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Agenda

Why mid-level donors matter

Giving clubs

Personalization

Appropriate tagging

Rewarding mid-level donors

Assigning staff
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Mid-level	giving	is	for	everyone
How you define mid level donor is specific to your organization

• Set a threshold so you can measure your results.

• Remember, mid-level donors are NOT your average donors.

• Consider cumulative giving

Every organization can have a mid-level donor program

• If your organization is smaller, it just means the potential pool
of mid-level donors is greater

• Mid level donors a crucial component of the major giving pipeline



6

Donor	Pyramids

Major

Mid

Low

Major

Mid

Low

Mid

Low

Major

2.1. 3.



77

Giving	Levels
Many organizations create various levels that they assign 
to donors based on yearly giving.

• Branded levels are better than generic

o What is important is that you have levels and names. 
Please don’t waste countless staff hours fretting over 
the specifics. That won’t move the needle.

• This leveling should NOT include all donors

• It SHOULD include your mid-level donors.

• Be generous with credit when assigning levels

o For example, include employee matching giving

BUT...
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Giving	levels	are	worthless	if	
donors	don’t	know	they	exist

Giving levels are worthless if donors don’t know 
that they are at a certain level.

Giving levels are worthless if donors don’t know 
why they should care that they are at a certain 
level.
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Annual	Report

Thus, mid-level donors never actually learn they 
are assigned to a donor level at all.

At many organizations, the annual report is the only 
time that donors find out what level they are at.

Simultaneously, many organizations are limiting 
who receives an annual report, excluding mid-level 
donors.
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Key	Considerations
Single or multichannel?
One appeal or several? Each can 
work if done correctly.

• Stand out in the mailbox.

• Personalize when you can.

• Reiterate their importance 
through highly affirmational 
copy.

• Create a holistic look-and-feel 
in both channels.



1111

Key	Considerations
Provide the donor with lots of 
information about the program or 
need, and their impact.

• Impact Report

• Informational Landing Page

• Downloadable PDF
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Key	Considerations
Have a compelling reason for 
asking for the donor’s help.

• A match.

• A specific program or need.

• Something of proven interest to 
the donor.

• Use direct response tactics like 
deadlines, countdown timers, 
etc.
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Key	Considerations
Offer multiple ways to give.

• Mail

• Online
o Mid-Level ask-array

o Dynamic ask-array

o Branded ask-array

o Don’t downgrade!
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Key	Considerations
Offer multiple ways to give.

• Mail

• Online
o Mid-Level ask-array

o Dynamic ask-array

o Branded ask-array

o Don’t downgrade!

• DAFs, stock, planned giving, etc.
o Ways to give to the campaign

o Ways to give/get involved after 
the campaign gift
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Key	Considerations
Provide collateral to mid-level 
staff members
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Events
Many orgs have appreciation events limited 
to donors of a certain size

• Intentionally invite a select group of 
donors one level down.

• Make it clear to them that they are being 
invited because they are in that specific 
group and you have a select number of 
tickets.

• If they don’t level up, don’t invite them 
back for the next year
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Dedicate	staff	to	mid-level donors
• Yes, ideally you would be able to dedicate an entire staff 

person to mid-level.

• But also yes, that is not feasible for many organizations.

• However, you many be able to dedicate part of
someone’s time.

o This is an excellent opportunity to cultivate internal talent
and gain. mentorship/supervisory experience

o By assigning a small caseload of midlevel donors, those 
donors will get the “donor experience” that will make them 
long term donors.

o Focus specifically on donors who have future major
gift potential.
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Recap

Give mid-level donors a 
unique experience.

Mid-level giving is for everyone.

Donors need to know they are 
in a giving level.



Questions?
Let’s connect!

Bonterra: sales@bonterratech.com
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