“The RBP Methods’ team is highly
intelligent in addition to having great
communication skills which was exactly
what we were looking for. We needed a
system that didn’t require an accounting
degree. They made the entire process and
installation a smooth one for all. Before
RBP’s solution we were spending two and
a half days reconciling accounting
spreadsheets every month. Now the whole
process takes us less than half a day! The
level of improvement was a shock to
everybody. We knew RBP Methods would
help us save time—we just didn’t realize we
would save so much of it.”

Anne-Marie Schwerin, YWCA

)
®
BREREAA
\ust

NEEE
\ugs

< |

ET

s
O
-
9p

" # $# $ % ! %

It helps to be flexible. Not only is that sage advice for life, but it can come in handy when trying to
lessen the blow of the increasing postal rates that went into effect May 11.

Flexibility in design has been critical ever since postal reform brought a new pricing system in 2007
and with it the potential for huge increases on mailings that might not bend through sorting machines.

Now, two years after the Non-Flat Machinable (NFM) and Standard parcels were hammered by
massive postage hikes, double-digit increases again are expected for those subclasses. Other
subclasses also will see an increase though not as significant.

Nonprofits must examine the entire equation -- from presort to entry discounts -- to maximize postal
savings under the new rates, said Senny Boone, senior vice president for corporate and social
responsibility at the Direct Marketing Association (DMA). "Every nonprofit mailer really needs to plan
ahead for their worst case scenario and have a strategy," Boone said, looking strategically at different
rate categories.

Boone even suggests taking a look at alternative media, given what are expected to be annual
increases after postal reform in 2006. "Nonprofits today versus 10 or 15 years ago probably have
more channel opportunities than ever before to take a multi-channel marketing strategy," she said.
"It's not a replacement for postal, but look at telephone or email marketing to bolster mailing
strategies."

Nonprofits might want to search for expenses to cut wherever they can, but Boone warned against
completely eliminating an acquisition strategy because of mailing costs. "It might be a situation where
you end up cannibalizing your efforts in the future,” she said. "Everyone's really bearing down,
looking at the economy, but certainly you want to press forward on acquisition.”

CCCI expects increases in mailing costs because postal is still the lion's share of its fundraising
efforts. According to Megan Hawkes, CCCI's executive director, donor marketing "Although paper
direct mail, in the industry, continues to be the primary trigger to initiate giving, there is significant
data and current information to support an increasing need to utilize multiple channels to engage
constituents. Online and emerging technology will play a more significant part in our fundraising
activities in the future, in part due to the rising cost of postage and materials."

(Continued on page 2)

) *
& % ' % C

We want to work with more organizations like yours, who recognize the value in streamlining their
operational processes and solutions while working with a partner who prides themselves on providing
the best service possible!

We invest 100% of our time to deliver not just the best solution in the marketplace, but superior
service and support over the long haul. If you know of any nonprofit organization who needs a new
accounting program or has a system problem to which they haven't found a solution, please refer
them to us.

It's a win-win for everyone. Your colleague will get their needs taken care of (by the area’s best
solution provider) while you get to be a hero in helping them find a solution. Refer someone today!

RBP Methods | PO Box 6555 | Beaverton, OR 97007 -0555

Phone: 503.648.9051 | Fax: 503.214.6232 | infor mation@rbpmethods.com | www.rbpmethods.com




Sending marketing messages such as
newsletters, product promotions, or
webinar invitations through email blasts
can be a cost effective way to reach out
to donors, colleagues and affiliates
within your organization.

While there are many e-marketing
service providers to choose from, here
at RBP Methods we use Constant
Contact.

Constant Contact allows you to create
beautiful HTML email templates using
their simple online editor or import your
own, and send them directly through
their powerful servers to your entire list
with a single click.

Additionally, Constant Contact tracks
the interaction within each email sent
and then provides you with a report of
who opened your email, and what they
clicked on. This allows you to continue
to provide interesting, relevant content
to those you interact with.

Lastly, Constant Contact is CAN SPAM
compliant which ensures that your
messaging abides by e-mail laws, and
helps your email hit in-boxes, not junk
mail filters.

If you are interested in learning more
about this resource please visit
www.constantcontact.com.
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There is a wealth of information regarding online giving and how this trend for nonprofit
organizations is going to stick. One article we read states that “online giving channels must be an
integrated part of an entire direct marketing program because although offline donors do not
generally migrate to online giving, online donors do migrate to offline channels in large numbers. In
addition, online donors tend to downgrade when they move offline, further evidence that online
donors are not cultivated to their full potential.”

If you are not offering online donations now you will be soon. As the demand for online giving
increases and the use of social media and the world wide web continues to grow, attracting and
keeping new donors will be critical to your overall marketing strategy. Below are a few key points
from some of the articles we have read to summarize the facts.

1. Online giving is growing and it can grow your givin g base - According to the 2008
DonorCentrics™ Internet Giving Benchmarking Analysis a median 9% of all donors give online
and accounted for a median 11% of all revenue in 2008. This number is growing fast in 2009.

2. Pathways for future giving often lead offline - significant portions of donors who were
acquired online switch to traditional direct mail in their second year of giving however with
more sophisticated online fundraising campaigns available, these donors are likely to reduce
and reverse this trend and continue to donate online.

3. Online giving is a win-win for all —online gifts are easier and cheaper to process, and online
campaigns can save on the costs associated with printing and mailing.

Ideally, nonprofits will get smarter about online fundraising so that more donors who start out giving
online continue to do so. Clients often ask if they can import online giving into their accounting
system. Our answer is always a qualified "yes". This is especially true of web-based output. As
more and more organizations move to an online fundraising solution, you should be sure to ask
some strategic questions before signing on the bottom line.

1. Can the web solution export data in a CSV format? CSV (Comma Separated Variable) is the
most common importing format for most accounting systems, including Sage MIP. Data from
different fields - like account number, dollar amount, donation date - are separated by commas
so we can identify which fields need to come into MIP.

2. Can the user define what data to export or does it take a programmer? Many systems come
with predefined exports, especially for QuickBooks, and getting something customized
requires an additional investment on your part.

3. Does the web solution export all data in detail or can you summarize it by date? Consider the
impact on your ledger if you are importing 95 donations every day. You need to determine
how much detail you want in the GL.

4. Can you identify types of payment in the web system and export that data? Remember how
you reconcile your cash accounts - cash and checks on a given day in a given deposit are one
number, AX is another number, and MC and Visa are lumped together. If you can Identify
these by date, that will go a long way to helping you streamline bank reconciliation at the end
of the month.

5. Can you, the user, write your own DEF file for MIP? If you are not an importing pro, consider
asking for help. We have excellent importing staff on hand always ready to help out.

Sure, MIP can import from a web-based system, but you need to know what steps you need to take
before you commit.

If you are ready to move forward with online fundraising or need help finding a solution please give
us a call and we will gladly assist you.

(Continued from page 1)

To reduce postal costs, nonprofits should find ways to commingle, co palletize and drop-ship flats
and letter mail that will subsidize some of the increased cost of premiums, said Judy Costello,
director of planning and development at Quadriga Art in Pennsauken, N.J. "Overall, your budget on
postage will still take a hit, but not as much," she said. "I don't think the answer is to not mail some
of these larger premiums, depending on your donor base and demographics, because if it works, it
works. It's just a matter of how much you're willing to pay," Costello said.

"We have a lot of plans that we have to alter. Anything that we had planned as a Non-Flat
Machinable or parcel, we're looking at all those mail plans now and figuring what we can put in
place to make them more affordable. Which means either changing the premium altogether or
altering it to make it smaller or lighter so that we can afford it," Costello said. She typically estimates
about 3.85 cents saved for every ounce shaved off a mailing.
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