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PLATINUM SPONSORS
McVicker & Higginbotham

GOLD SPONSORS
Adstra Nonprofit

Chapman Cubine Allen + Hussey

Data Axle
Production Solutions
RKD Group
Wiland

SILVER SPONSORS
Action Mailers
Alliant
DonorBase
Eidolon Communications
Epsilon
Moore
Newport One
ROI Solutions
Sanky Communications
The Harrington Agency
The Lukens Company
True North, Inc.

Special thanks to our 2022 Sponsors!

BRONZE SPONSORS
Amergent
AudienceFirst Media
Avalon Consulting Group
Carl Bloom Associates
CDR Fundraising Group
Faircom New York
Integral, LLC
K2D Strategies
Lautman Maska Neill & Company
Mal Warwick Donordigital
Merkle Response Management Group

MKDM
MMI Direct
Multiply Strategies
NNE Marketing
Path2Response
Perlman+Perlman, LLP
PMG
TrueSense

COPPER SPONSORS
Belardi Wong
Bookyourdata.com
Catena Connects
Carol Enters List Company CELCO
DaVinci Direct
DM Pros, Inc.

John Mini Consulting
National Graphics
RMI Direct Marketing, Inc.
Sharkey Advertsing
Whittier & Associates
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How to be a DMFA Award Judge!

This voter workbook lists this year’s DMFA Awards entries and their respective performance
data. Please review all entries in the book and click the “View Additional Campaign Entry Details”
Button to review additional images and further campaign details. You can select one entry per
category as the winner.

There is one vote per company. If you are not the voter, you can review this book and give your
input to the voter from your organization. To see who is the designated voter, go to:
https://dmfa.org/awards/dmfa-awards/voters/

DMFA Award Categories:

Direct Mail Acquisition

—_

Direct Mail Appeal/Renewal

Direct Mail Mid-Level Appeal/Renewal
Digital
Multichannel

[ I NETUIN

Voting Tips Keep in mind

As you consider your choices, here are a few guidelines, 1. Both the number of donors identified and cost will vary
representing industry-accepted standards for direct from organization to organization.
marketing success: 2. Larger organizations generally mail more pieces than
1. Did the package achieve the organization’s goal? smaller organizations and can therefore obtain a lower
How well did the package perform? cost per thousand.
2. s the appropriate audience targeted? Is it cost 3. Newer organizations tend to get higher response rates
effective? in Acquisition than established ones, especially where
3. s the call to action clearly communicated? market saturation is a factor.
Is the copy compelling? Is the artwork attractive? 4. Results and costs will also vary widely depending on the
Are the photographs used effectively and are number of pieces mailed and the audience to whom the
they of quality? Will the outside envelope or email package was mailed. For example, Acquisition packages
subject line get opened? will generate a very low rate of response compared to

5. Does the measurement for success take the Renewal/Appeal packages.

strategy into consideration? For example, a 5. The cost to raise a dollar (found in each entries’
successful acquisition package must acquire performance statistics) can be used as the clear
first-time donors in a cost-effective manner. Or indicator of a package’s effectiveness that will equalize
a successful renewal package will generally have some of the differences.

a higher response rate and average gift. Email Enjoy voting on this year’s award entries!

campaigns often look at open rates, click rates, and
response rates to measure success.

Questions or Log in Issues?
Contact us at
info@dmfa.org or 646-675-7314
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DIRECT MAIL ACQUISITION Habitat FY22 December
Prospecting Challenge Package

PACKAGE CREATOR/AGENCY:
Habitat for Humanity International

ORGANIZATION/MAILER NAME:
Habitat for Humanity International

DM MAIL DATE: 11/17/2021

TOTAL INCOME ($): 769,461

AVERAGE GIFT (%): 58.54

COST TO RAISE $1: 0.75

DIRECT MAIL RESPONSE RATE (%): 0.66
QUANTITY MAILED: 1,985,489

COST PER SOLICITATION ($): 0.29

WHY IS YOUR ENTRY SO SUCCESSFUL?

It is difficult for most acquisition campaigns to
break-even, but this campaign went above and be-
yond earning Habitat $190,000 in net revenue and
13,000 new donors.

Leveraging a generous corporate gift from Lowe’s,
Habitat asked donors to collectively double the
donation to make twice the impact for our partner
families. Incorporating dual logos on the OE and in
the letter allowed us to use the challenge to Lowe’s
as a marketing opportunity while allowing donors
to see the partnership between Habitat and Lowe’s.
This partnership was further highlighted on the
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View Additional Campaign Entry Details
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DIRECT MAIL ACQUISITION
Local Notecard Package

PACKAGE CREATOR/AGENCY: DIRECT MAIL RESPONSE RATE (%): 0.95
TrueSense Marketing

QUANTITY MAILED: 5,464
ORGANIZATION/MAILER NAME:

DM MAIL DATE: 7/13/2021 WHY IS YOUR ENTRY SO SUCCESSFUL?

TOTAL INCOME ($): 7,469 Feeding America affiliated food banks have access
to a list of Feeding America national donors to use

AVERAGE GIFT ($): 143.64 as acquisition lists. Instead of placing them into our
standard prospect acquisition mailing, we tailored

COST TO RAISE $1: 0.59 prosp 9 &

a package with a more personal look and feel using
targeted “give local” language.
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View Additional Campaign Entry Details
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DIRECT MAIL ACQUISITION

Northern Nevada HOPES Acquisition Fall 21

PACKAGE CREATOR/AGENCY:
Nexus Direct

ORGANIZATION/MAILER NAME:
Northern Nevada HOPES

DM MAIL DATE: 8/21/2021

TOTAL INCOME ($): 15,508.28
AVERAGE GIFT ($): 456.13

COST TO RAISE $1: 0.70

DIRECT MAIL RESPONSE RATE (%): 0.95
QUANTITY MAILED: 3,580
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COST PER SOLICITATION ($): 3.05
WHY IS YOUR ENTRY SO SUCCESSFUL?

Northern Nevada HOPES, a community health cen-
ter in Reno, which provides affordable, high-quality
medical, behavioral health, and support services
for all, kick-started their Direct Marketing program
during the pandemic to offset the drop in revenue
from in-person-dependent revenue streams. The
Fall 2020 Acquisition performed exceptionally well
at the height of the pandemic, but Spring 2021 had
a dramatic decrease in response rate. With this,
projections for the Fall 2021 campaign were kept
conservative with a 0.42% RR and a $31 Average
Gift.
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DIRECT MAIL ACQUISITION
Animal Lover’s Calendar + Day Planner

PACKAGE CREATOR/AGENCY: WHY IS YOUR ENTRY SO SUCCESSFUL?
CCAH . .

The Humane Society of the United States (HSUS)
ORGANIZATION/MAILER NAME: is the nation’s most effective animal protection
Humane Society of the United States organization, fighting for ALL animals. HSUS’s

direct mail acquisition program has historically

DM MAIL DATE: 7/5/2021 been driven by backend premium offers, with one

TOTAL INCOME ($): 22.420 exception—a full-size, 12-month upfront Animal
(%): 23,43 Lover’s Calendar package that mails every July as
AVERAGE GIFT ($): 21.07 a seasonal control which has no backend premium.

Like many organizations, HSUS is working to reduce

COST TO RAISE $1: 217 its reliance on backend premiums. The objective for

DIRECT MAIL RESPONSE RATE (%): 1.85 the Animal Lover’s Calendar + Day Planner package
was to increase response to the upfront Calendar
QUANTITY MAILED: 60,000 package without adding a backend premium offer.

COST PER SOLICITATION ($): 0.85

2022 Calendar

View Additional Campaign Entry Details
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DIRECT MAIL ACQUISITION UNICEF USA Acquisition
Hats, Boots, Mittens Once & Done

PACKAGE CREATO R/AGENCY:
MarkeTeam

ORGANIZATION/MAILER NAME:
UNICEF USA

DM MAIL DATE: 10/6/2021

TOTAL INCOME ($): 16,467

AVERAGE GIFT (%): 49.60

COST TO RAISE $1: 2.44

DIRECT MAIL RESPONSE RATE (%): 0.33
QUANTITY MAILED: 99,989

COST PER SOLICITATION ($): 0.40

DOCEF USA. 126 Maden Lane, Now Yok, N 10038, (300 FORKIDS _unicafaa orp

e

=\
{ R ﬁ LIFESAVING WINTER SUPPLIES FOR CHILDREN URGENTLY NEEDED
=
+f Woolen Hats
 Winter Boots
 Immunizations
 Mittens,

Help Save the Lives of Children! @

Please use my tax-deductible donation to UNICEF USA to
support at provide relef and save the lives of
h

world:
()$lAskz] () ${Ask3) —
()SlAskE] () Other S,

vry chi

John Q. Sample
1234 Any Street This shipment of relief supplies
Suite 1234 was made possible by the
Anytown, USA 99999-9999 generous support of:

SHIPPING LABEL

P R A Y

WHY IS YOUR ENTRY SO SUCCESSFUL?

UNICEF USA’s Acquisition Control ‘Once and Done’
has been the control package for many years. The
‘Once and Done’ offer informs the donor that they
have the option to make one gift and we’ll never ask
for another again (although we hope they will). The
Once and Done offer is highlighted on the OE, letter
and reply, and the letter copy is fairly general about
UNICEPF’s overall work. The number of people opt-
ing out of future communications is rather low, and
the lift in response has always greatly outweighed
the number of people opting out of future com-
munications in repeated testing. However, UNICEF
is always looking to develop a package that could
reduce opt-outs while maintaining a comparable
response rate.

No coats. No blankets. No shoes.
How will children survive
the winter?

thi effort o keep children warm and safel

With hope for every chid,

i Htone. Yattoar fwua, :

Helene Vallone-Raffasle
Vice President, Donor Experience

aaaaa

Ps. 00
photos. The fist shows children in the freezing mud, illequipped for

protect more chidren from the cold.

vvvvvvvv

Bt this year

cer usA

‘year — noarly 1 million ohildren need protection from the cold!

New York, NY 10038, (800} FOR-KIDS of 8001 367-5437 _ unicefusa.ora

View Additional Campaign Entry Details
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DIRECT MAIL ACQUISITION
March Low-Cost Acquisition Appeal

PACKAGE CREATO R/AGENCY:
Faircom NY

ORGANIZATION/MAILER NAME:
The Glaucoma Foundation

DM MAIL DATE: 3/8/2021

TOTAL INCOME ($): 33,423

AVERAGE GIFT ($): 34.13

COST TO RAISE $1: 0.55

DIRECT MAIL RESPONSE RATE (%): 2.62

The Glaucoma Foundation

QUANTITY MAILED: 40,717

COST PER SOLICITATION ($): 0.45

WHY IS YOUR ENTRY SO SUCCESSFUL?

The Glaucoma Foundation’s low-cost acquisition
package has been a winner for several years. We
set out to improve even further on these results
by testing a new story in the letter copy and incor-
porating a stronger, more emotional call to action.
This small change outperformed the long-standing
control and has replaced the original story as the
Glaucoma Foundation’s new control.

Matching Funds DOUBLE Your Gift!

frerent for me growing

I had to wear very

Dear Friend,

His aunt noticed it first: something was wrong with Baby Jahkori's eyes.

Jahkori's doctor gave him the nickname of “Tiger” for how strong he
as. Now a young man, Jahkor explained how glaucoma affected his lfe. ‘Life was

glasses, eye

itches, and take daily eye medications and preserve the vision | had left.”

Jahkori's vision is blurred, but that doesn't stop him from pursuing his passion
art. Jahkori is enrolled in art school and feels lucky that he received an early

GLAUCOMA:

THE DISEASE YOU THOUGHT YOU KNEW

You may know that glaucoma is a group of diseases that damage the optic nerve
and that early diagnosis is crucial to preserving vision. But did you know...

Little Jahkori was cradled in her arms, drinking a bottle, when she noticed there
was a gray film Covering the entire iris and pupil of his left eye. He was just sic weeks
old when he was diagnosed with Primary Congenital Glaucoma. If eft untreated, he
could go biind.

Eyesight is something many people take for granted. They certainly don't expect
a disease like glaucoma to affect their infant child, as happened with newbom baby
boy, Jahkeri.

But glaucoma Is a progressive disease, and it's for people like Jahkor that
‘e need to continue the research that will bring hope.

For 35 years, The Glaucoma Foundation has warked ta identity, encourage, and
fund scientifi research into the potentially blinding disease of glaucoma. But research
is costly, and federal funds are shrinking, putting our research progress at stake.

Thats why we urgently need to find more
like yourself to fuel our research work. With 80 million people worldvide having
glaucema—Jahkori included—can you imagine how life-changing a cure would be?

Thanks to a very generous donor, if you make a giftin
the next 15 days, your gift will be matched, dollar-for-doliar,

up to a total of $20,000! Please send a gift of $25, $35, or even
$50 today, to help cure glaucoma — the “silent thief of sight”

Twio weeks after diagnosis, baby Jahkor had his very first
surgery. It was the first o five surgeries, three on the left eye
and two on the right. The surgeries helped to ease the elevated
pressures he had in his eyes.

(over, please)

DOUBLE MY GIFT, DOUBLE MY IMPACT!
VES, | want to end ghaucoma now! That's why you'l find my gift enclosed. Elena, lef's
fund the brilliant scientists whorare cur best hope for discorering better disgnostics, new
teatments, and, yés, even a cure. Pease match v tax-deductble gitof
Q$25 doubles 1050 1 $35 doublesto $70 21§50 doubles to $100
as

The Glaueoms Foundstion

Foundation

1 you have a doncr-advised fund, you can designate

lagnosis and regular eye care ever since. Others are not so lucky.

Tragically. because glaucoma in its early stages
s no symptoms, half of the people who have it are
aware. Meanwhile, untreated, the disease could
causing significant eye damage. It can lead to
rmanent blindness.

That's why The Glaucoma Foundation
uilding awareness of this *eyesight-robbing® disease
0 why we are working so hard for a cure.
nnot do it alone.

Please mlum ‘your gift using the postage-free envelope or donate online at
Rush your gift of hope today for the chance to double
our impact!

Thank you in advance for your generosity and for being a part of our pursuit of
ope for a cure.

Sinceraly,
& fors

Elena Sturman
President & CEQ

Globally, glaucoma affects about
80 million people. And only
half of them know it

The optic nerve is a bundle of more
than a million nerve fibers
connecting the retina to the brain

When people suffer, so doss
the economy. Each year,
glaucoma costs the U.S,

$2.86 billion in direct costs
and losses in productivity.

Once lost, vision cannot be
restored. And there is no
cure for glaucoma ... yet.

The amount of funding to
support research into glaucoma’s
causes and treatments - and to.
find a cure - has actually declined

in the last 20 years!

At first, glaucoma has no

visible symptoms. That's why
afull eye exam includes a dilated

examination of the optic nerve.

'S. With 60 million people worldwide having glaucoma, can you imagink
Jonging cure would be? Plesse fin us in finding a cure for people I g
r gif
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The Visionary Society. ;
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Inner Circle Donors Give in

Monthly! i

support ™G
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cur misson 1 find a urefor gaucoma al year g,

A5 memoer o our lner Gl your monty g

hoge

The Glaucoma Foundation

80 Maiden Lane, Suite 700
New York, NY 10038

Matching Funds DOUBLE Your Gift!

Reply within

15 days!

Tor dscorering bt dagnastis, nem beapents
acuel

‘gaucamaloundetion orgdonate/montily-ging

View Additional Campaign Entry Details
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DIRECT MAIL ACQUISITION
Holiday Acquisition Package

PACKAGE CREATOR/AGENCY:
Lautman Maska Neill & Company

ORGANIZATION/MAILER NAME:
Reading is Fundamental

DM MAIL DATE: 11/15/2021
TOTAL INCOME ($): 101,723
AVERAGE GIFT (%): 55.16
COST TO RAISE $1: 0.81

Reading,

DIRECT MAIL RESPONSE RATE (%): 0.85
QUANTITY MAILED: 216,513

COST PER SOLICITATION ($): 0.38
WHY IS YOUR ENTRY SO SUCCESSFUL?

Reading is Fundamental (RIF) had one successful
acquisition control package. But like any smart
organization, they wanted to get ahead of package
fatigue by trying a different package in the Novem-
ber Acquisition slot.

Is Fundamental
Wl every child reads

Please help Reading Is Fundamental.

There is a children's literacy crisis in America Page Two

Page Four

people ke

Dear Friend.

Wil you netp?

November 2021 Amera it o e 5 eac 8t e wh s doman o

b ook you el provide wil be th first they b

Last year. RIF provided chidren wih over 288 millon books and iteracy

19 4 RIF Bocs
ity s m \50nm
o o1 mag and ok beve. ot

people like you o keeo.

It costs just $4 to provide 3 book to 3 chld n need. o f peopie across

Bacauso our goa ln' ust 10
arow from r6ading it We know that ch
ool They fall e

Please, help put now, free, Nigh-quallty books n the hands of hildren

your tax.deductble donation today.

RIF. For 3 ift of ust $4, you can provido a brand-now book for a

books Into the hands of i deserving children!

v, the pandemic has mado provicing books for Americas most under-
i cris, RF nas.

Cover, piease)

750 Fust Sraet NE. Sute 920, Waknton, O 20002 - Tokt68 1477 K READ - RE.0ra

ho core o scadomic seiovemen o chrona
etor rodu

i couny i Trward win i f st 424, $51 o1 3105, wo con connoct ks
i

cant count on

L nave enclosed 3 soec

d acound the cauntry ars

ot sueeess

Cover. piease

25 million children in th
65% of 4th grade students

2 out of 3 children living in poves

Help make a difference in the lives of children today.

RIF.org

m Change A Child’s Life Through Books...For Just $4
Y!S Allcla' I will help RIF bring the joy of reading to kids who need it most! | have signed the
card below and am enclosing it with my contribution of:

Js24

6" 1$s1 Qsi0s Us$255 13500 51000 U Others.
& or more, you'l receive our signsture RIF book tots — FREE

Chris Q. Sample
[Address 1]

[Address 2]

Qlease o not sen me the fee ote boa

L e Dot donate 0.2 RIF K i
ACTI2IXXX CIDXXXXXXX X

Siso donete oniine ot ww

Plaase sign the card below. It will ba given to a child raceiving his or har vary first RIF book!
tease do not tear oft. RIF will share your card with a RIF kid

+ #* s K

With thanks for your generous Hoping you have fun adventures
jift of $36 , ill b .
ricsksnsliiitdgsnacd B with the turn of every page.

and reusable RIF tote bag!

#
-%:‘ Happy Reading!

Ourhandy tote is the perfect
size for carrying library books
and other items. Use your bag
to show the world that you

support Reading I Fundamental -
and Children' teracy. i Chris Q. Sample

View Additional Campaign Entry Details
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DIRECT MAIL ACQUISITION
Be an Angel

PACKAGE CREATOR/AGENCY:
RKD Group

ORGANIZATION/MAILER NAME:
The Salvation Army Northwest Division

DM MAIL DATE: 11/8/2021

TOTAL INCOME ($): 21,104

AVERAGE GIFT (%): 38.51

COST TO RAISE $1: 0.42

DIRECT MAIL RESPONSE RATE (%): 5.65
QUANTITY MAILED: 9,706

DOING THE MOST GOOD"
<<Full Salvarion Army Name
Maili ss

ail ip>>

GIVE JOY THIS CHRISTMAS

Mes. Jane D. Sample

Do
RKD Group
35 Parks d Drive, Suite 160
Hopkinton, MA 01748

DU TR TR T R T T T

Dear < <Salutation>>,
Do you remember that bike you got when you were 7

years old? Or the train set you didn't stop playing with ll %)
well after the new year? How about the dolls, the model kits,

A
arid the board games? Do you remembes the warmth 6F four §4= :
family gatherings on Christmas Eve? Many of us do. can' bhalp provide
‘The memories of these happy moments stay with us.
Unfortunately, many kids will not be able to celebrate =

Christmas the way they should this year. They won't find toys GIFTS CLOTHING

under the tree or enjoy a special holiday meal.
TREATS HOPE

and M"""/

So many neighbors in < <Community Description> > are ﬁ
going through difficult times. They struggle to provide basic
needs for their families. And those needs don'tinclude
presents, warm clothes, or special holiday treats.

Without your help, some of these familics won't be able to
celebrate Christmas at all.

Christmas is one of the most treasured days for the children —
that’s why <<I'm/we’re>> asking you to be an angel for them
and help give them a season to remember.

<<You can be an angel for a child in need here in <<Community Description>> with a gift of
$Ask1, $Ask2, $Ask 3, or any amount today. Your generosity can provide the things that will give

them joy this Christmas — like gifts, warm clothing, holiday treats, and hope. They’ll cherish your
kindness for the rest of their lives,>>

(WW"“‘M"')
PRSI e dileticteicteieledts

The Salvation Army + <<Phone Number>> + <<Location website address>>

COST PER SOLICITATION ($): 0.91
WHY IS YOUR ENTRY SO SUCCESSFUL?

There’s something special about the joy and won-
der on a child’s face on Christmas morning. The
surprise at seeing the presents, the joy of sharing
with others, and the satisfaction after a delicious
meal are just some of the things that make that day
so special. But families who are barely scraping by
can’t afford the luxury of presents, treats, or the
things that make Christmas special. Without do-
nors, Christmas is just another day.

Y

\ OUR GIFT TO YOU-
DOING THE T g
MOST GOOD' N HE SALVATION ARMY's

CHRISTMAS
<<Salutation>>,

PLAYLIST

= ssnm—. Nere to got in the holiqay
PITt with our curated coftection

= Of holiday music)

<<Help bring joy to children and families
in need right here in <<Community

Description>> this Christmas. Your gift ﬁ’
of $Ask1, $Ask2, $Ask 3, or more will
make a real difference! Thank you!>>

PSS o

KIDS IN <<STATE>> NEED YOU THIS CHRISTMAS:

g 0

<<OLXXX <<OKXXX
families are at risk of being

Kkids rely on free or
discounted school meals>> evicted from their homes>>

<<XXXXX
Kids live below the
poverty line>>

<<Salutation>>, be an angel and answer a child’s prayers this Christmas.

YES, I'LL BE AN ANGEL

Here’s my gift to provide presents, clothing, treats, hope, and \ - %
i 2 . AN~
more to a child in need this Christmas: ”~ N’

os

AR 7Y ﬂ‘ﬁ DOING THE
v/ \ﬂE MOST GOOD'

<<O $Askl O $Ask2 O $As]
O rd like to give by credit card. (Ple

MrsclaneD Sample: <<SIGNER SALVATION ARMY NAME
Doror REMIT LOCATION

RKD Group REMIT ADDRESS

35 Parkwood Drive, Suite 160 BEMIT CITY STATEZIP

Hopkinton, MA 01748

KLXXXXXXXXXXXXXXXXXXXXXXXX XXX XXX XXX X>D>
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DIRECT MAIL APPEAL/RENEWAL Habitat FY22
November Mail Appeal Year End Challenge

PACKAGE CREATOR/AGENCY:

Habitat for Humanity International

ORGANIZATION/MAILER NAME:

Habitat for Humanity International

DM MAIL DATE: 11/15/2021
TOTAL INCOME ($): 447,127,312
AVERAGE GIFT ($): 110.40
COST TO RAISE $1: 0.12

DIRECT MAIL RESPONSE RATE (%): 3.43

QUANTITY MAILED: 1,181,635

COST PER SOLICITATION ($): 0.45
WHY IS YOUR ENTRY SO SUCCESSFUL?

Leveraging a generous corporate gift from Lowe’s,
Habitat asked donors to collectively double the
donation to make twice the impact for our partner
families. Incorporating dual logos on the OE and in
the letter allowed us to use the challenge to Lowe’s
as a marketing opportunity while allowing donors
to see the partnership between Habitat and Lowe’s,
which was further highlighted on the backer.

Annsey 90, 2022

i Y

P o
R L owe's |

‘When combined with a donation from
Lowe’s, your gift of:

Shen| BECOMES i

Laar, plisse}
970, a5+ A, ATV 1541 - 7 458

T — 'Help Habitat have TWICE the impact with tha 2021 Yaar-End Challango
e | et S B e i
] b Women  brgroe P By = s e
,

peogie and al over the workd.

k(TN Lo

P o
VP Lowes|

When combined with a donation from
Lowe's, your gift of:

021 Year Esd C

u
ot far 100 Intle sl for ving expemses sich 15 elecencry. heat

My of us may be hooking for wiys i bring ight into the Irves of others. €
by s dlenge wh

sASK| [BEGOMES] ) SASKIx?

the strengeh, stabelty and

together

v
darkness. 1 fonel people peace of misd, improved

very

Please, give what you can without dielay. This challenge oppertusity ends oa lia, 10
stios and bope. O bebail ol

1hank o for costinmtng b help
everyone at Habal, | decply sppercisie

fover, plesse)

[~ c— W, LSt e, G 705,34 o by o (550 7 478

-
T Habitat, m 2021 Yeur-End Challenge!

When combined with a donation from Lowe's, your gifl of

PLEASE OPEN
IMMEDIATELY

i abitat [ Lowss [T Challenge!

‘When combined with & donation from Lowe's, your gift of:

5451 (BEGOMER) TioKiE 0 s HEGONER) S
sucs GO 9SG | 01 [BEGENER) s e

YOUR REQUESTED
ANNUAL MAILING
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DIRECT MAIL APPEAL/RENEWAL
January Membership

PACKAGE CREATOR/AGENCY:
Sanky Communications

QUANTITY MAILED: 17,544
COST PER SOLICITATION ($): 116

ORGANIZATION/MAILER NAME:

amfAR

DM MAIL DATE: 1/18/2021

TOTAL INCOME ($): 124,265

AVERAGE GIFT ($): 76.52

COST TO RAISE $1: 0.16

DIRECT MAIL RESPONSE RATE (%): 9.26

Envelope

Member Card

Double Reply

MEMBER

John Q. Sample

WHY IS YOUR ENTRY SO SUCCESSFUL?

amfAR’s renewal campaign was the most lucrative
direct mail effort of all FY21. It even exceeded the
totals for that year’s World AIDS Day and Holiday
campaigns, despite its position in the immediately
aftermath of Year-End. The campaign’s ability to
generate significant revenue at this often quieter
point in the calendar seriously elevates the
fundraising potential for the year.

Letter

amfAR

aaaaaaaaaaaaaaaaaaaaaaaaaaa

123656
Since 2005

Liftnote

amfAR

View Additional Campaign Entry Details
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DIRECT MAIL APPEAL/REN EWAL
LDF First Renewal

PACKAGE CREATOR/AGENCY:
CCAH

ORGANIZATION/MAILER NAME:
Legal Defense Fund

DM MAIL DATE: 1/18/2021
TOTAL INCOME ($): 200,720
AVERAGE GIFT ($): 103.20
COST TO RAISE $1: 0.13

LDK

B0 DUCKE oW

40 Rector S, 50 Fioor ID|<
New Vot NY 100061738 j ﬁ
ooORa0000CKT N

amECOOO0000
v(‘(xx)cxx_ﬂxx‘(\x‘udmxs x):«xxxx:«xw
XXXXKARARAX

Rty OOOOOOOOKKKXX 2021 SUPPORTER
00000000y et Zp OO0
TRl e g e g gl ame=
Dear <SALUTATION>,
you stood with us and
he power to fight back.
Andin light e sy 6 domestic

gt need 1o defend the foundations of our demoeracy.
s o Wt et oy e ok o the gty of o i, i ks

ineviable uiminaton ofhe il president decent

conduct, Tavw. e as been aided

by brod rcgeofder i ourcoy. A we v e, s epousil o bs hld

accountable. None of us can afford to it iy by.

T iy [ am pesously sskng ou 0 renew oar aanial et (o the NAACP Logal
Defense and nc. (LDF), and i
lic abead.

recent memory. Our resolve b but together, we al
And now. i repeir
dismantl systemic racism.

o ipton of o rnened gt e enclosedyou 2021 Dflnderof Dy

supporter cad. a5 1l that LDF. Thope

‘you'll carry you supporter card proudy as a ko s You play in LDF's work:
<<Name>>, i

o Your d

None of what you
a5 we work o buld  morejust demsocracy o the 2 i cemy I ycar valike any ofher - with COVID-
19 distupting our

Iandmak leg democracy.

Together, i
usps &
fought 10 sop ility umoffs and evictons during the pandemic: and helped lead the national conversaton on
refom in policing practicss and accountability.

over, please

I'M RENEWING MY COMMITMENT TO RACIAL JUSTICE!

O Yes, Sherrilyn! Iknow that 2021 is such an important year for our work together, and that is why I am renewing
my anmal support for the NAACP Legal Defense and Educaional Fund, nc. Please accept my renewal gif of
OSHPC 0$15HPC* O$2HPC OlOther $
+<SALUTATION>. reniewal ifls our fight

oy

0COCOCCOCONE NameX OO0 i o NAACP Lol e P o
S LO0O0OOOT00E. bl el e of s . Thik

PRt .

CBEQMSPACE

line, please visit

DIRECT MAIL RESPONSE RATE (%): 4.16
QUANTITY MAILED: 46,699

COST PER SOLICITATION ($): 0.58
WHY IS YOUR ENTRY SO SUCCESSFUL?

In January 2021, we prepared to mail what we
thought would be a straightforward annual renewal
message for the Legal Defense Fund, urging donors
to reaffirm their commitment to democracy in the
aftermath of a highly divisive election.

Page Two

A R oy

i - S et et o9 oo i oo s t s il s
ol o e it ongoia balen 1 shio e o Tght
{or Gy, and bud o i sociny ot mbracs e
ok oacion s, ety g
vosoaco o moawste o ans | SO0 % S :
b o e s Amercars. ‘Your renewed support will power our wotk on every ffont 40 Rector Sreet, 5t Floor, New York, NY 100061738
L
 Crlmlmal ustce: We must be elenles
I o pit 1 e 0 poice iy and i
LD st reom i polcng. We e demadia Justice

2021 RENEWAL NOTICE

et s i iy o o
during the pandemic. That's why

pecil posecutor sadnew e jry 10 o o AOOOEOOOAOO0AN Address IXAOXIXIKIKNK
sccountable in the killing of Breonaa Taylor XXXXAXXXKAXAXNX Address 2XXXXXXXXXXXXNXK
‘(x\‘(\)c(x‘(xxxmx,\ddms SO
« Economic Justice: As the economic fallout of COVID-19 continues fo devasiae working R
olor - we will use
every tool at ous disposal o fizht back 1emnsnm s evicions, while psling ous Dbl Wl bl

Leaders o take bold and effect s these urgent thres of people

across the nation. Defender of Democracy Card Enclosed
* Education: We scored a najor victory in 2020 mmdm Harvard Umv:mly s race-conscious

admissions pr main ight necessary.

Porpise ubouhralo oot phonddodeigi A ptiaya 8

atinues to disr

ol Faipaton: pppression is

asever, voters

S e e ding serious, comprchensive

vaig system refo, 1 hallnge Al e 10 senee ouevaless at e pil,
This

10 create an America in which people of color are no longer denied their
ighs, e or ystem 1
ireats them ike second-class citizens.

W e s s work s of s 0 make hat Rt ey, 0t e which
iy ke

CERTIFICATE OF APPRECIAT O,

in making that lity. and T St

Semat < <NAME> >

ps.
Soer oy i will e e st o Gl ot g 3 e we e <CITY>, <STATE>
next chapter of our demograsy. 3

PRESENTED TO:

¥ THE TIME YOU READ THIS, THERE WILL LIKE DEVELOPMENTS IN OUR DEFENSE OF DEMOCRACY.
FOR YOUR HELP, § TME

In recognition of your generous support of the NAACP
Legal Defense and Educational Fund, Inc. and your decp

PLEASE CHARGE MY GIFT TO MY: commitment to advancing the cause of racial justice.

Olga. OKacpapb OCY  OBggomicp

Apcbgrh_pbt Con b ICAKEWW z : L. %‘%
Qgelrpe St . I

Get Emall Updales

C_gebbpeaq
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DIRECT MAIL APPEAL/RENEWAL
Northern Nevada HOPES Appeal EOY 21

PACKAGE CREATO R/AGENCY:
Nexus Direct

ORGANIZATION/MAILER NAME:
Northern Nevada HOPES

QUANTITY MAILED: 746
COST PER SOLICITATION ($): 2.68
WHY IS YOUR ENTRY SO SUCCESSFUL?

DM MAIL DATE: 12/2/2021
TOTAL INCOME ($): 25,017
AVERAGE GIFT ($%): 284.29

Northern Nevada HOPES, a community health
center in Reno, which provides affordable, high-
quality medical, behavioral health, and support
services for all, kick-started their Direct Marketing
program during the pandemic to offset the drop
in revenue from in-person-dependent revenue

COST TO RAISE $1: 0.08
DIRECT MAIL RESPONSE RATE (%): 11.8

RAL,
From The Desk O
SHARON CHAMBERLAIN
Chief Executive Officer

On behalf of our at-risk neighbors in northern Nevada and the Sierras
who have gotten a new lease on life, thank you for your support!

November X, 2021
Dear <Salutation_InformaP,
1m witng t you today with  spocial sense of ugency. But st 1 wart 1o say, THANK YOU.

yoar 10851 at1sk peop

streams.

10,851 saniors,

in northern Nevada and the Sierras?

Four yoars ago, Sharlee.

............ =& | 2021 HOPES SUPPORTER
FIOPES. | it yes gieyom v tope 5 bt renssnt
% ,ﬁ?}% : [ e
& [easkt>  [Jeasko  [Jeasks> D [easkt>  [Jeasks> [Jeske>
,,,,,,,,,,,,,, ¥ ie =1
HOPES i

GIVE A GIFT OF HOPE

THIS HOLIDAY SEASON. oo

MEDICAL AND
5 SERVICES.
otters

Deor prindd o1 HOPES,

5
™
“
jof
[if
cf
foif
“
o
g
“

|

g &

AL,
ﬁaﬁ‘é—g 580 W 5th Street
Reno, NV 89503

CHANGING LIVES FOR THE BETTER

LLomp.
<u./,:z_lw>
L poelress?

</‘4J,> LAsote> (ﬁ;:(),(ﬂ_y'ﬂ)

It gl e

N

R

~Kathieen, HOPES patient

MEET DANIEL

HELP US CHANGE LIVES FOR
THE BETTER BY GIVING ONLINE AT
WWW.NNHOPES.ORG/BELIEVEINBETTER

—— |
cn:?ﬂuwﬂ'wm

10 change bives!

BUSINESS REPLY MAIL
FIRST-CLASS WAL~ PERMTNO. 207 RENONY.

FOSTAGE WAL BE

Y ADDRESSEE

ATTN: PHILANTHROPY DEPARTMENT
NORTHERN NEVADA HOPES

RENO NV 89503.9916.
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DIRECT MAIL APPEAL/RENEWAL
/21 Pennies Sustainer Invite Match Appeal

PACKAGE CREATOR/AGENCY:
Eidolon Communications

QUANTITY MAILED: 183,738

COST PER SOLICITATION ($): 0.39
ORGANIZATION/MAILER NAME:

Over the past 3 years, Heifer has been actively
investing in growing their sustainer file. As part

of this strategy, we are looking at every part of
the direct response program to determine donor
segments most likely to convert to monthly giving,
and to increase the overall income from these
donors.

DM MAIL DATE: 9/15/2021

TOTAL INCOME ($): 84,911

AVERAGE GIFT (%): 32.77

COST TO RAISE $1: 0.84

DIRECT MAIL RESPONSE RATE (%): 1.41

N
HEIFER

INTERNATIONAL

Dear Heifer Supporter,
Picture yourself as a child, living on a farm, with a brand-new calf named after your
favorite flower.
Each day, you race to Lily’s pen to say good morning and feed her an apple, a piece of
lettuce or some hay.

You love her for being gentle and sweet but especially because your parents told
you she was magical. Because of her, your whole life will change ... you will grow
stronger, eat a more nutritious diet, even go to school.

Now imagine this magical cow arrive v i

Now imagine this magical cow arrived at this faraway farm because of you
of your compassion and friendship. Imagine you are the magic that transformed this child's life.

As a generous donor to Heifer International, you've already delivered the magic of a
productive cow, goat, sheep, chicks or other livestock. You've empowered their new c.amakers
with knowledge to produce the very best milk, eggs and fiber to earn life-altering incor

Most importantly, you acted on that part of you that wants to make a positive
difference in the world. Perhaps it's an expression of faith; a spirit of giving back some of
your own good fortune; a desire to support long-term solutions, rather than short-term fixes.

Or maybe it's that one child or family in your mind’s eye and your selfless desire to
give them the means to lift themselves up and make their way to a better life.

‘Today, I invite you to multiply your transformational impact —
and deliver even more livestock to family farms around the
world — by becoming a Friend of Heifer monthly donor.

Your monthly pledge of 85, $10, $15 or more is a wonderful way to make helping others
aregular part of your life — and to have significant annual impact on lives all around the world.

And when you accept my invitation, the entire first year of your monthly gifts will be
matched, DOUBLING the lasting impact of your generosity.

As your gifts accumulate, 5o do the number of children, families and communities
empowered to escape hunger and poverty forever.

Yl gt know thes rateful peplactmatalytosgh oty peoils maltings,
complete ures and det how their lives have changed. Sh;
impact ofyu r gcncmslty through the tories we gathe, dirctyfrom thelr homes and illges,
is one of the great joys of my job.

Last fall, Friends of Heifer* met Basmati and Madankumar Budha of Nepal.
Saddled with poor soil and limited means, Heifer taught them to grow high-quality fodder to

(over, please)

Heifer International - 1 World Avenue - Little Rock, AR 72202 - 888.548.6437 - Heifer.org/PenPals

oS

S
HEIFER

Pennies a Day Create a Lifetime of Change

hn Q. Sax
Sample Industries
123 Main St
Anytown. S

ot

nourish our gift of goats. Today, they have a thriving herd and a successful breeding enterprise
that enabled their three children to graduate school.

“I never thought I would be able to do so much,” Basmati said. “Heifer
‘showed me I could. I know there are so many illiterate, unemployed

sisters like me who could learn from this, who could improve their lives

as I have .. courage is not sufficient — you need people who will teach you.”

In January, we highlighted Rosita and Jose Vasquez. They live in the
poorest region of Honduras, where people survive solely on what they grow and make. Heifer
helped Rosita and her neighbors start a bakery selling empanadas and other foods made
with home-grown ingredients. That change made all the difference for their granddaughter,
Dominique, who grew up with opportunities her mother, aunts and uncles never had.

With the grit common to most Heifer project members, Rosita said, “We
began very small, with very little. A few times we almost gave up when
we saw our competition. But we are determined. We are not going to stop.”

And in February, we featured Florence Komakech and the Gulu Women
Dairy Farmers Association in Uganda. In the aftermath of a devastating civil war, Heifer
gifted Florence with a cow she named Lucky Thmugh membership and training at the Gulu
cooperative, she and her peers now ow distribution company; all three
of her ehidren - who visted Lucky every day — graduated sehool-

Florence told us, “All that I have done, I have done it from Heifer. My
ife is very, very changed.”

Conquering poverty and empowering struggling families with the tools to lft themselves
up, transform their lives and attain lasting seeurity is not an impossible dream. It is a here-and-
now reality for millions of Heifer families all over the world.

Tcan promise you that becoming a Friend of Heifer with a monthly pledge will be one

of the most satisfying decisions you could make, lly as your entire fi
i

You've already shown how much you care; experience how it feels to multiply the
change your magic can deliver to even more hopeful lives. I look forward to welcoming you
as the newest Friend of Hei

Yours for a better world,

Viewe h. o
Vieme U, Freai
President and CEQ

PS. Asa Friend, you will receive monthly profiles of families benefiting from your gifts.
(Think of them as “pen pal” letters from me, relaying news of grateful, distant friends.)
You will see photographs of their children and farms, dairy co-ops, bakeries, egg
businesses and more. You will experience what it means to change a life forever. We
are commilted to impact and transparency. I hope your answer will be “yes.”

P.P.S. Asaspecial thank you for your kindness and generosity, we'll send you a whimsical
and useful Heifer tote for your monthly gift of $10 or more.

ey

el
s
Your
free
Gitt /
ﬂ‘i‘:”L ngl | ST

TRANSFORM LIVES, AGAIN AND AGAIN, AS A FRIEND OF HEIFER

Yo 7
g st o o e e b HTeAD!

Gee O Om 08

20n0.Q Sample
Sarmple ndustios
23 Main Street

Friend of Heifer,you'l r
ot pofles o hlen ana falies

Each includes a photo-sticker to add 1o the.
specia calendar we'l send to welcome you.
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DIRECT MAIL APPEAL/RENEWAL

April 2021 Annual Fund

Follow-Up Appeal

PACKAGE CREATOR/AGENCY:
Avalon Consulting

ORGANIZATION/MAILER NAME:
National Air and Space Museum

DM MAIL DATE: 4/6/2021

TOTAL INCOME ($): 42,308

AVERAGE GIFT ($): 101.22

COST TO RAISE $1: 0.23

DIRECT MAIL RESPONSE RATE (%): 3.16
QUANTITY MAILED: 13,221

Smithsonian 2021 ANNUAL FUND
National Air and Space Museum

Aly Well Mrs. Wells, we need spur suport in the
ly Wells .

7706 Jansen Dr. months ahead] If yov haven't already, )
Springfield, VA 221522420 please: sond ypur 2021 Amal Find gift
e N R R I R T AT T e vight away, Thank 1.

April 6, 2021

Dear Mrs. Wells,

‘The National Air and Space Museu is a place of wonder, with thousands of iconic artifacts that chart
the history of humanity’s fascination with flight.

‘We are proud to share these artifacts with you and, in particular, the stories behind them — details about
the women and men who dreamed of flying, then made those dreams come true — whether we are doing so in
person or through our extensive digital resources.

a member, you are the reason the Museum has not lost a step in fulfilling our mission to
commemorate, educate, and inspire, no matter the circumstances. And your continued assistance is vital to
helping keep the transformation of our flagship building on the National Mall safely on track

‘That is why | am writing today to ask you to support the Museum’s 2021 Annual Fund. With your

participation, the Annual Fund can help provide the financial resources we need to maintain operations and
fulfill our mission to commemorate, educate, and inspire all year long.

Mrs. Wells, will you please take part with your tax-deductible Annual Fund gift of
$35, $44, $53, $70, or more today?

Vnur support fucls our work to collect, conserve, restore, and share one-
ind artifacts ... tell storics of ingenuity and courage ... educate
xmd inspire future generations of inventors and explorers ... and conduct
groundbreaking research.

However much you are able to give, your generosity will enhance every visitor’s Muscum
experience — in-person or online.

As you can imagine, the number of people who turn to us for inspiration and education online has
increased dramatically over the last year. We have entertained and engaged people of all ages with virtual 3D
tours of both Museum locations; lively and topical podcasts; online chats with scientists, astronauts, and pilots;
activities; games; and endless learning opportunitics.

With your Annual Fund gift today, you can help the Museum continue to extend our
constantly adding new digital content to provide millions of people around the world with experiences that

(over, please)

Please detach and il n the enclosed envilape

Smithsonian

National Air and Space Museum

2021 Annual Fund

[ YES, I support the National Air and Space Museum’s mi
o educate, commemorate, nd inspire milions with th history
ation and space exploration. Here is my tax-deductible )
conlnbuucn to the Museum’s 2021 Annual Fund: o :lg;mffr o Akt mv/s;ﬂ 7)' f-y«‘" and.
Osis Osi Oss3 Os0  OOthers i

O My checkis enclosed, payable to
National Air and Space Muscun:

Yourconibtonls s deductble e
stun the gy the cnclosed avlope o
Ay wels ensure that your gif reaches us. Thank you

7706 Jans
Springleld, VA 221522020 Pleasevisitairandspace.sicdu/donate to
make your gift online.
0000123456 G2LO4PDLCSDD b
GIFT

National Air and Space Museum + Smithsonian Insttution + PO Box 98091 » Washington, DC 20090-8091

COST PER SOLICITATION ($): 0.75
WHY IS YOUR ENTRY SO SUCCESSFUL?

March is consistently one of NASM’s most
successful Appeals, so in 2021, to engage Members
even further, we added a follow-up Appeal in April.
NASM’s challenge was to maintain that spark of
enthusiasm while connecting with visitors in a
primarily virtual format; Annual Fund language
was adapted to highlight NASM’s mission to
celebrate historic achievements and inspire future
generations.

spark curiosity and eng ations. This includes

« Informative talks with past and present history-makers, includi the first Black
astronaut to live on the International Space Station (ISS) as part of a long-duration mission. W
documenting Glover’s experience in space, in collaboration with the National Museum of
American History and Culture, and recently chatted with him live from aboard the ISS.

Victor Glover

are
n

Educational like STEM in 30, our Emmy d interactive webeasts for
students. Recent episodes explored topics like the art and science of hot air ballooning; women in
World War II; and how to launch and land jets on naval aircraft carriers. STEM in 30 has become a
vital part of at-home learning for children, educators, and parents.

Stunning images from our collection, including 3D explorations of the Wright Flyer and the
Space Shuttle Discovery; historic photographs from Apollo 11 and other space mission:
inspired by spac
Alan Bean

and art
fight, including paintings by Norman Rockwell, Robert Shore, and astronaut

The fede ernment provides funding to maintain our buld;
everything else we do — conserving and restoring priceless artifacts, creati

de

which we greatly appreciate. But

cloping new learning resources — depends on the generosity of passionate enthusiasts like you

That is why I hope you will demonstrate how much you value our important work by making your
2021 Annual Fund contribu of

and inspiration with all the vividness they deserve — and continue fo reach millions of people of all ages in
new ways.

imunl\.

\j\/ V‘w\/\h’\—'
Christopher U. Browne
Acting Director
National Air and Space Museum
PS.  Exciting char
with you! |
Fund gift 1o

hape as part of the Museum’s transformation. I can’t wait to share them
chievements and inspire future generations with your Annual

you for your generosity and commitrent to America’s Favorite Muscu,

Tax Deductibility: Your acknowledgement letter will confirm the tax-deductible amount of your contribution.

CREDIT CARD PAYMENT INFORMATION
ADDITIONAL WAYS YOUR GIFT CAN MAKE AN IMPACT

charge my contribution of . tomy

) OJVisa O Mastercard O Discover 'DONOR ADVISED FUNDS AND INDIVIDUAL RETIREMENT
ACCOUNTS
The mes your gits from Donr

CARDNO. XP DATE Advised Funls

o pn s
sents, o membership benefts

e ok D P e gt

S e
. DOUBLE YOUR GIFT
D o o s

SIGNATURE employees

og membership GIFTS OF STOCK OR SECURITIES

your membershi

make a contibution

ofsockor s e il
EVATL ADDRESS NASMmerbership@si.cd
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DIRECT MAIL APPEAL/RENEWAL
February Donor Confirmation Appeal

PACKAGE CREATO R/AGENCY:
Faircom NY

ORGANIZATION/MAILER NAME:
TechnoServe

DM MAIL DATE: 2/24/2021
TOTAL INCOME ($): 86,765
AVERAGE GIFT ($): 102.56
COST TO RAISE $1: 0.22

DIRECT MAIL RESPONSE RATE (%): 3.77

QUANTITY MAILED: 22,422

TechnoServe

Business Solutions to Poverty

<Salitations, 7au':/z been patt ?l A communty since <M
Thank yol

Dear <Salutation>,

We feel so fortunate to have you among our valued supporters - you're such an
important part of the TechnoServe community.

Thanks to donors like you, we're helping to transform the lives of millions of
hardworking men and women around the globe. That's why | want to be able to
share the success stories you make possible.

S0, 1 ask this favor of you: enclosed is a donor confirmation form. Will you take
a few minutes to confirm or update the information and return it within 15 days?
Thank you in advance!

And when you return vour form, | hope you'll renew your support for 2021 with
a special qift of $Askl, $Ask2, $Ask3 or more to give a critical boost to families

struggling to overcome poverty in these difficult times.

<Salutation>, since< YOFG> you have helped enterprising women and men
lift themselves out of poverty. And the need for your generous support today
is as urgent as it has ever been. While a COVID vaccine program is underway in
developed nations, offering us hope for improved health and better econamic
times, in the developing countries where we work, the effects of the pandemic are
far from over. People who can't afford to lose their income are still at extreme risk
of falling ill

COVID has especially impacted working women who are torn between attending
to their businesses and farms or tending to their children and household duties
Elisabeth, a cashew farmer in central Benin, knows this firsthand. When the
government instituted lockdowns and travel restrictions in an effort to stop the
spread of the disease, the impact on Elisabeth was harsh.

(over, please)

77 MKt Stroet | Suite 1100 | Arbnaton. VA Z2209 | 1800/99-WORKS | techaservcerg

COST PER SOLICITATION ($): 0.87
WHY IS YOUR ENTRY SO SUCCESSFUL?

By incorporating personalized donor information
and using a call to action that asked donors to
confirm or correct their information, TechnoServe
was able to engage and even upgrade donors.

¢ $86,765 total revenue raised - a 62.4% increase
from the prior year

e Average gift of $102.56

¢ Cost to raise a dollar of just 22 cents

d with the 2020 cashew
were no buyers. Prices dropped

eeded more attention than ever,
her of four children and her
are responsibilities. Her struggle
be: the economic impacts of

e is helping women-led farmers

ito new circumstances. We

ind assisting Elisabeth and women
were broadcasted in local

information about cultivating,

ashew production this year,
p her care for her family while

omen as farmers, entrepreneurs,
e best of times and the worst of

can build inclusive and
portunities for women and men
do our work without you.

like Elisabeth emerge from this
lake our work passible.

Wr\_

UR GIFT EMPOWERS

REN!

NOwW!

& YES, WILLIAM! | want to help hardworking women and men weather the COVID crisis and
build successful farms, businesses, and lives for themselves and their families. Enclosed is my

cenfirmation and tax-deductible gift of:

0 $ASKI 0 $ASK2 U $ASK3
0 $ASK4 0 $ASKS as

[Name]
[Name]
[Address]
[City]. [St] [Zip]

Scanline

DONOR CONFIRMATION
Please return within 15 days. Thank you!

<Salutation>, we want to keep you close to our work. Please review
and make any changes to your details below.

Houschold Name(s): Name 1=
<Name 2>
Address: <Address>

City=, <ST> <Zip>
Your email address: <Email>

Your phone number: _ <Phone

Q itsall comect. O I've noted changes,

My check is enclosed made payable to TechnoServe.
Q1 would like to give by credit/debit card -

please see reverse.
Q1 prefer to give through my Donor-Advised Fund.

But your support to work immediately by going
online to technoserve.org/2021. Your contribution
s tax-deductible to the fullest extent of the law.

TechnoServe

Business Sclutions to Poverty

First gift to TechnoServe:
[YOFG]
Last gift to TechnoServe:
[DATE]
Total Giving in 2020:
[AMOUNT]

2021 Renewal Pending
To change PENDING to ACTIVE
send your gift soon
Retum today or donate online at
www.technoserve.org/donate

auer
CEO

p farmers and businesses thr
your gift and donor confirmal
/2021 Thank you!

l

Al AA

e

William Warshauer

President and CEO, TechnoServe

1777 N Kent Strest, Suita 1100
Alington, VA 22209

ECIAL CONFIRMATION

Detadls Encloged

Primary Addressee
Org Name

Street Address
City, State, Zip +4

Barcode

View Additional Campaign Entry Details
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DIRECT MAIL APPEAL/RENEWAL Lutheran Immigration
and Refugee Service Neighbors in Need Appeal

PACKAGE CREATOR/AGENCY:
The Harrington Agency

ORGANIZATION/MAILER NAME:
Lutheran Immigration and Refugee Service

DM MAIL DATE: 8/25/2021

TOTAL INCOME ($): 120,520

AVERAGE GIFT (%): 139.17

COST TO RAISE $1: 0.11

DIRECT MAIL RESPONSE RATE (%): 10.56
QUANTITY MAILED: 8,198

COST PER SOLICITATION ($): 1.60

Tree of Life Still -
Shines a Light

Y i o i of o ncll

7 o il n 0 Kl B
ol URGENT: AFGHAN ALLIES NEED YOUR HELP.

WHY IS YOUR ENTRY SO SUCCESSFUL?

This appeal was a straight forward appeal but with
a specific restricted funding request - asking the
donor to make a gift to the Neighbors in Need
fund. The appeal also gave examples of just what
this fund paid for. There was also a match and

the matching gift donor was not anonymous as
was the more typical way of offering a match.

Not only was the church named but a buckslip
highlight the church’s generosity was included in
the mailing. And since this mailing was going out
during the height of the Afghan Allies refugee crisis,
and additional buckslip was added to let the LIRS
donors that LIRS was helping the Afghan Allies and
needed the donor’s help.

Thonk yov for your Spport:

i
DA

Zx TIME-SENSITIVE
MATCH OPPORTUNITY!  vou g

in Need 2X MATCH

NEIGHBORS IN
NEED FUND.

common back

low dollar

high dollar

View Additional Campaign Entry Details
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DIRECT MAIL APPEAL/RENEWAL Christian Appalachian
Project Holiday Ornament Campaign

PACKAGE CREATOR/AGENCY: WHY IS YOUR ENTRY SO SUCCESSFUL?

CDR Fundraising G
undraising Group Christian Appalachian Project (CAP) CAP donors

ORGANIZATION/MAILER NAME: provide children, families, and seniors with food,
Christian Appalachian Projecdt clothing, safe, warm, dry, accessible shelter, and

many more services.
DM MAIL DATE: 10/30/2021

For the October/November timeframe in 2021, we

TOTAL INCOME ($): 1,486,775 mailed a massive Holiday campaign, that consists
AVERAGE GIFT (%): 41.00 of a brass ornament and personalized holiday card
®): 419 to our high value donors ... and a holiday card set
COST TO RAISE $1: 0.31 consisting of 5 different holiday greeting cards to
. our regular value donor ... with a survey follow-
DIRECT MAIL RESPONSE RATE (%): 5.21 up to each audience to generate a strong revenue
QUANTITY MAILED: 680,666 stream in our first fiscal year quarter.

COST PER SOLICITATION ($): 0.67

Share the spirit of the
season with children
" | " in need in Appalachia.
ThankYou :
T
e * * % .
% Please share the spirit of
the season with children 1
* INSIDE: % in need in Appalachia.
Your opinion matters. 1
: 4 3
e o* * ¥ I
B Faith, Service, and Compassion

Please be Jacob's
Christmas miracle.

View Additional Campaign Entry Details
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DIRECT MAIL APPEAL/RENEWAL Physician’s Committee
for Responsible Medicine Mini Proposal

PACKAGE CREATOR/AGENCY:
Lautman Maska Neill & Company

ORGANIZATION/MAILER NAME:
Physician’s Committee for Responsible Medicine

DM MAIL DATE: 10/7/2021
TOTAL INCOME ($): 364,207
AVERAGE GIFT (§): 86.67
COST TO RAISE $1: 0.36

DIRECT MAIL RESPONSE RATE (%): 6.67

C
PhysiciansCommittee %ﬂlmﬁim
for Responsible Medicine S100Wisconsin Ave, N - sy

Wahington OC 2001
Tek: 202,686,221 |

Dear [Salutation].

You've always been someone PCRM could f‘“l D.  Bamard, wo

AbanardaPCat org

When animals need our help, you respond — signing PEIONS; Wi
and making generous contributions — and time and agai e “ve unlocked countiess dogs, FIES

mice, sheep, goats, and more animals from laboratory cages. 1 am so grateful for all your
support, because we have made important progress together.

‘That’s why I’ writing to you today — because more help is needed, and I know I can
count on you

You see, the headway we've made means PCRM is now facing the institutions I can
only describe as the cruelest animal abusers who are the most resistant to change. Hundreds of
medical training programs and rescarch laboratories across the country are still subjecting
animals to unthinkable cruelty and death in the name of “education” and “research.”

We are determined to do more, and do it faster, so we can put an end to this cruelty once
and for all — I hope you feel the same way! The PCRM community has always been the voice
animals could rely on ... and they need us now more than ever.

That's why PCRM is launching our Animals Deserve Better Campaign — to double
down on the worst offenders and end the use of animals in medical education and research.
We are asking our most determined members to help us raise at least $100,000 hefore
December 31, 2021

[Salutation]. 1 hope you will support this urgent campaign and all of PCRM's eritical
lifesaving work by sending a gift of S{ASK1] or more. You may also give directly and
securely at PCRM.org/SaveAnimals.

I've prepared a funding proposal for you to show in detail how your generous contribution
can help us modernize medicine and save lives in the year to come. Also enclosed is my
business card — please reach out directly if you have any questions about our Animals
Deserve Better Campaign o how your gift will support PCRM'’s work

Your support means the world to me, to PCRM’s team members, and certainly to all of
the innocent animals counting on us. Thank you very much!

Sincerely,

Mltown 2.

Neal D. Barnard, MD
President
1 know when you read about what is happening to animals, you will want to, once again

put your compassion into action. Animals deserve better! Tharnk you for your generous
donation.

PS.

5100 Wisconsin Ave., NW, Suite 400 - Washington, DC 20016 - PCRM org

ANIMALS

Aproposal Prel
M. John D- P

QUANTITY MAILED: 63,033
COST PER SOLICITATION ($): 2.10
WHY IS YOUR ENTRY SO SUCCESSFUL?

The Physicians Committee for Responsible
Medicine (PCRM) was starting to worry. Their
September Appeal fell short of its revenue goal
by a lot, and their email fundraising had taken a

hit all summer due to worldwide crises distracting
donors.

icians
ittee
Committes

RESEARCH WITHOUT CRUELTY

DESERVE BETTER
AMPAIGN

IDIEDat
n thres types of advanced Wayne State.
l aining programs tha s animls

pared for the Review of:

Physicians = Taking Cruelty out of Education
Commluee and Research Once and for All

Campalgn Overview

Animals Deserve Batter
1t time to get all animals out of all education and research.

o Dt e o o
= oo

The Success of PCRM's Animals Deserve Better Campaign
Depends on YOU. Give Today to Save Animals From Cruely.
Thank You!

PhysciansCommitesfor Responsibl Mecicne

View Additional Campaign Entry Details
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DIRECT MAIL APPEAL/RENEWAL
August No Voice No Choice Appeal

PACKAGE CREATOR/AGENCY:
K2D Strategies

ORGANIZATION/MAILER NAME:
White Coat Waste Project

DM MAIL DATE: 8/2/2021
TOTAL INCOME ($): 50,699.14
AVERAGE GIFT (%): 24.48
COST TO RAISE $1: 0.28

DIRECT MAIL RESPONSE RATE (%):

QUANTITY MAILED: 17,644
COST PER SOLICITATION ($): 0.81
WHY IS YOUR ENTRY SO SUCCESSFUL?

For White Coat Waste Project’s nascent direct mail
program, it was important that we stay in front of
newly acquired donors (the program launched in
late 2019) to not only secure that important second
gift but begin to generate net revenue in support
of the organization’s work to end taxpayer funded
animal experiments.

1.74

2 WHITE COAT
- WASTE proJECT
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DIRECT MAIL APPEAL/RENEWAL
Multiplier Fundraising Campaign

PACKAGE CREATOR/AGENCY:
RKD Group

ORGANIZATION/MAILER NAME:
Save the Children

DM MAIL DATE: 2/22/2021

TOTAL INCOME ($): 1,164,220
AVERAGE GIFT ($): 65.18

COST TO RAISE $1: 0.22

DIRECT MAIL RESPONSE RATE (%): 2.45

«Firstname», now is the time to make 10X the impact for so many
children in urgent need.

Your gift today can make
10X the impact for children!

Your

survive.

Your g 1

thrive.

Oriwela’s hardship is just one example of the hidden ol of poverty compounded by the

coronavirus crisis. Save the Children’s Emergency Health Unit met chis 2-year-old suffering from
hunger and malnutrition in rural Zimbabwe.

Dear <Salutation>,

In her remote and deeply impoverished community, 98 percent of children lack access to safe
drinking water and a proper diet. As a result, many fall sick and dic from easily preventable and
treatable conditions,

Their parents work small jobs and tend to fields, but the modest incomes and meager harvests are

not enough for families to survive on. Most struggle to pu even a single meal on the table cach day.

Orivwela, her family and her community have experienced hunger for many years, but there was
always something to cat. Then drought decimated their crops and the pandemic further limited access
10 work, school and food sources. Now, they face a greater threat of severe hung
and starvation.

; acute malnutrition

‘This is why your compassion and generosity are so important.

You make it possible for Save the Children to respond to children like Oriwela with lifesaving care.

With your help, we assist familics like hers throughout Zimbabwe and around the world by delivering
cash grants to buy food, improving existing water sources, treating malnourished children, and
providing access to cducation — all while adapting to the coronavirus.

With this special offer, you can make 10X the impact for more children like Oriwela.

«Firstname», when you take advantage of this unique chance to maximize the impact of your
gift, you'll extend life-changing protection, support and education for the world's most vulnerable
children. Will you make the most of this limited-time opporcunity?

Every dollar you give before April 30 can make 10X the impact thanks to government
grants and can help take so many more children from survival to success. With this in mind,
T hope you will go above and beyond your past generosity. A gift of «AS|
more than your previous donation — can deliver childhood essentials to girls and boys in urgent
need. A gift of «Ask2» or «Ask3» can make a tremendous difference for hungry, sick, acrisk and out-
of:school children desperate for help.

» — just 10 percent

(Oer, please)

@ Save the Children.
FBO

501 Kings Highway Easc Suice 400, Fairel, CT 08825 » 1-800-SavecheChildren (1-800-728-3843)
Donate Onine: savethechildrenorg 10X

QUANTITY MAILED: 729,319
COST PER SOLICITATION ($): 0.34
WHY IS YOUR ENTRY SO SUCCESSFUL?

The objective of this campaign was to raise as
much unrestricted revenue in the spring as possible
for Save the Children’s mission by utilizing a 10x
multiplier offer. We set a gross revenue goal of
$920,000 from 16,783 gifts. Our strategy was to
develop a signature drop followed by three follow-
up chasers. The creative treatment across all four
drops utilized consistent 10x multiplier messaging.

@ st

YOUR GIFT MAKES 10X THE IMPACT
IS

You can help secure the survival of more children under 5. «SALy, Your gift today will multiply 10X in impact to:
your generous gift of @ Deliver more fesaving medicine
Babies in their first critical days need your help to make it through their first day of life and O wAskés

survive past their ffth birthday. You can help those a risk due to conflct, disaster and discase oo @ Provids qualicyeducation t help
overcome easily preventable and treatable conditions with access to basic health care and medicine. Asky more chldren succeed

Qcsk2 @ Protect and sheler more of the
You can help break the cycle of poverty for more children. O cAskd» worlds most vulnerable chidren
It doesn't take much to rewrite the furure for eager-to-learn children who have never set foor in a goes 10X further today
classroom, and for those whose education has been disrupted by crisis, war and the recent coronavirus
emergency. You can help get them back in school and equipped with the supplies and instruction PLEASE REPLY BY APRIL 30, 2021 F“io
needed to succeed.

You can help protect and shelter more children.

No child should suffer the physical and mental trauma of violence, abuse or exploitation. This s, | wane my gif o muloply 10X i impacet
is why we work tirelessly to end all forms of violence against children. You can help establish vital

protection measures and sceure safe shelter for those ar greatest risk.

Q.ASKd: DWASK2: DASK3: QLASKL
amyc

) sovrecrtien

ETo™
You can make 10X the impact — but you must respond before April 30.

You can help make drcams reality for children like Orivela with a most generous gift that gocs
10X furcher at this urgent time. With your best gift today, maximized to make 10X the impact, you
can bring lasting change to save even more lives.

Thank you for al you hlp chicve. AR <SS CANLINE >

Sincerely,

o

Janti Socripto
President & CEO

P:S. Every $1 you give today can go 10X furcher in impact to help create remarkable change that
transforms lives and brightens the future for children like Orivela.

Make an Immense Difference —
Give Through Your Do jsed

Soe e e, 30 et oy o s oo Igoc
Give With Confidlence —————— o Sove ke hiren o e mere

You can be assured that Save the Children spends dollars

Progrom

ficently. I fiscal year 2019, 86% of all expendiures =i

went to program services. That percentage is an average. undraising

for all of Save the Children's programs worldwide: the 1 Management
ey

percentage spent on any particular program may vary.

Save the Children has earned top ratings from around the industry!

View Additional Campaign Entry Details
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL
12/21 Holiday Card Match Appeal

PACKAGE CREATO R/AGENCY:
Eidolon Communications

ORGANIZATION/MAILER NAME:
Compassion & Choices

DM MAIL DATE: 12/13/2021
TOTAL INCOME ($): 439,507
AVERAGE GIFT (%): 263.97
COST TO RAISE $1: 0.07

FROM THE DESK OF

Kim CALLINAN

December 13,2021

Dear John,

Steady on ... Stay the course .. Chart new progress.

These are the watchwords many of us strive to live by — through thick and thin, good
times and hard times, sickness and health

They're words we at Compassion & Choices strive to lead by, t0o. And it is a pleasure
10 be able (o say we, along with our sister organization, the Compassion & Choices Action
Network, and our many partners and friends, did just that in a very challenging year —

reauthorizing and dramatically improving California’s End of Life Option Act;

adding New Mexico to the roster of states and jurisdictions authorizing medical
aid in dying;

reducing incquities in end-of-life agency:

+ continuing to transform how Americans die with dementia; and much more.

Within cach leap forward arc countless people able to approach their own, or a loved one’s,
terminal illness with greater confidence, knowledge and peace of mind.

In a season of giving, you and thousands of ather Compassion & Choices supporters
gave some of the most meaningful gifts of al

So s the end of the year approaches, T want to thank you once again for all you've done
and given to advance our movement, We achieved our sucesses together, because we refused
10 be daunted and deterred in our pursuit of progress, and because the urgency to succeed s so
great for so many

Now, as we take stock of all that matters most in our lives. I hope you will affirm your
support for our mission — and help us stay the course and chart new progress — by making
a generous year-end contribution today.

" 2 fellow supporter will match every
5

dollar of your gift between now and December 31, up to $250.000.
Your impact will be doubled, turning S100 into $200, $150 into $300
and 5o on.
As families draw near to one another in the weeks ahead, many will take the opportunity
o talk about end-of-lfe planning while they are together and feeling the warm glow of holiday
oodwill. The timing can emphasize the “gift” part of these conversations, as wishes are
conveyed and promises are made to fulfill them

‘The outcome of these conversations plays out for individuals and families of every
description, all sharing a common feeling of gratitude for having had them
(over, please)

Compassion Choices

L T

101 SW Madison Street, #8009, Portland, OR 97207  CompassionAndChoices.org

DIRECT MAIL RESPONSE RATE (%): 5.31

QUANTITY MAILED: 31,363

COST PER SOLICITATION ($): 1.01

WHY IS YOUR ENTRY SO SUCCESSFUL?

During a crowded year-end giving cycle, with
donors focused on a distracting news feed while
still trying to keep themselves healthy, Compassion
& Choices mailed one of its workhorse appeals, the
December 2021 Holiday Card Match Appeal.

Tam blessed that many supporters share their stories with me or allow them to be shared
more broadly to the public, as testimony t0 legislatures, in newspaper columns and beyond.
“Their words have an eloguence only a full heart can inspire. Here are a few from Joanne
Kelly of Boulder, Colorado, about her husband Alan’s death on January 11,2020:
“Eiven after Alan was diagnosed with multiple system atrophy (MSA), he
retained his great sense of hunor and was amazingly resilient. He was overjoyed
when Colorado voters approved a medical aid-in-dying initiative in 2016, s0 it
was o surprise he hope (o take advantage of it. He felt such relief and peace of
mind when he was approved in late October.
“In early December, Alan decided he was ready. We picked a date when
would

available: January 11, 2020.

“ds so0n as he took the prescribed medications,
not et go. He was starting 10 nod off when his eves fluttered open, and he looked
directly at me. *1 love yon," [ whispered, my eyes riveted to his. I love yon, " Alan
mouthed back, his last words.

“We were blessed 0 send Alan offin such a peaceful way, in @ manner that
honared who he was. He died exactly the way he wanted t0: at home, surrounded
by people who loved him.”

Stories like Joanne and Alan’s inspire me to work even harder to make them possible for
the many, many people sill waiting for our progress to reach them. | hope they inspire you to
hasten that progress — in 2022 and beyond — with a heartfelt gift to Compassion & Choices.

d our vision. And

Kim Callinan
President & Chief Executive Officer

“Thank you again for all you our
my best wishes for the holiday season and a brighter year ahead.

PSS, In the year ahead, we will advance medical aid-in-dying legislation in at least a dozen
states, expand the reach of our dementia initative, close disparities in end-of-life care
and planning so all communities can finish strong and more. Y our support will advance
allthat vital work. And remember: Every dollar of your gift today wil be matched.

compassion
&choices
Care and Choice at the End of Life
A Year-End Gift From John Q. Sample
To move more states toward authorizing medical aid in dying, and win more
positive change in end-of-life care, I support Compassion & Choices’ vital work
with a tax-deductible gift knowing my leadershi will have twice the impact:
'7‘“”' Tft will be
atehed dollor for

DOUBLE YOUR IMPACT!

aS100  means 5200 when maiched

asiso means $300 when matched
8200 means $400 when matched dollar 41,
as goes muiceas far whenmatched  ly Decondber %4

John Q. Sample
Sample Industries
123 Main Street
Anytown, State 12345-6789
2 My check is enclosed, payable to Compassion & Choices.
3 Please charge my gift to my: 1 Visa J MasterCard J American Express
Card Number.
Exp. Date /

Signature

Recognition Name: John Q. Sample
Telephone:_917-555-1234
Email Address:_john@aol.com
(Wewill never sell or rent your phone number or email address.)
Q1 will direct a gift for Compassion & Choices through my
Donor-Advised Fund named

‘which is admini; by
Comments:
| 3 Your records are conect.
bove.
ompassion & Choices in estate plans.
Allof us at Compassion & Choices send our best wishes for a holiday season iclosed.
shared with loved ones and filled with hope and abidi ituds
£ o We thank you d 1y and story’
{ achieve critical success in 2021, and we look forward to more advances in the year ahead. PR97207 - CompassianndChoices org ®
o r
‘With deepest appreciation,
‘THE BOARD AND STAFF OF
COMPASSION & CHOICES

‘WE HOPE YOU WILL CONTINUETO SUPPORT OUR WORK.
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL
Handwritten Monarch Package

PACKAGE CREATOR/AGENCY: QUANTITY MAILED: 7,989

TrueSense Marketin
& COST PER SOLICITATION (%): 1.37

ORGANIZATION/MAILER NAME:

DM MAIL DATE: 7/23/2021 Historically this group of donors had received
the standard appeal in July. In 2021 we moved to
TOTAL INCOME ($): 92,823 sending a smaller size package with a handwritten
closed face envelope. When reviewing year over
AVERAGE GIFT ($): 274.62 year the high touch package format resulted more
COST TO RAISE $1: 0.12 $1000+ gifts, garnering a much higher average gift.

DIRECT MAIL RESPONSE RATE (%): 4.23

YOUR SUPPORT GIVES HOPE - i
My e @ -
Your s gifts to n s iRaE @ -

REPLY MEMORANDUM Wre Jaan Sampler

TrucSenss Markeling>

T0:  <MRS. JOAN SAMPLE>
FROM: SUZANNE WASHINGTON

DATE:  <DATE-

RE:  PROVIDING MEALS FOR YOUR AGING NEIGHBORS

Dear Mra. Goan Sadle?)
Dear <Mrs. Joun Sample>
' T OGS el ey

Suzanne Washington
CEO

PS. Flease conaider giving analher Taday Zo
help provide meals and viails 15
goun aging weighliors

View Additional Campaign Entry Details
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL National
Park Foundation Mid-Level Mini Proposal Campaign

PACKAGE CREATOR/AGENCY: QUANTITY MAILED: 9,349

Impact Communications
COST PER SOLICITATION ($): 1.84

ORGANIZATION/MAILER NAME:

This mailing proves that with mid-level mailings,

DM MAIL DATE: 8/3/2021 ! - evel .
sometimes spending more pays big dividends. This

TOTAL INCOME ($): 547,116 campaign mixed direct marketing best practices
and the major gift proposal strategy to solicit

AVERAGE GIFT ($): 1,812.64 additional revenue from existing and lapsed mid-
level donors.

COST TO RAISE $1: 0.03
DIRECT MAIL RESPONSE RATE (%): 3.23

YOUAREA

CHAMPION

2021 Park Initiatives:
Priority Opportunities

Reply Form: Mini Proposal & Follow-up

View Additional Campaign Entry Details
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL
September Mid-level Appeal

PACKAGE CREATOR/AGENCY: DIRECT MAIL RESPONSE RATE (%): 2.11

Sanky Communications
QUANTITY MAILED: 1,469

ORGANIZATION/MAILER NAME:

African Wildlife Foundation COST PER SOLICITATION ($): 2.05

WHY IS YOUR ENTRY SO SUCCESSFUL?

African Wildlife Foundation’s (AWF) September
Mid-level Appeal used the release of the IUCN’s

DM MAIL DATE: 9/17/2021
TOTAL INCOME ($): 34,040

AVERAGE GIFT ($): 1,098.00 “Red List” updates as a hook, focusing on the
African savanna and forest elephants, two
COST TO RAISE $1: 0.13 endangered species.
i g

Insert

Saving
Elephants t
Save Afric:

..........................

Liftnote

‘We Prevent ‘We Support ‘We Engage We Fight

Reply

View Additional Campaign Entry Details

DIRECT MARKETING
AN FUNDRAISERS ASSOCIATION


https://dmfaawards.secure-platform.com/a/gallery/rounds/2/details/318

DIRECT MAIL MID-LEVEL RENEWAL/APPEAL Planned
Parenthood Mar Monte November Mid-Level Appeal

PACKAGE CREATOR/AGENCY:
MKDM

ORGANIZATION/MAILER NAME:
Planned Parenthood Mar Monte

DM MAIL DATE: 11/3/2021
TOTAL INCOME ($): 290,913
AVERAGE GIFT ($): 6,189.60
COST TO RAISE $1: 0.01

Dear Friend of Planned Parenthood Mar Monte,

My name is Muriel, and I want to tell you a
story, one I've only shared a few times.

Lh: illegal abortion —and I alm

My husband was a doctor who was doing
his residency at a county hospital where we lived
in California. We were the proud parents of six
beautiful children.

Muriel and her son at home.

Then, I found out I was pregnant again.

We weren’t in a position to care for another child — so I knew I needed to
end the pregnancy.

At the time, years before the Supreme Court decided Roe v Wade, it was
illegal to get an abortion in the U.S. While I knew you could find a place to get an
abortion, those “back-alley” options were dangerous and unsafe — and I'd heard too
many stories of women dying from them.

We looked everywhere to find a clinic that would provide me with the care I
needed. We reached out to friends in Denmark, and even contacted people in Israel,
but all we found were dead ends ...

... until we found a small clinic in Nogales, Mexico.

. ;

When we originally contacted the clinic, they said they would perform the
abortion and would let me stay overnight for observation. That all changed when
we arrived.

‘The doctors told us that the police were waiting outside and keeping me for
the night would be too big a risk.

The doctors would still perform the abortion — but only if we left
immediately afterwards. We didn’t have a choice, so we said yes.

It wasn’ il we g 1 r¢ ing w I woke up
in the morning and I immediately fainted.

(over, please)

DIRECT MAIL RESPONSE RATE (%): 14.2
QUANTITY MAILED: 331

COST PER SOLICITATION ($): 8.30
WHY IS YOUR ENTRY SO SUCCESSFUL?

Muriel almost died when she was forced to cross
the border into Mexico for an abortion. It was years
before Roe v. Wade made abortion legal in the U.S.
and even though she was scared about what might
happen, she was also out of options.

(D Planned Parenthood"

1 was delirious ... I hardly remember getting to the hospital. But what I do
remember is fear.
fe——
e i by ok aCencud
1 remember having an out-of-body experience as the nurses were packing S Snilrniie,
my body with ice to try to control my dangerously high fever.

T remember feeling so alone because the doctors, my husband included,
were too scared to come near me. The doctors knew I'd been to Mexico for an
abortion — so when I arrived at the hospital with complications, they were terrified
of what might happen. On one hand, I could die if they didn’t treat me. On the
other .. they could lose their medical licenses if anyone found out they’d cared for
a patient who had received an illegal abortion

I remember thinking — if I die .... I will leave six children without a mother.

Still, if you can believe it, I'm one of the lucky ones.

How? Because I had the resources to leave the country to get an abortion.
Because, despite the circumstances, I was privileged enough to get the help I HONE o il i el o b
needed when something went wrong. Because I didn’t g0 to jail. Because I lived. ! yee

So, why am I sharing my story with you? Because my history could be
another woman’s future if the Supreme Court decides to gut Roe v. Wade.

Take it from me, the consequences of outlawin ion ar ly.
1 believe women deserve to choose what happens to their bodies.

I believe no woman should have to take drastic, dangerous steps o get
abortion care.

That's why I give to Planned Parenthood Mar Monte — so that people in
our region have access to affordable reproductive care, including abortion.
DS EREoC e @Plaﬂned Parenthood”

1 donate so that anyone from any state can come to PPMM'’s health centers.
for abortion care if they’re not able to access safe abortion care where they live.

1 give because I don’t want anyone to have to M N
d’

go through what I did.

Will you join me? *‘

'l
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL

HSUS Agenda YTD Appeal

PACKAGE CREATOR/AGENCY:
CCAH

ORGANIZATION/MAILER NAME:
Humane Society of the United States

DM MAIL DATE: 11/1/2021

TOTAL INCOME ($): 130,306

AVERAGE GIFT (%): 804.36

COST TO RAISE $1: 0.11

DIRECT MAIL RESPONSE RATE (%): 2.19
QUANTITY MAILED: 7,392

COST PER SOLICITATION ($): 1.86
WHY IS YOUR ENTRY SO SUCCESSFUL?

SR e oo

This is a deceptively simple-looking mid-level
package. But look closer, and you see complex
creative strategy, careful execution and
dramatically improved results.

We had mailed an Agenda mid-level donor appeal
in a 9 x 12 package for two years. But the results
kept declining, so we recommended major creative
changes to increase net while cutting costs. Yet
without sufficient quantity to test, we had to rely
on our knowledge of mid-level donor psychology
to recommend the changes that would produce the
greatest impact at the lowest cost.

L —

R TS

2021 Year-to-Date Progress Report
is
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL
“Artful Smithsonian” January Upgrade

PACKAGE CREATOR/AGENCY:
Avalon Consulting

ORGANIZATION/MAILER NAME:
Friends of the Smithsonian

DM MAIL DATE: 1/25/2021

TOTAL INCOME ($): 58,429

AVERAGE GIFT ($): 885.29

COST TO RAISE $1: 0.60

DIRECT MAIL RESPONSE RATE (%): 1.46
QUANTITY MAILED: 4,516

€ Smithsonian

MRC 712 PO Box 37012
Washington, DC 20013-7012

Castle Corele

January 25, 2021
Dear Avalon Consulting,

I cannot thank you enough for your commitment as a member of our Smithsonian
Journeys program.

Your strong support impacted every aspect of the Smithsonian’s work to showcase
America’s rich historical, artistic, cultural and scientific heritage at our 19 museums, our 14
cducation and research centers and the National Zoo—and it was critical to the Institution’s
swift and effective response to the COVID-19 crisis.

With your generosity, the Smithsonian has rapidly expanded our online resources and
social media presence to keep America’s ible to all. M hile, you have
cenabled us to conserve our vast collections, provide essential care to the National Zoo’s animals,
keep vital research and Institution-wide improvements moving forward and document historic
events like the pandemic and the national social justice movement as they unfold.

You have my heartfelt gratitude for helping the Smithsonian accomplish so much despite
such daunting challenges, enabling us to remain a trusted resource in these difficult times.

Avalon Consulting. that's why I’'m so pleased to invite you to join the Castle Circle—
a special group of leading Smitt ian Institution supporters—as we work to bring
your family the most unforgettable Smithsonian experiences ever in our 175"
Anniversary year.

As a Castle Circle member, you will receive a host of exclusive benefits that will
transport you (in person or online) into the beating heart of the Smithsonian.
i ivi n join th stle Circle today for just $850—a specia

savings from the regular $1,000 annual membership rate.

To qualify for this special offer, you must join the Castle Circle by March 8, 2021. So
please return your enclosed Membership RSVP to me right away.

(over, please)

COST PER SOLICITATION ($): 7.71
WHY IS YOUR ENTRY SO SUCCESSFUL?

The Friends of the Smithsonian (FOS) January
package traditionally featured coveted tickets

to an in-person event as incentive for members
to upgrade to the James Smithson Society (JSS;
$2,500 level). 2021 necessitated a total package
redesign for the timeslot which failed to turn a
profit in the previous two years. So we reworked
the messaging to include broad mission-focused
language, expanded the ask to include the Castle
Circle (CC; $1,000 level), and included an upfront
“freemium” of original artwork prints.

Avalon Consulting Group
Friends of the Smithsonian

FY21 January Upgrade U0321FOS
Journeys Package E - 1/25/2021

View Additional Campaign Entry Details
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL
UNICEF USA Renewal Match Grant Coupon Reply Test

PACKAGE CREATO R/AGENCY:
MarkeTeam

ORGANIZATION/MAILER NAME:
UNICEF USA

DM MAIL DATE: 5/1/2021

TOTAL INCOME ($): 820

AVERAGE GIFT (%): 71.34

COST TO RAISE $1: 0.28

DIRECT MAIL RESPONSE RATE (%): 2.14
QUANTITY MAILED: 38,335

unicef @
forevery chid

Multiply the impact of your support
FIVE TIMES to help vulnerable children!

April 30, 2021

Dear Friend,

‘The situation in Yemen is as dire as it gets.

Due to deadly confiict, the COVID-18 pand
on be.

More than 12 mil ren need help
5 are already suffe
more than 5 million face & heightened threat of acute watery diarrhea.

To accelerate UNICEF's efforts to rush life like Ready-To-Use
ik in time to save

i iscuits and
children who are growing weaker and weaker by the moment ...

... a group of generous supporters has provided UNICEF USA with a challenge of
$300,000 and asked friends like you to help raise $76,000 to match their generosity.

In order to put these additional funds to work as soon as possible, we have set a
deadline of June 18, 2021 for gifts to qualify for this matching challenge.

Children in Yemen aro facin g on ne of the worst nutritional crises glamomory Without

natior I\dmey

Because the pandemi
could suffer from wasti
immediate action, that

UNICEF USA 125 Maiden Lane, New York, NY 10038, (800) FOR-KIDS or (800) 367-5437  unicefusa.org

COST PER SOLICITATION ($): 0.43

WHY IS YOUR ENTRY SO SUCCESSFUL?

UNICEF USA’s May 5X Match package theme is
based on providing lifesaving nutritional support to
children all over the world to prevent malnutrition
and other life-threatening conditions due to lack of
proper nutrition. This package includes a 5X Match
that allows donors gift to be matched 5 times.
Results for this package have declined over the past
couple of years and we were looking for a way to
increase response while maintaining the 5X Match

theme.

With UNICEF already delivering what will be more than 2 billon COVID-19 vaceines
around the globe, the chance to end the pandemic is in sight. Until then, we need to
accelerate the delivery of emergency nutrition and other lfesaving supplies as quickly
8s possible.

Your gift today - when multiplied in impact by our generous supporters will provide
five times the help — and hope — where it is needed most.
Rest assured, with you by our side, UNICEF won't stop until every child is protected!
‘With hope for every child,
A&um Valteoe ffaﬁua, =

Helen affacl

PS. Since your gift will work FIVE times as hard, we've provided FIVE Multiply My

Gift coupons for your selection. Simply select one of the coupons — for whatever
amount you can afford — and enclose it with your donation before the June 18, 2021
deadline. Thank you in advance for helping the children!

Multiply (=~
My Gift )00

Multiply 5 )

MyGitt

&,"ﬂ - children all year!
K < =
- ). .

‘s\§
Yourfist-cassstamp o his envelape
il maks your contibution work arder.
Thank Yol

HELP SAVE .
ACHILD'S LIFE @ Your Donor Advised Fund can protect

HELP SAVE HELP SAVE HELP SAVE HELP SAVE
A CHILD'S LIFE A CHILD'S LIFE A CHILD'S LIFE A CHILD'S LIFE

Your Support Can Be Multiplied 5x H&%‘F_N}

1234 Aoy Sveot

Suito 1234
g Tapm— June 18,271

P

owomim

P".FQASEL‘K!’:H Business RepLy MaiL

_6/18/20H FOSTAGE WAL 8D B ACORESSSE

0 7501 waswnGTOC —
—
—

UNICEF USA
PO BOX 96964
WASHINGTON DC 20077-7399

ol
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL
Friends of Notre-Dame Mid-Level Society Invitation

PACKAGE CREATOR/AGENCY: QUANTITY MAILED: 2,059

Faircom NY
COST PER SOLICITATION ($): 2.90

ORGANIZATION/MAILER NAME:

Friends of Notre-Dame de Paris’ mid-level giving
society, the 1163 Society, is named in honor of

the year the first stone was laid at Notre-Dame
Cathedral. In 2020 the 1163 Society launched with
8o Founding Members, with gifts ranging from $250
to $10,000+.

DM MAIL DATE: 9/20/2021

TOTAL INCOME ($): 82,750

AVERAGE GIFT ($): 662.00

COST TO RAISE $1: 0.07

DIRECT MAIL RESPONSE RATE (%): 6.1

I've enclosed a flyer with details on exclusive member benefits, available at several

different levels o suppon, such as: FRIENDS OF
* An exclusive Notre-Dame de Paris pin, which you can wear with pride; NOTRE]
! ! ! DE PARTS

* Alimited-edition commemorative postal stamp of the Cathedral; and

+ Be among the first 10 know of new, exciting developments and news about
reconstruction and restoration efforts,

1163 SOCIETY INVITATION RSVP

Imagine becoming a member of such a small group of dedicated people, offering their

Dear Michel, It is my honor and pleasure to accept your invitation to become a
Cathied Founding Member of the 1163 Society.
athedral

'""“C“ﬂ' D $ASK1 O $ASK2 DO $ASK3 O $Other.
supporti
FRIENDS OF I am unable to join right now but please accept my contribution of: §,
member 3
generatiol DE PARIS
FROM: [NAME] TO:  MICHEL PICAUD
v IORG.| PRESIDENT
[ADDRESS]
6 SOCIEDY ICITYL, [ST] [ZIP-ZIP+4]
= Donor 1D / Mail Code / Finder Number

Dear <Salatation>,

FRIENDS OF

1:am 50 happy to report that construction and restoration of Notre-Dame de Paris
P continues with concerted urgeney and remarkable progress—thanks (o you, <Salutations. NOTRE]
DE PARIS

will teach and influence architects, artisans, and engineers concemed with environmentally
sustainable restoration solutions for generations.

We couldn't have imagined that restoration of Notre-Dame could take on a significance
even greater than the spiritual and historie prestige she already maintains. But this project has
1 to influence responsible restorations the world over. This restoration belongs o the

the poter
planet and all of is cilizens [NAME]
Thatis why | would like to extend a personal invitation to you, <Salutation>, to Name as i appe [ORG.]
become a part of history by joining our 1163 Society. Named in honor of those who laid the - -
. y by joining ou ¥ [ADDRESS]

Cathedral's first sione in 1163, this Saclety will bring together aur most passionate and generaus
supporters. To date, we have 100 founding members, whose support is critical in continuing our
restoration work.

We've set an ambitious goal of 63 new members to keep up the momentum and

make sur this restoration happens in time. Won't you consider becoming part of this one-of- Email,
kind society, whose philanthropy will ensure the enduring allure of Notre-Dame de Paris §
a world treasure?

Support Us Through Yo

Your membership will support the responsible and enduring restoration of so many parts
of the Cathedral, from the flying butiresses to the majestic gargoyles to the soaring limbers and
everything inside.

Did you know, for example, that Notre-Dame has 10 bells, weighing between two and
three tons each? They thankfully survived the fire, but they need intensive cleaning. One of
these bells is named Maurice in memory of the bishop of Paris, Maurice de Sully, who laid the
first stone of the Cathedral in 1163. Your gift could be the one that completes the restoration of
this symbolic bellt

(over, please)

riendsofnotrcsamedeparis g/ 1163 + PO Box 523926 » Phiadelphia, PA 19182-3926

(Grace i vous!)

PS. Kind = OMy check is enclosed made payable to Friends 0 o PP 118200
S Not only will the restorative work bring Notre-Dame back to her former glory, it will also : =

respond, render the building more resilient, eco-conscious, and able to last another millennium. This 01 prefer to give through my Danor-Advised Fund

QU REWE project will inspire not only those who seek spiritual haven o artistic marvels in her walls—it

Please charge my: O Visa O Mastercard @

Credir Cara Wi

e of Cardholder (equired for all harges)

Keep me up to date on news about Notre-Dame di

You can easily put your donation to work b
Friends of Notre-Dame di

[CITY], [ST] [ZIP-ZIP+4]

01 would like to make a gift by credit card, pleasel
1163 SOCIETY

Invitation Enclosed For:

Barcode

Thank you for your generosity Your contribution is tx-deducube to the iuflest extent of the i
-

frendsofnotredamedeparis.ong/1 163 + PO Box 823926 » Philadelphia, PA 19162-3926
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL International
Rescue Committee Mid-Level Year-End Appeal Follow Up

PACKAGE CREATOR/AGENCY: COST PER SOLICITATION ($): 6.99

The Harrington Agenc
& g y WHY IS YOUR ENTRY SO SUCCESSFUL?

ORGANIZATION/MAILER NAME:

International Rescue Committee The FY22 IRC Year- End Follow Up mailing was

substantively and substantially different that the

DM MAIL DATE: 11/24/2021 FY21 YE Follow-Up appeal.

TOTAL INCOME (%): 353,150 First, the selects —-both years selected 0-24 month
$1,000 - $5,000 donors. However, FY21 included

AVERAGE GIFT ($): 1,859.00 online and offline donors. The response rate of the

COST TO RAISE $1: 0.06 online donors did not warrant including them in the

FY22 mailing.

DIRECT MAIL RESPONSE RATE (%): 5.99
QUANTITY MAILED: 3,171

Each postcard is affixed to their
story insert by a paperclip.

UPS Mail Innovations®

THE VOICE 4
AND WOME!
“rm,

View Additional Campaign Entry Details
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL
Advocates February Aria Card Appeal

PACKAGE CREATOR/AGENCY:
K2D Strategies

ORGANIZATION/MAILER NAME:
The Wilderness Society

DM MAIL DATE: 2/10/2021

TOTAL INCOME ($): 58,000

AVERAGE GIFT ($): 1,933.33

COST TO RAISE $1: 0.14

DIRECT MAIL RESPONSE RATE (%): 4.4
QUANTITY MAILED: 682

COST PER SOLICITATION ($): 12.24

GUTTER — NO PRINTING

The
Wilderness
— Society

WHY IS YOUR ENTRY SO SUCCESSFUL?

The Wilderness Society has been mailing a notecard
with a handwritten message in February to its
Advocates for Wilderness midlevel group since
2018. The package was a single panel card made to
look like the personal stationary of the Advocates
program director with preprinted copy, which
varied based on how recently the donor had given
an Advocates-level gift, and a handwritten note
with an ask at the bottom. The card was signed by
the program director. The package also included a
personalized reply form, a stamped reply envelope,
and the program director’s business card.

" “What a country chooses to save is what a
country chooses to say about itself.”

Mollie.Beattie
Former Diréctor, U.S. Fishand Wildlife Service

g

View Additional Campaign Entry Details
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL

Annual Report

PACKAGE CREATOR/AGENCY:
RKD Group

ORGANIZATION/MAILER NAME:
International Fellowship of Christians and Jews

DM MAIL DATE: 8/3/2021

TOTAL INCOME ($): 573,242
AVERAGE GIFT ($): 86.92

COST TO RAISE $1: 0.30

DIRECT MAIL RESPONSE RATE (%): 3.6

(7 ficterid

Annual Report

QUANTITY MAILED: 183,127
COST PER SOLICITATION ($): 3.13
WHY IS YOUR ENTRY SO SUCCESSFUL?

In 2021, we redesigned International Federation of
Christians and Jews annual report, modernizing
its look and utilizing stronger images to better
lead donors through the content. In addition, we
developed a robust testing plan to expand the
reach of the annual report, while also testing

its effectiveness as a stewardship piece and
fundraising tool.

View Additional Campaign Entry Details
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL
Founder’s Cultivation Annual Highlights

PACKAGE CREATOR/AGENCY:
The American Society for the Prevention of Cruelty
to Animals (ASPCA)

ORGANIZATION/MAILER NAME:
The American Society for the Prevention of Cruelty
to Animals (ASPCA)

DM MAIL DATE: 7/27/2021

TOTAL INCOME ($): 277,684

AVERAGE GIFT (%): 318.08

COST TO RAISE $1: 0.06

DIRECT MAIL RESPONSE RATE (%): 4.29

PCA | : ,

QUANTITY MAILED: 20,348
COST PER SOLICITATION ($): 0.83
WHY IS YOUR ENTRY SO SUCCESSFUL?

For this year’s Founder’s Cultivation Annual
Highlights package, we moved from a 12-page 11x17”
Annual Highlights booklet in 2020 (and five years
prior), to a five-panel, two-sided, 17.5 x 8.5 brochure
in 2021 - a much slimmer component with a fraction
of the detailed information our Founder’s Society is
used to seeing in this mailing. This was a rollout not
a test.

P FFROM THE DESK OF
JASMINE HOLSINGER
ASPCA* Beka

iore ar all el

While it important to Jook back and admire our trumphs, oar work does not end bere—
ot unl all mimals aze reated with the respect and kindness that ous founder, Henry Bergh,

Conser...
TR e p—— Vet B
Presens . CED i af
July27,2001
Dear cInformal Salutation, 2 granerous gt woday.

Your devation 1o

ives shaws the true depths of your
ruelty to Animals™
han ever—and we are

el for

enisiomed in 1864, We hape you will corime t spesk up for srimals scros the country by sending.

On bebulf of everyone here at the ASPCA', thank . We are truly pratefil for your
genenosity and are prow to have you by our side to help make our incredible achievements possible
‘We hope you will contirme to remain 2 close and eonstant friend of the ASPCA and the animals
e sexve 23 we look & the years shead.

gt tody.

:
ase proups and
arters who made all

test need but still managed to
al neplect, acts of cruely and

Your dedication to the ASPCA has had
helping ...
ransport more dban 27,000 anial with bi et populas
abere adopuabie pers are i demand

ind our Nationai Fiekd Response tarm, o asssted animals impasted by narural disasers,

5. You make a diffenence! See your suppact at work in the enclosed ASPCA 2020
Highlights brochure. Thank you for your continned commitment and your genercus

Sincerely,
Matt Bershadikes
Presiden: & CEQ

Make Pet Adoption Your First Option® and urge all those you know to do the same.

424 Faxt 920 Srool, Now York, NY 10128

crueley and maghect .. Fotow na ASPCA
Over, please an rstageam

LIFESAVINGWORK  LEGISLATION
DOESNOT STOP

ASPCA° 2020
Highlights

REHABILITATION

mission is to

provide effective
‘means for the
prevention of

throughout the
United States.

v ©d

PCA | Your Support Is Needed to Continue
to Make a Difference for Animals

QSHPD SHPOXLS SHPCRZ 0 0Mer S

ol = I ] -]
s
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DIRECT MAIL MID-LEVEL RENEWAL/APPEAL Fox Chase
Cancer Center: Wawa Match Mid-Level Appeal

PACKAGE CREATOR/AGENCY:
Schultz & Williams o CHs: \ /

ORGANIZATION/MAILER NAME:
Fox Chase Cancer Center

CHING GIFT DEADLINE: 6/30/2021

MA

INSIDE: HOW YOUR GIFT IS THE KEY TO LIFESAVING TREATMENTS.

Your life-changing support...
pou patients.

DM MAIL DATE: 5/14/2021
TOTAL INCOME ($): 78,430

NFQX CHast
T Teunsiian

AVERAGE GIFT ($): 1,265.00 Waiwa

YOUR gift*
+Wawa's matched gift
= DOUBLE THE IMPACT

# by opsojur |

COST TO RAISE $1: 0.08

DIRECT MAIL RESPONSE RATE (%): 14.83

(DATE))

QUANTITY MAILED: 418

COST PER SOLICITATION ($): 14.48

WHY IS YOUR ENTRY SO SUCCESSFUL?

The campaign included the following
strategies to drive response and
average gift:

Personalization: T —

* Current mid-level donors received
customized language soliciting an

additional gift. Il

* Lapsed Mid-Level donors received
personalized gift amounts based
on their recent Laurel Society
membership amount.

PO
PHILAGELPHIA PA. 191769610

Ao A

* Highly scored annual fund donors,
selected based on previous giving
history, received “invitation” language
and personalized gift amounts
calculated based on cumulative fiscal
year giving.

View Additional Campaign Entry Details
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DIGITAL
Covid Anniversary Campaign

PACKAGE CREATOR/AGENCY:
TrueSense Marketing

ORGANIZATION/MAILER NAME: —— .

Maryland Food Bank —— s

TOTAL INCOME ($): 65,652 W B ® =

AVERAGE GIFT ($): 102.10 T

mﬁﬂ“’*"“)ﬂ gt wodl

neighbors Maryland.

COST TO RAISE $1: 0.07 PR :
sy Frionds 4

food. It lease give now to help Marylanders still
struggling to put food on the table.

SOCIAL MEDIA & WEB IMPRESSIONS :
2,224,706

ipmake the difference between hunger and hope.
Thank you for your compassion and kindnass.

EMAIL OPEN RATE (%): 18.51

EMAIL CLICK RATE (%): 0.86 e ,
0000060 e —

nnnnnnn

WHY IS YOUR ENTRY SO SUCCESSFUL?
Around the one-year anniversary mark of — 09;9@99
the start of the pandemic in the US, we o
deployed a multichannel digital campaign.
The goal? To spread understanding that
hunger is a perennial issue for Marylanders.
While Covid-19 elevated the need for food
assistance in our community, that need et b
existed before and would continue to exist

after.

nd Food Bank &
O e

Maryk
of the pandemic. Your monthly gifts help feed your neighbors alyear.

([ teveroostanco

‘‘‘‘‘‘

View Additional Campaign Entry Details
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DIGITAL
Giving Tuesday

PACKAGE CREATOR/AGENCY: EMAIL CLICK RATE (%): 0.42

Sanky Communications
WHY IS YOUR ENTRY SO SUCCESSFUL?

ORGANIZATION/MAILER NAME:

San Francisco SPCA If you’re a nonprofit organization hoping to stand

out on Giving Tuesday, you need a competitive

TOTAL INCOME ($): 237,029 edge to set yourself apart. Fortunately, the San
Francisco SPCA had two this year: adorable animals
AVERAGE GIFT ($):148.60 and a $100k match! Through a five-email campaign

arc, we urged prospective and current donors to
dedicate Giving Tuesday to animals in need while
SOCIAL MEDIA AND WEB IMPRESSIONS : 0 their gift would automatically double in value.

COST TO RAISE $1: 0.04

EMAIL OPEN RATE (%): 26.06

sssss

4 si@seca DT TS

SFSPCA e T

GIWINGTUESDAY
[==e=-]

Thank you for your donation!

Bgfo

fEoo"™

SFSPCA Sl

f@ oo™

View Additional Campaign Entry Details
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DIGITAL International African American Museum
Black History Month Campaign

PACKAGE CREATOR/AGENCY:
Chapman Cubine Allen + Hussey

ORGANIZATION/MAILER NAME:
International African American Museum

TOTAL INCOME ($): 33,740
AVERAGE GIFT (%$): 67.20
COST TO RAISE $1: 0.17

SOCIAL MEDIA AND WEB IMPRESSIONS :
1,609,682

EMAIL OPEN RATE (%): 27.25

Friend,

Black History Month started this week. but here at the International African
American Museum the sacred endeavor of honoring African American
history is a year-round mission.

“This special month is an impartant opportunity to refiect an our history, and
honor those who have shaped our nation for the better. But the reality s that
there are countless stories from African American history that have been
buried. forgotten, or simply erased.

‘The Museum is here to shine a light on those untold stories, and to remind
i 4 of conericiy e gl Arican Amaicen nleory 2
American history.

We're poised to finally open our doors to the public next year. But if we're
going to get there on time, then We need your Support today.

Eriend, please give a special gift in honor of Black History Month and
give this vital project the resources we need to open our doors and
transform the landscape of African American history.

Atthe Museum, we're bearing permanent witness to African captives who.
Were 10rCed to Come Nere INToUg (3adsden's Whart. We're reciaiming that
wharf - once a place of Impossible suffering - into a sacrad Site to elevate
our history 365 days a year. And we're celebrating the ways that African
Americans have shaped our nation, fighting for America’s ideals even while
being denied the full promise of them.

Soon enough, the Museum will be a place for reflection, for reckoning, and
utumately ... for reconciliation. It s oUr vision - and our nope - tnat the
Museum wil remind every visitor of our collective responsibilty to steer the
way forward towards justice.

You have an important role to play In this sacred work, and your support

RS i o i Muwmuhm( 10 inspire

Friend,

Black History Month is a time to honor, celebrate, and uplift the incredible
contributions of African Americans to the tapestry of our nation. And you
Know there are many!

We've created a quick and fun quiz so you can test your own

knowledge of African American history - take it today!

BLACK HISTORY IS AMEHIDAN HISTUI\Y
TAKE OUR QUIZ TO SEE HOW MUCH BLACK HISTORY YOU KNOW!

Maybe you'Te an expert and you'll ace the quiZ With no problem. OF permaps
yourve got something to learn and you'll pick Lp something new from the.
quiz.

But the bottom line is this: when it comes to African American history, there.
s always more to discover, more to uncover, and so much more to learn.

And here at the International African American Museum, we're getting ready
10 elevate that history to the world when we open our doors in 2022.

0, urgermy in need of healing. today!
EMAIL CLICK RATE (%): 3.18 S P T ey
e T

WHY IS YOUR ENTRY SO SUCCESSFUL?

When it opens in Charleston, South
Carolina this year, the International
African American Museum will tell the
story of millions of Africans, captured,
and forced across the Atlantic in the
grueling and inhumane Middle Passage,
who arrived at Gadsden’s Wharf in

Charleston and other ports in the Atlantic

World. We took on the critical task to
establish and grow the International
African American Museum’s membership
base as they prepared to open their

sincerely,

&8

Eljah Heyward il Ph.D.
Chief Operating Officer
International African American Museum

Our team has been curating ot of great materials for you and your family!

Give us a follow on Facebook, Twitter, or Instagram 1o stay connected with

Conibt© 2020 sl Alcon Arican s, AL sl

Wanto chang by oo s emls?
Yol i et i o o Pt P

A@h

Eljah Heyward Iil, Ph.D.
Ghief Operating Officer
International African American Museum

Our team has been curating a lot of great materials for you and your family!

Give us a follow on Facebook, Twitter, or Instagram 1o stay connected with

oyt 2521 it Ancan Amncan s, A g s

Wt o coange ow you rceve maseamass?
Yoo c4n o o view ot Py ol

. / \ Intenational African American o
Museum

/A\ International African American
M
N

e
Becoming the newest Charter Member of the

It's Black History Month and we want to know International African American Museum is the

How much do you know about African American  pest way o celebrate Black History Month — be
history? Take our quiz today!

a part of uplifting the untold stories from our
shared history.

INTERNATIONAL

- We're scheduled to open in 2022 and we're SO
CLOSE to getting there. This history cant wait -
will you join us today?

& & \ i
HOW MUCH BLACK HISTORY DO YOU KNOW?
HTTPS./IAAMUSEUM.ORG/BH.

Take the Quiz
This is THE moment to lift up Af.

'DON'T WATT TOJOIN THE MOVEMENT.

BECOME A CHARTER MEMBER TODAY!

55170 BLACKBAUDHOSTING C

Our History Needs YOU DONATE NOW

Not affiliated with Facebook

oY ke () Comment £ Share

View Additional Campaign Entry Details
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DIGITAL
#CSGT21

PACKAGE CREATO R/AGENCY:
Nexus Direct

ORGANIZATION/MAILER NAME:
Carpenter Shelter

TOTAL INCOME (%): 60,459

AVERAGE GIFT ($%): 310.05

COST TO RAISE $1: 0.11

SOCIAL MEDIA AND WEB IMPRESSIONS : 19,616
EMAIL OPEN RATE (%): 16

%, Sender-Sharpon Steene. Executve Director A SercerJemies Persch

‘Sugec e T G sy Sutecs L Comesr Shster G e
ey, e s mect o slgest o e 56T

ol

L 2 Gwing 'I‘uesday

Help us raise $60,000 this Giving Tuesday .. $100 5‘10
our biggest goal yet! Boery gift mabes a diference this #CSGT!

90% of our emergency shelter $130 $500

is funded by donations like yours.

e
i,

EMAIL CLICK RATE (%): 1.00
WHY IS YOUR ENTRY SO SUCCESSFUL?

During the pandemic, CS wanted to start a Digital
Fundraising and grow the Direct Marketing program
to help offset revenue lost from the cancelation

of in-person events and continue their critical

work in supporting the underserved population

of Alexandria, VA, by providing meals, shelter,
education, employment resources, family services,
and quality medical care.

A, sencer orise W Guitey, Direcior of Devecgment %, sencer: Snannon Sieens. Exscutve Drector c arpenter's Shelter
larch 22 at 2:52 PM - @
it A8t et b f e e giing o
et e o oy s Ry a0 SR ‘The season of reflection is upon us. While lhis is a lime for

——_"
il [ —— us to count our blessings, it's also an opportunity to
consider giving back to those who are currently
cxperiencing homelessness. Garpenter's Shelter depends
on neighbors like you to continue providing support and
‘solutions to our community members trying to achieve

m sustainable independence. A generous donor has agreed
=~ F ? to MATCH every gift up to $10,000 10 help us reach our
Ol e ‘goal of §60,000! Donate now and your gitt will be
» c DOUBLED to maximize the impact it will have on families
A5 and individuals in your communiy.

This #GivingTuesday, help a

neighbor in need! Every gift up
to $10,000 will be MATCHED!

We're almost there!
Just hours left to join in You You
on #CSGT!
02:45:15 i

begins with

e Y #CSGT ¥

———— CARPLNILRSSHLLILR.ORG
P s o bt Cpators Shates s s EOCO0X
s

SsTESmTIIa Bl e o iHiE

(S

g b s gt i, 200tikes 25 Commorts 109 Sares
o o TS
—

I comment # share

e e— il e

e g g g Yot ALALE oen sl
. S e e o o W 4 e ot

.

P i 2 cion 1o g 1 440,000 gomi ¥ you o
9 . ] s o A b Ecax it
pstey

#C36T
o000
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DIGITAL
WNC CYE

PACKAGE CREATO R/AGENCY:
Pursuant

ORGANIZATION/MAILER NAME:
Washington National Cathedral

TOTAL INCOME ($): 131,900

AVERAGE GIFT ($): 145.00

COST TO RAISE $1: 0.25

SOCIAL MEDIA AND WEB IMPRESSIONS : 351,530
EMAIL OPEN RATE (%): -

EMAIL CLICK RATE (%): 1.03

WHY IS YOUR ENTRY SO SUCCESSFUL?

In an increasingly competitive digital
landscape, Washington National Cathedral
set out to meet or exceed the prior year’s
results following two record-breaking years.
The thematic approach from the previous
year was carried forward to engage an
audience that had grown by 34% from two
years prior.

%+ 8 - BB

== YOURS!  $IMATCH $27T0 CHANGE LIVES

View Additional Campaign Entry Details
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DIGITAL
Kitten Bowl

PACKAGE CREATOR/AGENCY:
North Shore Animal League America

> >
A~ animialleaguc 2~ aimalleaguc

00 00 00 00

—

MEET A CAT-LETE | PEPPER

ORGANIZATION/MAILER NAME:
North Shore Animal League America

TOTAL INCOME ($): 53,279
AVERAGE GIFT ($): 31.23

COST TO RAISE $1! 0.00 L
SOCIAL MEDIA AND WEB IMPRESSIONS : 17,478 LOSTION: P

EMAIL OPEN RATE (%): 19.63
EMAIL CLICK RATE (%): 0.83
WHY IS YOUR ENTRY SO SUCCESSFUL?

The Kitten Bowl has often been one of the
top campaigns for North Shore Animal
League America--a tentpole for fundraising
efforts outside of November and December.
The Kitten Bowl even raises more money than
many emergency rescue campaigns, which is
even more impressive when considering its

timing in January and February--just after the RIRRRRRARRARR o
busy year-end pushes. In 2021 the campaign
enjoyed a three-year high with $53,279 raised
from 1,706 gifts.

Help us reach our goal line: 200 supporters!

DEADLINE: TOMORROW

- North Shore Animal League America @ - North Shore Animal League America &
100 6

#KittenBow is TOMORROW on @HallmarkChannel. We're aimost at our
goal of our 200 supporters! Your gift will nelp get the big win! You won't want
10 miss our catdetes playing! We know you're rooting for them. Don't miss
this cuteness, join our Kitten Bowt Pool NOW!
hitp/bitly/KittenBowi2021FB3 @ #GetYourRescueOn #TeamAnimalLeague

This s Pepper. She will be taking the field this Sunday, February 7th, along

with her fellow cat-letes for #KittenBowi VIII! Pepper and her friends are
counting on you 1o join our pool and save thousands more animals like them.

o Like O Comment 2> share

View Additional Campaign Entry Details
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DIGITAL
#HumanRightsDay Email Series

PACKAGE CREATO R/AGENCY:
Faircom NY

ORGANIZATION/MAILER NAME:
Human Rights Watch

TOTAL INCOME ($): 33,709
AVERAGE GIFT ($): 43.47
COST TO RAISE $1: 0.14

Human Rights Day 5X Match
SOCIAL MEDIA AND WEB IMPRESSIONS : N/A

Dear Supporter,

Today is Human Rights Day, which marks the 73rd anniversary

EMAIL OPEN RATE (%): 26.8 .’;l [\Iw l'.\]"x‘.;llnpur-n of |l=:-l'n|\:-r\:|l Declaration of Human
doing MORE to inve: ses, expose atrocitics,
EMAI L CLICK RATE (%): 0.70 :::::‘::‘:":P for survivors, and hold perpetrators
Please reaflirm your commitment, Friend, by our
WHY IS YOUR ENTRY SO SUCCESSFUL? S10, when cvery $100 10 donals becommes 8300,
Taking advantage of the unique [ warchwy cier |
opportunity of #HumanRightsDay, we
Worked With Human Rights Watch to -‘|I:|I|‘[I|:|:.|.<j‘-"|[|‘LIT-I“ will power Human Rights Watch's best work in
develop a short series of five emails that o Braatl, where our vetigatian of ruspast polie sbue

compelled Rio De

1 an investigation into a

would share emotional and powerful
stories with HRW supporters, reminding
them of the power of their gift.

This campaign fell between Giving

Tuesday and Year-End, and helped capture
additional renewal gifts from donors
during this important season. Email metrics
were wella bove all industry averages, and
donors engaged not just through email, but

. . . Sincerely
through call to actions that inspired them —
to post and share on social media. Revenue Human Rights Wetch

tripled over 2020 totals and set the stage
for an extremely successful year-end.

View Additional Campaign Entry Details
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DIGITAL
Central Park Conservancy Year-End Campaign

PACKAGE CREATOR/AGENCY:
The Harrington Agency

ORGANIZATION/MAILER NAME:
Central Park Conservancy

TOTAL INCOME ($): 586,678

AVERAGE GIFT ($): 200.43

COST TO RAISE $1: 0.09

SOCIAL MEDIA AND WEB IMPRESSIONS : 863,642
EMAIL OPEN RATE (%): 32.9

EMAIL CLICK RATE (%): 1.22

WHY IS YOUR ENTRY SO SUCCESSFUL?
Strategy:

The year-end fundraising campaign was technique-
driven with aggressive match language, asks and
design elements that promoted end-of-year giving.
This campaign included email, web assets, paid
social and paid search. And, what did was done
differently - see below:

Tactics

Utilization of marketing automation and
conditional content based on user behavior to
allow for strategic targeting within the email series

sy Contral Park © e} mm CnmiPuko o X may CentralPark® o X - ContnlPko w %

! SsoxMATCH - ENDS 1231 | Theears | SSU%MATCH - ENDS 1231 | 1190 $9ent | \fy(ch Increase - S50% ~ Ends 12/31 1 Our | Last Chance to Give in 2021 - 550% Match |
- Ever

nthough  Yourta gift will help Central Park
y fve enj

hundreds of y

member on our Bo m of Trustees knows how
succeed, they
ot

¥
midnighton December 31 throughout 2022.

MATCH INCREASED T0 350%

you' can make your 550% matched gift now
ark thisyear. GEtyour  using the Ik below
i

. 5567o MATCH

550% MATCH  ooifrorcir

TO GIYE IN 2021

= 1 ~ Ends... NATE NOW
Lantchutics el DONATENOW ] % atch- Help Suppo...  DONATENoW | [DonaTENOW ] 1550% Match - Ends. \oonaTE Now |

uuuuuuuuuuuuuuuu
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DIGITAL Toys for Tots Native American

“Did You Know?” Series

PACKAGE CREATOR/AGENCY:
CDR Fundraising Group

ORGANIZATION/MAILER NAME:
Toys for Tots

TOTAL INCOME ($): 116,230

orslroaTers

Provide HOPE
and JOY to
Native American
children this
Christmas!

* Help us make Christmas wishes come
e true for Native A

\merican children!

AVERAGE GIFT ($): 10,681.00

COST TO RAISE $1: 0.00
SOCIAL MEDIA AND WEB IMPRESSIONS : N/A
EMAIL OPEN RATE (%): 18.7

EMAIL CLICK RATE (%): 2.86

WHY IS YOUR ENTRY SO SUCCESSFUL?

Toys for Tots provides new toys, books, and
games to children at Christmastime and all
year-round.

With the pandemic plunging hundreds of
thousands of more families into poverty, we
conducted our first mid-year toy distribution
in the summer of 2020 to provide toys to
children impacted by the pandemic.

You can make sure “Santa” visits Native American boys and girls in need
this Christmas!

With the help of kindhearted people like you, every year Toys for Tots delivers the joy and hope of
Christmas to Native American children growing up on Reservations across the country. A new toy,
‘game, or book from you can be a bright spot for children who are enduring unimaginable poverty.

Select Your Donation Amount

=1

View Additional Campaign Entry Details
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DIGITAL Wildlife Conservation Society
Giving Season Integrated Campaign

PACKAGE CREATOR/AGENCY:
Stagecoach Digital

ORGANIZATION/MAILER NAME:
Wildlife Conservation Society

TOTAL INCOME ($): 1,120,817

AVERAGE GIFT ($): 101.54

COST TO RAISE $1: 0.15

SOCIAL MEDIA AND WEB IMPRESSIONS : 59
EMAIL OPEN RATE (%): 30.96

EMAIL CLICK RATE (%): 0.20

" STRGECOACH

‘digital Wildlife Conservation Society
GIVING SEASON INTEGRATED CAMPAIGN

Giving Tuesdey 3X Maich

w 3X Match

up to $75,000

PROTECT THE WILDLIFE WE LOVE

AND THE FUTURE WE SHARE - m
$5¢
51500

Make a Do Wwildlife | Wildlife

Ad - securewe ch
Conservation Society

Keep the World Wid
share. All gifts matci
have double the imp:

and the future we

o i

$100 x 3 = $300

© Wildiife | Wildlife

WHY IS YOUR ENTRY SO SUCCESSFUL?

The Wildlife Conservation Society’s 2021 Giving
Season generated the most revenue of any
previous campaign and raised 15% more than
the high-water mark of 2020. The multi-channel
campaign’s theme and branding, Keep The World
Wild, foregrounded pressing threats to wildlife
and wild landscapes while highlighting WCS’s
global conservation efforts and their substantial
impact, all while featuring charismatic wildlife.
The campaign’s strong revenue performance was
driven by paid search, which over-performed by
23%, and a large increase in average gift to over
$100.

Elephants need you today.

DONATE

MONTHLY GIFTS
MATCHED 2X!

GET YOUR DONATION
DOUBLED—INSTANTLY.

Whonion | WCmlRrkoo | WhewiskAerian

View Additional Campaign Entry Details
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DIGITAL
Innovation Saves Lives

PACKAGE CREATOR/AGENCY:
RKD Group

ORGANIZATION/MAILER NAME:
Mothers Against Drunk Driving

TOTAL INCOME (%): 3,273

AVERAGE GIFT ($): 52.42

COST TO RAISE $1: 0.00

SOCIAL MEDIA AND WEB IMPRESSIONS : N/A
EMAIL OPEN RATE (%): NJA

EMAIL CLICK RATE (%): N/A

WHY IS YOUR ENTRY SO SUCCESSFUL?

Our goal for this campaign was to position
MADD as a forward-thinking and acting
organization that utilizes all available
resources to fight drunk driving, including
technology, thus driving click-through-

rates and open rates to support their cause.
We chose to use animation with the intent

of capturing the audience’s attention to
increase CTRs. Our messaging also played
into this use of animation by conveying that
MADD strongly supports the development

of autonomous vehicle technology and will
challenge the auto industry to move quickly
to start saving lives. The initial email achieved
one of the top five highest open rates of FY21
email deployments, with an open rate of .79%
and a 10.33% CTOR! The second email was
ranked in the top ten, with an open rate of
.68% and a 13.19% CTOR.

Subject: A Second That Could Change Everything
Resend: This Could Be You...
Preheader: Will tech save |

&8mada

NO MORE VICTIMS'

’

You're on your way home when an oncoming driver crosses over

inte your lane, veering toward you. Your entire family is there with

you, but there’s nothing you can do. In a second, your entire life

can change — all because someone decided to drive under
the influence.

What If we could take humans out of the equation and prevent
drunk driving crashes from happening in the first place? See how

we can make it ossible.

LEARN MORE

f ¥ (in (&

Mothers Against Drunk Driving
611 E. John Carpenter Frwy. Suite 700
Irving, TX 75062
madd.org | 877 ASK.MADD | donations@madd.org

24.Hour Victim Help Line 877 MADD.HELP
© 2021 Mothers Against Drunk Driving

View Additional Campaign Entry Details
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MULTICHANNEL
Gifts for Life

PACKAGE CREATOR/AGENCY: SOCIAL MEDIA AND WEB IMPRESSIONS : 213,725
Sanky Communications

EMAIL OPEN RATE (%): 30.45
ORGANIZATION/MAILER NAME:

Episcopal Relief & Development EMAIL CLICK RATE (%): 0.81

DM MAIL DATE: 10/1/2021 WHY IS YOUR ENTRY SO SUCCESSFUL?

TOTAL INCOME ($): 848,221 Episcopal Relief & Development’s Gifts for Life
campaign gives donors a tangible way to transform

AVERAGE GIFT ($): 136.24 lives and communities worldwide. We were proud

to partner with them last year to develop a catalog
mailing, a robust microsite, and several emails and
DIRECT MAIL RESPONSE RATE (%): 2.1 social promotions rooted in themes of hope and
resilience.

COST TO RAISE $1: 0.08

QUANTITY MAILED: 62,417
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MULTICHANNEL

Campaign 21 Launch

PACKAGE CREATOR/AGENCY:
Mal Warwick Donordigital

ORGANIZATION/MAILER NAME:

KQED

DM MAIL DATE: 1/11/2021
TOTAL INCOME ($): 975,553
AVERAGE GIFT (%): 2,819.52
COST TO RAISE $1: 0.08

DIRECT MAIL RESPONSE RATE (%): 2.7

QUANTITY MAILED: 12,037

KQED

CAMPAIGN 21

bear [Saturation],

You are truly one of our most committed donors, and I'm
s0 grateful for your generosity. You have been a great partner
and I want to include you in the next chapter of our story:
Campaign 21.

T hope you received my recent letter explaining this $135
million campaign to transform KQED for the 21st century. If
you have already responded, please accept my sincere gratitude
and kindly disregard this reminder. If you haven’t, please take a
moment to respond today.

You can become a part of Campaign 21 with a
special gift in addition to your gencrous annual [KQED/

KQ ED caveaien 21

GIFT FORM

From:  [NAME]
[ADDRESS)
[ADDRESS|

[CITY], [ST] (ZIP]

Twant o join you in starting

mod(m the headquarters, expand public pr

i the reporters we rely on cvery day for trusted journalism. My gi

QU SIASKI] U SIASK2l U SIASK3] U Other S,

*Only gifts or pledges of 2,601 or more will be eligible for the match

and for the Campaign 21 recognition and henefis.

3 Tam interested in making my Campaign 21 donation
4 1 hoor of 2 im memory of

Support the Future of Public Media
in the Bay Area

<ID> <XXXSoureecadeXXX>

ew chapter for KQED. I will make

and educational services, and invest

SOCIAL MEDIA AND WEB IMPRESSIONS : NJA
EMAIL OPEN RATE (%): 33.86

EMAIL CLICK RATE (%): 0.92

WHY IS YOUR ENTRY SO SUCCESSFUL?

As part of a broader campaign to build their new
headquarters, KQED wanted to reach out to their
midlevel donors and inspire them to give a gift over
and above their usual membership support. Their
goal was to build a stronger base of philanthropic
support (and major gift potential) from donors

used to giving regular membership gifts.

KQ ED cawpaien2t

Dear Daniclle

Fm writng to-follow up on the mailing that you reseived a few weeks ago sbout
KQED's Campaign 21

i a gencration moment. Al a tims whe

o many forces are driving us.

par
people and place to
sirengthen comavusity. [ you have not already. please ke a moment o review our
plans inthe letcr and make a special gif in ddition 10 your generous anmus]
membership, You can either reply using the cnvelope | sent you or maks A sesurs Sift
enling right nonw.

Thank you for being a loyal KQED member. Your generosity inspires our service to

2 My check payable 10 KQED is enclosed

the Bay Arca and s one of the reasons we can take this next scp. | hope to hesr from

you soon. andre

By~ bdge didos and croate a morsust socety

3T would like to make my

Chairman’s Circle/President’s Circle/Producer’s Circle/

‘monthly installments of §.

Director’s Circle/Signal Society] membership. When b LEZ?JiL’.’E.fTZ.‘.‘JJHEﬁS:{L .?:: pm- Simoercly. ‘package that | sent you.
you make a contribution of SAMT1] or more, it will be isnsfemveiies e i bl SR st
matched dollar-for-dollar, up to $1,000,000 by a founding hded : Michacl Yo akeoider—and part work ogether, and | know y

member of the Signal Society. Name: o gt Como by i s 4 s 00

ing members of the Signal Sosisty has
ollar-or-dollar up 1o $1.000,000. Your giftwill have
twic th e for KQED)'s e, Pl g o befoe the chcpmernaie

Thank you for your trust and belief in KQED and for e tele

considering this special request. I look forward to including
you in KQED's next chapter.

You may also make your gift online at [URL].

o

I you have questions or are inerested in making  ift with your Danor Advised Fund, Stock or over
dme. you can reach [Name] at [phone] or [email]. We look forward to hearing from you.
Michacl . Isip

Michael J. Isip
Prcsidnt & CEO, KQED

President & CEO i 2 7

umber s 941241309,

KQED | 2601 Mariposa Street | San Francisca, CA | 941101426
D

PS. Your gifs of $LAnrt] or more for
Campajgn 2 will be doubled 7oday, so e
please be as generous as you can.

2601 Mariposa St San Francisco CA. 941101426 4 9 aceo.xaeo
Insubscribe | Privacy Policy

@ o ecreULE SovK 2002
oty that KOED wi

dollarfordolr, up to $1,000,000 by e of our founding Signal

3 YES, Michael, 1 il join Campaign 21 0 help modernize KQED's
headquarter, Expand public programs and educational serviccs, and invest

in the reporters we rely on every day for trusted journalism. I've enclosed
my special gif of:
QUS[ASKI]  QS[ASK2] QIS[ASK3] 3 Other S i

CAMPAIGN 21 “ony i

[Name]
[Address] XXX SourcecodeX)
[Address]

[City, State Zip] o

My Gift for Campaign 21 \

Ms. Jane bonor

123 Marker S7-

Ap#101

San Francisco, CH 123456737

'3V check payable (o KQED is enclose.
2 Duould ik o make s sing my i .
33 1 would prefer 10 make my Campaign 21 gt in 6 monthy insallments of

Please automaically charge my credit ard
Pl chrge my: 0 AmEx 0 Vs Q Masirerd Q Disconer

Name:

Card #: Exp. Date

RLL

® RECYCLED & RECYCLABLE /SOY INK 210183

s
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MULTICHANNEL
Carpenter’s Shelter June Appeal 21

PACKAGE CREATOR/AGENCY: EMAIL OPEN RATE (%): 35

Nexus Direct
EMAIL CLICK RATE (%): 1.20

ORGANIZATION/MAILER NAME:

Carpenter Shelter WHY IS YOUR ENTRY SO SUCCESSFUL?

DM MAIL DATE: 6/8/2021 During the pandemic, Carpenter’s Shelter (CS)
wanted to start Digital Fundraising and grow
TOTAL INCOME (%): 68,226 the Direct Marketing program to help offset
revenue lost from the cancelation of in-person
AVERAGE GIFT ($): 239.38 events. Their goal was to continue their critical
COST TO RAISE $1: 0.36 work in supporting the underserved population
of Alexandria, VA, by providing meals, shelter,
DIRECT MAIL RESPONSE RATE (%): 4.81 education, employment resources, family services,

QUANTITY MAILED: 5,600 and quality medical care.
Ae 3

SOCIAL MEDIA AND WEB IMPRESSIONS : 11,493

4% Sender Jenier Posrsch, Chai, Carpenrs Sheer Developmen. 4, Sender: Monise W, Quidiey, Dirsctor of Development

Meny of
! '7\[—! oo eben [—
B] Carpenter’s toge Mi%“z your Lelp.
Shelter -SSs

s, the COVID-19-related recession willcause twice

neighbors and

Carpenter’s
Shelter

IT ALL STARTS
WITH ...

than 780 children,

CARPENTERSSHELTER ORG

Take Action with
Carpenter’s Shelter Donate Now |

strength from the hearts and hands of aring

18 Like J Comment /) Share

E

our commanity  pledging my support todoy. endose:

D<skt> ( \Q C)<nska
TL

e N

PPO AR IR R | o o e e e
930 N. HENRY ST, ALEXANDRIA, VA 22314 | (703) 5487500 | www.CarpentarsShelter.org/Donate

e enciosed enveiope.

Ovea  OMsercrs  Coscowr  [JAmencan Express
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MULTICHANNEL
For The One

PACKAGE CREATOR/AGENCY: EMAIL CLICK RATE (%): N/A

The Sharing Center
WHY IS YOUR ENTRY SO SUCCESSFUL?

ORGANIZATION/MAILER NAME:

The Sharing Center The Sharing Center’s end of the year campaign
was extremely successful because of the multi-
DM MAIL DATE: 10/13/2021 channel strategy leveraged. The campaign included

online and offline tactics, ranging from direct mail,

TOTAL INCOME ($): 697,453.39 digital ads, plus virtual and in-person events. Our

AVERAGE GIFT ($): 577.28 #ForTheOne campaign had a goal of raising a total
of $400,000 between October 1 - December 31,
COST TO RAISE $1: 0.07 2021; securing $100,000+ in matching gift funds.

We created a sense of urgency by painting a picture

DIRECT MAIL RESPONSE RATE (%): 7 of unexpected challenges. The copy was uplifting

QUANTITY MAILED: 3,717 and hopeful through inspirational storytelling.
Once we secured the matching gift donation of
SOCIAL MEDIA AND WEB IMPRESSIONS : N/A $100,000 from two local companies, we sent out a

strategized series of six emails.
EMAIL OPEN RATE (%): NJA 3

Give the gift of hope.

q

> -‘_;W“

Peopie like Sarah need us.
Thelr children need us.

Ways to Give

ol i Impact to
P — £ d .
: ey % ~Help Change

= .

5 BHis Story!

i
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MULTICHANNEL

Houston SPCA 2021 CYE Campaign

PACKAGE CREATOR/AGENCY:
Pursuant

ORGANIZATION/MAILER NAME:
Houston SPCA

DM MAIL DATE: 11/8/2021

TOTAL INCOME ($): 487,470

AVERAGE GIFT ($): 118.32

COST TO RAISE $1: 0.18

DIRECT MAIL RESPONSE RATE (%): 4.98
QUANTITY MAILED: 66,222

MATCHING GIFT CHALLENGE dgagpea

SOCIAL MEDIA AND WEB IMPRESSIONS : 166,628
EMAIL OPEN RATE (%): N/A

EMAIL CLICK RATE (%): 0.27

WHY IS YOUR ENTRY SO SUCCESSFUL?

November kicked off a catalytic calendar year-end
campaign leveraging multiple channels, including
direct mail, email, social and voice broadcasting.
Direct mail, email, and social presented a matching
opportunity with gifts made before the end of the
year. The voice broadcast featured a gratitude-
infused message thanking constituents for their
support and wishing them a happy holiday season.

e

HERE’S THE FACE THAT WON OVER
MATCH ENDS PONCHO'S NEW FAMILY

AT MIDNIGHT
TOMORROW!

NEW MATCH: $50,000

ik Bkl Ao OO A
wv,.f;f:}% Hatitage!

o

COUNTING DOWN
THE HOURS!

Need last-minute .'!

GIFTS?

WE'VE GOT YOU COVERED!
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HANNEL y
I\DALJCL:Eber Multichannel Prayer Ca

:N/A
PRESSIONS : N/.
SOCIAL MEDIA AND WEB IM

TOR/AGENCY:

PACKAGE CREA

EMAIL OPEN RATE (%): 19
Faircom NY

E:
ORGANIZATION/MAILER NAM

E (%): NJA
EMAIL CLICK RAT

. larship Fund

Inner-City Scho

UCCESSFUL?
WHY IS YOUR ENTRY SO S

: 2021
DM MAIL DATE: 12/7/

: initiative was to_ .
r this year-end i | timizing
OLIIF ‘Sttra:iﬁ)é f;;)remise of refreshlggtra::fze e
iCI o H _an -
:opackage that ’h a; b:oernstarrl-:iccustomed to.
i -Ci o Cp i-premium,
ity. Inner-City’s is semi-pre
AVERAGE GIFT (2): 33516 rcegaiving a prayer card, which
E $1: 0.1
COST TO RAIS

h i i t With a
i The card Itself IS 15 P

yet miSSIOn-reI?ted. Iit P L

T MAIL R E (%): varnish, for a high-quality fee

SPONSE RAT 0): 4.590

DIRECT MAIL RE

TOTAL INCOME ($): 125,015

QUANTITY MAILED: 5,840

THANK YoU FoR youg PARTNERSHIP AND SUPPORT,
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QVisa OMastorcara 0 avey,
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I Monthly it i the amogn oy /PO o (S0 rthr ot goun bolow)
e e S 0oy o "
W
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s openatues
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"
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schnlarshlps to students, Encloseq is my Year-end tax-ded
>

ently needed * schoo]
luctible gift:
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Give - And By

school,
made payabie to ner.
1 0ud ke 0 pay by,
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MULTICHANNEL
Drive to Thrive 2021

PACKAGE CREATOR/AGENCY: SOCIAL MEDIA AND WEB IMPRESSIONS : 1,479

MarkeTeam, Inc.
EMAIL OPEN RATE (%): 12.99

ORGANIZATION/MAILER NAME:

Pancreatic Cancer Action Network EMAIL CLICK RATE (%): 0.45

DM MAIL DATE: 8/12/2021 WHY IS YOUR ENTRY SO SUCCESSFUL?
TOTAL INCOME ($): 220,024 Pancreatic Cancer Action Network (PanCAN)
mission is to take bold action to improve the lives
AVERAGE GIFT ($): 141.68 of everyone impacted by pancreatic cancer by
advancing scientific research, building community,
COST TO RAISE $1: 0.07 sharing knowledge, and advocating for patients.

DIRECT MAIL RESPONSE RATE (%): 4.04
QUANTITY MAILED: 19,582

L)
NETWORK o
2021 DRIVETO THRIVE — 3 Davst il e
Fuelthe future of pancreatic cance esearch and corl Mark your calendar ays to go unti 00:00:00:00
for Drive to Thrive! Drive to Thrive! s s wwms  soous
R

2021
DRIVETO
THRIVE

My emal addrss i

ource code, IDH)

|| | || — Y R
s A, (G L TonTEs (O
L, oy etteitelrbl S
AAAAAAAA - =]
PANCREATIC CANCER ACTION NETWORK cy 3
1500 ROSECRANS AVE., SUITE 200 v Jo] - 4=
PLEASE RETURA Y MANHATTAN BEACH, CA 90266-3721 goEQH ”
iy Gt s Bttt a3
SEPTEMBER 30 2 - S ST aoEnr
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MULTICHANNEL Brooklyn Botanic Garden -
Spring 2021 Multichannel Reinstatement/Acquisition

PACKAGE CREATOR/AGENCY:
MKDM

ORGANIZATION/MAILER NAME:
Brooklyn Botanic Garden

DM MAIL DATE: 3/15/2021

TOTAL INCOME ($): 248,732

AVERAGE GIFT ($): 99.57

COST TO RAISE $1: 0.11

DIRECT MAIL RESPONSE RATE (%): 1.79
QUANTITY MAILED: 50,000

SOCIAL MEDIA AND WEB IMPRESSIONS : N/A
EMAIL OPEN RATE (%): 14

EMAIL CLICK RATE (%): 1.12
WHY IS YOUR ENTRY SO SUCCESSFUL?

After pausing their prospecting efforts at the start
of the pandemic, Brooklyn Botanic Garden was
eager to relaunch in 2021.

But with every investment under scrutiny, the
Garden needed a plan that was budget-sensitive
AND as close to a sure-win as possible.

Together, we conceived a multichannel campaign:
with tactical direct mail sent to lapsed members
and a tight select of external lists, plus emails sent
to lapsed members and prospects, timed to arrive
when the direct mail was expected in home.

E e

Member-favorite Garden spots

PLEASE RUSH:

View Additional Campaign Entry Details
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MULTICHANNEL

Lutheran World Relief 2021 Hunger Challenge

PACKAGE CREATOR/AGENCY:
CDR Fundraising Group

ORGANIZATION/MAILER NAME:
Lutheran World Relief

DM MAIL DATE: 2/7/2021

TOTAL INCOME ($): 329,102.53
AVERAGE GIFT ($): 98.83

COST TO RAISE $1: 0.14

DIRECT MAIL RESPONSE RATE (%): 4.76
QUANTITY MAILED: 55,243

SOCIAL MEDIA AND WEB IMPRESSIONS : 873

EMAIL OPEN RATE (%): 11.01
EMAIL CLICK RATE (%): 0.63
WHY IS YOUR ENTRY SO SUCCESSFUL?

Lutheran World Relief is an international relief
organization that helps some of the world’s poorest
communities become self-sustaining.

We had a new brand that was drastically different
from what our donors were used to seeing and it
was less than a year old, when we had to launch one
of our strongest-performing campaigns. A great
deal of revenue was at stake.

%
,")Your gift can
| save a child

ger.

2021 Hunger
Challe

Yourgft con save s chid Who

Lutheran World Relief © [
Ioccet hlkdncoud st b dath ety b You o
12021 Hungor Challenge can save v, G

cO
Al dyog of stavetion neede e
Evicht b o 1 bkt Gont. Join o

2021 mmmc«« 2021 Hunger Challenge
Deadline: March 15
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MULTICHANNEL
Year-End Campaign

PACKAGE CREATOR/AGENCY:
RKD Group

ORGANIZATION/MAILER NAME:
Fred Hutchinson Cancer Research Center

DM MAIL DATE: 10/27/2021

TOTAL INCOME ($): 1,428,890

AVERAGE GIFT (%): 368.62

COST TO RAISE $1: 0.14

DIRECT MAIL RESPONSE RATE (%): 5.86

QUANTITY MAILED: 10,633

SOCIAL MEDIA AND WEB IMPRESSIONS : 4,785,526
EMAIL OPEN RATE (%): NJA

2021 Holiday Fund Drive
for Fearless Science

w REDHUTCH s
&) o vanes b
2021 Holiday Fund Drive
Give the greatest gift of all . ... H 0 P E
MATCHy,

*GIFT,
My Holiday Fund Drive Gift to Be Doubled
e,

EMAIL CLICK RATE (%): N/A
WHY IS YOUR ENTRY SO SUCCESSFUL?

The year-end campaign for Fred Hutchinson
Cancer Research Center had one mail goal: Increase
revenue substantially without jeopardizing their
budget. To achieve this objective, we made a few
key strategy changes from the previous year’s
campaign. First, we tested a double match in
November to make it more cohesive with the
messaging we were using in December. Second,
we included more “Fearless Science” language
throughout the copy. We had been using this
messaging throughout the year with success

and wanted to incorporate it into the year-end
campaign as well.

Fred Hutch Cancer Research Center

Frod Hut

Seattle, WA 98124-1629

Advancements in

Dbl Al e g ESS SCIENCE,
7 AThanks to People
b Like You

uuuuuu -

OsooumEsToscst s Tontoounsn:
o311 4n0A uj [eroads auoawios Jouoy 03 piea pesojous ay St

DROP CUT

n Your

2021 Holiday Fund Drive to Match
Gifts for Fearless Science

Together, we can cure cancer faster.

00060
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Questions or Log in Issues?
Contact us at
info@dmfa.org or 646-675-7314




