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In the age of Instant Gratification – Speed Is Everything.
Organizations today spend so much
effort on areas such as contact strategy
and donor engagement that they forget
about the humdrum aspects of donor
service. Once donors make the initial
commitment to give, they still expect to
be courted like prospects, which means
that your organization’s staff must
continue to go out of their way for that
donor if you wish to keep retention rates
high.
This not only entails sending donors
newsletters and clever social media
content, it also means mastering normal
work day tasks like answering phone
calls from supporters – because no matter
how evolved digital communication
become, there will always be times
when a donor craves the reassurance of
speaking directly with another human
being.

You already know that phone calls
should be answered promptly, but how
promptly? A survey conducted by the
consumer group found that 80% of
callers are unwilling to spend more than
five minutes waiting to connect with
an agent. But in those rare instances
when a donor must be placed on hold,
reject the annoying voice overs that
tell the donor her call is important and
instead choose classical music (48%
of people in the survey said it was the
most soothing while waiting) it’s worth
noting that in many cases, the music
played to the caller while on hold is the
very first touchpoint she experiences
when attempting to connect with your
non-profit. It could be the first piece of
audible content she associates with your
brand and for that critical reason, some
thought should be put into shaping its
characters and quality.

One out of five donors who disengage
from your organization will do so
because of low-quality donor service.
In order to prevent that from happening,
make sure that donor service agent
answers phone calls instantly, follows
up with quick emails and constantly
conveys to your donor that she is valued.
Once you’ve covered these bases try
incorporating social media to reach out
to existing supporters and thank them for
their interest in your cause.
A sensible rule of thumb regarding
donor-initiated communications is as
follows: send at least one more follow up
message to your donor than she does to
you.
Sources:
‘Stop Driving Your Donors Away
by Roger Craver - The Agitator.
Surveys by Which?

The Martyrdom Effect
– Recognizing Donors Sacrifice

T

he martyrdom effect refers to the tendency of donors
“to prefer forms of giving that involve significant
sacrifice and effort, such as running marathons or
taking the ice- bucket challenge.” (see Wall Street
Journal article mentioned below). It helps explain why
many donors prefer volunteering for a charity instead of donating
money – in their minds, the former activity seems more noble and
requires more effort on their part. They view themselves as being
on the front lines, right in the middle of the action compared to
just scribbling a check which seems lazy. Passionate donors want
to invest blood, sweat and tears into the causes they believe in,
even though a cash donation would go much farther in achieving
the organizations goals.
For content writers and communications directors, the takeaway
from this is clear - craft messages in such a way that acknowledge
the donor’s sacrifice in earning to give and emphasize that the
donor is as much a part of the organization’s team as the official
staff members. An excellent demonstration of how this is done
can be seen in a year-end Doctors Without Borders fundraising
campaign letter.
The letter, written on behalf of Executive Director Jason Cone,
illustrates very powerful ways in which the donor’s financial
contributions earned her a spot on the team.

“This year, you were with us
conducting war surgery on the front
line in Yemen, feeding starving
children in northern Nigeria, rescuing
refugees in the Mediterranean Sea, and
fighting yellow fever in the Democratic
Republic of Congo.”
Obviously, the donor wasn’t literally
present for any of the aforementioned
assignments, but Mr. Cone’s words
still make it seem like the donor is part
of the adventure. He continues:
“When disaster struck, you helped our
medical teams bring a measure of hope
– one patient at a time – to millions of
people.”
“The Doctors Without Borders
interventions you make possible,
have an immediate impact on the
communities where we work.”
This intimate sense of inclusion isn’t
lost by emphasizing how critical a
donor’s monetary gifts are to the
nonprofit’s operations:
“…You give us the freedom to spend
your dollars wherever they are needed
most.”
“…Your support gives our teams the
flexibility to act quickly in scenarios

where acting fast means saving more
lives.”
“Your generosity and commitment
this year meant that we didn’t have to
choose between vaccinating hundreds
of thousands of people against yellow
fever… taking part in the world’s
largest oral cholera vaccination
campaign… or striving to protect
over 200,000 children… from deadly
childhood diseases.”
This last excerpt is especially powerful
because it highlights for the donor
how the heroic and highly skilled
medical team would be forced to make
some very difficult ethical choices
without her financial support. The
specter of choosing between two
patients would paralyze even the most
skilled physician.
It is true that DWB is sort of an odd
test subject to use in examining how
the martyrdom effect can be harnessed
to write persuasive copy because no
ordinary donor could elect to volunteer
her time instead of writing a check to
DWB – the work performed by the
org’s staff is simply too dangerous
and requires considerable training
and expertise. But still, DWB does

a good job letting its supporters tag
along for the ride figuratively and, in
a way, allows ordinary people to live
vicariously through their medical staff.
Who doesn’t want to be part of an
international life-saving expedition?
So even though DWB doesn’t
have a problem with donors trying
to volunteer their time instead of
their earnings, the writers still do
a fantastic job tapping into their
donors’ inner martyr to maximize
their support and passion for the cause
of defending non-privileged lives.
It is not only the feeling of being
valued that is nurtured, it is also the
notion of camaraderie that transforms
enthusiasm into life-saving dollars.
Editor’s note “We have emphasized
the wisdom of incorporating
the pronoun “You” in donor
communications. The martyrdom effect
now helps us understand why the word
“you” resonates so strongly with the
donor’s psyche.
Source:
https://www.wsj.com/articles/the-mistakes-wemake-when-giving-to-charity-1481512441
Wall Street Journal

Persuasive Copy Using
The Principle of Reciprocity
Jennifer Shang a professor of
philanthropic psychology, has identified
nine specific motivations that compel
people to give. These moral adjectives
are the criteria that individuals use to
define themselves in the context of their
generosity. One such moral adjective
is ‘fair’ – that is, people want to think
of themselves as being fair and will
therefore give in accordance with this
value. A self appraisal of fairness,
meanwhile, will drive donors and
members to contribute generously if they
feel that a person, cause, or organization
has been generous towards them. This is
the principle of reciprocity.
Achieving reciprocity is challenging

however, because your org. must
first do something meaningful for
your supporter. This is relatively
straightforward for associations which
produce tangible benefits for their
members, but for non-profit the task
is less obvious. Here’s an example by
legendary fundraising copywriter Tom
Ahern, excerpted from a letter written
on behalf of the Sharp HealthCare
Foundation.
Dear Reader,
You came to our hospital as a patient,
in need of help. Thank you for that
profound act of trust.

Now we come to you, humbly, to
ask for your help in turn. The cause
for excellent health care, here in the
community, needs you. Will you
consider becoming its champion… by
making a gift?
--Aside from its elegance and simplicity,
this piece of copy is persuasive
precisely because it reminds the donor
of the org’s support during her time of
need while simultaneously revealing
the org’s own vulnerability and
dependence on the donor. This is the
emotional mechanism by which Sharp
Healthcare evokes a sense of trust
and motivates the donor to respond

(Cont’d from page 3)
magnanimously in a manner that is not at all
transactional. Results have been very positive,
the fundraising letter has drawn gifts from
roughly 35000 supporters over the span of a
decade – with some individual contributions
reaching $20,000.
Of course, in the above example, the org was
already well positioned to capitalize on the
reciprocity effect by virtue of its work in the
healthcare field and its contact with numerous
patients. Reciprocity seems to work best with
nonprofits that provide a service available to
ordinary citizens and not just those in need.
For example, historical societies that strive
to preserve works of art could ask supporters
who appreciate such art to consider the benefits
already accrued to them (via the enjoyment of
the preserved pieces) and to give accordingly.
Communications directors should emphasize
the specific service already performed on
behalf of the donor and then skilfully request
the donor to place a value on those benefits.
In doing so, supporters will acknowledge the
non-profit’s important role in their individual
lives and will give back accordingly – thereby
reinforcing their sense of duty and symbiosis
that is vital to the health of every organization.
And in case you were wondering, the other
eight moral adjectives are: kind, compassionate,
helpful, caring, friendly, generous, honest and
hard working. In the future we’ll explore how
these qualities can be beautifully woven into
the tapestry of fundraising communication.
Editor’s note: As we’ve discussed in
past issues, the use of the pronoun ‘you’
is indispensible with regard to your donor
communications. In the Sharp Healthcare
example presented above, note how the word
‘you’ appears in every sentence.

How America Gave in 2015
$1,101

$2,124

Average donation
per adult

Average donation
per household

Where the Money
Came From...
Total contributions to
charitable causes were
up 4.1% in 2015, with
giving from individuals in
particular up 3.8%

24.9%

7.9

Percentage
who volunteer

Billion hours
of service

...And Where It Went
Recipients and amouts, in
bilions

Religion

$119.3 32%
Education

$57.48 | 15%
Human Services

$45.21 | 12%

Indviduals

71% | $264.58

Foundations

$42.26 | 11%
$373.25

16%

TOTAL
CONTRIBUTIONS
(IN BILLIONS)

Health

$29.81 | 8%
Public-society benefit

$26.95 | 7%
9%

Arts, culture & humanities

5%

$17.07 | 5%
International affairs

n

Foundations | $58.46

n

Bequest | $31.76

n

Corporations | $18.45

$15.75 | 4%
Environment/animals

$10.68 | 3%
Individuals

$6.56 | 2%
Unallocated

$2.18 | 1%

Source: Giving USA 2016
THE WALL STREET JOURNAL
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Available workshop topics are as follows
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Direct Mail Production 101
Fundraising with Newsletters
End of Year Appeals
Membership On Boarding and Retention
WE ARE HAPPY TO TAILOR OUR
WORKSHOPS
TO YOUR NEEDS SO CALL US TODAY!
Call 540.428.7000 and ask for Sherene
or email Sherene@grcdirect.com

