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Set Yourself Apart
A recent podcast caught my interest. The host kept saying 
that nonprofits should not focus on showing people how 
much better than the competition their organization is. 
Rather, they should focus on explaining how they are 
different.
 
At Rescigno’s, we spend a lot of time telling our clients 
basically the same thing. In other words, it’s not about how 
great your organization is, it’s how great the donor is. This is 
nothing new, but bears repeating every once-in-a-while.

After all, giving isn’t and shouldn’t be about you and your 
organization’s accomplishments. The trouble is that with 
many nonprofits that idea doesn’t go over so well sometimes
We understand. You work really hard to meet the needs of 
the people you serve, don’t you?

Whether your nonprofit provides care for the elderly, gives 
kids living in poverty the opportunity to dream about a 
better future, or inspires young people to enter into non-
traditional careers, your organization does good things in this 
world and if you don’t brag who will? 

In spite of all the good you do, does it matter? Do donors 
care? Dear nonprofit colleague, the answer is no. Donors don’t 
care about how many scholarships you awarded or warm jackets 
you were able to give to homeless people or rent money you were 
able to give to an out-of-work single mother of three.

What they do care about is if their gift helped one 
teenager who goes to school hungry and tired because he 
works late to help his mom buy groceries for the rest of 
the family. 

They care that you tell them that the money they sent 
you instead of some other organization is being used to 
address an issue they’re concerned about.

And they care when you invite them to see “live and in 
person” (as soon as the pandemic is over) the good that their 
support makes possible.

So, if you’re willing to stop being just like many other 
nonprofits that brags about all the great things their 
organizations do and instead focus on the good work 
your donors make possible through individual stories of 
beneficiaries, you’ll be setting yourself apart from others.

Impersonal Communication: 
A Fixable Problem
We talk a lot about what motivates people to give and why 
fewer Americans are giving today, but what can you do to 
encourage more giving?

At the end of the day, people give because they want to feel a 
personal connection with a cause, not because they’re reading 
an annual report or balance sheet and choosing a cause that 
would be a good investment in society. 

Again, to be clear, that’s not why people give. Which begs 
this question: what is it that has caused the big decline in 
individual giving from donors at the bottom and middle 
of the donor pyramid?

It’s our contention that these donors aren’t getting what 
they feel they should be getting from the causes they give 
to—a personal connection.

Many nonprofits with yearly attrition rates between 60 & 
70% must realize that it’s the impersonal communications 
they receive and the perceived lack of transparency when it 
comes to what their gift(s) are making possible that are major 
contributors to this decline.

This is a fixable problem, however!! Only when organizations 
own up to this shortcoming can something be done about it. 

The first step is to close the gap or, as some call it, shorten 
the distance between donors and an understanding of the 
difference or impact of their support.

One suggestion: have every member of your team call donors 
once every 4-6 weeks “just” to check in on them-not to ask 
for money. 

Additionally, research we’ve done also indicates that the 
decline in religious affiliation and the feeling of disassociation 
from others, brought on by the pandemic, places an 
even greater importance on nonprofits creating stronger 
relationships with their donors. 

Rescigno’s can help you solve the problem of impersonal 
communications. With two award-winning writers on staff, 
we can assist in crafting communications that, as noted 
earlier, “shorten the distance” between donors and the impact 
of their gifts.

Call or email Ron today to begin at 708-974-2600, ext. 105 
or email him at ron@rescignos.com.



Looking to Skyrocket Your Major 
Gift or Mid-Level Giving Program?

Rescigno’s can help you identify and evaluate potential donors. We can create 
cultivation and solicitation strategies to move your donors from annual fund to 
major gifts. Let us help you identify prospects based on their potential value and 
donor profile.

If you’re looking to strategically move donors from the annual 
fund to mid-level giving to major gifts to planned giving, 
look no further! Let us help you create best practices 
and strategies today!

(708) 974-2600
www.rescignos.com

Most donations come in during the last month of the year, 
yet you still need to have a plan in place to keep in touch with 
their donors throughout the entire year. 

Do you have such a plan in place?

As most already know, it costs about five times more to find 
a new donor than it does to keep the one you already have. 
With that thought in mind, it just makes sense that you 
should look for every opportunity to connect in meaningful 
ways with your supporters.

Here are just a few ways to do just that:

When you need advice
One of the best ways to get donors excited about what you’re 
trying to accomplish is to ask their advice on a particular 
subject. We’ve seen it often make supporters feel needed and 
appreciated.

January-March 
This is not the time to stop communicating with your donors. 
People may not be so interested in giving after the new 
year, but they are still interested in hearing from you. Your 
messages are more likely to get noticed during these winter 
months than at any other time of year 

After someone has volunteered
Volunteering increases the chances that someone will make a 
financial gift. Some supporters may not be ready to give again 
but might be willing to support you through giving of their 
time or expertise. By encouraging donors to volunteer you can 
build connections without asking for more money right away.  

When seniors return from their winter homes
Many seniors who maintain two residences do have some 
degree of disposable income. Those born before 1965 
make up nearly 70% of individual giving. Make sure your 
organization is on their list as these people return after the 
winter months.

After receiving a major gift
Giving inspires more giving and so does any great news you 
may have to share. When you receive a major gift, you should 
send out an email to all donors letting them know about the 
great news. Donors who see your success often want to join 
the bandwagon.

During a crisis or disaster
If your organization works with communities impacted by 
disasters like tsunamis or current events like COVID-19 or 
political unrest, it’s important to capitalize on them because 
it’s precisely while these events are happening that your cause, 
if it intersects, will be top of mind with your donors. 

A Year-Long Strategy for Communicating with Donors

Proudly Announcing A New Service from Rescigno’s!



Fundraising and the “Poor Us” Mentality
There is a mindset that says, “We’re a poor nonprofit. We should get some of your money 
just because we are poor and underprivileged.” Baloney! Hogwash!

Stop trying to get away with little or no explanation of the value you bring. Stop looking 
to others to lift you up.

The fact is that constantly crying poor mouth is exhausting and inspires absolutely no 
confidence among donors who could really help your cause. 

There is a relationship between this mentality and the willingness of your leadership to just get by. We understand that 
sometimes it’s necessary to run “lean and mean,” but don’t assume you are deserving of support just because you’re poor.

If it were only that easy to fundraise. Make no mistake, Rescigno’s is ready, willing and able to help “poor” organizations that 
are trying to help themselves. Your board and CEO should take a careful look at the budget and ask, “Are we spending enough 
money? How much more could we raise if we invested more into the program?” This is a question that should be asked yearly.

We assume you already believe that your mission delivers a benefit to individuals and the community, if not the world, right? 
Therefore, it’s worth a reasonable level of financial support. You need to do all in your power to make sure that it’s adequately 
funded and staffed because when potential investors believe you can do more with more, that’s when they will help you. 

Should you be careful about what you spend money on? Of course. But neither you nor your team should live or do business 
on scraps when a professional fundraising effort will get you the money you need to do the job right.

Your Data is Key to Your 
Fundraising Success!
Don’t waste time printing and mailing to the wrong 
list! Have you analyzed your data within the last 
three years? Are you looking to do acquisition? Are 
your donors giving to you what they give to other 
organizations? Do you know?

Let Rescigno’s guide you on data research and 
acquisition. Knowing who you are communicating 
with and why is the first step in our process driven 
annual fund. Let us guide you on increasing response 
rates and building your direct mail program.

Call us today at
(708) 974-2600!



AnnuAl Fund
The Process-driven

by Ron Rescigno
Ron Rescigno’s new book, The Process-Driven Annual Fund is an Amazon Best Seller!!

In it, Ron explains how Rescigno’s proven process, when followed, will result in a
thriving annual fund, including more new donors, better donor retention, and
more major gift prospects than ever before.

Here’s what some of your colleagues are saying about Ron’s new book:

“All the steps are laid out brilliantly.”
Jen Steffus, Chief Development Officer, National Safety Council

“What a gift to the sector… An easy, page-turning must-read for 
savvy development professionals seeking to take their annual giving 

program to the next level.” 

Brenda Asare, President & CEO, The Alford Group

“Ron has created a compelling story
for building a successful annual fund.” 

David J. Eaton, Director of Development, Office of Medical Advancement, University of Illinois College of Medicine

Visit www.RonRescigno.com today to purchase your own copy!


