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Why should you create a Donor    
Marketing Stewardship Plan?



Why should you create a Donor    
Marketing Stewardship Plan?



Commit to this advice…

❖ Organizations that are small, and likely don't have big budgets, can grow and thrive.

❖ You can’t do everything yourself; it won’t work.

❖ You can multiply your efforts with the help of your team, employees and volunteers 
are all part of the team.

❖ Remember, the goal is to engage as many ambassadors as possible. 



How could a Donor Marketing
Stewardship Plan work—without

killing me, my team, or both?



How could a Donor Marketing
Stewardship Plan work—without

killing me, my team, or both?

Sanity: planning your work 
and working your plan; 
modifying as needed.



Actually, our current Donor Marketing
Stewardship practices were killing us…

and we didn’t even know it.

*Kelly Young, Baise Communications

1. What is your goal – what do you want your communications to do?
2. Who is your target – who do you need to communicate to?
3. What channels do you have to communicate?

4. What is your message – what do you want to say (and why)?
• To increase awareness 
• To inspire engagement
• To increase support 
• To raise money
• To tell your story



LEFT BRAIN—As you create 
your PLAN you can make 
strategic decisions about 
your GOALS, TARGETS, and 
CHANNELS.  You can also 
determine WHO is 
responsible and WHEN things 
should happen.  

Rationale for change…



RIGHT BRAIN—This allows 
you to be CREATIVE 
throughout the year as you 
determine your MESSAGE, 
what you want to say, and 
how you want to say it.   

Rationale for change…



Multitasking impairs your 
best thinking.  

Repeatedly switching back 
and forth from project to 
project, can impair our ability 
to function at our finest.  

We unequivocally perform 
best one thing at a time. 

The neuroscience is clear:  
We are wired to be mono-
taskers. 

~ 2017, Cleveland Clinic

Rationale for change…



Our pre-2014 Marketing Insanity

➢ A strategic plan (left brain), 
implemented poorly (right brain), 
is a waste of time for you.

➢ A weak plan (left brain), 
implemented beautifully (right brain), 
is a waste of time for your donor.



We do left brain tasks 2 days a year; 
using data to make all decisions.

*Kelly Young, Baise Communications

1. What is your goal – what do you want your communications to do?
2. Who is your target – who do you need to communicate to?
3. What channels do you have to communicate?

4. What is your message – what do you want to say (and why)?
• To increase awareness 
• To inspire engagement
• To increase support 
• To raise money
• To tell your story



LEFT BRAIN: Let’s create some plans!



Step #1:  
Define Your Target Audience

Looking for seekers (who are looking for you)  by Seth Godin

"Don't go to the supermarket when you're hungry.“

The reason is obvious--when you're hungry, you're likely to buy 
things. The risk is that you'll buy something you don't need, 
because, of course, all that buying isn't actually making you less 
hungry.

The same thing is true for just about anything we seek to sell. Selling 
water to a thirty-person, education to someone seeking enlightenment, 
goals to someone eager to move forward—this is dramatically easier 
and more satisfying than first having to persuade someone that they 
should actually care about the difference you're trying to make.
Obvious? I think so.

But most marketers make this mistake on the very first day and keep making 
it for their entire career.

You might be in love with the change you are trying to make in the world. Best to begin 
with an audience that's rooting for you to succeed.



Step #1:  
Define Your Target Audience

➢ Start with the MOST IMPORTANT PROSPECTS and add from there:

→ WHO IS THIRSTY FOR THE WATER YOU ARE SELLING?
➢ Our target prospect lists have been modified each year since we began in order to 

perfect it, based on data we review each year.

➢ Your lists will likely include some of these prospects…

✓ Fund Contacts
✓ Professional Advisors
✓ Current Board Members
✓ Past Board Members
✓ Top 50 Prospects from past 5 years
✓ Top 50 Prospects of all time
✓ Unrestricted Prospects
✓ New Donors
✓ Loyal Donors
✓ Pass-Through Donors
✓ Scholarship Recipients
✓ Grant Recipients
✓ Farmers
✓ Business Owners

❖ If you MAKE A DECISION to SEND 
THINGS to ANYONE or ANY GROUP 
throughout the year, they ARE A 
VIABLE PROSPECT.

❖ DO NOT try to market to everyone.  
(This will be the hardest habit to break.)

❖ When we select a target audience, we 
choose the Top 50 people in that group
and we steward them well.



Step #1:  
Define Your Target Audience

➢ We TARGET DONORS who we wish to move up a giving level or get involved/active?
➢ BOTTOM LINE:  Make Data-Driven Decisions on who should be in each Segmented Group.
➢ If you’re a small organization, start small; BUT, choose the thirstiest people in which to 

sell your water.

➢ One Person might steward:  (1) Board Members
(2) Past Board Members
(3) Top 50 Prospects from the past 5 years

➢ Two people might steward:  (1) Board Members
(2) Past Board Members
(3) Top 50 Prospects from the past 5 years
(4) Fund Founders
(5) Professional Advisors

Look at your data.  Who are the BEST 50 PROSPECTS in each identified group?  

For example: 

TOP 50 PROSPECTS FROM THE PAST 5 YEARS = 2014-2018 ENDOWED DONORS WITH LARGEST DONATIONS.



In search of the minimum viable audience by Seth Godin

Of course, everyone wants to reach the maximum audience. To be seen by 
millions, to maximize return on investment, to have a huge impact.

And so we fall all over ourselves to dumb it down, average it out, pleasing 
everyone and anyone.

You can see the problem.

When you seek to engage with everyone, you rarely delight anyone. And if you're not the 
irreplaceable, essential, one-of-a-kind changemaker, you never get a chance to engage with the 
market.

The solution is simple but counterintuitive: Stake out the smallest market you can imagine. The 
smallest market that can sustain you, the smallest market you can adequately serve. This goes 
against everything you learned in capitalism school, but in fact, it's the simplest way to matter.

When you have your eyes firmly focused on the minimum viable audience, you will double down on 
all the changes you seek to make. Your quality, your story, and your impact will all get better.

And then, ironically enough, the word will spread.

Rationale for change…



Step #1:  
Define Your Target Audience



Step #1:  
Define Your Target Audience

➢ More Targeted Marketing DOESN’T mean More Work—Do less, but do less better, 
and with a custom touch.  Mailing 50 specialized letters is much easier than a 1000 or 
10,000 piece bulk mailing…and the donors can tell the difference.

➢ We use the alphabet to categorize our prospects AND we affiliate these TARGET 
AUDIENCES by category in our donor database so we can easily pull reports.



❖ You’re DOING LESS BETTER; paying attention to your TRUE PROSPECTS and not just 
1000’s of SUSPECTS.

❖ When donors are affiliated by CATEGORY, you can PROVE if this new strategy is 
working.

❖ You can pull reports by donor affiliation to see if these donors are giving, giving more 
frequently, or giving more money.

❖ You can easily see what marketing strategies elicited gifts and which ones didn’t.

❖ You can see if the amount you spent on a marketing piece paid for itself via 
donations.

❖ You can now make DATA-DRIVEN decisions 
based on donor response. 

❖ So, you can STOP what’s not working.

❖ So, you can DO more of what is working.

Rationale for change…



Step #2:  
Make Assignments—Divide & Conquer

*Rosemary Dorsa & Terri Johnson, Indiana Philanthropy Alliance



Step #2:  
Make Assignments—Divide & Conquer
➢ Start with the MOST IMPORTANT PROSPECTS and DETEMINE WHO IS BEST TO 

BUILD THAT RELATIONSHIP.

UCLA:  The Art and Science of Fundraising



Step #2:  
Make Assignments—Divide & Conquer

➢ Chief Financial Officer (CFO), Office Coordinator (OC), President/CEO, Development 
Manager (DM), & Grants Manager (GM)



You graduate from a ONE-MAN-BAND to THE BEATLES…OR AT LEAST A DUO OR TRIO!

“A Team of Equals: This is an organization staffed with 
people who have particular skills, skills that you don't 

have. This is the Beatles.”  ~Seth Godin

Rationale for change…



Step #3:
What Marketing Tools Do You Have?

➢ What tools will you use to communicate your message to a specific target audience?
➢ ANYTHING you’ve ever mailed to a donor, donor group, or used to bring in donations 

IS MARKETING.

This was our YEAR 1  
brainstormed list of things 
we already had, or used, to 
market to donors.



➢ DO NOT CREATE bunch of new MARKETING MATERIALS…especially in YEAR 1.
➢ DO USE what you have already…you may need to do an INVENTORY to remind 

yourself of all of the great things you ALREADY have on hand. 

Since we know we can learn from our data and 
interactions each year in order to improve, this year we 
concentrated on an Educate, Ask, Thank, Report model.

This is a more recent 
brainstormed list of things we 
will use to market to donors.



Rationale for change…

❖ You’re being a better 
steward of the 
resources you already 
have by making an 
inventory of them 
and using them in a 
targeted way.

❖ Using what you have 
can ultimately save 
you time and money.

❖ Recycling is possible 
if you send 
something to a new 
Target Group since 
it’s new to them.



Step #4:   
Plan Your Work; Work Your Plan

➢ Work with your team to determine:
(1) what time of year is best 
(2) to send a specific stewardship piece 
(3) to a specific audience segment.

➢ Start small and build on your successes.



Step #4:   
Plan Your Work; Work Your Plan

➢ Work with your team to determine (1) what time of year is best (2) to send a specific 
stewardship piece (3) to a specific target audience.

➢ Start small and build on your successes.



Step #4:   
Plan Your Work; Work Your Plan

➢ If you can’t make it happen, X it out and move on.

➢ Set goals to communicate with each target audience several times a year, but only 
what you can manage. No one will ever know if you skip something.

X



Step #4:   
Plan Your Work; Work Your Plan

“Many are making their estate 
plans in their mid-80’s or 
beyond.

On  average wills are 
completed just a few years 
prior to death”.

~Robert Sharpe, The Sharpe 
Group

N.  Unrestricted Prospects: Layering throughout the year.



❖ Stewardship can 
be timely.

❖ It’s your plan, so 
you can change 
it whenever 
needed.

❖ Any changes can 
be noted to 
make your plan 
better next year.

Rationale for change…



➢ This task replicates the Donor Stewardship Plan by planning your goal, segment, and 
channels (LEFT BRAIN)…

➢ And saving your actual message to be determined in real-time (RIGHT BRAIN). 

Step #5:   
Integrate Social Media



➢ Be Strategic:  Plan who, what, when, where, and why.

Step #5:   
Integrate Social Media



❖ Social Media 
CAN  be 
strategic.

❖ Social Media can 
be content-rich.

❖ Social Media can 
grow your 
audience.

❖ Social Media can 
help you tell 
your stories.

Rationale for change…



LEFT BRAIN: Let’s create some plans!



RIGHT BRAIN: Let’s create some fans!



We do right brain tasks 363 days a 
year & have fun with our messages.

*Kelly Young, Baise Communications

1. What is your goal – what do you want your communications to do?
2. Who is your target – who do you need to communicate to?
3. What channels do you have to communicate?

4. What is your message – what do you want to say (and why)?
• To increase awareness 

• To inspire engagement

• To increase support 

• To raise money

• To tell your story



Rationale for change…

But what if you're doing it wrong?  by Seth Godin

Marketing doesn't have to suck.

It doesn't have to be a miserable experience for consumers, and it 
certainly doesn't have to be a distasteful, creepy or annoying task 
for the creator.

We don't have to market at people, pin them to the wall, target them, track them, 
stalk them, trick them, manipulate them and sell them things they don't want.

Not if we care enough to do something better.

The other kind of marketing, the marketing that's consensual, useful and effective, is 
possible. This is marketing that we eagerly connect with, marketing that we'd miss if it 
were gone.

I call this modern marketing, and it's easier than ever to do this effectively.



Rationale for change…

“Beware the lollipop of mediocrity; lick it once and you’ll suck forever.”

~ Brian Wilson of The Beach Boys



Is it Stamp-Worthy?
Start with WHY!

Stamp-Worthy marketing has an obvious purpose 
and adds value in some way:
➢ Are you EDUCATING them about something?
➢ Are you ASKING them for something?
➢ Are you THANKING them for something?
➢ Are you REPORTING successes, goals achieved?

If you aren’t clear about the purpose, how will 
they ever be clear about the purpose? Why send it?



What is a Creative Idea? Simplification



Rationale for change…

Different people hear differently by Seth Godin

What you say is not nearly as important as what we hear.

Which means that the words matter, and so does the way we say them. And how we 
say them. And what we do after we say them.

It takes two to be understood. Not just speaking clearly, but speaking in a way that 
you can be understood.



Creativity is Intelligence Having Fun!

*Kelly Young, Baise Communications

❖Should be short & to 
the point

❖Be memorable (catchy)
❖Show how you’re unique
❖Make them smile, so 

they’ll tell others about 
you



Step #6:  Educate 
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!



Step #6:  Educate 
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!

✓ Led to $50 gift from a local millionaire who 
we are ‘courting’.



Step #6:  Educate
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!

“Write something epic!  - be daring and different.”
~  Kelly Young, Baise Communications



Step #6:  Educate
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!



Step #6:  Educate
Create material people want to open and read!

Believe it or not, it gets even better! Along with the special calculator that Lilly uses to put 
extra commas in their checks, they’ve also mastered the scientific phenomenon of cloning. 
It’s true! They have agreed to TRIPLE all donations made to the Community Impact Fund—
that’s the fund our Board uses to make grants quarterly, to the non-profit charities who 
apply, as a way to fund projects and programs that advance their mission to serve our
community. Since we began in 1984, we’ve awarded $18,353,432 through our own grant-
making program! Maybe we do have one of those special calculators after all!

IT WORKS LIKE THIS:
$500 donation to the Community Impact Fund 

+ $500 Lilly Clone #1 
+ $500 Lilly Clone #2 
= $1,500 total gift!

But, don’t worry if you have another favorite endowment you’d like to give to—you still 
can, it just won’t be cloned, I mean matched. 

You know we like to have fun with our letters to you—working with generous people is 
awesome and really does make us happy! But, in all seriousness, I genuinely hope you’ll 
consider this gift of thanks. Feel free to use the envelope enclosed or donate online at: 
www.GiveToGrant.org/Impact. 



Step #6:  Educate
Create material people want to open and read!

Donor-Relations Tips:
❖ Create a donor communication plan
❖ Make donors feel like part of the team
❖ Write for your readers
❖ Appeal to your readers’ emotions
❖ Talk about YOU and WE 

(not I and me)
❖ Create a two-way communications street

*Kelly Young, Baise Communications



Creativity is Intelligence Having Fun!

*Kelly Young, Baise Communications

❖Tell what you do
❖Be direct, specific
❖Keep in mind people give 

because they :
▪ Believe in the mission
▪ Believe that the organization 

is stable
▪ Feel involved and valued
▪ Highly regard the leadership of 

the organization



Step #6:  Ask
Create material people want to open and read!

This led to a 
$205,000 
stock gift 
w/in 6 weeks.



Step #6:  Ask
Create material people want to open and read!



Step #6:  Ask
Create material people want to open and read!



Step #6:  Ask
Create material people want to open and read!



Step #6:  Ask
Create material people want to open and read!



Step #6:  Ask
Create material people want to open and read!



Creativity is Intelligence Having Fun!

❖Don’t send bills!
❖Thank Before You Bank
❖You Can Do Better Than 

a Receipt
❖Use Mail Merge
❖What’s the best thing 

you’re currently doing?
❖How can they give again?
❖Demonstrate that you and your team are donors



Step #6:  Thank
Create material people want to open and read!

✓ 8  1/2 X  11
✓ Folded in Half
✓ Looks like a card, not a bill



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!

✓ Targeting top donors from past 3 
years = Donor #1:  $30,000 in 

donations in 1 year PLUS invite to 
speak to his association; Donor #2:  
Also generated first stock gift of 
$150,000 and $50,000 cash gift in 

same fiscal year.



Step #6:  Thank
Create material people want to open and read!

“Vivid, memorable interactions are what people 
remember. Surprises and vivid action matter far 

more than we imagine, and we regularly 
underinvest in them”. ~ Seth Godin



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!

Thank you to 43 donors 
who donated $619,000 in 
4 weeks (Dec. 15-Jan. 15) 

in order to secure a 
$500,000 state matching  

grant…which we got!



Step #6:  Thank
Create material people want to open and read!



Step #6:  Thank
Create material people want to open and read!

✓ Led directly to $5,000 donation.



Thank You Letter Rubric
❑ Address

❑ Date

❑ Salutation that’s not stuffy

❑ Powerful quotation/statement for 
lead paragraph

❑ Express appreciation

❑ Describe the gift

❑ Thanks again for…

❑ Close that isn’t generic

❑ Signatures, does it have to be 1 person?

❑ Tax Language, if applicable

❑ Be warm and personal

❑Make it about the donor

❑ Tell what donation did

❑ Conversational tone

❑Make the donor feel great

❑Mention a connection

❑Mention the past, allude to the future

Step #6:  Thank
Create material people want to open and read!



Mailing Rubric
❑Formal or Informal Salutation?

❑What size envelope? Does it look like a bill?

❑Card or letter?

❑Make outside of envelope appealing

❑You may tell them how much it 
costs to create the piece – 6 ½ cents!

❑Tailor to the audience – no more than 50

Step #6:  Thank 
Create material people want to open and read!



❖ Tell stories about your cause
❖ Focus on positive outcomes
❖ Make stories simple, 

rather than complex
❖ Use consistent messaging
❖ Answer the “So What?” 

question
❖ Start with your internal 

audience and build upon 
that

❖ Be creative, strategic and most importantly…HAVE FUN!

*Kelly Young, Baise Communications

Creativity is Intelligence Having Fun!



Step #6:  Report
Create material people want to open and read!



Step #6:  Report
Create material people want to open and read!



Step #6:  Report
Create material people want to open and read!



Step #6:  Report
Create material people want to open and read!



Step #6:  Report
Create material people want to open and read!



Step #6:  Report
Create material people want to open and read!



❑Do something fun/active!

❑Mail/email invites 3-weeks prior

❑Who, what, where, when, why, cost

❑ Collect contact info

❑Warm social atmosphere 

❑ Each team member greets # people

❑ Invite small number – get to know 
them!

❑ Prompt follow-up mailing/email

✓ Cocktails and Canvas LNO Event = $8,000
✓ Ladies' Glam Night at the Gardens = New Fund and over $15,000 in donations
✓ Galentine’s Day Event =  New Endowed Fund

Creativity is Intelligence Having Fun!



Step #6: From Events to Experiences
Create events people want to attend and enjoy!



✓ Led to new 
endowed 
fund; donor’s 
bringing 
friends; new 
donors.

Step #6: From Events to Experiences
Create events people want to attend and enjoy!



Step #6: From Events to Experiences
Create events people want to attend and enjoy!



Step #6: From Events to Experiences
Create events people want to attend and enjoy!



Step #6: From Events to Experiences
Create events people want to attend and enjoy!



Rationale for change…

❖ More people ARE 
opening 
whatever we 
send.

❖ Our Stewardship 
is resulting in 
increased 
#donors, 
#donations, 
$donation totals.

❖ Our stories are 
being told and 
read…and retold.



Step #7: 
Use your data to improve each year.

Questions to ask:

 What difference will my gift make? 

 How is my money used?

 What will you do if I don’t make this gift? 

 Are there other orgs that do what you do? 

 Who will this help? 

 How will it help them? 

 What will the outcome be?  

 Are we being courteous?

Questions to answer:

Me!



Extra, Extra!



Extra, Extra!



Extra, Extra!



Extra, Extra!



QUESTIONS?

DAWN BROWN
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Community Foundation of Grant County, Indiana, Inc.

Dawn@GiveToGrant.org
www.GiveToGrant.org
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