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Number of members evolution

Members’ list chronological growth by language
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Current members

Members’ list growth
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Current members

Members’ list growth by language
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Campaña fundraising fi n de año

PayTPV (€) PayPal (€)



PayTPV (€) PayPal (€) TOTAL (€) Núm. donativos Importe Medio Donativo PayTPV PayPal

Italia 11.945,01 € 3.682,38 € 15.627,39 € 973 16,06 € 665 308

Polonia 4.934,01 € 872,32 € 5.806,33 € 754 7,70 € 622 132

Reino Unido 1.052,31 € 723,43 € 1.775,74 € 112 15,85 € 56 56

España 1.477,09 € 295,22 € 1.772,31 € 94 18,85 € 70 24

Brasil 912,90 € 309,28 € 1.222,18 € 102 11,98 € 81 21

México 937,31 € 192,30 € 1.129,61 € 50 22,59 € 36 14

Canadá 647,34 € 66,13 € 713,47 € 19 37,55 € 13 6

Bélgica 151,30 € 300,88 € 452,18 € 18 25,12 € 11 7

Sin Clasificar 413,65 € 17,99 € 431,64 € 63 6,85 € 62 1

Argentina 258,79 € 103,26 € 362,05 € 20 18,10 € 12 8

Estados Unidos 229,22 € 132,51 € 361,73 € 30 12,06 € 18 12

Eslovaquia 252,09 € 84,65 € 336,74 € 33 10,20 € 21 12

Suiza 141,74 € 115,00 € 256,74 € 9 28,53 € 6 3

Portugal 110,00 € 145,00 € 255,00 € 18 14,17 € 7 11

Alemania 160,53 € 87,00 € 247,53 € 18 13,75 € 9 9

TOTAL 24.927,04 € 7.919,75 € 32.846,79 € 2.484 13,22 € 1789 695



Asking for Donations… or 
Signatures!

The techniques we may use to 
effectvely fundraise are 
essentaly the same we may 
use to convince somebody to 
sign a petton or do 
something



• Why do people give?
• What’s the number one reason people 

give?



• Why do people give?
• The number one reason people give is… 

because they are asked.
– People sometimes think: my cause is so 

important, people will come to my door and 
come and say: “here is my 1,000 dollars 
check”… It simply does not happen.



• Why do people sign a petition?
• The number one reason people sign a 

petition is… because they are asked to 
sign.
– People sometimes think: my cause is so 

important, people will come to my door and 
come and say: “where may I sign and join the 
petition”… It simply does not happen.



Number One Lesson: Be 
Personal!

• What makes some appeals succeed while 
others fail?

• The very first thing: good direct mail or 
email is a communication from one 
individual to one other individual 

• And, of course, the more personal the 
solicitation, the more effective it is



Cómo es un email personal?

• Piensa en el email que te envía un amigo, 
o un hermano…

• No usar imágenes… o casi no usarlas
• Usar campos personalizables
• Texto, enlaces, despedida



Direct Mail Ingredients

Offer
List

Package



Who to ask for funds

5.00%; 5.00%

14.00%; 14.00%

8.00%; 8.00%

73.00%; 73.00%

Giving Sources

Corporatons
Foundatons
Bequests
Individual

2011 Giving USA



Package

Direct Mail

• Letter
• Response Device
• Return Envelope
• External Envelope
• Technique?

E-Mail

• Letter
• Call-to-action (Link)
• Donation Page 

(Response Device)
• Subject (Envelope)



Package

Direct Mail

• Most of the times, two 
calls to action:
– Donate
– Technique

E-Mail

• Always, just one call to 
action

• If you really want to 
include a second call to 
action, please do it at the 
P.S.



4 Steps for Successful 
Copywriting

Attento
n

Problem Soluton
Close 

the Sale



Technique (involvement device)

• Instrumento o técnica para aumentar la 
respuesta

• No se incluye en los emails de fundraising
• Si quieres usar una “technique”, envía dos 

emails o más
– Por ejemplo: envía un email con una 

encuesta para preparar…
– Y luego envía un email con la petición de 

donativos



Signer

• A good letter signer should be someone whose 
name is instantly recognizable and who 
generates a positive reaction from the potential 
donor

• Someone in whom the potential donor would be 
willing to place his trust and confidence.

• Normalmente, el CEO, o la persona que 
normalmente envía los otros emails…



Graphics?

• Graphics should be appropriate, adding to 
the impression of a personal 
communication

• You should have a reason for every type 
style, every type point size, every color, 
and every design aspect of your appeal

• Pictures at the emails?



Timing & Climate

• Timing is a matter of crucial importance  
• Bad timing can create a disaster, but good 

timing can greatly enhance results
• Media talking about your issue…
• If you’re going to deal with an explosive 

topic, be pretty certain that the topic is 
going to last long enough for you to 
capitalize on it



First Line of Letter

• Get Personal
• Shock Them!
• Tell a Captivating Story
• Ask?



Post Script

• Second (or First) most read part of the letter
• Probably the same for emails



¿Qué calls-to-action?

• Firma una petición
• Invita a tus amigos y familiares a firmar
• Rendición de cuentas
• Mira y comparte un vídeo
• Comparte un documento
• Haz un donativo
• Haz un donativo mensual (hazte socio)



Our Response Device: The 
Donation Page

https://donate.citizengo.org/es/







Some questions

• Sin personalizar o personalizado?



Some questions

• How to Personalize an Email?
• What Fields?

– Otros campos personalizables: nombre, 
petición que ya firmó, provincia, importe de 
donativos…



Some questions

• Cuánto debería 
costar e envío de mi 
email?
– MailChimp: 1,25$ - 

0,40$ por 1000 email

Alternativas:
• Software propio en tu 

servidor (tarifa plana)
• Pago por tamaño de 

lista
• Pago por envío



Some questions

• Should we thank donations or 
signatures?









Fundraising Fact & Fiction

• Long vs. Short Copy
• Direct Mail Language vs. Formal Grammar
• Proud vs. Begging
• Frequent vs. Infrequent E-Mailings



¿Con qué frecuencia envío 
emails?

1 a la semana, o 2 o 3…
• Evitar imagen de pedigüeño
• Muchos emails = sensación de mucha 

actividad
• Mantienes activa a tu gente



Back to Basics

Please don’t forget the basic 
concept that effectve appeals 
look like, sound like, and feel like a 
personal communicaton from one 
individual to one other 
individual… also in email 
fundraising



Thank you!

• Twitter: @iarsuaga
• Facebook/Linkedin: Ignacio Arsuaga 
• Email: iarsuaga@hazteoir.org 
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