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About Me
 Plan and implement marketing and

fundraising campaigns
 Serve nonprofits on pro bono teams
 Favorite hobby: learning from podcasts Phil Goodhart

phil@pmgmktsolutions.com



In these uncertain times…



Donor Solicitation Invitation

Announcement

Direct Mail to the Rescue!
Newsletter



Why Direct Mail?

Trust
 Less Competition
Tangibility
Shelf Life
No Device Needed!



Versatility!

 Target audiences: donors, prospects,
volunteers, clients/alumni

 Raise awareness

 Acquire new engagers
 Cultivate engagers

 From handwritten notes to mass mailings



Superior Performance

 90%+ of direct mail gets opened vs. 20-30%
for email

 73% of consumers prefer being contacted via
direct mail

Donors are 3X more likely to give online in
response to a direct mail appeal vs. an email

Average response rate for direct mail is
~3.35%, vs. email’s 0.1%. (33x)

Source: https://www.bcgconnect.com/direct-mail-statistics/



Direct Mail vs. Email:
Impact vs. ROI

Email#10 MailerMetric
5,0005,000Quantity

$0.020$1.000Cost/Unit
$100$5,000Total Cost

0.300%4.000%Resp Rate
15200# of Donations

$100$100Avg Donation
$1,500$20,000Donation $

15.04.0ROI

Cost per unit, response rate, and avenage donation are for
illustrative purposes only

Use Case: Soliciting active donors



Keys To Success

 Clear objective
 Right audience/message
 Compelling story and call to action
 Testing
 Frequency

“Reach tells, frequency sells”`



(Good) Data Is Crucial

Data elements

Data enrichment

Segmentation
Contact management/CRM system: donors, prospects,

volunteers, clients/alumni



Approach to Content

 Focus on recipient, not organization
 Campaign purpose
 Testimonials
 Gratitude
 Compelling images



Design For Success

 Easy-to-read typeface
 Avoid overcrowding (less is more)
 Accommodate skimmers
 Clear calls to action
 Multiple methods of response



An Example

 Organization: Daycare/pre-K Learning Center

 Mission: Provide an enriching, full-day preschool
program to children from low-income families that will
help them develop the foundational academic and
social skills needed for future success

 Campaign purpose: To enroll more students
 Target audience: Single parents with young children

living within 5 miles of center

 Medium: Jumbo postcard



Mailed through USPS Every Door Direct Mail (EDDM). Dimensions: 6” x 11”



Increased enrollment from 15 to 18 students.  Yay!



Getting Started

 USPS nonprofit mailer registration

 Constituent data file

 Social media presence

 Online forms: donations, volunteer
scheduling, email signup

 Phone line for responses



 Strategic, wholistic approach

 Data and list management

 Design and copywriting
 Printing and logistics

 No long-term contracts

We check all the boxes!

Need help?
Things to look for:



Takeaways

 Direct mail is an effective – and often
underutilized - way to promote your cause.

 It’s highly visible, tangible and has long shelf
life.

 Direct mail is great for raising awareness,
generating engagement, and raising funds

 I am here to help!



Thank You!
Initial Consultation is Free!

Phil Goodhart
PMG Marketing Solutions

phil@pmgmktsolutions.com
(203) 543-5039


