcnt in some ways. What remains the same,
however, is the preparation of our students as “Men for Others.”

XX, Tknow you value the education you received at Saint [gnatius and
that you are invested in the furure of this old school and its students. Iam grateful
to you for this past support, most recently your gift of SXXXX. Please know that
your gencrosity helps us conlinue our important mission.

MNow, Tet me share with you some real concems about the future of the
school and ask that you consider being a part of the solution.

Deas alumans, parents, and frieads,

Hhaak you for fovestoiny e o cdncaiion. .
for pmvessing in oer futures.

Siuverely,

Phe sruedeats of 8o lguaiins High School
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WE'Re IGNATIUS MEN FOREVER As WE HalL
THE BLUE AND GOLD.

The school has seen an increase in
giving with the cards—and comments,
phone calls, and notes back from donors
say how much they appreciate the effort.

7. Capital ventures from Met-
ropolitan State University
Metropolitan State’s direct mail piece de-
parts from the usual annual giving
nomenclature when it invites donors to
support the Venture Fund. The name
suggests the fund’s purpose, not its tim-
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ing—how revolutionary. But this mailing
is exceptional in another way as well.

Using a simple yet effective design, the
piece creatively illustrates how state fund-
ing doesn't meet all the institution’s
needs—a misconception that many
prospects cite as a reason they don't give
to state-supported institutions.

With examples such as a baseball
game with only 5.4 innings or Snow
White with only 4.2 dwarves, the univer-
sity makes the point of how unfinished

the campus would be without private
support.

Metropolitan’s solicitation teaches two
important lessons: (1) Don't expect
prospects to understand, let alone be in-
spired by, your annual fund terminology;
and (2) Address your prospects’ likelyob-

jections head-on, with a smile.

8. A cheesy challenge from
Grinnell College

The Grinnell College Annual Fund sent

CAseE CURRENTS



If Metropolitan State University were a baseball game...

...1t would last only 5.4 innings.
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pun-laden, pizza-themed postcards to
recent graduates asking them to “raise
some dough” for alma mater. A contest
among classes four, five, and six years out
awarded the one with the highest annual
fund participation a reunion-weekend
pizza party at an alumnus-owned campus
hangout.

This is another example of effective
young-alumni target marketing. With
this postcard, Grinnell hits new graduates
where they’re most vulnerable—their

OCTOBER 1998

If Metropolitan State University were a year...

..New Year’s Eve would be August 7th, ? %,

stomachs. The solicitation created a
tremendous response among the three
targeted classes. Annual fund participa-
tion by each class increased to at least 33
percent. The winning class—the Class of
1991—reached 53 percent participation,
becoming the youngest class ever to
achieve that level.

Annual fund staffers and college ad-
ministrators helped make and serve the
57 pizzas and engraved the winning class

year on a pizza pan.

9. Atypical appeals at the Uni-
versity of the Virgin Islands
“Help keep UV1 afloat!” was a painfully
accurate rallying cry on the outside of this
piece, sent five months after Hurricane
Marilyn struck the University of the Vir-
gin Islands in September 1995. Inside,
the letter explained how senior class gifts
would help the university recover from
hurricane damage.

The appeal worked: Senior class giv-
ing increased 100 percent, possibly be-
cause the students realized how recovery
could disrupt the academic year. In 1997
giving returned to pre-hurricane levels,
however.

This example is a reminder that cur-
rent events can lend timely (and occasion-
ally untimely) value to your direct mail
appeal. Don’t come off as an opportunist,
but don’t sweep under the rug circum-
stances that will strike a chord with your
audience. The special circumstances may
generate the first of many gifts to come.

10. Funding from feathered
friends at EarTham College

‘What do you get when you cross a nature
walk with a walkathon? Earlham Col-
lege’s Birding Big Day, the focus of possi-
bly the most unusual annual fund appeal
we've ever seen.

Birding Big Day 1s two popular biology
professors’ annual spring bird-watching
expedition. They meet at a local restaurant
at 2:30 a.m. for breakfast, then take to the
fields around the college to look and listen
for as many species of birds as they can
find. Donors pledge a flat dollar amount
or a certain amount of money per species
—usually just under 150 each year.

The two professors write conversa-
tional letters to prospects before and after
each year’s event. The first tells what
species they're hoping to see. It also ex-
plains that the college will use the money
the event raises for annual fund support,
typically student financial aid and schol~
arships. The follow-up letter describes
the day’s happenings and is accompanied
by the list of species identified and num-
bers seen.

Now in its 16th year, this appeal has
proven itself a fun way to attract donors
who might not be interested in a typical
direct-mail solicitation. It’s raised more
than $25,000 in gifts and pledges from
about 350 donors in each of the past four
years and more than $250,000 since it
began.
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