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Are the sideways lines horizontal?
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Writing successful fundraising appeals

1) The basic components of an appeal

2) What to do before you write a letter

3) Eight steps to successful fundraising appeals

4) The do’s and don’ts of fundraising letters

5) How to evaluate an online appeal

6) How to evaluate a fundraising letter

7) Case studies for discussion
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1) 1) TheThe basicbasic componentscomponents ofof anan appealappeal
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The four basic elements of a letter

! Outer (or carrier) envelope

! Letter

! Response device

! Reply envelope
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Other potential enclosures

! Brochure

! Flyer 

! Lift note or lift letter

! Involvement device

! Front-end premium

! Buckslip
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The basic elements of a telephone script

a) Opening

b) Stating the case

c) Ask 1

d) Reinforcing the case

e) Ask 2

g) Reinforcing the case

h) Ask 3

i) Restating the urgency

j) Thank-you

k) Confirmation of details



IFC 10-08

The essentials of an email appeal

a) “From” line

b) Subject line

c) Lead

d) 1st link

e) Stating the case

f) 2nd link

g) Reinforcing the case

h) Close

i) Signature

j) Postscript: 3rd link

k) Sidebar with graphic
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2) What to do before you write 2) What to do before you write 

a fundraising appeala fundraising appeal
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The Marketing Concept

! Creative Concept

! Unique Selling Proposition

! Value Proposition

! Copy Platform

! “Executive Summary?”

! Who, What, When, Where, Why, How
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The 6 W’s

How will the proposed action make a difference?hoW?

Why should the reader take this step?Why?

Where will the proposed action take place? Where?

When do you want the reader to respond?When?

What will the reader receive in return?

What is it you want the reader to do?What?

Who will receive the letter?

Who will sign the letter?Who?
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3) Eight steps to 3) Eight steps to 

successful fundraising appealssuccessful fundraising appeals
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First, develop the marketing concept

a) Think

b) Read

c) Ask questions

d) Think

e) Draft

f) Think again

g) Revise
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“As chief executive of XYZ since 1994, I have written you many times 

before to ask for your help—and you have responded generously. I’m 

writing you again now to propose that you join me and a handful of our 

most loyal and generous supporters as a Charter Sponsor of XYZ’s

historic new media campaign to spotlight the prevalence of childhood 

hunger in our society. As a Charter Sponsor, your generosity will be 

recognized at our annual convention and in XYZ publications—but, 

more significantly, you will have the satisfaction of knowing that once 

again you have taken action against the scourge of hunger in our

nation.”
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Second, determine package contents

! Budget

! Technology

! Format

! Size & shape

! Components

! Graphics

! Length of copy



IFC 10-08

Third, draft the reply device

! Restates the marketing concept

! Affirms the donor’s decision

! Details the benefits

! Guides gift processing
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Fourth, write the outer envelope

! Postage format?

! Logo, name, and address?

! Closed-face or window?

! Teaser?

! Graphic images?

! Front & back copy?
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Fifth, write the lead

! Tell a story

! Continue the teaser

! Ask a question

! Challenge the reader

! Make the offer

! Establish relationship with the signer
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Sixth, write the postscript

! Prof. Vögele says . . . 

! 90% read the P.S. first

! The effective lead

! Don’t waste it!

! Involve the reader
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Seventh, consider highlighting text

! Prof. Vögele’s “Short Dialogue”

! Answer readers’ “unspoken questions”

! Highlight benefits

! Show the key points of the story

! Guide the casual reader

! Pass the “skim test”






