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Hidden Donors 
At our house every Easter, we have a fun tradition. Weather permitting, we go out to our backyard where the Easter bunny has 
mischievously hidden Easter eggs for our family and guests. The only thing different about our hunt is that the plastic eggs are 
filled with candy, coins or dollar bills. Very occasionally, we may discover a $5 or even a $10 bill in one of  the harder-to-find-eggs.

The kids and the adults all participate. It’s exciting and much anticipated in the Rescigno household. The highlight of  the hunt is 
when the Golden Egg is discovered. 

The Golden Egg, though bigger than the rest of  the eggs, is hidden more carefully, and, of  course, is much sought after. One 
never knows what will be hidden within its plastic shell. 

Everyone loves this Easter tradition for obvious reasons. It’s the thrill of  finding unexpected but hoped for “riches” in the form 
of  various denominations of  money. 

In much the same way, it’s really nice when you find hidden gems in your client data, isn’t it?

If  you’re like most non-profits, you work hard at communicating your cause. You believe in what you do. You know that there are 
certain areas of  your database that perform very well.

Have you ever felt they could be doing even better? Are you missing opportunities?

I’m betting you know some of  the following:
• When your donors like to give
• What they like to give to
• Where they live
• How long they’ve been giving

Your understanding of  your donors doesn’t have to be perfect. But when you understand what you know about them, you can 
come up with a plan to improve how you use your data to connect even more closely with them.

Your data should help you to come up with facts and even clues to help you focus on areas where opportunities exist, and also 
help you to fix areas that aren’t working the way you think they should.

Some key questions to keep in mind:
• What parts of  your donor file are performing the best?
• Where has there been recent success?
• Where are the weaknesses?
• How often are you communicating with your donors?
• How well are you segmenting?

These and many other questions are a starting point when we help organizations uncover barriers and opportunities in their 
donor file.

Often, being able to identify gaps can have a great impact.

Today, organizations are paying more and more to acquire new donors, and bringing in donors 
at lower dollar values. That’s the result of  finding donors who are not genuinely committed 
to what you do. 

Your challenge is to put a magnifying glass over your donor data as you look 
for the hidden gems who surely are there waiting to be discovered. With 
answers to questions like those already mentioned (and others), you can create a 
program that builds on information that you’ve invested in over the years. 

Happy hunting!

Ron Rescigno



Seniors Online 
Are you worried about keeping in touch with seniors as 
they age?

By 2020, there will be 200,000 Americans age 100 and 
older (U.S. Census Bureau). For the next 30 years, Baby 
Boomers will be responsible for continuing to drive those 
numbers up. 

Will you be able to reach these donors online as they age? 
Certainly. 

This will be especially true if  you remember one thing: 
what matters most is to continue to give them what they want and 
what they feel is important. Remember to make it easy and 
convenient for your donors to interact with you. Speak 
to their needs and interests before your own. Be donor-
centered. It’s critical to your success.

Have you ever thought about having more than one 
website? One tailored to seniors 70 or older and another 
for those younger? A colleague suggested that she was 
going to test that out in the near future. 

I’ll keep you updated on her progress. 

Shut Your Eyes
Are you able to see the primary difference in the 
following couple of  bullet points?

• Todd is a boy who has been getting bullied at school.

• Todd picks at his sandwich. He hides out in the 
   washroom with his feet pressing against the stall 
   door. Because of  the cruel taunts he receives from 
   some of  his classmates, he can hardly swallow. That’s 
   how bad things have gotten for him.

To get someone to give, you first have to get them 
to feel something. If  you want them to feel something, 
you can’t just tell them the facts—what to think, in other 
words. (Bullet point #1). You must create an image in 
their minds (Bullet point #2).

This is what is known as the “EyeTest” in fundraising. If  
you shut your eyes, can you see it? If  not, then neither can the reader 
of  your appeals.

Take a look at your next appeal. Does it pass the eye test? 
If  not, give me a call.

Ask, Ask, Ask, just not Always for Money
How many different ways do you help your organization grow? Not all asks have to be  
about the money. You can ask, and receive, so much more.

There are gifts that are tangible:
1. Money 

2. Time (volunteers, among others, give this)

3. In-kind gifts – be very specific when telling people what you need; these can come from a 
    business that an existing donor owns or a corporation where they work.

And intangible:
4. Information – you may have donors who are experts in their field; they could write articles for 
    your website or newsletter. This would be valuable content that others may be in need of.

5. Voice – Ask current donors to be your voice and help to spread the word about your 
    non-profit through word of  mouth and referrals, etc.

6. Influence – Ask your donors if  they know someone who could significantly help your   
    organization. For example, “Is there someone you know who would be willing to help us  
    reach out to a major corporation and significantly impact our fundraising efforts?”



Get to Know Your Data
At Rescigno’s we are always striving to provide our clients with the most 
accurate and dependable data. We are excited to announce that we have 
expanded our data analytics department to provide more in-depth data 
services. 

#GivingTuesday
#GivingTuesday is a global holiday that uses social media as the platform to kick off  the giving 
season with millions of  donation dollars that will fuel your cause. Over the last three years, the total 
dollars earned, the total participating non-profits, and the total mentions on social media, has more 
than quadrupled. Yes, quadrupled, so even if  you haven’t seen the greatest response in the past, the 
potential is there, you just have to go out and grab it!

Rescigno’s is now offering a #GivingTuesday program to our list of  services to help with all your 
campaign needs.

• Putting together the plan
• Setting goals
• Creating messaging
• Measuring your success
• Taking inventory of your resources

Together we can make 2019 one for the books!

• Identifying your audience
• Choosing your channels
• Calendar planning
• Social Media strategy
• After #GivingTuesday Nurturing

• Wealth Screening
• Donor Profiling
• Giving History Research
• RFM Reporting
• Data Dumps
• NCOA

We know many of  you are working with limited staff  
and resources, but with the right tools and partner, data 
discovery no longer has to be the unattainable dream.  
If  you need help with your data, please reach out to  
Stacey@rescignos.com, and let Rescigno’s help elevate your 
fundraising program today. 

• Deceased Processing
• De-duping
• Data Discovery
• Data Appends
• List Purchase
• Mail Analysis

NEW SERVICES AT RESCIGNO’S



Your Writing should Align with the 
Personality of Your Donor 
Hopefully, you have strong data on your major donors. It’s critical to 
communicating correctly with this very important segment. In fact, have you 
ever thought about having your customer-service staff  take notes during 
every phone call and encounter with these people? 

Why? Well, no two donors are alike. I’m confident you agree with me on 
that point. But you can group them into different personality types if  you 
know them well enough. Remember, we’re talking major donors here. You 
should know them pretty well. By taking notes when you speak with them, 
you’d be surprised how much more easily you can categorize them.

Here are 4 basic personality types for you to consider writing to:
1. Those that always want to know what’s new and exciting at your 
    organization.

2. Those we call the “cut-to-the-chase gang.” You need to tell  
    them exactly what you would like for them to do. Usually they’ll 
    do it, especially if  the need you’ve written or spoken to them about is 
    compelling enough.

3. Those that are super analytic and want details and proof. They can 
    come across as suspicious of  your every move and intention so be sure 
    to be as transparent and accessible to them as possible.

4. Our last group we call the “cuddly cooperators.” These fine folks are 
    very sensitive to your issues and have a strong desire to know the 
    stories that are warm and tender in nature. They’re all about 
    relationships, so get to know them as well as you can.

 Why Now? 
I know I’ve been harping on this lately. 
Sorry. It’s really important. 

Every time you ask your donors for 
money, you need to have a good 
answer to the questions, why me, why 
now?

• Is it because there’s a match 
  deadline coming up?

• Is it because you have 500 people 
  who are organizing to make visits 
  to city hall by next week?

• Is it because the United Nations 
  is hosting a conference on refugees 
  and your organization is leading 
  the effort to advocate?

• Or is it because The Chicago 
  Tribune recently featured an article 
  about the work your organization 
  does? 

Bottom line: When you can logically 
explain why it’s important that your 
donor give a gift now, you’re much 
more likely to receive it.

One more thing: the answer should 
never be “Because we need to pay our 
bills.”



Save the Date!

7501 W. 85th Street 
Bridgeview, Illinois 60455

(708) 974-2600 
www.Rescignos.com

Rescigno’s is a team of fundraising experts, but what does that really mean? 
It means the Rescigno’s team is distinctly equipped to handle any non-profit organization’s  

annual fund program, from start to finish, completely in-house. 

Our services include: 

Fundraising Consulting Letter Copywriting and Editing Creative Graphic Design

Data Analysis Print Production Mail Fulfillment

Stacey Mallo, our Director of  Business Development, will be speaking at 
the International Catholic Stewardship Council Regional Conference 
on Thursday, May 23 on Direct Mail Data Analysis & Segmented 
Marketing at the Blanchette Catholic Center in Crest Hill, IL.

Check out our new data services  
and #GivingTuesday program inside!


