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Let's Introduce ourselves

Your presenters today are: 

• Pat Brigham, Director of Development, Westchester Library System

• Hayden Golden, Client Services, Whittier & Associates

• Let's hear from you! 

o Tell us who you are, your library and one adjective that describes your library
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Tip # 1  START WITH INTENTION

WHAT IS THE WHY?

• TO ENGAGE AUDIENCES

• CULTIVATE NEW DONORS, RENEW  PAST/ LAPSED DONORS AND GAIN RECURRING GIFTS

• SECURE UNRESTRICTED SUPPORT

• FUND A PARTICULAR PROGRAM OR ACTIVITY
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TIP # 2  THE STRATEGY – PLAN AND DOCUMENT

• CLEARLY ARTICULATE THE PURPOSE OF YOUR APPEAL 

• WHAT ARE YOUR GOALS AND METRICS FOR SUCCESS

• WHAT IS THE THEME OF THE APPEAL? WILL IT BE THROUGH MULTIPLE CHANNELS?

• WHO WILL BE INVOLVED;  WRITING/ APPROVAL

• ARE THERE MULTIPLE AUDIENCES? A DIFFERENT APPEAL FOR EACH?

• HOW ARE YOUR ACKNOWLEDGING GIFTS, WHO IS RESPONSIBLE FOR GIFT TRACKING?
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Channel Audience Metric for 
Success/KPI

Variation

Direct Mail <$50 donors, 
sustainers, 
tribute donors

$10,000 Versions for 
sustainers

Email <$50 donors, 
sustainers, 
tribute donors

$2,000 Versions for 
sustainers

Facebook Prospects, 
donors, 
volunteers, 
lookalike 
audiences

$500

Use a simple matrix



TIP # 3 YOUR COMMUNICATION COUNTS

HAVE A CONSISTENT MESSAGE

• YOUR AUDIECE SHOULD KNOW WHAT YOU ARE TELLING THEM AND WHAT YOU WANT THEM TO DO 

CALL TO ACTION!

• KEEP YOUR BRANDING CONSISTENT!

LOGOS, COLORS, AND FONTS MATTER  
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TIP # 4  EMOTION, EMPATHY, AND STORIES

• CRAFT COMPELLING COMMUNICATIONS

o SEPARATE MESSAGES TO TARGET AUDIENCE AND/OR CHANNELS

• WILL YOU SEND A NEW FOLLOW-UP MESSAGE TO NON-RESPONSIVES?

o PREPARE FOLLOW UP-LETTERS AS REMINDERS ( YOU WILL NEED A GOOD SYSTEM IN PLACE TO TRACK)

• COMMUNICATION "TONE" SHOULD BE FAMILIAR – YOU ARE COMMUNICATING WITH A FRIEND!

• PERSONALIZE IN UNEXPECTED PLACES & AVOID THE 'DEAR FRIEND"

• MAKE SURE YOUR CALL TO ACTION IS CLEAR AND PROMINENT! 

o OFFER MULTIPLE WAYS TO RESPOND: QR CODE/ MAILER/ ONLINE LINK 
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TIP # 5 CAMPAIGN INGREDIENTS

• THINK ABOUT THIS WHEN PLANNING!
o WHAT ARE SOME COMPELLING STORIES THAT SHOW IMPACT – NOT JUST TESTAMONIALS

o WHO WILL YOUR APPEAL LETTER BE FROM? 
▪ HONORARY CHAIR, BOARD PRESIDENT, DIRECTOR ?

• DECIDE ON FREQUENCY
o HOW MANY ROUNDS OF LETTERS,

o WHAT IS THE LENGTH OF THE CAMPAIGN – A MONTH?  8 WEEKS?  UNTIL GOALS ARE MET? 

• HAVE YOUR ACKNOWLEDGE PLAN IN PLACE
o HOW WILL YOU TRACK DONATIONS AND DONORS
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TIP # 6 DO ONE NEW THING

• ADD SOCIAL TO THE MIX

• DO A SEPARATE EMAIL

• HAVE AN ONLINE GRAPHIC TO TRACK SUCCESS AND POST ON SOCIAL

• TEST SOMETHING (SUBJECT LINES A/B; SEGMENTED LETTERS
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TIP # 7 INCLUDE A PREMIUM

• IT DOESEN'T NEED TO BE FANCY! (OR COST TOO MUCH MONEY)

o A DECAL WITH YOUR LIBRARY LOGO

o A BOOKMARK WITH LIBRARY HOURS / RESOURCES

o A FLYER WITH LIBRARY RESOURCES OR UPCOMING EVENTS

1 0 / 9 / 2 0 2 4 W E S T C H E S T E R  L I B R A R Y  S Y S T E M 10



TIP # 8 CELEBRATE SUCCESS

• THANK YOUR DONORS  - MORE THAN ONCE AND PUBLICALLY (with permission)

• SHARE CAMPAIGN SUCCESS AND THE IMPACT THAT SUCCESS HAS ON THE LIBRARY

o DO A PRESS ANNOUNCEMENT, AN EDITORIAL, POST SUCCESS ANECDOTES

• KEEP YOUR DONORS ENGAGED THROUGHOUT THE YEAR – SHOW THEM HOW THEY HAVE MADE A DIFFERENCE
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Here are some samples of appeals
(from Hayden Golden)
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Mid-level giving when you don’t have the 
staff…
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