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The Opportunity

We all know the importance of putting donors at the heart of our fundraising. Mid-value giving 
programmes offer a good opportunity to give a larger number of donors a more personalised 
experience. We can do this by bringing together direct marketing fundraising techniques with 
a major giving approach to supporter relationship management. Mid-value giving is an under 
developed area of fundraising and there is great scope for charities to do more for these sup-
porters and raise more income for their cause. 

Who do we consider to be a mid value donor? 

Mid-value donors are those people giving donations at a level that falls between your low lev-
els givers and major donors. The giving levels will vary from charity to charity, in the same way 
that what constitutes a major gift varies. As a guide, an organisation that considers £5,000 to 
be a major gift typically would classify a mid-value donor as anyone who gives £500 to £4,999 
in a 12-month period. In another organisation a major gift may be £10,000+, therefore mid-val-
ue donors may be identified as those giving between £1,000 to £9,999. It really does vary, and 
it’s about finding what works for your donors and your organisation. It also pays to not create 
tiered giving levels that are inflexible and instead to consider what type of relationship your 
donors wish to have with your organisation:

Major gift fundraising -  1:1 
Mid-value - 1: few 
Low-level -  1: many
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Six advantages from a Mid Value Giving Strategy. Which one of these apply 
to you?

1. High levels of donor satisfaction. 

Mid-value donors are often loyal and committed supporters. Through offering them a more 
personalised experience through a mid-value programme, donor satisfaction goes up. 

2. Increased income. 

It is common for charities to see a significant increase in income from mid-value donors by 
year three of a new mid-value giving programme. Successful mid-value programmes actively 
ask donors for support and steward them well, leading to increased donation frequency and 
value. 

3. More efficient use of time. 

Mid-value programmes are a good place for some major donors to be looked after and stew-
arded. Often major gift fundraisers spend disproportionate time stewarding major donors who 
give at the lower end of the scale. By looking after these major donors through an efficient 
mid-value programme, you free up your major gift fundraisers’ time to focus on soliciting big-
ger gifts. 

4. High quality materials can help elsewhere. 

The materials created for your mid-value programme can be used widely across the rest of 
your income streams. For example, a project update created for mid-value donors can also be 
tailored and sent to major donors. 

5. More legacy prospects. 

As mid-value donors are often loyal and committed supporters, this makes them prime legacy 
prospects. You can drip-feed legacy messages through your communications to mid-value 
donors and many will become legacy pledgers.  

6. Insight. 

The best mid-value programmes are developed with insight into your donors. You can gain 
valuable insight by asking your mid-value donors how they want to be communicated with, 
what is important to them, and what would make their relationship with your organisation the 
best it can be. It is also likely that you will build a circle of donors who are happy to review any 
new communications and offer feedback on a regular basis, thereby giving you confidence 
that the programme is meeting their needs. 
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What does a successful mid-value giving programme look like?

This very much depends on what your donors have told you they want, and is why donor in-
sight is key. However, there are some common features of mid-value programmes:

• Mid-value giving programmes combine aspects of direct marketing fundraising with a ma-
jor gift fundraising approach. This is often call mass personalisation.

• There is one named point of contact for the donors. In the same way that major donors 
have a relationship manager, mid-value donors appreciate having someone that they can 
contact directly. 

• Asks for financial support are made through direct marketing materials. However, DM 
packs for mid-value donors offer more information and build up the case for why their 
donation is needed. 

• The tone of voice used in communications is the same as that used with major donors – 
personal, informative, not dumbing down the facts.

 

How to develop a mid-value programme

The three keys to success

A) Understand your donors

• Do research - interview donors, what do they enjoy about their experience, what are their 
expectations 

• Consider segmenting donors by their preferences, rather than how much they happened 
to have given

• Develop compelling propositions - TEST them with donors
• Have a responsive communications plan – for example, tell your mid-value donors news 

before it becomes public
 

B) Be clear on what you want to achieve, and why

• Establish clear aims. Do you want to find new donors (acquisition)? Uplift giving from cur-
rent donors? Grow new major donors? Increase the number of legacy pledgers? You may 
want all of these things, but it’s important to decide on the priority.

• Set measurable targets
• Have clear measures of success along the way – agree KPIs
• What are we raising money for, and why?
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You’ve been working on:

C) Create the environment for success

• You will need investment to create a mid-value programme
• Ensure your data is in shape – accuracy is key to personalisation
• Engage your stakeholders – are your direct marketing colleagues on board? 
• Set clear and agreed protocols e.g. what triggers the movement of a donor up from low 

level giving into mid-value? What triggers a donor to move back down again?
• Get senior colleague buy-in. Creating a mid-value programme will impact other income 

stream targets, therefore it is important to get agreement across the board. 
• Approach with a test and learn mindset (not pass or fail)

If this bundle stimulates further questions, why not seek ideas from other members and from 
Charly through the Members Club Facebook Group?


