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SeSSion 009
Cultivating PerSonal relationShiPS with DonorS with Dana heiman

Beth: Hello and welcome to driving participation. I am thrilled to have Dana 

Heiman on the call with me today. Dana is the Vice-President for Development and 

Communications at Brandywine Health Foundation here in Pennsylvania. Dana and 

I have known each other for a while through our local Association of Fundraising 

Professionals and we recently had the opportunity to do a project together. I did 

some speaking for Dana’s organization and had a great time and graciously Dana 

has agreed to jump in and get on the call and talk to me a little bit about how the 

Health Foundation is utilizing different tools and mediums to communicate and build 

relationships with their audience. Thank you so much for joining me today Dana.

Dana: You bet Beth. It’s my pleasure.

Beth: One of the reasons I wanted to talk to you today is to just go over some of the 

things I’ve seen you do, but before we jump into the details of tricks that you have for 

everyone, tell me a little bit about how you came to do what you do.

Dana: Well actually I really fell into the work. I think now days a lot of people 

are much more strategic in going into the non-profit sector. I attended Villanova 

University and during my time there I did an internship at Channel 6 thinking I 

wanted to get into the television news industry, but what I discovered was during my 

internship, as many of us do, that it was not something I wanted to do professionally.

Beth: Isn’t that the point of an internship?

Dana: But there’s value in that as well. What I realized though was that I was setting 

up health news stories for the news reporter at the time and I was working with the 

public fairs and departments at area hospitals and I was really intrigued by their work 
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so when I graduated college, I actually reached out to some of the hospitals that 

I had been working with during my internship and landed a job in a public affairs 

department over at Fox Chase Cancer Center so that was kind of my first segway into 

the non-profit community and from there I went on to work for the Girl Scouts, the 

Freedom Valley Girl Scouts Council at the time, doing marketing and public relations. 

I was reporting to the development director. She was getting ready to leave and she 

said, “Why don’t you consider going into this field, into the development director 

position?” I had never thought about it before, but applied and kind of landed in 

that position and continued that work and went on to Planned Parenthood of Chester 

County as the director of development doing PR, marketing and fundraising. I was 

there for eight years and for the last twelve years or eleven plus years I’ve been with 

the Brandywine Health Foundation doing again fundraising, marketing and PR.

Beth: It’s always interesting to me because, especially people that have been in this 

field for a longer time. You know back when we went to school there was no non-

profit marketing management degree so it’s interesting to see the path that people 

take to come to doing what they’re doing. What do you like best about what you’ve 

been doing?

Dana: You know, that’s a really tough one to answer because I truly love almost 

everything that I do. There’s a few things that I put off that are on my to-do list day 

after day and month after month, but I would say overall I love that every day is 

different. Nothing is beneath any of us in the non-profit sector. We all do a little bit 

of everything so there’s just each day you’re doing different work. I love interacting 

with people that are passionate about whatever the mission is and just working with 

good people that don’t have egos. I really find here at Brandywine Health Foundation 

that really we’re working with partners, donors, volunteers and community partners 

who believe in the community and believe in the work that we’re doing and so they’re 

passionate. They want to make a difference and that excitement, that’s what wakes 

me up and gets me out of the house every morning. I love the community. I love 

living and working in the area and just really seeing tangible changes day in and day 

out.
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Beth: That’s great. So you are a health foundation. Tell me a little bit about, what 

is your purpose? Why do you exist? Who is your community? Who are you trying to 

reach out to and build relationships with outside of your organization?

Dana: Sure. We are a health conversion foundation. This is something that is 

happening all across the country where hospitals that for years and years and years 

were non-profits in their community have been bought out and become for profit and 

so one of our local hospitals that was not for profit was sold about twelve years ago, 

became a for-profit, and so the funds that they had been raising in the community 

had to go into a non-profit organization and so that’s what formed our asset base. 

That’s what started Brandywine Health Foundation and really the focus was we were 

going to be a grant making organization and that absolutely had been a significant 

priority of the foundation. To date since we started roughly twelve years ago, we’ve 

given out about $12 million plus to area non-profits in the community.

Beth: That’s phenomenal!

Dana: We are very focused in our area’s coverage. We focus on the greater 

Coatesville area, so the Coatesville area school district. That is determined by the 

Orphans’ Court when we were founded so it’s really a wonderful thing that we are very 

focused on where our funds and energy goes, but that doesn’t mean that support 

doesn’t come from outside the greater Coatesville area and that’s what’s really neat 

to see. People care about the work that we’re doing. They know that Chester County 

is one of the wealthiest counties across the state, across the country, but there are a 

lot of pockets with poverty in Coatesville and so people are really passionate about 

giving folks an opportunity—better access to health care, giving youth an opportunity 

to succeed—so it’s really been fun to see the organization grow beyond just a grant 

making organization and we’re unique at the foundation because we are a 501C3, 

we are a non-profit and we have to raise a certain amount of funds every year. Not 

only are we giving out money, we’re also raising money so it’s an interesting—it’s 

really interesting because when you come from an organization, I came from Planned 

Parenthood where you don’t have that asset base so in some ways it makes it almost 
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easier to fundraise. It’s a little bit trickier, a little more challenging in explaining to 

people that our funds are restricted and so the funds that we have are really restricted 

to the safety net organizations in the community and so to do anything beyond 

that we do need to raise additional funds. For instance, we built the Brandywine 

Health and Housing Center in 2008 and what we did was we brought together four 

non-profit organizations. Chespenn Health Services, which provides health services 

for under insured and uninsured folks in the community. We brought a community 

dental center, two behavioral health service organizations and then also there are 

twenty-four units of affordable senior housing. This was really one of the first major 

revitalization projects that the city of Coatesville had seen in three decades, so really 

exciting to see this form and this building opened in 2008 and one of the wonderful 

things that we’ve witnessed is that each of the organizations is a separate non-profit, 

but they’ve all come together and they’ve worked as a team in cross referencing and 

promoting each other’s services. They do an annual block party that brings families 

out from the community, free entertainment and free food and different screenings 

and it’s just so great to see. Again I hate to bring up the word ‘ego’, but people really 

set their egos aside and say we’re all here for the betterment of the community. What 

can we do to spread the word? Here’s a building, one stop shopping. If you need 

behavioral health services, you need to see a dentist, it’s really great and they actually 

over the last year, two of the organizations that are working together now and one of 

the employees from the behavioral health organization is working with the primary 

care service provider in providing mental health services which is a wonderful thing 

because a lot of people, they come to see the doctor, but they don’t necessarily want 

to go get mental health services. There’s still that stigma and so if they can do it while 

they’re seeing their doctor and the doctor says, “I think you need to see so-and-so. 

Do you have another half hour?”, they are really able to work with people and get 

them moving through the system in a way that if they gave them the referral and said, 

“Go upstairs and make an appointment”, they’re probably not going to be compliant. 

They’re probably not going to go upstairs and make that appointment or if they do 

they may not come back again.



subscribe on iTunes: http://bit.ly/DPpodcastwww.iriscreative.com    |

Beth: Yeah. So as an organization, your roles are involved in giving out grant 

money to help some of these wonderful community things occur, to support other 

organizations that are actually doing the program work in those areas and then you 

also need to attract donors to your mission and to your organization so that they are, 

to get them interested in funding probably some of these initiatives, but it sounds 

like other initiatives as well. What sort of things really are happening there? How do 

you make those things happen? Are they separate initiatives? Do you have any sort of 

structured marketing and communications plan around these two different things? Are 

they merged together?

Dana: I don’t know if this is the answer to your question or not, but one of the 

things after we built the Brandywine Center was we really saw ourselves as really an 

incubator so we saw that there was a need in the Coatesville area for more services. 

We basically formed the Coatesville Youth Initiative and this was an opportunity to 

bring people together around the table that were working in the community side by 

side, but maybe never spoke before. There was duplication of services. There were 

kids on the street because there were services at certain points, but because of the 

duplication of services, there weren’t necessarily programs for kids at other hours and 

so we really brought together the key players and developed the Coatesville Youth 

Initiative. We’ve been nurturing it, helping kids to graduate high school with a plan 

whether it’s a four-year degree. Whatever it is, but helping them to graduate knowing 

what they’re going to do next, we developed a summer service program where forty 

youths were employed in the community, whether it was non-profit or for profit, 

but there was a leadership component so the kid not only went to work every day 

four days a week, on the fifth day, on Fridays, they would participate in a leadership 

resource day so they’d have opportunities for resume building, interviewing skills, 

healthy relationships and all sorts of great things like how to balance your checkbook, 

so this is something that we’re very proud of. It was under the foundation, under 

the Brandywine Health Foundation the last four years and in January it launched 

into a separate non-profit organization and that’s really the role that we see. We can 

bring key people together that believe in a certain project, a certain mission, get 

the ball rolling, invest in it, bring the great funders to the table, the right community 
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leaders that are really going to get it off the ground and to watch it, nurture it, see 

it develop and then really not to stand in its way and that was one of the things that 

we saw with the Coatesville Youth Initiative is that it became its own organization. It 

had all the right leaders behind it that it could raise more money, get more people 

involved without falling under the Brandywine Health Foundation. In a lot of ways 

we were actually standing in their way because we have an asset base that funders 

might say, “Well why can’t you just have 100% funding from the Brandywine Health 

Foundation?” We really believe in diversity. Diversity of players around the table, 

diversity of funders. It’s really important to get as many people involved as possible, 

as much buy in as possible.

Beth: I love how you use that word ‘incubator’ and just some of the things you’re 

saying really sound like you’re spending really a lot of time really thinking not so 

much about putting a label on what you do like, “We’re a foundation, a working 

organization” but you’re really thinking about what is your role in the community? 

What is your purpose? Why do you do what you do? That’s so compelling to people 

to attract them to what you do when you really have a sense of here’s what we’re 

trying to accomplish. It’s such a bigger story than just we give money away.

Dana: That’s right. We really want these groups, these organizations to succeed and 

whatever it takes, it’s not just about writing that grant check. They’re now a separate 

organization. I’m still reaching out doing press for them. Whatever they need, we 

want to see them healthy, vibrant and strong and so again I think that foundations 

are really, it’s not just the Brandywine Health Foundation, but I think a lot of funders 

realize that their role goes beyond just writing that check, that there’s a lot more that 

we can bring to the table.

Beth: That’s so interesting. So tell me, let’s go back to what you just said about that 

you’re doing press and things like that for them. I didn’t realize that was part of what 

a role like an organization like yours. You do things to help them promote and market 

and communicate what these organizations are doing and how this partnership is 

playing out?
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Dana: Absolutely. Now that’s not to say at some point that they won’t take on more of 

that as they continue to grow and expand their staff, but we have these relationships. 

It’s easy for me to reach out to the Philadelphia Inquirer or the Philadelphia Business 

Journal so we’re all about that. We have lots of organizations, some we don’t even 

fund that will say, “Hey, can you help us to promote this seminar or this program” 

and that’s really important to us. We want people to have these opportunities so we 

continue whether it’s through our website or whether it’s through social media or 

Facebook. Whatever it is, sending a personalized email to a group of people we know 

are going to respond because we’re sending it because we have the relationship. 

It’s all about making introductions, being a door opener and that’s critical in these 

relationships.

Beth: Is this common functionality among foundations or is this something that you 

have sort of taken on as your mission?

Dana: Well that’s a hard one to answer because I really I know the Brandywine Health 

Foundation and I certainly partner with a lot of other funders out there, but I don’t 

necessarily know them intimately enough to say, but that’s been my experience on 

both sides in working with other funders. I don’t know to what extent, but I think it’s 

2014 and that’s kind of the direction that a lot of folks are heading, whether they’re 

on the funding side or funders side. I think we’re seeing more and more of that. You 

report to a board of directors and you don’t want to say that you wrote the check. You 

want to be doing your due diligence and to be transparent about the work that you’re 

doing. You really have to have this kind of healthy and vibrant kind of relationship 

with your partners, with your grantees and it’s the story telling. When you’re so 

intimately engaged and involved with these organizations you get to hear their stories 

and what better to share with your volunteers and donors than the stories about who 

is being impacted by the great work that they’re doing and I’ll just share something 

fun with you that we started I guess about a year or so ago. We have a garden party 

that we do and I have a group of volunteers on a committee, I think there’s about 

twenty-five and for the first probably six to seven meetings that we have to kick off 

each meeting we bring in a grantee and sometimes they’re not even a grantee, but 



subscribe on iTunes: http://bit.ly/DPpodcastwww.iriscreative.com    |

primarily they are organizations that we’ve funded and they come in and they have 

a couple of minutes to share the work that they’ve been doing in the community 

and it’s wonderful, the types of questions that our volunteers ask, but then they have 

ownership. They have buy in. They’re not just hearing from me we funded XYZ or 

we gave a million dollars. They’re hearing from the partners directly. This is the work 

that’s made possible because of the work that you’re doing on the garden party so 

it’s really a win-win and sometimes these volunteers end up attending their events, 

making an annual gift. It’s really just a win-win and you know it takes a little bit of 

extra time, but it’s really worth the investment of educating your volunteers.

Beth: And it’s so simple. I mean that doesn’t cost anyone anything to be able to do 

something like that. It puts you and everybody in front of each other and helps the 

organization potentially get a new donor, but ultimately it does that sort of critical 

thing. Instead of just telling people about the impact, it actually demonstrates it 

and really gives them an opportunity to connect with why they’re there, why they’re 

volunteering, why they’re donating and who’s getting helped because of their 

involvement.

Dana: That’s right. That personal connection is just critical and the stories, that’s what 

people remember. They’re not going to remember the pie chart. They’re not going 

to remember the statistics, but they are going to remember that story about Susie 

Smith, age 56 who wouldn’t have had access to whatever it is and then they tell their 

friends. They’re proud of the work that they’re doing because there’s really something 

tangible associated with it. They’re not just raising funds for the sake of raising funds.

Beth: That is such a great idea. So you’re saying that you do this sort of support for 

organizations that you’re funding, but also other organizations. So if there’s listeners 

who want to approach their local foundation or other foundations who maybe aren’t 

doing things this way yet, how do you keep it all under control? Anybody can then 

say, “Great, I’m going to call the Brandywine Foundation and have them call the 

Inquirer for me and get my story out.” How do you manage that? How do you make 
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decisions? How do you, do you ever get put into situations where you have to tell 

somebody, “No, you’re not the right person for us to support.” What do you do if you 

play that out?

Dana: Right. I guess we’ve been pretty fortunate that we haven’t had too many 

uncomfortable situations and as a woman I think a lot of times we do have difficulty in 

saying no so I feel a little bit blessed that I haven’t been put in that position too often, 

but it’s never, there’s always some way to help somebody. No matter what, even if it’s 

providing somebody’s email or cell phone if it’s appropriate. Whatever it is, there’s 

always or just dropping an email to say, “I spoke to this person and I know they’re 

going to be reaching out to you” just to lay the ground work. That’s just, we see 

ourselves as conveners, collaborators and probably three times a week I’ll get phone 

calls from people that are looking for a job or an internship and it’s really just keeping 

your ears and eyes open. With the press we want them to see us as a resource, that 

we’re not just emailing them when we have this press release on such and such an 

event. We want them to come to us to say, “Who’s the right person to talk to about 

such and such, something that’s going on in the news right now” so the more we have 

these relationships, we can make those connections and then they come to us. They 

see us as a valuable, important partner.

Beth: I think that is so critical. The point that it’s not just to be sending out those 

random emails saying, “Hey we just launched a new website”. That’s not news 

anymore and to think of it not so much as I’m going to use these people to get my 

story out, but it sounds like you’re talking about every relationship, every place that 

you can touch, you’re looking at it from the lens of partnership. How can it be as 

valuable for them as it is for us?

Dana: Exactly. We’re in it for the long run. In fundraising, cultivation can be a very 

slow process, but that’s true in any relationship. You have to build that trust. If I see an 

article in the New York Times that’s relevant to a donor, well I clip it and I send it with 

a note or whatever it is, you want to keep people informed and in the know and if 

they see you as on top of that, then it’s a win-win for everybody.
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Beth: Absolutely and this is what it sort of comes down to because people talk to me 

about branding all the time. I’ve gotten people that will say, “I need a new branding 

strategy” and what they really mean is they need a newsletter. It’s so hard sometimes 

for people to understand it’s not your logo, it’s not what you’re out there putting on 

your website and saying about yourself. Those things are factors for how people recall 

it, but it really does come down to are you living what you say? Is the experience that 

people have when they interact with you in alignment with what they think about 

when they see that logo, when they read your messaging and everything that you’re 

saying says that you guys are really trying to be an organization that through and 

through is aligned with what your positioning is.

Dana: I like that! Are you living what you say? Absolutely. No I think that’s spot on and 

that’s exactly what we try to do and it’s engaging everybody. I received a phone call 

from a gentleman who was a writer, I think a medical writer, and he had some other 

colleagues and they were interested. He had been to one of our events, Festive 5K 

and he was so inspired as he was running. He said to me, “I was trying to figure out 

how can I help this organization.” He doesn’t live in Coatesville, but was trying to 

figure out what can I do. He thought, “Wait a second. I’m involved in a professional 

writer’s group. Let me reach out to some of these folks. Maybe we can form kind of a 

local writer’s group and help do some work for the Brandywine Health Foundation.” 

We were like fabulous! So we came up with like a half a dozen ideas of what would 

help the foundation, but would be a project that would be interesting to them. They 

just did their first story. It’s volunteer, April is volunteer appreciation month. They took 

the time and they interviewed one of our board members. They did a beautiful story 

that we wouldn’t have had the time to do. We wouldn’t have necessarily have had 

the expertise. I mean we can all write, but it was fabulous and they felt it was a win-

win. It worked for everybody. It’s sometimes getting creative, coming up with things, 

whoever the group is that wants to get engaged. There’s all sorts of opportunities. I 

know you’re looking for some tips and I’ll tell you, this is such a simple thing, but it’s 

something that we’ve done. We have a volunteer, a retired gentleman who comes 

in once a week and one of the primary things that we have him to is call people just 

to say thank you. It sounds like this simple thing. We all send thank you notes out 
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when we get a gift, but he calls the donor and he says who he is, he’s a volunteer 

and he says for a moment you can almost tell the people are like waiting, like are 

they going to ask for something and then they take a sigh of relief. “Wow, I’ve never 

had somebody just take the time to do this” and they love it. We have gotten such 

positive feedback and sometimes staff will call donors that give $1,000 and above 

or whatever your level is, but he’s calling all of these people and taking time and 

they feel so appreciated and it really has helped us in so many ways. It’s all about 

cultivating and how do you just make people feel appreciated because no matter 

what their level of support, it is deeply appreciated. One of the things that we did 

when I was at Planned Parenthood, another little simple thing, was we looked at 

donors at any level that had given for a long period of time and I think at the time we 

started with twenty plus years or twenty-five years and we kept narrowing it down. 

If they had given for a period of time, in the Fall we would drop by their house and 

drop off a basket of muffins or something and say, “We just wanted to thank you. Did 

you know that you’ve been giving for fifteen years or twenty years” or whatever it was 

and we weren’t asking for anything, but we were cultivating and just reaching out and 

saying that we recognize you. It’s those little things, it’s the handwritten thank you 

notes. People just don’t have the time nowadays to do that and those are the things 

that really make people feel special and recognized.

Beth: Absolutely. We’re seeing so much of that with everyone wanting to go digital 

and we have tons of clients that are always saying when I stop doing our annual 

report, we want to stop doing our annual appeals. We want to switch everything to 

email. We want to switch everything to social or whatever it is that is online and what 

I keep wanting to tell people is that with everyone wanting to do that, there’s a whole 

lot more clutter in the mailbox.

Dana: That’s right!

Beth: Especially when you get something that is personal and is hand written and 

hand thought of or a phone call. Anything that is that opportunity to do that one-to-

one which absolutely we know it’s hard when you’re in a larger organization to make 
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the time to figure out ways to do that, but even if you just do a little bit of stuff like 

ten thank you notes a week or come up with some sort of customized things you can 

do for people. We always joke that nobody ever turns down a t-shirt. It’s the simple 

things you think. Everyone’s done that a million times, but not from you or anything 

that lets them sort of demonstrate their connection to you makes people really happy.

Dana: I think you’re right and I think your idea that you set a goal, you block out 

whatever it is, a half hour or an hour or whatever it is and you just say I’m going to 

make these three calls or whatever it is and there’s a time and place for all of it and I 

agree with you. I think people are so quick to say we should eliminate the community, 

we call it a community report rather than an annual report that way we feel like we’re 

reporting to the community, but same thing, and we really kind of wrestled with that. 

There is still the audience that loves to feel it in their hands. That doesn’t mean that 

you can’t have some sort of online version. The same thing with newsletters. I think 

you have to strike that balance because you have to customize. Some people respond 

to every appeal that you send them and other people give once a year and they’re 

going to be offended if you ask them two or three times a year.

Beth: Right, exactly. So part of the reason I ended up calling you to get this set up 

is I got an email from you, a thank you email after I’d spoken at one of your events 

which was so lovely and thoughtful of you and I noticed that at the bottom of your 

email was a really unique picture. As part of your email signature, which was your staff 

standing outside of your building with kind of sports styled hand lettered plaques 

saying “We love Coatesville” or something.

Dana: That’s right.

Beth: I saw that and one of the things that we say is that people undervalue the 

marketing tactic of what they can do in their email signature. What I loved about 

yours is it was so simple. It literally was just a photograph posted in there, but it was a 

specific photograph that you took for the purpose of showing your gratitude for your 

community and really sort of placing yourself in the heart and in with your community. 
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I know you told me that you’ve been doing this for a really long time. Tell me a little 

bit about how that’s evolved and different things that you’ve tried and what sort of 

bonuses have come out of it that’s made you keep doing it.

Dana: Well before I reply, I hope that I also wrote you a handwritten thank you note.

Beth: Yes you did.

Dana: Okay, good. Good, good, good.

Beth: It was lovely.

Dana: Good because the email doesn’t suffice, at least in my mind. We’ve been 

doing this for years. We’ve done it, we do a four day strawberry festival so we’ll do 

like a save the date and get people excited about that. I’ve done stuff promoting plan 

giving. Funny last year I did a P.S. and I think it was like a question. Are you able to 

join us at our garden party on such and such a date? Click here for more information 

and it was just my standing signature for a period of time and I was amazed at how 

many responses I got from people because I forgot about it. It was just automatically 

in there, but they really felt like I was directing it to them and it just created a lot 

of conversation about that particular event. In Coatesville we had a lot of kind of 

negative publicity in the community and the community was kind of behind getting 

everybody rallied and posting photos, we love Coatesville, and our staff happened to 

do one for our community report and we decided to post that as our signature and 

I think almost all of the staff, a lot of the staff here did do that for a period of time 

and again it just created such a buzz. It was just a positive reaction and even one of 

my donors said to me, “You really should have a caption because I don’t know all of 

these people” so it was just really fun to get the conversation going and get people 

excited about the work we’re doing here in the community and it’s such an easy, and 

I will actually put as a reminder quarterly or monthly depending upon the work we’re 

doing, to change it up. We did a couple of vision cafe’s in the community where we 
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engaged hundreds of people, residents, people that worked in the community who 

came together a couple of times to give us feedback on various issues and again 

I would put that indication, some link in my signature or my PS and it’s really just a 

simple way to get the word out and you have to be careful. You don’t want too much 

stuff in your email. You want to keep it short and sweet, but it’s a simple way to get 

the message out. We all know we have to repeat that message over and over and 

over so whatever your message triangle is at the time, even when you feel like you’ve 

said it enough, you haven’t said it enough.

Beth: You can’t reinforce that point enough. I have people say to me all the time, I’ve 

got to do a different email or I’ve got to do it different. They saw that already and 

it’s so hard if you’re not sort of living in this world to realize that it’s the repetition 

that really cements things in people’s minds and that people typically have to view 

something anywhere between five and twelve times before they take action on it, 

much less let it sink in. That’s one factor and the other factor is that sometimes the 

first time somebody sees something they may not notice it. They may not even see 

that it’s down there on the bottom of your signature or wherever they’ve seen it and 

sometimes it’s not that they’re not ready. Maybe it’s October and you just put your 

“its time to give for the annual campaign’, but in their heads they don’t even let it’s 

time to give annually filter up to the top of their brain waves until November. 

Dana: Right. It’s not intentional that they’re ignoring it. You’re right. They’re not ready 

for it and that’s why you keep at it and I completely agree. You can have some fun. 

I think once in a while to have some humor or to be playful or there’s some good 

cartoons out there, which ever it is, it doesn’t have to be stuffy. It can be innovative, 

fun and playful.

Beth: Sometimes it gets to the point where people know it’s coming from you and 

they start to look for it.

Dana: Yes, absolutely! It’s funny that you say that. My CEO signs personally all 

thank you notes and she mostly writes something personal. It can be three words, 
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but she writes something personal on the thank you notes and people look for 

that. If they don’t see something from her, I’ve heard them say at an event “I was 

surprised. I didn’t get a note”. They look for that personal touch and we even do 

that on invitations. We’ll have volunteers come in and write on the back of invitations 

because if you put the note in the invitation, maybe they threw it away and maybe 

they didn’t get to the point of opening it. We’ll have them write notes on the back 

of the invitations and on the front of the return address they put their name and so 

it hopefully encourages people. I think enough of you to take the time and they’re 

sometimes very funny notes if the person knows the people, but it’s just really again 

that personal touch. I have people say to me that I’ve kept that envelope. I actually 

kept it because it meant so much to me. It sounds so corny and when I reach out 

to my volunteers and say, “It’s that time. I need you to come in and write notes”, I 

always say it’s proven that these notes have made a difference.

Beth: So are you saying that people actually handwrite a note on the outside of the 

envelope?

Dana: Correct. We don’t do it on every envelope because we have a huge mailing 

and it’s generally for a big event that we’re having. We do as many as we possibly 

can.

Beth: I’ve seen plenty of people say they put a sticky on the letter or write a note on 

the inside. I’ve never heard of anybody actually writing a little note on the outside of 

the envelope. I just want to ask from a technical perspective, have you ever had any 

trouble with deliverability?

Dana: Never.

Beth: Okay because sometimes that can be a problem. That’s great to know.

Dana: We do it on the back.
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Beth: There you go. That’s helpful.

Dana: It isn’t bulk, it is probably first class the things that I’m thinking about. I’ve 

done it in other organizations and I don’t ever recall, and I think one donor specifically 

told us once in my lifetime of doing this that she really didn’t want any notes.

Beth: I would be surprised in general if people did not want you to put the note on 

there.

Dana: It makes such a difference and I know that even myself, even if it’s not on the 

envelope but on the letter, I think about something twice. Maybe it wasn’t something 

that I was going to go to, but then I’m like, you do. You pause for a moment. 

Somebody thought enough of you that they did something that was clearly personal. I 

think again it’s building that time in to do something. You don’t want to do it, pardon 

the expression, but you don’t want to do it half-assed. You want to do it right from 

the get go. It may take a little bit longer, but it’s going to pay off in a million different 

ways.

Beth: It really will because I think there’s something in the human brain kind of the 

law of reciprocity that we tend to work on as people that if somebody asks you to do 

something or gives you a little something, you sort of feel that you have to give back 

to them in return so when someone is nice to you or does something a little extra, it 

definitely kind of plants something in people’s brain to say, “Well maybe I should give 

a little something back”. It pulls you out. Anything you can do to pull yourself out of 

cold call land, you know when the phone rings and you pick it up and you don’t know 

who it is and they’re talking and they’re talking and you have that sort of wall up of 

how can I get this person off the phone. I don’t want to talk to them and then after a 

few minutes they say, “And your mother told me that we should be connected” and 

you know my mother? All of a sudden it’s like swoosh, that wall goes away and all of 

these tactics that you’re talking about, especially the writing the note on the outside 

of the envelope, so they see their name on the front of the envelope, maybe there’s 

some marketing message on it. Hey, there’s a strawberry festival. They turn it over and 
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they see something personal before they even open the envelope to be asked to go 

to something or be asked to give, it softens them right up.

Dana: It does.

Beth: Not in a manipulative or negative way, but in a way that takes somebody out of 

your number and puts them into your person.

Dana: Right, exactly.

Beth: It’s just really a lovely I think ethical way to do things is to treat people like 

people.

Dana: Um-hm. I agree.

Beth: That is just wonderful. I’d just like to ask, if someone was listening today if 

there’s any sort of one idea that you focus on that really has made a difference with 

helping you sort of build this participation in your community with your volunteers, 

getting your donors involved. Do you have any, if there’s one thing that everybody 

should do, they should do this or any other great tips that you would want to share?

Dana: Right. I think it’s building a team. It’s not just me believing in this. It’s not just 

my CEO. We all I guess are drinking the Kool-Aid. We all genuinely believe this and 

coincidentally just yesterday one of my development colleagues from another non-

profit from Community Dental over at the Brandywine Center, she sent me an email. 

Can I take one second to read it? Is that all right?

Beth: Absolutely!

Dana: It says, “Manifesto can help you raise more money”. So it says, “If you think 

your fundraising is annoying, it probably is. If you understand that by presenting 
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donors the opportunity to give, you’re helping transform their lives and your 

fundraising is probably excellent” and this was a post through UK fundraising. “Are 

you really proud to be a fundraiser? A new manifesto for fundraising.” So it says 

basically “consider posting this where everybody in your organization will see it.” 

I’ve done that since I got it yesterday, but I don’t think I even needed to because I 

think we all believe this so, “this is the fundraising office, treasury of the voluntary 

sector, engine room of the change charities bring to the world. Through this office we 

connect the people who want to change the world with the people who can change it. 

We convert their ideals into the funding that allows charities to achieve their missions 

and visions. We underwrite charities successes and assure against their failures. 

Friend, you are about to enter sacred ground. This is a fundraising office.” [http://

www.fundraising.co.uk/2014/04/11/really-proud-fundraiser-new-manifesto-fundraising] 

I think that says it all. We are giving people an opportunity and I genuinely from the 

bottom of my heart believe that. We just completed a one million plus campaign and 

we’re still raising a little bit more because we know that there are people who want to 

be partners. We don’t want to exclude anyone. We wouldn’t want someone reading 

about it in the paper and saying, “Why wasn’t I given an opportunity to be part of 

this?” There’s so much to go around and you need to give everybody the opportunity 

and when they say ‘no’, it may be a permanent no or it may be over time, you build 

upon that relationship and the trust and the rapport and eventually they do want to 

get engaged and involved, but even then there is something that you’re learning or 

you’re gaining. It’s just another relationship and we’re all about that.

Beth: I think that’s really, really key. Looking at it as giving people the opportunity to 

connect with what matters to them and that concept of what you just read about the 

manifesto, I’ve been reading a little bit about that and talking to some other people 

about that. I think it’s a strong idea. We’ll have to do a whole episode about the idea 

of a manifesto and what it is and how taking that sort of strong, emotionally driven 

prospective to really help people connect with why you exist and what you’re there to 

do for them and what they can do through their involvement through you can really, 

really help power up your messaging.
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Dana: I agree wholeheartedly and I think absolutely that could take a whole hour, 

probably even longer.

Beth: I’ll do a whole separate session on that! This was phenomenal today. I really 

appreciate your time and I’m going to put a link in the show to Dana and I will have a 

screen shot as an example of one of her email signatures so you can see how she uses 

her picture and I’ll also put in a link for this email, this organization that she just read 

about. Thank you very much Dana for your time. It’s been my pleasure and I wish you 

well.

Dana: Thank you. Same to you.

Beth: All right. Take care.

Dana: Bye-bye.

Questions? Contact beth@iriscreative.com


