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* Individual fundraising is similar to a selling process.
= Selling involves a good, service or idea.

" |ndividual fundraising revolves around a certain
cause or idea.

= Causes and ideas are not goods with clear-cut
characteristics, or services with distinctive
experiences.

= A cause or idea may not be of a direct value to the
buyer as is a good or service.
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' 1- Define your target segment of customers
I

 2- Devise a valuable product: with a competitive

I advantage that fits your target segment needs or wants

“and reflects your identity

I
' 3- Communication: to enable your audience to

| understand the content/product you are selling (Wording,
 Packaging, Design..etc)

I
- 4- Make sure you provide after sales services to win the

-trust and loyalty of your customer



That is exactly what we did in our
Museum’s Individuals’ Fundraising
Campaign in 2017...



Businessmen and women, and society ladies
(i.e. philanthropy and not corporate fundraising CSR)



A boomerang with a letter
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We sent a letter with the a question on its envelope:

"How Can One Investment have several returns
on investments?" - Use of facts.




Inside was a boomerang on a card with a note saying:

Use of emotions.




The back of the card had the answer to the first question:

Use of facts.
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I

. A letter explaining why we are raising funds and how
: people can support the Museum was enclosed. The

- letter combined both facts and emotions.
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Packaging: We designed a large and interesting envelop
to ensure that this is not just another fundraising letter
that gets trashed and that we get attention of the
recipients.




Post-donation Report: We sent a thank-you letter to
the donors with a report featuring some pictures
showing the impact of the donation on the beneficiary
children.




The campaign’s Return on Investment

= Number of people addressed: 144

= Total Campaign’s Expenses: USD 3,500
= Total Campaign’s Revenues/Donations: USD 29,800
= Total Net Revenue/Donation: USD 26,300

e Return on Investment (ROI):
USD 26,300/ USD 3,500 = 751%

* Cost to Raise a Dollar (CRD):
UsD 3,500/ USD 26.300 = 13.3%
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Email: laith.alsous@cmj.jo

@ childrensMuseumjo € @childrenMuseum @ www.cmj.jo

Thank you



