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DIRECT MAIL ACQUISITION 

Orbis Fall 2022 Direct Mail Acquisition/Reinstatement:  
Little Marla with $10 Coin Bounce-back Test

CAMPAIGN DETAILS
Campaign Name Fall 2022 Direct Mail 
Acquisition/Reinstatement: Little Marla with 
$10 Coin Bounce-back Test

Category Direct Mail Acquisition

Nonprofit Name Orbis

Agency Name MKDM

Launch Date 10/28/22

Audience Targeted Prospects, Lapsed 
Donors

CAMPAIGN STATS
Total Recipients 112,503

Gross Income $52,078

Average Gift ($) $21.94

Cost to Raise $1 (Total Cost/Gross 
Income) $2.10

Cost per solicitation (Total Cost/Total 
Recipients) $0.97

Direct Mail Response Rate 2.11%

WHY IS YOUR ENTRY 
SUCCESSFUL
With nickels unavailable for Orbis’s control, 
we paired a custom bounce-back coin with 
a $10 matching gift offer—unlocking a 46% 
higher response rate and a 33% lower cost 
per donor. The best panel test yielded a 
2.54% response (75% above the control—
and a new org record), halving the cost per 
donor!



DIRECT MAIL ACQUISITION 

American Fondouk May Acquisition

CAMPAIGN DETAILS
Campaign Name May Acquisition

Category Direct Mail Acquisition

Nonprofit Name American Fondouk

Agency Name DaVinci Direct

Launch Date 5/25/22

Audience Targeted Prospect and Lapsed 
Names

CAMPAIGN STATS
Total Recipients 76,738

Gross Income $29,945

Average Gift ($) $25.84

Cost to Raise $1 (Total Cost/Gross 
Income) $2.09

Cost per solicitation (Total Cost/Total 
Recipients) $0.82

Direct Mail Response Rate 1.51%

WHY IS YOUR ENTRY 
SUCCESSFUL
The Acquisition Label package continues to 
generate a high Response Rate year after 
year (between 1.29-1.62%). The use of Labels 
increased the response and has produced a 
handful of major donors. We’ve tested other 
premiums and the labels continue to be the 
least expensive and generate a high RR.



DIRECT MAIL ACQUISITION 

Trinity Missions Catholic Survey

CAMPAIGN DETAILS
Campaign Name Trinity Missions Catholic 
Survey

Category Direct Mail Acquisition

Nonprofit Name Trinity Missions

Agency Name Concord Direct

Launch Date 1/27/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 100,000

Gross Income $18,142

Average Gift ($) $18.59

Cost to Raise $1 (Total Cost/Gross 
Income) $2.60

Cost per solicitation (Total Cost/Total 
Recipients) $0.47

Direct Mail Response Rate 0.98%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Trinity Missions’ prior control package had 
a retention problem. This package engaged 
prospects via a short survey about their 
Catholic faith while raising awareness 
about the organization’s mission work. It 
generated a strong initial response and 
subsequent giving and became the new 
control offer.



DIRECT MAIL ACQUISITION 

Unicef UCA As the Crisis Unfolds

CAMPAIGN DETAILS
Campaign Name As the Crisis Unfolds

Category Direct Mail Acquisition

Nonprofit Name Unicef UCA

Agency Name MarkeTeam

Launch Date 12/1/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 99,982

Gross Income $10,905

Average Gift ($) $47.21

Cost to Raise $1 (Total Cost/Gross 
Income) $3.44

Cost per solicitation (Total Cost/Total 
Recipients) $0.38

Direct Mail Response Rate 0.23%

WHY IS YOUR ENTRY 
SUCCESSFUL
 An A8 window OE stands out. The 
intriguing headline, “Millions of Children 
in Immediate Danger” piques curiosity to 
open. This unique format literally unfolds 
to showcase the need for support and 
how UNICEF can make a difference, using 
compelling photos and urgent need. A 
19% lift in response.



DIRECT MAIL ACQUISITION 

Save the Children 2022 Mid-level YE Acquisition

CAMPAIGN DETAILS
Campaign Name STC 2022 Mid-level YE 
Acquisition

Category Direct Mail Acquisition

Nonprofit Name Save the Children

Agency Name RKD

Launch Date 10/15/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 357,000

Gross Income $114,114

Average Gift ($) $295

Cost to Raise $1 (Total Cost/Gross 
Income) $1.41

Cost per solicitation (Total Cost/Total 
Recipients) $0.45

Direct Mail Response Rate 0.11%

WHY IS YOUR ENTRY 
SUCCESSFUL
Our mid-level acquisition control package 
features a 10X impact offer and 3 
compelling photo cards that introduces 
prospects to our mission through child 
stories that showcase our programs in 
action.



DIRECT MAIL ACQUISITION 

World Food Program USA November Acquisition

CAMPAIGN DETAILS
Campaign Name November Acquisition

Category Direct Mail Acquisition

Nonprofit Name World Food Program USA 
(WFP USA)

Agency Name Fuse Fundraising

Launch Date 11/4/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 499,250

Gross Income $292,761

Average Gift ($) $117.48

Cost to Raise $1 (Total Cost/Gross 
Income) $0.89

Cost per solicitation (Total Cost/Total 
Recipients) $0.52

Direct Mail Response Rate 0.50%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This acquisition campaign exceeded gross 
revenue projection by 51%, netted $13.34 for 
each donor acquired and an average gift of 
156% higher than projected. WFP USA has 
three co-controls. Global Impact was tested 
- and won - against an urgentgram and 
member card packages. It drove 10+ gifts of 
$1K+.



DIRECT MAIL ACQUISITION 

Houston SPCA Penny Pack

CAMPAIGN DETAILS
Campaign Name Houston SPCA Penny 
Pack

Category Direct Mail Acquisition

Nonprofit Name Houston SPCA

Agency Name Pursuant

Launch Date 7/25/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 101,746

Gross Income $19,663

Average Gift ($) $25.11

Cost to Raise $1 (Total Cost/Gross 
Income) $2.54

Cost per solicitation (Total Cost/Total 
Recipients) $0.49

Direct Mail Response Rate 0.77%

WHY IS YOUR ENTRY 
SUCCESSFUL
 We tested against a package with no penny 
and no additional premium. The control 
performed better for response rate (0.71% 
control; 0.40% test). The control and test 
performed similarly for average gift ($20.32 
control; $20.16 test). Because of the impact 
to response rate, we maintained the control.



DIRECT MAIL ACQUISITION 

Northern Nevada HOPES Acquisition  
November 2022 DM

CAMPAIGN DETAILS
Campaign Name Northern Nevada HOPES 
Acquisition November 2022 DM

Category Direct Mail Acquisition

Nonprofit Name Northern Nevada HOPES

Agency Name Nexus Direct

Launch Date 12/16/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 4,874

Gross Income $15,671

Average Gift ($) $783.55

Cost to Raise $1 (Total Cost/Gross 
Income) $1.30

Cost per solicitation (Total Cost/Total 
Recipients) $4.19

Direct Mail Response Rate 0.41%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The campaign used the 25th anniversary-
inspired goal and year-end deadline to “look 
ahead” at the organization’s expansion 
plans. The recognizable CEO’s community-
centric, people-first voice told a story with 
Reno-specific stats to demonstrate impact 
and introduce a new keepsake/bounce back 
device.



DIRECT MAIL ACQUISITION 

Susan B. Anthony Pro-Life America  
Petition to Repeal Roe

CAMPAIGN DETAILS
Campaign Name SBA Petition to Repeal 
Roe

Category Direct Mail Acquisition

Nonprofit Name Susan B. Anthony Pro-
Life America

Agency Name TLC Political

Launch Date 3/22/22

Audience Targeted Pro-life models and 
rentals

CAMPAIGN STATS
Total Recipients 108330

Gross Income $59,183.90

Average Gift ($) $35

Cost to Raise $1 (Total Cost/Gross 
Income) $1.05

Cost per solicitation (Total Cost/Total 
Recipients) $37.00

Direct Mail Response Rate 1.56%

WHY IS YOUR ENTRY 
SUCCESSFUL
The outstanding performance proved 
to us that the use of a personalized 
and engaging mailing that focused on a 
key priority was able to help SBA drive 
forward along with utilizing a hand-picked 
and highly tailored prospecting audience 
of deeply lapsed donors and custom 
modeling of pro-life givers.



DIRECT MAIL ACQUISITION 

AFA September 2022  
Punch Out Plane Acquisition

CAMPAIGN DETAILS
Campaign Name AFA September 2022 
Punch Out Plane Acquisition

Category Direct Mail Acquisition

Nonprofit Name Air & Space Forces 
Association

Agency Name K2D Strategies

Launch Date 9/22/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 113,346

Gross Income $18,713

Average Gift ($) $33.84

Cost to Raise $1 (Total Cost/Gross 
Income) $3.68

Cost per solicitation (Total Cost/Total 
Recipients) $0.61

Direct Mail Response Rate 0.49%

WHY IS YOUR ENTRY 
SUCCESSFUL
 We developed a unique format with a heavy 
card-stock P51 Mustang vintage plane that 
the donor could punch out and assemble 
into a paper airplane. The campaign 
garnered a 21% increase in average gift over 
pre-pandemic campaigns and decreased the 
investment per donor by 15%.

RUNNER UP



DIRECT MAIL ACQUISITION 

Feeding America’s “Meals For Kids Drive”

CAMPAIGN DETAILS
Campaign Name Feeding America’s 
“Meals For Kids Drive”

Category Direct Mail Acquisition

Nonprofit Name Feeding America

Agency Name THD

Launch Date 2/22/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 200,018

Gross Income $21,654

Average Gift ($) $37.02

Cost to Raise $1 (Total Cost/Gross 
Income) $2.82

Cost per solicitation (Total Cost/Total 
Recipients) $0.31

Direct Mail Response Rate 0.29%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Our new appeal focused on child hunger. 
A child drawing was the driving force 
behind the new appeal. Despite slightly 
higher rollout costs, the Meals for Kids 
appeal achieved an 18% lift in response, 
20% higher revenue, 4% improvement 
in net, and 14% lower CPDR than our 
previous evergreen appeal.



DIRECT MAIL ACQUISITION 

Heifer International  
Love Your Neighbor  

Christmas Package Test

CAMPAIGN DETAILS
Campaign Name Heifer International Love 
Your Neighbor Christmas Package Test

Category Direct Mail Acquisition

Nonprofit Name Heifer International 

Agency Name Lautman Maska Neill & 
Company

Launch Date 9/26/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 499,326

Gross Income $606,151

Average Gift ($) $130.38

Cost to Raise $1 (Total Cost/Gross 
Income) $0.47

Cost per solicitation (Total Cost/Total 
Recipients) $0.57

Direct Mail Response Rate 0.93%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Heifer’s work to help families escape 
hunger and poverty appeals to donors 
whose Christian values inspire their giving. 
This phenomenal acquisition succeeded in 
reaching individuals moved by these values 
and had double the expected response rate, 
a $130 average gift, and raised NET income. 

WINNER



DIRECT MAIL ACQUISITION 

Lutheran Immigration and Refugee Service  
Ukraine Urgent Gram Acquisition

CAMPAIGN DETAILS
Campaign Name Lutheran Immigration 
and Refugee Service Ukraine Urgent Gram 
Acquisition

Category Direct Mail Acquisition

Nonprofit Name Lutheran Immigration 
and Refugee Service

Agency Name Harrington Agency

Launch Date 5/5/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 90,859

Gross Income $85,365

Average Gift ($) $69

Cost to Raise $1 (Total Cost/Gross 
Income) $0.60

Cost per solicitation (Total Cost/Total 
Recipients) $0.56

Direct Mail Response Rate 1.37%

WHY IS YOUR ENTRY 
SUCCESSFUL
 RESULTS!

• This emergency, no frills Urgent Gram 
beat response rate by an amazing 204%! 
(1.37 % vs. 0.34%)

• Smashing the projected # of new 
donors acquired by 175.78% (1,241 donors 
vs. 450 projected.

• Average gift increase was 35.3 % over 
projections ($69 vs. $51)

• Netting: $34,365!



DIRECT MAIL ACQUISITION 

The Glaucoma Foundation Control Acquisition

CAMPAIGN DETAILS
Campaign Name Control Acquisition

Category Direct Mail Acquisition

Nonprofit Name The Glaucoma Foundation

Agency Name Faircom New York

Launch Date 1/5/22

Audience Targeted Prospects, Lapsed 
Donors 

CAMPAIGN STATS
Total Recipients 35,000

Gross Income $29,172

Average Gift ($) $34.08 

Cost to Raise $1 (Total Cost/Gross 
Income) $0.48

Cost per solicitation (Total Cost/Total 
Recipients) $0.40

Direct Mail Response Rate 2.45%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This package is an incredibly successful 
revenue generator for the Glaucoma 
Foundation. Inexpensive to produce, it 
leverages educational messaging and 
moving stories. The package brings in 
positive net income – earning an impressive 
$17.70 per new donor – something rare in 
prospecting efforts. 



DIRECT MAIL ACQUISITION 

Wildcare November Acquisition

CAMPAIGN DETAILS
Campaign Name November Acquisition

Category Direct Mail Acquisition

Nonprofit Name Wildcare

Agency Name Sanky Communications

Launch Date 11/30/22

Audience Targeted 35-46M $5-$2,499.99, 
47-58M $5-$2,499.99, 59-70M $15-$2,499.99, 
71-82M $20-$2,499.99, 83-94M $20-
$2,499.99

CAMPAIGN STATS
Total Recipients 43,512 (includes multis), 
41,516 (excludes multis) 

Gross Income $7,020

Average Gift ($) $44.71

Cost to Raise $1 (Total Cost/Gross 
Income) $3.38

Cost per solicitation (Total Cost/Total 
Recipients) $151.13

Direct Mail Response Rate 0.36%

WHY IS YOUR ENTRY 
SUCCESSFUL
 WildCare’s acquisition package landed in 
prospective donors’ mailboxes during the 
busy holiday-giving season with a touch 
of sparkle and mystery. With an outside 
envelope featuring two adorable baby 
opossums and a promise of a special holiday 
gift and $50,000 match, it was a package 
hard to resist!



DIRECT MAIL ACQUISITION 

PETA Foundation Live Cat Inside Acquisition

CAMPAIGN DETAILS
Campaign Name Live Cat Inside 
Acquisition

Category Direct Mail Acquisition

Nonprofit Name PETA Foundation

Agency Name PETA Foundation

Launch Date 2/7/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 7,013

Gross Income $1,864

Average Gift ($) $28.24

Cost to Raise $1 (Total Cost/Gross 
Income) $2.48

Cost per solicitation (Total Cost/Total 
Recipients) $0.66

Direct Mail Response Rate 0.9%

WHY IS YOUR ENTRY 
SUCCESSFUL
PETA created the “Live Cats Inside,” 
acquisition concept focused on the 
horrific abuses of cats globally. We 
tested it to cat-affinity donors and found 
engagement increased by 85%, proving 
that knowing what your donors care 
about improves performance.



DIRECT MAIL ACQUISITION 

University of Iowa Children’s Hospital  
November Acquisition

CAMPAIGN DETAILS
Campaign Name November Acquisition

Category Direct Mail Acquisition

Nonprofit Name University of Iowa 
Children’s Hospital

Agency Name amergent

Launch Date 11/10/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 109,447

Gross Income $42,432

Average Gift ($) $67.57

Cost to Raise $1 (Total Cost/Gross 
Income) $1.76

Cost per solicitation (Total Cost/Total 
Recipients) $0.68

Direct Mail Response Rate 0.57%

WHY IS YOUR ENTRY 
SUCCESSFUL
Over 69% of the revenue came from $100+ 
first gifts. This allowed this campaign to be 
net positive in one year.



DIRECT MAIL  
APPEAL/RENEWAL 



DIRECT MAIL RENEWAL

Habitat for Horses March Appeal

CAMPAIGN DETAILS
Campaign Name March Appeal

Category Direct Mail Renewal

Nonprofit Name Habitat for Horses

Agency Name Sanky Communications

Launch Date 3/25/22

Audience Targeted Active direct mail 
donors, 0-36mo + targeted 37-60 mo

CAMPAIGN STATS
Total Recipients 4,879

Gross Income $28,160

Average Gift ($) $50.74

Cost to Raise $1 (Total Cost/Gross 
Income) $0.21

Cost per solicitation (Total Cost/Total 
Recipients) $1.22

Direct Mail Response Rate 11.38%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Appealing to the desire to be a valuable part 
of a community this package resonated 
with donors by making them feel needed 
and included. Rather than just renewing 
their gift, donors were invited to join a 
community of “Miracle Markers,” loyal 
supporters who never give up on an equine 
in need. 



DIRECT MAIL RENEWAL

Little Brothers – Friends of the Elderly Chicago  
Christmas Renewal

CAMPAIGN DETAILS
Campaign Name Christmas Renewal

Category Direct Mail Renewal

Nonprofit Name Little Brothers – Friends 
of the Elderly Chicago 

Agency Name Faircom New York 

Launch Date 11/4/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 8,501

Gross Income $71,834.85

Average Gift ($) $112.24 

Cost to Raise $1 (Total Cost/Gross 
Income) $0.38

Cost per solicitation (Total Cost/Total 
Recipients) $3.22

Direct Mail Response Rate 7.53%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This package is LBFE Chicago’s strongest of 
the year. It drives revenue by cultivating a 
deep sense of engagement, asking donors 
to sign cards for lonely elders. We saw an 
overall 7.53% RR and $112 average gift; active 
audiences (0-12 mos) had a remarkable 
13.2% response rate and $72 average gift. 



DIRECT MAIL RENEWAL

Smile Train Holiday Shopping List

CAMPAIGN DETAILS
Campaign Name Holiday Shopping List

Category Direct Mail Renewal

Nonprofit Name Smile Train

Agency Name MarkeTeam

Launch Date 9/30/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 39,992

Gross Income $42,346

Average Gift ($) $67.54

Cost to Raise $1 (Total Cost/Gross 
Income) $0.49

Cost per solicitation (Total Cost/Total 
Recipients) $0.52

Direct Mail Response Rate 1.57%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Can’t miss this red, full bleed #10 OE with 
child photo and callout tease to handle 
with care. A holiday-themed To/From 
Label sheet and shopping list enclosed. An 
18% lift in response, a neutral average gift 
made this test package a winner!



DIRECT MAIL RENEWAL

PPMM December 2022 Appeal

CAMPAIGN DETAILS
Campaign Name PPMM December 2022 
Appeal

Category Direct Mail Renewal

Nonprofit Name Planned Parenthood  
Mar Monte

Agency Name MKDM

Launch Date 12/2/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 46,102

Gross Income $319,082

Average Gift ($) $415.50

Cost to Raise $1 (Total Cost/Gross 
Income) $0.11

Cost per solicitation (Total Cost/Total 
Recipients) $0.75

Direct Mail Response Rate 1.67%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Planned Parenthood Mar Monte saw 
giving decline after a wave of post-Roe 
generosity. To turn the tide, we created a 
tactical, hyper-personalized package using 
a tight deadline and custom match ask that 
produced a $415 avg. gift, activated deep 
lapsed and house prospects, and exceeded 
goal by 98%!



DIRECT MAIL RENEWAL

National Committee to Preserve Social Security &  
Medicare 2022 Inactive Donor Seniors Rights Package

CAMPAIGN DETAILS
Campaign Name 2022 Inactive Donor 
Seniors Rights Package

Category Direct Mail Renewal

Nonprofit Name National Committee to 
Preserve Social Security & Medicare

Agency Name The Lukens Company

Launch Date 8/2/22

Audience Targeted Donors (25+ mos) Rec

CAMPAIGN STATS
Total Recipients 320,789

Gross Income $144,075

Average Gift ($) $16.31

Cost to Raise $1 (Total Cost/Gross 
Income) $1.30

Cost per solicitation (Total Cost/Total 
Recipients) $0.586

Direct Mail Response Rate 2.75%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Traditional ask string testing wasn’t 
successful in increasing the AG of Inactive 
donors (25+ mos rec) at rate that would 
cover today’s package costs; but using 
modeled data to predict a donor’s current 
capacity to give increased the AG from 
$15.44 to $18.74, a 21.4% increase over the 
control.



DIRECT MAIL RENEWAL

Brennan Center for Justice  
July Policy Update Appeal

CAMPAIGN DETAILS
Campaign Name July Policy Update Appeal

Category Direct Mail Renewal

Nonprofit Name Brennan Center for 
Justice

Agency Name Avalon Consulting

Launch Date 7/29/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients $23,810

Gross Income $56,112

Average Gift ($) $70.40

Cost to Raise $1 (Total Cost/Gross 
Income) $0.31

Cost per solicitation (Total Cost/Total 
Recipients) $0.74

Direct Mail Response Rate 3.35%

WHY IS YOUR ENTRY 
SUCCESSFUL
This package provides a "deeper dive" for 
donors and allows us to report on many 
aspects of BCJ work—like explainers on 
the filibuster and gerrymandering. We use 
this appeal to upgrade monthly donors, 
and for a DM package with no premium, it's 
visually compelling and stands out as people 
browse.



DIRECT MAIL RENEWAL

VVA 2023 Calendar Campaign

CAMPAIGN DETAILS
Campaign Name VVA 2023 Calendar 
Campaign

Category Direct Mail Renewal

Nonprofit Name Vietnam Veterans of 
America (VVA)

Agency Name Next Generation Fundraising

Launch Date 5/16/22

Audience Targeted VVA Members and 
Donors

CAMPAIGN STATS
Total Recipients 210,314

Gross Income $501,863

Average Gift ($) $28.82

Cost to Raise $1 (Total Cost/Gross 
Income) $0.38

Cost per solicitation (Total Cost/Total 
Recipients) $0.90

Direct Mail Response Rate 8.28%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The VVA Calendar Campaign and Contest 
engaged members by crowdsourcing images 
online of chapter volunteer efforts for the 
organization. Selected images were used 
to create a calendar that put the full focus 
on VVA’s work at the local level as the 
centerpiece of a successful two effort mail 
campaign.



DIRECT MAIL RENEWAL

Anti-Defamation League February Tax Mailing

CAMPAIGN DETAILS
Campaign Name February Tax Mailing

Category Direct Mail Renewal

Nonprofit Name Anti-Defamation League 
(ADL)

Agency Name CDR

Launch Date 2/14/22

Audience Targeted Donor-Member File

CAMPAIGN STATS
Total Recipients 40,248

Gross Income $300,501.78

Average Gift ($) $139.64

Cost to Raise $1 (Total Cost/Gross 
Income) $0.014

Cost per solicitation (Total Cost/Total 
Recipients) $0.10

Direct Mail Response Rate 5.35%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This campaign provided donors with an 
overview of their 2021 giving, an impact 
graphic showing how their support has 
impacted the fight against hate, and a very 
soft ask. This package focused on gratitude 
for ADL donors and encouraged them to 
give again. They responded enthusiastically!



DIRECT MAIL RENEWAL

Marine Corps Scholarship Offers Engages Donors with 
Powerful Narrative, Back-End Offer

CAMPAIGN DETAILS
Campaign Name Marine Corps 
Scholarship Offers Engages Donors with 
Powerful Narrative, Back-End Offer

Category Direct Mail Renewal

Nonprofit Name Marine Corps 
Scholarship Foundation

Agency Name Axle Agency

Launch Date 6/14/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 20,000

Gross Income $34,839.49

Average Gift ($) $71.98

Cost to Raise $1 (Total Cost/Gross 
Income) $0.52

Cost per solicitation (Total Cost/Total 
Recipients) $0.90

Direct Mail Response Rate 2.42%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The lapel pin was a powerful and effective 
backend premium that helped MCSF to 
surpass the goal of securing an average 
donation of $70. The emotional appeal of 
the messaging within the letter engaged 
current donors and reactivated lapsed 
donors making this campaign incredibly 
successful. 



DIRECT MAIL RENEWAL

MSF-USA  
Refugee Appeal

CAMPAIGN DETAILS
Campaign Name MSF-USA Refugee Appeal

Category Direct Mail Renewal

Nonprofit Name MSF-USA

Agency Name Lautman Maska Neill & 
Company

Launch Date 6/6/02

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 766,806

Gross Income $2,099,969

Average Gift ($) $77.82

Cost to Raise $1 (Total Cost/Gross 
Income) $0.14

Cost per solicitation (Total Cost/Total 
Recipients) $0.39

Direct Mail Response Rate 3.52%

WHY IS YOUR ENTRY 
SUCCESSFUL
 With a matching gift opportunity and an 
urgent update on MSF’s work in Ukraine 
included, an incredible $2.1 million was 
raised with over a 3.5% response rate. This 
refugee focused appeal (mailed in the 
summer when fundraising is slower) was the 
highest performing issue focused campaign 
of the year!

WINNER
TIE



DIRECT MAIL RENEWAL

National Audubon Society  
Annualized Renewal 1

CAMPAIGN DETAILS
Campaign Name National Audubon 
Society Annualized Renewal 1

Category Direct Mail Renewal

Nonprofit Name National Audubon 
Society

Agency Name O’Brien Garrett

Launch Date 11/1/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 397,315

Gross Income $1,433,937 

Average Gift ($) $52.37 

Cost to Raise $1 (Total Cost/Gross 
Income) $.015

Cost per solicitation (Total Cost/Total 
Recipients) $0.53

Direct Mail Response Rate 6.89%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This package truly delivered thanks to 
stunning photography; clean design; 
powerful messaging on the climate crisis 
as an urgent existential threat to birds and 
their habitats as well as donors’ essential 
role in Audubon’s conservation work; and 
an irresistible gift match and back-end 
premium offer.

WINNER
TIE



DIRECT MAIL RENEWAL

WCW March 2022 Appeal - Kitten Petition

CAMPAIGN DETAILS
Campaign Name WCW March 2022 Appeal 
- Kitten Petition

Category Direct Mail Renewal

Nonprofit Name White Coat Waste Project

Agency Name K2D Strategies

Launch Date 3/21/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 27,269

Gross Income $60,614.35

Average Gift ($) $27.74

Cost to Raise $1 (Total Cost/Gross 
Income) $0.32

Cost per solicitation (Total Cost/Total 
Recipients) $0.72

Direct Mail Response Rate 8.01%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The response rate was the highest of the 
year. Average gift was almost $1 higher than 
projected generating 1/3 more net than 
budget. The best news was that on the heels 
of this campaign, the WCWP compelled the 
Dept of Veterans Affairs to shut down the 
lab.



DIRECT MAIL RENEWAL

International Fellowship of  
Christians and Jews Shammash Test

CAMPAIGN DETAILS
Campaign Name International Fellowship 
of Christians and Jews Shammash Test

Category Direct Mail Renewal

Nonprofit Name International Fellowship 
of Christians and Jews

Agency Name RKD Group

Launch Date 9/16/22

Audience Targeted Donor file, sustainers 
and lapsed audiences 

CAMPAIGN STATS
Total Recipients 29,951

Gross Income $73,760

Average Gift ($) $64.48

Cost to Raise $1 (Total Cost/Gross 
Income) $0.43

Cost per solicitation (Total Cost/Total 
Recipients) $1.07

Direct Mail Response Rate 3.82%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Our goal was to decrease cost, update 
branding and increase revenue. 
We created a #10 test eliminating 
the control’s self-mailer and sticker 
component, keeping the wax engagement 
element. The test cost less to print, the 
response rate was 23.2.% higher and 
brought 128.8% more net revenue!



DIRECT MAIL RENEWAL

New Hampshire Food Bank  
Summer Commitment Appeal

CAMPAIGN DETAILS
Campaign Name New Hampshire Food 
Bank Summer Commitment Appeal

Category Direct Mail Renewal

Nonprofit Name New Hampshire Food 
Bank

Agency Name Concord Direct

Launch Date 5/16/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 37,328

Gross Income $226,440

Average Gift ($) $89.68

Cost to Raise $1 (Total Cost/Gross 
Income) $0.08

Cost per solicitation (Total Cost/Total 
Recipients) $0.53

Direct Mail Response Rate 6.76%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Copy and imagery emphasized the 
importance of the Summer Meals Challenge, 
urging recipients to donate while their gift 
would be doubled for kids, seniors, and 
families. The package included three reply 
forms and envelopes, making it easy for 
recipients to donate multiple times during 
the summer.



DIRECT MAIL RENEWAL

University of Pittsburg Medical Center  
January Annual Fund Renewal

CAMPAIGN DETAILS
Campaign Name January Annual Fund 
Renewal

Category Direct Mail Renewal

Nonprofit Name University of Pittsburg 
Medical Center

Agency Name DaVinci Direct

Launch Date 2/4/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 12,686

Gross Income $58,950

Average Gift ($) $44.56

Cost to Raise $1 (Total Cost/Gross 
Income) $0.23

Cost per solicitation (Total Cost/Total 
Recipients) $1.07

Direct Mail Response Rate 10.43%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This label format & “Annual Fund” 
branded appeal continues to perform 
well year after year. Costs have changed 
slightly but overall results continue to do 
well with no signs of fatigue. We produce 
a Follow Up appeal to this campaign and 
it generates 78% of the revenue raised in 
the initial mailer!



DIRECT MAIL RENEWAL

Carpenter’s Shelter Spring 2022 Appeal

CAMPAIGN DETAILS
Campaign Name Carpenter’s Shelter Spring 
2022 Appeal

Category Direct Mail Renewal

Nonprofit Name Carpenter’s Shelter

Agency Name Nexus Direct

Launch Date 3/25/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 4,164

Gross Income $86,495

Average Gift ($) $379

Cost to Raise $1 (Total Cost/Gross 
Income) $0.10

Cost per solicitation (Total Cost/Total 
Recipients) $1.95

Direct Mail Response Rate 5.51%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Implemented prior winning tactics with the 
targeted audience whilst highlighting the 
post-COVID impacts limiting CS. A story 
about the power of a bike aligned with the 
changing season & callouts emphasized the 
diverse people being helped, giving donors 
more opportunities to connect with the 
mission.



DIRECT MAIL RENEWAL

GLAAD’s Year-End Campaign

CAMPAIGN DETAILS
Campaign Name GLAAD’s Year-End 
Campaign

Category Direct Mail Renewal

Nonprofit Name GLAAD

Agency Name Multiple

Launch Date 12/6/22

Audience Targeted Active donors

CAMPAIGN STATS
Total Recipients 9,629

Gross Income $14,268

Average Gift ($) $121

Cost to Raise $1 (Total Cost/Gross 
Income) $1.11

Cost per solicitation (Total Cost/Total 
Recipients) $1.64

Direct Mail Response Rate 1.2%

WHY IS YOUR ENTRY 
SUCCESSFUL
 While the results for this appeal are in the 
red, we are very proud these results. We 
mailed to a much more targeted audience, 
which allowed us to personalize content 
for our most engaged donors. As a result, 
response rate is up almost 30%, the average 
gift is up 20%, and revenue is up 18%.



DIRECT MAIL RENEWAL

Save the Children Year End Get Fed Up

CAMPAIGN DETAILS
Campaign Name STC Year End Get Fed 
Up

Category Direct Mail Renewal

Nonprofit Name Save the Children

Agency Name Accenture

Launch Date 11/14/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 613,845

Gross Income $864,245

Average Gift ($) $88.80

Cost to Raise $1 (Total Cost/Gross 
Income) $0.30

Cost per solicitation (Total Cost/Total 
Recipients) $0.42

Direct Mail Response Rate 1.6%

WHY IS YOUR ENTRY 
SUCCESSFUL
Our Year End mailing is an urgent appeal 
with a hunger theme, malnutrition 
story and stresses the importance of 
responding quickly to children in crisis. 
This package highlights a $750,000 match 
from an anonymous donor. In 2022 we 
featured our agency theme Get Fed Up! 
to mobilize supporters.



DIRECT MAIL RENEWAL

American Indian College Fund  
Supporter Card Follow-Up

CAMPAIGN DETAILS
Campaign Name Supporter Card follow-
up

Category Direct Mail Renewal

Nonprofit Name American Indian College 
Fund

Agency Name Amergent

Launch Date 11/28/22

Audience Targeted 0-36 month $10+

CAMPAIGN STATS
Total Recipients 75,994

Gross Income $727,802

Average Gift ($) $310.50

Cost to Raise $1 (Total Cost/Gross 
Income) $0.06

Cost per solicitation (Total Cost/Total 
Recipients) $0.5746

Direct Mail Response Rate 3.08%

WHY IS YOUR ENTRY 
SUCCESSFUL
To help spur response we created 
an insert in the Supporter Card F/u 
introducing donors to a few scholarship 
recipients. Results were that response 
rates were 24% greater than prior year. 
Average Gift was $127 higher than prior 
year. This was due in part to ten gifts over 
$10K.



DIRECT MAIL RENEWAL

Guggenheim September 2022  
Member Lapsed Recapture

CAMPAIGN DETAILS
Campaign Name Guggenheim September 
2022 Member Lapsed Recapture

Category Direct Mail Renewal

Nonprofit Name The Solomon R. 
Guggenheim Museum and Foundation

Agency Name Daniller + Company

Launch Date 9/9/22

Audience Targeted Dropped general-
level members from 2014 to 2022 and 
dropped Patron-level members from 
2021-2022

CAMPAIGN STATS
Total Recipients 31,744

Gross Income $102,744.50

Average Gift ($) $132.92

Cost to Raise $1 (Total Cost/Gross 
Income) $0.21

Cost per solicitation (Total Cost/Total 
Recipients) $0.69

Direct Mail Response Rate 2.44%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The campaign exceeded expectations with 
773 returning members, $102,745 revenue, 
$80,821 net revenue, and 79% lower cost 
to raise $1 than projected. It also spread 
the word about the spectacular “Alex 
Katz: Gathering” exhibition, using vivid 
exhibition branding and Katz’s engaging 
art.



DIRECT MAIL 
MID-LEVEL  

RENEWAL/APPEAL 



DIRECT MAIL MID-LEVEL RENEWAL

Marine Corps Scholarship  
Offers Challenge Coin to Fidelis Fund Supporters

CAMPAIGN DETAILS
Campaign Name Marine Corps Scholarship 
Offers Challenge Coin to Fidelis Fund 
Supporters

Category Direct Mail Mid-Level Renewal

Nonprofit Name Marine Corps Scholarship 
Fund 

Agency Name Axle Agency

Launch Date 7/5/22

Audience Targeted Donors, Major Gifts

CAMPAIGN STATS
Total Recipients 2,666

Gross Income $129,735

Average Gift ($) $1,936.34

Cost to Raise $1 (Total Cost/Gross 
Income) $0.08

Cost per solicitation (Total Cost/Total 
Recipients) $3.67

Direct Mail Response Rate 2.51%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Through well designed, thoughtful 
creative with the addition of a branded 
gold challenge coin, donors responded 
well to the call for gifts of $1k+ -- loyal 
donors as well as lapsed donors generously 
contributed and the overall cost per dollar 
raised was incredibly low making this 
campaign a success.



DIRECT MAIL MID-LEVEL RENEWAL

Mid-Level PanCAN Renewal

CAMPAIGN DETAILS
Campaign Name Mid-Level PanCAN 
Renewal

Category Direct Mail Mid-Level Renewal

Nonprofit Name Pancreatic Cancer 
Action Network

Agency Name MarkeTeam

Launch Date 10/28/22

Audience Targeted Mid-Level

CAMPAIGN STATS
Total Recipients 2,423

Gross Income $46,160

Average Gift ($) $1,703

Cost to Raise $1 (Total Cost/Gross 
Income) $0.34

Cost per solicitation (Total Cost/Total 
Recipients) $4.56

Direct Mail Response Rate 0.78%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The 9” x 12” full bleed purple OE is hard 
to ignore! Letter tells the compelling 
heartfelt personal story about a donor 
that lost his best friend to pancreatic 
cancer. A $100K match and backend 
premium provided additional incentive to 
renew. 



DIRECT MAIL MID-LEVEL RENEWAL

IRC Mid-Level Year-End Follow Up Appeal

CAMPAIGN DETAILS
Campaign Name IRC Mid-Level Year-End 
Follow Up Appeal

Category Direct Mail Mid-Level Renewal

Nonprofit Name International Rescue 
Committee

Agency Name Harrington Agency

Launch Date 11/28/22

Audience Targeted Mid-Level

CAMPAIGN STATS
Total Recipients 18,669

Gross Income $1,146,065.58

Average Gift ($) $1,486.47

Cost to Raise $1 (Total Cost/Gross 
Income) $100.82

Cost per solicitation (Total Cost/Total 
Recipients) $4.16

Direct Mail Response Rate 4.13%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This appeal made over $1 million dollars 
for IRC with only 18669 donors mailed. 
This package stands on top of the 
fundraising podium in terms of revenue 
and response.

Results:

•	 Over revenue projections: 300.5%

•	 Improved # of donors: 417.5%

•	 Improved response rate:144.3% 

•	 ROI improvement by 266%



DIRECT MAIL MID-LEVEL RENEWAL

Planned Parenthood  
of Greater New York  

Annual Fall Mid-level Appeal

CAMPAIGN DETAILS
Campaign Name Annual Fall Mid-level 
Appeal

Category Direct Mail Mid-Level Renewal

Nonprofit Name Planned Parenthood of 
Greater New York

Agency Name Sanky Communications

Launch Date 10/5/22

Audience Targeted $1,000-$9,999

CAMPAIGN STATS
Total Recipients 1,079

Gross Income $92,697

Average Gift ($) $653

Cost to Raise $1 (Total Cost/Gross 
Income) $0.09

Cost per solicitation (Total Cost/Total 
Recipients) $8.02

Direct Mail Response Rate 13.16%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The package highlighted the role the 
organization plays in providing reproductive 
and sexual health care in the wake of 
expanding abortion restrictions across the 
country. With a tone that is purposeful, the 
copy reassures donors that PPGNY and its 
essential services aren’t going anywhere. 

RUNNER UP



DIRECT MAIL MID-LEVEL RENEWAL

Leaders Circle Ren 4  
Year End Campaign

CAMPAIGN DETAILS
Campaign Name Leaders Circle Ren 4 
Year End Campaign

Category Direct Mail Mid-Level Renewal

Nonprofit Name MSPCA Leaders Circle 
Renewal 4

Agency Name DaVinici Direct

Launch Date 11/5/22

Audience Targeted Mid Level Donors

CAMPAIGN STATS
Total Recipients 1,324

Gross Income $582,855

Average Gift ($) $2,637.35

Cost to Raise $1 (Total Cost/Gross 
Income) $0.02

Cost per solicitation (Total Cost/Total 
Recipients) $8.02

Direct Mail Response Rate 16.69%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This campaign generated 25% more 
income than the previous year and 
continues to grow year over year. The 
package uses creme colored stock, giving 
it a “high-end” look and feel, and the copy 
tells the donor how much they mean to 
the organization and how their support 
saves many animals.

WINNER



DIRECT MAIL MID-LEVEL RENEWAL

TechnoServe Mid-Level Member Card Package 

CAMPAIGN DETAILS
Campaign Name Mid-Level Member Card 
Package 

Category Direct Mail Mid-Level Renewal

Nonprofit Name TechnoServe

Agency Name Faircom New York 

Launch Date 11/7/22

Audience Targeted Donors, Mid-Level 

CAMPAIGN STATS
Total Recipients 2,979

Gross Income $64,838

Average Gift ($) $294.72 

Cost to Raise $1 (Total Cost/Gross 
Income) $47.39

Cost per solicitation (Total Cost/Total 
Recipients) $3.50

Direct Mail Response Rate 7.39%

WHY IS YOUR ENTRY 
SUCCESSFUL
 We exceeded objectives to increase 
revenue and member engagement from 
TechnoServe’s mid-level giving society, 
Circles of Impact. Despite a volatile 
economic market, we saw a 58% increase in 
revenue, a 28% increase in average gift, and 
a nearly 10% lift in response rate. 



DIRECT MAIL MID-LEVEL RENEWAL

World Food Program USA November Mid-Level Appeal

CAMPAIGN DETAILS
Campaign Name November Mid-Level 
Appeal

Category Direct Mail Mid-Level Renewal

Nonprofit Name World Food Program USA 
(WFP USA)

Agency Name Fuse Fundraising

Launch Date 11/18/22

Audience Targeted Mid-Level

CAMPAIGN STATS
Total Recipients 10,364

Gross Income $551,674

Average Gift ($) $1,567.25

Cost to Raise $1 (Total Cost/Gross 
Income) $0.01

Cost per solicitation (Total Cost/Total 
Recipients) $0.64

Direct Mail Response Rate 3.40%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The appeal surpassed all KPIs and budget 
by significant margins including exceeded 
gross revenue by 265% and net by 300%. 
Campaign yielded 15 gifts of $5K or more, 
including one gift of $40K. This only 
includes revenue generated through the 
direct mail campaign and no gifts attributed 
online



DIRECT MAIL MID-LEVEL RENEWAL

CAMPAIGN DETAILS
Campaign Name Phoenix Zoo Fall 2022 
Upgrade Campaign

Category Direct Mail Mid-Level Renewal

Nonprofit Name Phoenix Zoo

Agency Name The Lukens Company

Launch Date 10/3/22

Audience Targeted Mid-Level

CAMPAIGN STATS
Total Recipients 15,676

Gross Income $58,321.90

Average Gift ($) $327.65

Cost to Raise $1 (Total Cost/Gross 
Income) $0.35

Cost per solicitation (Total Cost/Total 
Recipients) $1.29

Direct Mail Response Rate 1.14%

WHY IS YOUR ENTRY 
SUCCESSFUL
This was the Zoo’s first upgrade campaign. 
Not only did it outperform the institution’s 
expectations in generating over $58,000 in 
revenue and a $2.89 ROI, it also served as an 
important step in educating, cultivating, and 
identifying members interested in higher 
levels of philanthropic support.

Phoenix Zoo Fall 2022 Upgrade Campaign



DIRECT MAIL MID-LEVEL RENEWAL

STC Annual Fund

CAMPAIGN DETAILS
Campaign Name STC Annual Fund

Category Direct Mail Mid-Level Renewal

Nonprofit Name Save the Children

Agency Name RKD

Launch Date 2/17/22

Audience Targeted Mid-Level

CAMPAIGN STATS
Total Recipients 15,795

Gross Income $508,008

Average Gift ($) $1,671

Cost to Raise $1 (Total Cost/Gross 
Income) $0.14

Cost per solicitation (Total Cost/Total 
Recipients) $4.60

Direct Mail Response Rate 1.92%

WHY IS YOUR ENTRY 
SUCCESSFUL
Mid-Level supporters receive a new 
supporter card and are asked to upgrade 
or renew their support. The mailing also 
includes a personalized proposal that 
reports on past accomplishments and 
outlines how they can support the Annual 
Fund Project to help meet goals for the 
upcoming year.



DIGITAL  
ACQUISITION



DIGITAL ACQUISITION

CAMPAIGN DETAILS
Campaign Name Don’t Let Them Fade 
Away

Category Digital Acquisition

Nonprofit Name Wildlife Conservation 
Society

Agency Name Stagecoach Digital

Launch Date 11/25/22

Audience Targeted Prospects

CAMPAIGN STATS
Gross Income $357,264 overall ($341,505 
one-time, $12,636 annual sustainer, $3,121 
monthly sustainer)

Average Gift ($) $105 overall ($106 one-
time, $125 annual sustainer, $39 monthly 
sustainer)

Cost to Raise $1 (Total Cost/Gross 
Income) $1.04

Cost Per New Donor $105

WHY IS YOUR ENTRY 
SUCCESSFUL
 Wildlife Conservation Society wanted to 
drive home the extinction threat so many 
species face. Stagecoach developed a 
bold campaign utilizing animated GIFs to 
literally show animals fading away. This 
message worked incredibly well getting 
wildlife-loving prospects to make their 
first donation.

Wildlife Conservation Society  
Don’t Let Them Fade Away

WINNER
OVERALL



DIGITAL ACQUISITION

Seattle Children’s Hospital  
Paid Search Acquisition

CAMPAIGN DETAILS
Campaign Name Seattle Children’s Paid 
Search Acquisition

Category Digital Acquisition

Nonprofit Name Seattle Children’s Hospital

Agency Name TrueSense Marketing

Launch Date 1/10/22

Audience Targeted Prospects

CAMPAIGN STATS
Gross Income $73,287.61

Average Gift ($) $170

Cost to Raise $1 (Total Cost/Gross 
Income) $0.55

Cost Per New Donor $117.33

WHY IS YOUR ENTRY 
SUCCESSFUL
 This first-ever digital acquisition campaign 
for SCH netted a 7.21% CTR and a 3.3% 
conversion at a 1.81 ROAS! Even better, 52 
of the 344 new gifts were monthly donors, 
(approximately $26,000 of the $73,287.61). 
Those monthly donors continue to account 
for $1513 a month in recurring revenue.

RUNNER UP



DIGITAL  
RENEWAL 



DIGITAL RENEWAL

Human Rights Campaign  
Year End Campaign

CAMPAIGN DETAILS
Campaign Name HRC Year End 
Campaign

Category Digital Renewal

Nonprofit Name Human Rights 
Campaign

Agency Name Lautman Maska Neill & 
Company

Launch Date 12/1/22

Audience Targeted Donors, Mid-Level

CAMPAIGN STATS
Gross Income $1,413,341

Average Gift ($) $95

Cost to Raise $1 (Total Cost/Gross 
Income) $0.16

Email Response Rate .07%

Email Click Rate 0.3%

Digital Impressions NA

WHY IS YOUR ENTRY 
SUCCESSFUL
 HRC knew year-end fundraising would be 
tricky with 12/31 on a weekend and a tough 
economy. They pulled out ALL the stops: 
25 emails, 11 texts, lightbox, 4 premiums--
and a message that merged hope and joy 
with urgency. It WORKED with $1 million 
AND 1,217 new sustainers to fight w. HRC 
for equality!

RUNNER UP



DIGITAL RENEWAL

Human Rights Watch 24-Hour Match 

CAMPAIGN DETAILS
Campaign Name 24-Hour Match 

Category Digital Renewal

Nonprofit Name Human Rights Watch

Agency Name Faircom New York

Launch Date 9/27/22

Audience Targeted Donors, Sustainers, 
Prospects 

CAMPAIGN STATS
Gross Income $54,673.93

Average Gift ($) $136.07 

Cost to Raise $1 (Total Cost/Gross 
Income) $1.30

Email Response Rate 0.70%

Email Click Rate 0.40%

Digital Impressions 345,850

WHY IS YOUR ENTRY 
SUCCESSFUL
 We introduced a targeted rapid response 
approach where donors could have 
gifts matched for 24 hours, with each 
email focused on one priority topic. We 
raised nearly $55,000 and saw 24% YoY 
revenue growth. This approach helped 
identify topics that resonated with donors, 
informing year-end content.



DIGITAL RENEWAL

Wildlife Conservation Society 
Protect the Whole Wide WILD World

CAMPAIGN DETAILS
Campaign Name Protect the Whole 
Wide WILD World

Category Digital Renewal

Nonprofit Name Wildlife Conservation 
Society

Agency Name Stagecoach Digital

Launch Date 11/25/22

Audience Targeted Donors/Sustainers

CAMPAIGN STATS
Gross Income $379,673 overall ($365,372 
one-time, $13,529 annual sustainer, $772 
monthly sustainer)

Average Gift ($) $103 overall ($102 one-
time, $171 annual sustainer, $26 monthly 
sustainer)

Cost to Raise $1 (Total Cost/Gross 
Income) $0.40

Email Response Rate 0.012%

Email Click Rate 0.20%

Digital Impressions 37 M

WHY IS YOUR ENTRY 
SUCCESSFUL
 Wildlife Conservation Society needed a 
campaign that linked worldwide habitat 
conservation efforts to charismatic 
wildlife, with a positive spin for existing 
donors. Stagecoach developed an 
engaging campaign using animation 
to show that protecting wild habitats 
protects biodiversity everywhere.



DIGITAL RENEWAL

Regional Food Bank of Oklahoma Give From Home Day

CAMPAIGN DETAILS
Campaign Name Give From Home Day

Category Digital Renewal

Nonprofit Name Regional Food Bank of 
Oklahoma

Agency Name TrueSense Marketing

Launch Date 4/1/22

Audience Targeted Engaged Digital Donors, 
Engaged Prospects, Lapsed

CAMPAIGN STATS
Gross Income $37,883

Average Gift ($) $205

Cost to Raise $1 (Total Cost/Gross 
Income) $0.137

Email Response Rate 0.38%

Email Click Rate 1.58%

Digital Impressions 251,783

WHY IS YOUR ENTRY 
SUCCESSFUL
 Originally a COVID-inspired campaign, 
today’s entry involves 2022 metrics only. 
But to date, from 2020 to 2022, Give From 
Home Day has raised over $137,000 in gross 
revenues for RFBO, and continues to drive 
revenue, engagement, and brand value, as 
it helps RFBO address food insecurity in 
Oklahoma.



DIGITAL RENEWAL

Pancreatic Cancer Action Network Annual Fund

CAMPAIGN DETAILS
Campaign Name Annual Fund

Category Digital Renewal

Nonprofit Name Pancreatic Cancer Action 
Network

Agency Name MarkeTeam

Launch Date 2/10/22

Audience Targeted Donors, Warm 
Prospects

CAMPAIGN STATS
Gross Income 80,654

Average Gift ($) $192.95

Cost to Raise $1 (Total Cost/Gross 
Income) $0

Email Response Rate .04%

Email Click Rate 0.42%

Digital Impressions 1,028,410

WHY IS YOUR ENTRY 
SUCCESSFUL
 2-part email series for Annual Fund with 
2-part email announcing extension and $50K 
Match. Extension emails generated 63% 
of revenue! Total revenue increase over 
previous year was 314%; considering 2021 
had a COVID bump made 2022 even more 
impressive for a pretty commonly used 
campaign.



DIGITAL RENEWAL

Audubon’s Annual  
Offer Year End Campaign

CAMPAIGN DETAILS
Campaign Name Audubon’s Annual Offer 
Year End Campaign

Category Digital Renewal

Nonprofit Name National Audubon 
Society

Agency Name Stagecoach Digital

Launch Date 12/26/22

Audience Targeted Donors and 
Prospects

CAMPAIGN STATS
Gross Income $482,616

Average Gift ($) $85.30

Cost to Raise $1 (Total Cost/Gross 
Income) $0.09

Email Response Rate 0.02%

Email Click Rate 0.11%

Digital Impressions N/A

WHY IS YOUR ENTRY 
SUCCESSFUL
 In a first for Audubon, the YE campaign 
consisted of an annual offer in email. 
28% of donations were annual donations 
resulting in $80,000 additional revenue 
next year. 69 new monthly donors were 
converted in the campaign with projected 
additional revenue to be over $12,000 in 
the next 12 months.

WINNER



DIGITAL RENEWAL

STRL Giving Tuesday from Sunny, Basil, and Olive

CAMPAIGN DETAILS
Campaign Name STRL Giving Tuesday 
from Sunny, Basil, and Olive

Category Digital Renewal

Nonprofit Name Save the Redwoods 
League

Agency Name K2D Strategies

Launch Date 11/22/22

Audience Targeted Donors

CAMPAIGN STATS
Gross Income 7,143

Average Gift ($) $99.21

Cost to Raise $1 (Total Cost/Gross 
Income) $0.21

Email Response Rate 9.23%

Email Click Rate 0.37%

Digital Impressions15,248

WHY IS YOUR ENTRY 
SUCCESSFUL
 This singular email generated 235% more 
revenue than the first email of 2021’s 
series and the strongest click-rate of the 
entire 6-email series of the 2022 Giving 
TREESday campaign. The open rate was 
7.66% and it generated $7K in revenue 
from 72 donors when little to no revenue 
was projected.



DIGITAL RENEWAL

Ronald McDonald House Charities  
Ukraine Emergency Relief

CAMPAIGN DETAILS
Campaign Name Ronald McDonald 
House Charities Ukraine Emergency Relief

Category Digital Renewal

Nonprofit Name Ronald McDonald 
House Charities

Agency Name Concord Direct

Launch Date 3/9/22

Audience Targeted Donors, Prospects, 
Lapsed

CAMPAIGN STATS
Gross Income $68,192.49

Average Gift ($) $194.83

Cost to Raise $1 (Total Cost/Gross 
Income) $0.16

Email Response Rate 0.16%

Email Click Rate 0.61%

Digital Impressions 133,555

WHY IS YOUR ENTRY 
SUCCESSFUL
 The campaign exceeded its goal, raising 
$68,192.49. Compelling headlines and 
images contributed to its success, as 
did real-time reporting on fundraising 
progress and how the organization was 
meeting the unique needs of families 
with children requiring life-saving medical 
treatments during war.



DIGITAL RENEWAL

GLAAD Giving Tuesday

CAMPAIGN DETAILS
Campaign Name Giving Tuesday

Category Digital Renewal

Nonprofit Name GLAAD

Agency Name None

Launch Date 11/26/22

Audience Targeted Donors and non-
donors

CAMPAIGN STATS
Gross Income $82,963

Average Gift ($) $260

Cost to Raise $1 (Total Cost/Gross 
Income) $0.02

Email Response Rate 0.06%

Email Click Rate 0.48%

Digital Impressions18,930 views

WHY IS YOUR ENTRY 
SUCCESSFUL
 With a heartfelt message of community 
and inclusivity, GLAAD’s Giving Tuesday 
campaign inspired a last minute $50,000 
celebrity match. An exclusive set of pins 
were also leveraged. Year over year, 
revenue increased 104%, response rate 
increased 60%, and the number of emails 
sent increased 18%.



MULTI- 
CHANNEL



MULTICHANNEL

Human Rights Watch Ukraine Crisis Emergency Appeal

CAMPAIGN DETAILS
Campaign Name Ukraine Crisis 
Emergency Appeal

Category Multichannel

Nonprofit Name Human Rights Watch

Agency Name Faircom New York

Launch Date 3/2/22

Audience Targeted Donors, Sustainers, 
Prospects 

CAMPAIGN STATS
Gross Income $113,536.12

Average Gift ($) $278.96

Cost to Raise $1 (Total Cost/Gross 
Income) $0.15

Direct Mail Response Rate 3.57%

Email Response Rate 1.0%

Email Click Rate 0.9%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The integrated appeals had an 
overwhelming response. The offline 
appeal raised more than $100,000, with 
an average gift of almost $300 and an 
ROI close to $10. The online appeal raised 
nearly $250,000 – 20% of HRW’s online 
revenue – with an ROI of over 400% and 
50 new monthly donors.



MULTICHANNEL

National Psoriasis Foundation Holiday Appeal 2022

CAMPAIGN DETAILS
Campaign Name National Psoriasis 
Foundation Holiday Appeal 2022

Category Multichannel

Nonprofit Name National Psoriasis 
Foundation

Agency Name Nexus Direct

Launch Date 11/10/22

Audience Targeted Donors, InHouse 
prospects, Mid-Level and Major Donors

CAMPAIGN STATS
Gross Income $203,118

Average Gift ($) $129.70

Cost to Raise $1 (Total Cost/Gross 
Income) $0.30

Direct Mail Response Rate 3.4%

Email Response Rate 0.12%

Email Click Rate 0.11%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Multichannel & multiphased campaign with 
several strategically timed touch points, 
sound segmentation across all channels, 
compelling story telling & new creative 
strategies.The $50K campaign goal was 
complimented with sharing several stories 
to demonstrate the impact of the disease & 
NPF’s services



MULTICHANNEL

The Physicians Committee for Responsible Medicine 
Save the Monkeys Campaign

CAMPAIGN DETAILS
Campaign Name The Physicians 
Committee for Responsible Medicine Save 
the Monkeys Campaign

Category Multichannel

Nonprofit Name The Physicians Committee 
for Responsible Medicine

Agency Name Lautman Maska Neill & 
Company

Launch Date 6/15/22

Audience Targeted Donors

CAMPAIGN STATS
Gross Income $140,034

Average Gift ($) $46.32

Cost to Raise $1 (Total Cost/Gross 
Income) $0.18

Direct Mail Response Rate 5.65%

Email Response Rate 0.15%

Email Click Rate NA

WHY IS YOUR ENTRY 
SUCCESSFUL
 In the spring of 2022, PCRM quickly 
launched an urgent campaign to save 
monkeys slated to die at Elon Musk’s 
company, Neuralink. Overall, the Save 
the Monkeys Campaign raised $140,034, 
exceeding projections by 25%. It’s clear: 
PCRM is there when it comes to saving 
animals––and so are their donors!



MULTICHANNEL

Massachusetts Society for the Prevention of  
Cruelty to Animals Holiday Tree Campaign

CAMPAIGN DETAILS
Campaign Name Holiday Tree Campaign

Category Multichannel

Nonprofit Name Massachusetts Society for 
the Prevention of Cruelty to Animals

Agency Name DaVinci Direct

Launch Date 10/24/22

Audience Targeted 72,969

CAMPAIGN STATS
Gross Income $244,922

Average Gift ($) $59.06

Cost to Raise $1 (Total Cost/Gross 
Income) $0.20

Direct Mail Response Rate 5.70%

Email Response Rate 0.31%

Email Click Rate 1.38%

WHY IS YOUR ENTRY 
SUCCESSFUL
 We have a direct mail with a bounce back 
card. There’s an email (and follow up email) 
& social media ads. Social Ads impressions, 
reach, and CTR has grown over the year 
& our FB following continues to increase. 
The bounce back cards are returned and 
displayed at one of the 3 adoption centers.



MULTICHANNEL

League of Women Voters Yard Sign

CAMPAIGN DETAILS
Campaign Name Yard Sign

Category Multichannel

Nonprofit Name League of Women 
Voters

Agency Name MarkeTeam

Launch Date 4/26/22

Audience Targeted Donors, Prospects, 
Sustainers

CAMPAIGN STATS
Gross Income $164,563

Average Gift ($) $41.39

Cost to Raise $1 (Total Cost/Gross 
Income) $0.29

Direct Mail Response Rate 1.04%

Email Response Rate 0.48%

Email Click Rate 1.44%

WHY IS YOUR ENTRY 
SUCCESSFUL
 League constituents picked the messaging 
and desire for a yard sign in an email 
campaign. Once identified, we executed 
a Yard Sign campaign in email and 
social media. Constituent had to donate 
to receive the back end direct mail 
fulfillment package. 11,000+ votes & $29K; 
Yard sign brought in $130K+



MULTICHANNEL

K9s for Warriors Year-End Renewal

CAMPAIGN DETAILS
Campaign Name Year-End Renewal

Category Multichannel

Nonprofit Name K9s for Warriors

Agency Name TrueSense Marketing

Launch Date 11/23/22

Audience Targeted Donor housefile, DM 
and Digital

CAMPAIGN STATS
Gross Income $177,047

Average Gift ($) $70.06

Cost to Raise $1 (Total Cost/Gross 
Income) $10.16

Direct Mail Response Rate 4.35%

Email Response Rate 0.13%

Email Click Rate 0.41%

WHY IS YOUR ENTRY 
SUCCESSFUL
 As remarkable as the 2022 performance 
numbers are, the YOY bump is amazing. DM 
alone had a 168% increase in average gift, 
a 165% increase in gross revenue, which, 
coupled with a 14% decrease in cost, drove 
a whopping 233% increase in net revenue 
and a 208% increase in ROI over 2021 
performance.



MULTICHANNEL

Critical Care Campaign for Guide Dogs for the Blind

CAMPAIGN DETAILS
Campaign Name Critical Care Campaign 
for Guide Dogs for the Blind

Category Multichannel

Nonprofit Name Guide Dogs for the Blind 
-- March/ Apr Appeal

Agency Name Amergent

Launch Date 3/1/22

Audience Targeted Donors

CAMPAIGN STATS
Gross Income $597,197

Average Gift ($) $80.08

Cost to Raise $1 (Total Cost/Gross 
Income) 22.2%

Direct Mail Response Rate 3.72%

Email Response Rate 0.07%

Email Click Rate 0.24%

WHY IS YOUR ENTRY 
SUCCESSFUL
 The initial DM piece used a matching gift 
appeal in March, with a follow up in April. 
The mail touches are in home in tandem 
with a digital campaign.

Average gift for DM rose by 28%, and 
revenue increased YOY by 17.8%. Digital 
revenue increased by 21% YOY. Also 2nd 
highest conversion rate.



MULTICHANNEL

Episcopal Relief & Development  
Ukraine Rapid Response

CAMPAIGN DETAILS
Campaign Name Ukraine Rapid Response

Category Multichannel

Nonprofit Name Episcopal Relief & 
Development (ERD)

Agency Name Sanky Communications

Launch Date 3/1/22

Audience Targeted 0-12M $5+ multi & 
single donors, 13-24M $5+ multi & single 
donors, 25-36M $5-$249 single donors & 25-
36M $5+ single donors, 37-48M $5+ single & 
multi donors, 49-60M $100+ multi donors, 
Churches

CAMPAIGN STATS
Gross Income $8,011,767

Average Gift ($) $389

Cost to Raise $1 (Total Cost/Gross 
Income) $0.20

Direct Mail Response Rate 1.86%

Email Response Rate 2.72%

Email Click Rate 3.92%

WHY IS YOUR ENTRY 
SUCCESSFUL
 Campaign had an array of messaging across 
email, web, and social media channels as 
the organization sought to effectively and 
responsibly convey updates on the crisis, 
and on their work to alleviate suffering and 
establish meaningful goals and direction for 
funds raised to aid families in Ukraine.

RUNNER UP
TIE



MULTICHANNEL

Lutheran World Relief  
Ukraine Emergency Response

CAMPAIGN DETAILS
Campaign Name Ukraine Emergency 
Response

Category Multichannel

Nonprofit Name Lutheran World Relief 
(LWR)

Agency Name CDR

Launch Date 2/24/22

Audience Targeted Donor-Member 
File, Prospects, Sustainers, Lapsed, Full 
Emailable File

CAMPAIGN STATS
Gross Income $4,075,246

Average Gift ($) $195.72

Cost to Raise $1 (Total Cost/Gross 
Income) $0.088

Direct Mail Response Rate 18%

Email Response Rate 1.03%

Email Click Rate 2.41%

WHY IS YOUR ENTRY 
SUCCESSFUL
 This campaign began less than 48 
hrs after the invasion of Ukraine. Our 
cohesive approach resulted in the most 
successful direct mail appeal for LWR 
EVER and the highest revenue generating 
emergency campaign for LWR EVER. 
We adapted our approach to maintain 
momentum as the war stretched on.

WINNER



MULTICHANNEL

Friends of the Smithsonian  
Renewal DM + Text Test

CAMPAIGN DETAILS
Campaign Name Renewal DM + Text Test

Category Multichannel

Nonprofit Name Friends of the 
Smithsonian

Agency Name Avalon Consulting

Launch Date 9/24/22

Audience Targeted Members

CAMPAIGN STATS
Gross Income $270,039

Average Gift ($) $138.48

Cost to Raise $1 (Total Cost/Gross 
Income) $0.05

Direct Mail Response Rate 12.48%

Email Response Rate Text RR: 1.04%

Email Click Rate n/a

WHY IS YOUR ENTRY 
SUCCESSFUL
 Previous analysis showed that when FOS 
members received a text, renewal rates 
were stronger—even if they didn’t renew by 
text. This test’s higher response rates and 
additional gross revenue warranted a rollout 
of this strategy year-round, and we removed 
TM and shifted that expense to more texts.

RUNNER UP
TIE



STEWARDSHIP



STEWARDSHIP

CAMPAIGN DETAILS
Campaign Name Year End Campaign

Category Stewardship

Nonprofit Name DOROT

Agency Name Sanky Communications

Launch Date 12/29/22

Audience Targeted Donors, non-donors, 
volunteers

CAMPAIGN STATS
Total Recipients 39,204

Average Gift ($) $36

Total Expenses $0

Unsolicited $ raised $36

Direct Mail Response Rate n/a

Email Click Rate 1.99%

Social Media Engagement N/A - email

WHY IS YOUR ENTRY 
SUCCESSFUL
 Due to limitations on send email during 
Jewish sabbath, this cultivation email was 
a last-minute addition, providing extra 
stewardship before heading into key 
fundraising days with no emails.

DOROT Year End Campaign



STEWARDSHIP

Catholic Charities of the Archdiocese of Boston  
Welcome Package

CAMPAIGN DETAILS
Campaign Name Welcome Package

Category Stewardship

Nonprofit Name Catholic Charities of the 
Archdiocese of Boston

Agency Name DaVinci Direct

Launch Date 9/1/22

Audience Targeted New Donors

CAMPAIGN STATS
Total Recipients Average 300-450 per 
drop

Average Gift ($) $0.00

Total Expenses $0.00

Unsolicited $ raised $0.00

Direct Mail Response Rate 0

Email Click Rate 0

Social Media Engagement 0

WHY IS YOUR ENTRY 
SUCCESSFUL
 We produced a Welcome package for 
this client to “engage” new donors to 
the organization. The survey response 
has been greater than expected and as 
a cultivation tool, this package helps the 
organization, especially the brochure! The 
response from the client and board has 
been positive!



STEWARDSHIP

The Entertainment  
Community Fund  

Stewardship Package

CAMPAIGN DETAILS
Campaign Name The Entertainment 
Community Fund Stewardship Package

Category Stewardship

Nonprofit Name The Entertainment 
Community Fund

Agency Name Lautman Maska Neill & 
Company

Launch Date 11/22/02

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 6,491

Average Gift ($) $81

Total Expenses $12,931

Unsolicited $ raised $3,483

Direct Mail Response Rate 0.66%

Email Click Rate NA

Social Media Engagement NA

WHY IS YOUR ENTRY 
SUCCESSFUL
 The Entertainment Community Fund’s 
Encore Award was inspired by award 
shows, with the goal of stewarding 
donors. Donors were ecstatic to receive 
their Encore Award, showcasing it on 
Instagram, Facebook, and LinkedIn. The 
award was a blockbuster HIT and donors 
got their standing ovation.

WINNER
TIE



STEWARDSHIP

Lutheran Immigration and Refugee Service  
Impact/Gift Receipt mailing

CAMPAIGN DETAILS
Campaign Name Lutheran Immigration 
and Refugee Service Impact/Gift Receipt 
mailing

Category Stewardship

Nonprofit Name Lutheran Immigration 
and Refugee Service

Agency Name Harrington Agency

Launch Date 1/28/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 21,862

Average Gift ($) $161

Total Expenses $11,118

Unsolicited $ raised $36,167

Direct Mail Response Rate 1.02%

Email Click Rate n/a

Social Media Engagement n/a

WHY IS YOUR ENTRY 
SUCCESSFUL
 This stewardship mailing sharing the 
impact of a donors giving together with a 
donor gift acknowledgment for the year = 
Stewardship wins!

The results speak for themselves. This was 
the perfect mailing to add in the newly 
acquired Afghan Allies donors who had 
been withheld from mail in 2021.



STEWARDSHIP

The Valley Hospital Foundation Donor Impact Report 

CAMPAIGN DETAILS
Campaign Name Donor Impact Report 

Category Stewardship

Nonprofit Name The Valley Hospital 
Foundation 

Agency Name Faircom New York

Launch Date 9/13/22

Audience Targeted Donors, Mid-level, 
Major Gifts 

CAMPAIGN STATS
Total Recipients 2,058

Average Gift ($) N/A

Total Expenses $29,544

Unsolicited $ raised N/A

Direct Mail Response Rate N/A

Email Click Rate N/A

Social Media Engagement N/A

WHY IS YOUR ENTRY 
SUCCESSFUL
 A high-touch, 8-page Impact Report 
for $100+ donors included embedded 
personalized letters. 30+ versions reflected 
every permutation of donor program 
support in unique center spreads, sent by 
segment to showcase impact. The report 
also contained an insert update on the new 
hospital capital campaign.



STEWARDSHIP

International Fellowship of Christians and Jews  
Donor Anniversary Campaign

CAMPAIGN DETAILS
Campaign Name International Fellowship 
of Christians and Jews Donor Anniversary 
Campaign

Category Stewardship

Nonprofit Name International Fellowship 
of Christians and Jews

Agency Name RKD Group

Launch Date 9/1/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 80,015

Average Gift ($) $67.43

Total Expenses $52,283

Unsolicited $ raised $118,871

Direct Mail Response Rate 2.20%

Email Click Rate n/a

Social Media Engagement n/a

WHY IS YOUR ENTRY 
SUCCESSFUL
 International Fellowship of Christians 
and Jews’ goal was to have an effective 
stewardship campaign that paid for 
itself. This mailing accomplished that and 
more, with a 2.2% response rate, a $67.43 
average gift, $118,871 in gross revenue and 
$66,589 in net revenue.



STEWARDSHIP

League of Women Voters  
Pick Your Favorite

CAMPAIGN DETAILS
Campaign Name Pick Your Favorite

Category Stewardship

Nonprofit Name League of Women Voters

Agency Name MarkeTeam

Launch Date 4/26/22

Audience Targeted Donors and Warm 
Prospects

CAMPAIGN STATS
Total Recipients 980,221

Average Gift ($) $43.43

Total Expenses 0

Unsolicited $ raised $29,316

Direct Mail Response Rate 0

Email Click Rate 2.39%

Social Media Engagement 0

WHY IS YOUR ENTRY 
SUCCESSFUL
 Campaign launched during a time when 
democracy was under attack. We wanted 
to create a Yard Sign constituents could 
proudly display in the lead up to the 
election, but we wanted constituents to pick 
the words and tell us where to display it. 
Two emails; total votes exceeded 11,000 and 
$29K raised!

WINNER
TIE



STEWARDSHIP

Save the Children Second Year Cultivation

CAMPAIGN DETAILS
Campaign Name Second Year Cultivation

Category Stewardship

Nonprofit Name Save the Children

Agency Name RKD

Launch Date 4/15/22

Audience Targeted Donors

CAMPAIGN STATS
Total Recipients 55,979

Average Gift ($) $91.76

Total Expenses $19,252

Unsolicited $ raised $505.55

Direct Mail Response Rate 0.01%

Email Click Rate NA

Social Media Engagement NA

WHY IS YOUR ENTRY 
SUCCESSFUL
Our Second Year Self-mailer to 
supporters 18 months on file aims to 
cultivate, engage and encourage a second 
gift by thanking supporters, showing 
impact, and offers an opportunity to 
engage through taking an advocacy 
action, volunteering, and others ways of 
giving through catalog or tribute gifts.



Questions or Log in Issues?
Contact us at

info@dmfa.org or 646-675-7314


