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For Every Direct Marketing Appeal…

We need to identify…

How we deliver the message
• Will they see it?  

• Will they open it?

• Will they read it?

• How much does it cost?

TimingMessage Media List



The Research



23
institutions



6.6 million
constituents



$221.9 million
donated



2013: Phone and Direct Mail Led in Percent of Dollars and Donors
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2014: Direct Mail and Web Led in Percent of Dollars
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Direct Mail Brings in the Most Money of All Channels
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Phone and Direct Mail Lead in Numbers of Donors
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Preferences for Phone and Web Vary by Relationship Type
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Phone is Effective at Getting Parents to Donate
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Direct Mail Performs for Acquisition, Retention and Renewals
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Phone’s Strong Response Rate Cannot be Dismissed
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How Often Do Donors Switch Channels?

Phone Direct Mail Email Web Officer Other/No Type

Total 

Donors

Phone 64% 24% 2% 3% 1% 6% 100%

All Donors

FY 2014
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Switching is Common; Direct Mail is the Stickiest

Phone Direct Mail Email Web Officer Other/No Type

Total 

Donors

Phone 64% 24% 2% 3% 1% 6% 100%

Direct Mail 10% 77% 2% 3% 0% 7% 100%

Email 8% 15% 56% 9% 2% 11% 100%

Web 9% 17% 4% 61% 1% 8% 100%

Officer 11% 23% 6% 9% 38% 14% 100%

Other/No Type 6% 24% 7% 3% 1% 61% 100%

All Donors

FY 2014
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Where Did We Lose Donors From Last Year?

Phone Direct Mail Email Web Officer Other/No Type

Non-

Donor

Total 

Constituents

Phone 34% 13% 1% 2% 0% 3% 47% 100%

Direct Mail 6% 50% 2% 2% 0% 5% 35% 100%

Email 5% 10% 36% 6% 1% 7% 36% 100%

Web 5% 10% 3% 35% 1% 5% 42% 100%

Officer 8% 16% 4% 6% 27% 10% 29% 100%

Other/No Type 4% 15% 4% 2% 0% 39% 36% 100%

Non-Donor 3% 4% 0% 1% 0% 2% 90% 100%

All Constituents

FY 2014
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People Move from Channel to Channel
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Donors of All Ages Like Email and Web
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Does the Gender of the Donor Make a Difference? 
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Wealthier Donors are Channel Agnostic
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Summary

• Direct Mail 

– The most dollars and donors, from all channels

– The stickiest channel

• Phone

– 2nd highest number of donors

– Strong response with parents, new donors

• Web and Email

– Web edged out phone to contribute 2nd highest dollar amount by channel

– Large response from “younger” donors, friends

• Constituents are open to all channels; having a multi-channel strategy is essential



Applying the Research with the

Reeher Platform



Annual Fund 

Layer: 

Appeals Tab



Appeal Summary



Channel Performance Viewports



AF EVI Performance by Channel Viewport: 

Chart and Table Views



Channel Migration Viewport



Donor Type Performance by Channel Viewport



Operating Reports: Channel Summary



Questions?



Thank You.

Carrie Ellis Eric Cronin

651-789-8721 651-789-8725

carrie.ellis@reeher.com eric.cronin@reeher.com

mailto:carrie.ellis@reeher.com
mailto:eric.cronin@reeher.com


Appendix



Client Name Composite
Ball State University National - Public

Clark University National - Private

College of Charleston Regional - Public

College of the Holy Cross National Liberal Arts

Colorado College National Liberal Arts

Colorado School of Mines Foundation National - Public

Colorado State University National - Public

Creighton University Regional - Private

Duquesne University National - Private

Fordham University National - Private

Fresno State National - Public

Hamilton College National Liberal Arts

Harvard Business School National Liberal Arts

Ohio University National - Public

Otterbein University Regional - Private

Saint Louis University National - Private

Skidmore College National Liberal Arts

Trinity College National Liberal Arts

Tulane University National - Private

UC-Irvine National - Public

University of California - Davis National - Public

University of Cincinnati Foundation National - Public

University of Southern California National - Private

Reeher Community 
Customers 
Included in 
Channel Analysis


