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What does your organization do for a year end appeal?

Are you Development and
Marketing? Do you have a large
following on your social media
platforms? Have you found
success with buttons on social
media?

Social Media

Mailed Letter
How many letters are you
sending? How long is the letter?
How do you decide who to send
them to?

Email
Does your organization use a e-
mail service like Robly or
Mailchimp? Do you send to every
e-mail in your contact list? Does
your organization do A/B testing?

Peer To Peer 
Have your organization ever done
peer to peer fundraising? If so
have you found success?

Text To Give
What subject line in the text has
been the best response?



Pet Peeves of Donors

Using names, genders, titles improperly, or faux
personalization

Guilt asks, too many asks, or no asks

Phone calls - DESPISED

Not telling what they gave last year

Perception that too much time and money is being
spent on resources like mailing instead of mission



 Old Appeal Tactics

What wasn't working?

Price Breakdown

Expensive
Non-targeted 
Low Open and Click Rates
Weak Call to Action 
Lacking strategic plan (timeline, tactics) 

6,765 Generic Letters
220 Personalized Letters

6,765 Return Envelopes
6,765 Regular Envelopes

Postage

Total $3,734



What did we learn from the
2021 mailing?

Personalized mailing (50) saw three 
times the return than the ~7,000 bulk

Asked for too much or too little

Letter was visually appealing, but.....

Out-of-date database information

Very low return on investment (.3%)



Email Appeal 2021

subject line

openedemails sent

Support SPARK This Holiday Season

1,8776,658
click rate

14% 14
people opted

out emails



New Appeal Tactics

What did we change?

Price Breakdown

Took risk
Less direct mailing
All personalized mailings 
Peer-to-Peer Challenge
A/B Email Testing
Consistent Campaign Messaging/Visuals
START EARLY

343 Personalized letters
Postage

Total $285.75



SEPTEMBER OCTOBER NOVEMBER DECEMBER JANUARY

2022 APPEAL TIMELINE

Finalized year-end
strategic

communication plan
 

Design year-end
appeal letter

 
Took photos for the

letter
 

Researched lists in
Altru system

 

Refined list to 250-
500 personal letters: 

 
Gave BOD 2 weeks to

write personalized
notes

 
Determined if we

wanted to send post
card with QR code

 
Explored text to give

costs

Mail drop on the 1st 
 

Letters hit mailboxes
between the 6-12th

 
"Thankful" phone

calls & emails
 

Pop up on the
website

 
Peer-to-peer

challenge
 

Social Media 

A/B testing with 2
subject lines but same

content
 

Continued with social
media posts

 
Peer-to-peer

reminders
 

Designed thank you
cards with photos

 
Final week to give

with email to donors

THANK
YOU

NOTES!



What did we change for 2022? 

Started in September

Less mailing, all personalized

Two separate letters

Peer-to-peer challenge with BOD support

Emails were segmented for A/B testing



Email Appeal 2022

a

b

subject line

subject line

open rate

open rate click rate

click rate

$25 for Googly Eyes and Glitter?!

25.57% 0.25%

Challenging You to Donate a Day of Supplies

7.94% 0.12%
21

people opted
out of emails



Peer-to-Peer
Challenge 2022

32 people donated 

Fun, friendly competition

Engaged BOD

Received donations from
friends of BOD, staff (new
donors)



APPEAL SUCCESS FROM 2021 - 2022

84% NEW
DONORS

401%
GROWTH

OVER 1 YEAR

50% MORE
ONLINE

ENGAGEMENT

SAVED
$3,448.25



2023 Mailing Trends

INCREASED
PERSONALIZATION

MORE EMAIL
A/B TESTING

PUMP UP THE
PEER TO PEER





Thank You

www.linkedin.com/in/lindsey-hemker-9316b37b

lhemker@sparkrochestermn.org


