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Special thanks to our 2023 Sponsors!

Bonterra e The Lukens Company e McVicker & Higginbotham
Production Solutions e Pursuant ¢ RKD Group e TrueSense

Adstra Nonprofit e Arjuna ¢ Chapman Cubine Allen + Hussey
Data Axle e Gravyty e Wiland

Action Mailers e Alliant Data e Concord Direct
Eidolon Communications e Epsilon e Lautman Maska Neill & Company
Mal Warwick Donordigital ¢ Mercury Envelope e Moore
Newport One e ROI Solutions ¢ Sanky Communications
The Harrington Agency e True North, Inc.

BRONZE SPONSORS
Belardi Wong e Bookyourdata.com e Catena Connects
Carol Enters List Company CELCO e Davinci Direct
DM Pros, Inc. e National Graphics e RMI Direct Marketing, Inc.
RWT Productions e Sharkey Advertising, Inc. « Whittier Associates

COPPER SPONSORS
Amergent e Audience First e Avalon Consulting Group
Carl Bloom Associates ¢ CDR e Faircom New York
Huntsinger & Jeffer e Integral, LLC e K2D Strategies
Moore Response Management Group ¢ MKDM
MMI Direct e Multiply Strategies « NNE Marketing
Path2Response e Perlman + Perlman LLP ¢ PMG
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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!

Orbis International
Fall 2022 Direct Mail Acquisition/Reinstatement
Little Marla with $10 Coin Bounce-back Test
Outer Envelopes, Coins, Letter/Reply Device
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Orbis International

Fall 2022 Direct Mail Acquisition/Reinstatement
Little Marla with $10 Coin Bounce-back Test
Photocard Insert, Get Well Card Bounceback,
Pandemic Support Insert

Thinking of oo 2 v
recover from your surgery
with all g best wihes!

From your friend,

et Well Soon

J/4 Your support is as vital as ever! SIS

Orbis has been leading the global fight against avoidable blindness for four decades, pioneering
solutions to save sight for children and adults around the globe.

f th in-person progr herever we safely czn and
support our partner hospitals around the world that are continuing to deliver urgent eye care.

Our award-winning and innovative telemedicine platform, Cybersight, uses the internet to
o volunteer doctors with health professionals worldwide — allowing them
to train doctors remotely and assess complex cases from great distances.

As ic contir i our pioneering,
vision-restoring efforts are as critical as ever.
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DIRECT MAIL ACQUISITION

American Fondouk May Acquisition

CAMPAIGN DETAILS

Campaign Name May Acquisition

Category Direct Mail Acquisition

Nonprofit Name American Fondouk

Your FREE personalized gifts inside ...

Agency Name DaVinci Direct Trmmm—

Launch Date 5/25/22

Our History

Audience Targeted Prospect and Lapsed
Names

CAMPAIGN STATS
Total Recipients 76,738

Make a Difference Your Way!
v 350 pspran

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.
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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 7 MISSIONS®

m-s 2022 LONGSTATENAME
xwr} CATHOLIC SURVEY MISSIONARY SERVANTS OF THE MOST HOLY TRINITY

wwnetinitymissions org

UTO**SCH 3-DIGIT 210

;0]‘" Q Samphe What matters most to you
123 Anystreet as a Catholic?

Anytown, AS 01245-6789 -
N Please share your opinions today.

Dear Salutation-Survey Control ACQ,
We live in turbulent times.

But at Trinity Missions, we’ve been through turbulent times before in our 100 years of
service — and we'll get through them again, with guidance and support from good Catholics like you

That’s why you’ve been selected to represent State in this year’s Trinity Missions national survey.
As we plan for our next 100 years, we believe it’s more important than ever to understand what you — a
good and faithful Catholic — think, feel, and believe.

The survey has just six short questions and should only take a few minutes to complete.
Please fill it out now and eturn it to me in the enclosed envelope. Your honest answers will be held
in the strictest confidence and then combined with those of other faithful Catholics across America.

Trinity Missions is sponsoring this survey so we can get a better understanding of what’s important to
Catholics. Then, we’ll use that information to help guide our ministries going forward.

My name is Fr. Michael Barth, and Trinity Missions is a Catholic
order of priests and Brothers who believe, as our founder did, that every
Catholic s called to be an apostle by spreading the faith and serving others.
We invite people like you to join us as “missionaries in spirit” and support
our many ministries.

Our order was founded 100 years ago in Alabama by Father Thomas
Judge. He was a passionate believer in spreading God’s Word among the
poor and disenfranchised, and in enlisting support from caring people to
doit. In the century since our founding, Trinity Missions has expan

37 missions in 7 countries.

With help from supporters, we uplift the poor and forgotten in inner
cities like Chicago, in migrant communities and remote mountain villages,
from the Canadian border all the way to Colombia, South America. We seek out what Father Judge called
“the tangled comers of Christ’s vineyard,” where life is a daily challenge and spiritual leadership is ofien
nonexistent.

With help from our supporters,
we bring food and spiritual guidance
10 people in places like Honduras.

To do this, we turn to Catholics like you for help. That’s why, in addition to sharing your
opinions, T pray you’ll send a gift of $10, $20, or perhaps even more. When you do, you'll be there in

(over, please)

70780 LTREA)

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.

You have been selected to
participate in an important survey.
Immediate reply requested.

000 NEWHANESHIE AVE . SUVER SPONG. WO 2003
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TENDING “THE TANGLED CORNE!
Every day, iney

thing we ing the

CARING FOR THE BODY

‘Where Trinity Missions seves, many people sufer nd strggle daily.
Thanks o supporers ke you, we bring relefin any way we can
through food, clean water, medicalcare, shlier,recovery support,
and emengeney help.

CARING FOR THE SOUL

We are committed o preserving and spreadi
Your gift will bring the Mass,the Sacram

and remote vilages.

CARING FOR THE FUTURE

i 8 ifc beyond poverty. With help from our caring supporters, women earn
d youth are

5 2wl

rediected from the tempttion and violence of gan life.

]

TRINTY MRS
70B0K 5007
HAGERSTOWN MO 21741-5007

- e

TRINTY MissioNs.
7080x 5007
HAGERSTOWN MO 21741-5007

- e

ey L s TRINTY 7 MISSIONS

‘The Many Ministries of Trinity Missions
Those
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DIRECT MAIL ACQUISITION

Unicef UCA As the Crisis Unfolds

CAMPAIGN DETAILS

CAMPAIGN STATS

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

ASTHE CRISISUNFOLDS

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%

s

Anytown USA 995956369

A g

MILLIONS OF CHILDREN IN IMMEDIATE DANGER

Make one gift today and we'll never ask for another gift again.

US

Crisis
All it takes

Childrenin
Crisis

. Allit takes

IS One person

like you to help
UNICEF make

I

UNICEF USA
PO BOX 96964
WASHINGTON DC 20090694

for every child

L e e e S TR T

a c_iifferenc;e in
children’s lives.

el et e -

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.

Childrenin

is one person
like you to help
1

[Tad =f =ee"N FFY

- I8
v I

What yourgiftcan |
help UNICEF do:
Pratect childsen m conflict
Support famibes o
the move
mimanizn against divoase
Supply sale water
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DIRECT MAIL ACQUISITION

Save the Children 2022 Mid-level YE Acquisition

CAMPAIGN DETAILS

CAMPAIGN STATS

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

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.

SPECIAL YEAR-END OFFER
Your gift before December 11 instantly
Enltiplies 10X in imgact
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DIRECT MAIL ACQUISITION

World Food Program USA November Acquisition

CAMPAIGN DETAILS

Campaign Name November Acquisition

CRISIS UPDATE:

) CHILDHOOD HUNGER
SKYROCKETS
aanch Date /sl WORLDWIDE

Audience Targeted Prospects Every 10 seconds, a child dies from
CAMPAIGN STATS HUNGER-RELATED CAUSES

Category Direct Mail Acquisition

Nonprofit Name World Food Program USA
(WFP USA)

Agency Name Fuse Fundraising

Total Recipients 499,250 The United Nations World Food Programme (WFP) is working to

reach millions of families driven to the edge of starvation by conflict,
Gross Income $292,761 climate change, COVID-19 and rising costs — the “4 Cs”.
Average Gift ($) $117.48

Children suffer from malnutrition
45 MILLION et

Cost to Raise $1 (Total Cost/Gross

Income) $0.89

Children die from hunger-related
Cost per solicitation (Total Cost/Total causes every year.

e -

Of all deaths among children under 5
Direct Mail Response Rate 0.50% 45 PERCENT are caused by hungger.
WHY IS YOUR ENTRY
SUCCESSFUL Schoolchildren in nearly 60 countries
rely on the U.N. World Food Programme’s
This acquisition campaign exceeded gross school meals program — the largest in
revenue projection by 51%, netted $13.34 for the world.

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 MARKETING
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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

YES, | WILL HELP SAVE ABANDONED ANIMALS YES, | WILL HELP SAVE ABANDONED ANIMALS

APENNY
WITHA

Willyou shor

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.

- your
Just ke Bus.

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

Sesres

|| | " S || | || oS
Sve S
v

S
ADOPT DONT SHOP B ADOPT DONT SHOP B
THANK YOU! s THANK YOU! s
2200m2 9 ,,0usron 2200m | T
‘QPSPCA QPSPCA

7007 OLD KATY ROAD
HOUSTON TX 77024-2109

7007 OLD KATY ROAD
HOUSTON TX 77024-2109

e e e e e e
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DIRECT MAIL ACQUISITION

Northern Nevada HOPES Acquisition
November 2022 DM

CAMPAIGN DETAILS
Campaign Name Northern Nevada HOPES

Acquisition November 2022 DM s e ot
Mhddress> MAddresc>

Meity> <Mhate> <Maipo-eMaiph> ity <Mtate> <Maipo-cMaiph>

Category Direct Mail Acquisition

IV e g A ﬁl"ﬁfjﬁ,, i Ao b

Nonprofit Name Northern Nevada HOPES

e S V) ]
P you fnom,
"EIghiors fice yoy
chonged Roy ffcp

November 1,2022

Agency Name Nexus Direct

Launch Date 12/16/22

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 4,874

n )
W PS5 Rofs sloy hons Ht o gift of aw size
con woko » fe~ving difforence thi Ge3on
5 remind yo of the ingact you compaion
g con b, Dve inchided o armaments

Average Gift ($) $783.55 e G
3 "Metiags of HOPE® tis oy seaion.

Gross Income $15,671

v )

Cost to Raise $1 (Total Cost/Gross i

Income) $1.30 — oo o % -
e eS| e, P o !

Cost per solicitation (Total Cost/Total O temermme e T e o

Recipients) $419 gq,m) O O Otser Otare Ceaaks Clipririosivet__t — =

0000000000000000000000000000000,

Direct Mail Response Rate 0.41%

THE MOST MEANINGFUL GIFT YOU'LL GIVE THIS YEAR! MEET DANIEL
Bresking th cycleofrepeted medical vists b ofiering olistc | 34
524 BILLION ann

treatment is worth ually!

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 3‘%‘:

%ﬁf@yﬂ % ‘-mngmu

g FOR YOUR INCREDIBLE
1 —_— ‘COMPASSION IS COMBASSION
device. = ) commmssionss

&  EVERYMOMENT OF HoPSS-

WE CHOOSE' YOU ARE CHANGING LIVES.
N COMPASSION, ~ WISHING YOU PEACE A
WE MOVE TOWARD
ﬁ% A BETTER WORLD. &
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DIRECT MAIL ACQUISITION

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

CAMPAIGN DETAILS

CAMPAIGN STATS

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

GRYE Patitioe 6 Apgeal Rus ¥, Wate
5 iy

Petition Materlale Enclosed Far:

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%

8. ANTHONY LIST
A4 ORI DA HEFELEE.

Sy e

[ REPLY TO MARJORIE DANNENFELSER |

e e "‘1:.‘,2"'....“’:
o ey st

s ot i

—— e et om0
et

REJECT ROE!

A CITIZENS PETITION AGAINST PRO-ABORTION EXTREMISM

] YOhrmas, e v scoreme cousts o M sacsnn i AT, mins ene

Ford0 yiars Roe v Wads knsled 0 e csel desth= of llisce of wabers babiss
Lbns ya:, e Spreme Loust contd pefarially overtum Ko Wads

Fartrun- b smaris i Comes: v v e thatsrrefuly decidad mamar]
decuscn. They west to foke Boe v Wik smd enshrse it

vour enclosed REJECT ROL Becition i

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.
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DIRECT MAIL ACQUISITION

AFA September 2022
2\ £ 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

Celebrating 75 years of the U.S. Air Force!
-~ /

Enclosed: A Special
J Gift for YO[II

1501 Langston Boulevard, Sulte 400
Arlington, VA 22209

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

My Gift To Ensure A Strong National Defense!
Yes, Onvill — | want to ensure Americas national defense and support our
brave service men and women in the Air and Space Forces with my first O\ ARz,
tax-deductible gift of:

CIS[ASK] CS(Ask2] CIS[Ak3] 1My bestgiftof .

XX000XDonOrXXXXNameXXXXXX
XXO00CAddress Line 00X
XXX0CAGress Line 2XXXXKKKX
XXXXXCity, State ZipcodeXXKXOX
Wl

‘Other Ways to support your AFA!

a by mail: 1501 Langston Blvd, Ste 400
Artington, VA 222099963

‘Online & Monthly Giving:
W AFA.org/TSYEARS

the Air & Space Forces Associaton, while
helping you 0 save on taxes and pass on
more to your heirs!

‘,.) 800.727.3337 Planned gits can beneft

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%.

Plsss ko msup o
AYEFirst Nemeto, your Sugport will help the
==\\= Hir % Space Furces Association advicate for & strong.
ONAFNEES,  national defense and. sugport wr firmen.
and Guardians.
Sept 2
D Xx

75 years of the U.S. Air Force, I have

secured the Allied

You who are setting the stage for
you support

15011 Suite 400 - Arlngton, AForg

* Develop tomorrow's Air, Space and Cyberspace leaders through our Cyher/airior
d st i fitures in

posed of two armed services,

& Space Forees Association. To fully support both sérvices, we need your
make your gift today!

BUSINESS REPLY MAIL
mmmmmmm FIRST-CLASS WAL PERMITNG6068 ARLINGTON VA

Il

POSTAGE WILL SE PAID BY ADDRESSEE

ATTN: DEVELOPMENT DEPARTMENT
AR & SPACE FORCES ASSOCIATION
1501 LANGSTON BLVD STE 400
ARLINGTON VA 22209-9963

I I
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DIRECT MAIL ACQUISITION

Feeding America’s “Meals For Kids Drive”

CAMPAIGN DETAILS

CAMPAIGN STATS

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

]
FEED|NG el e rthied
AMERICA %«th«zum«:m
Al

Febuary 9, 2022
Dea [Freeform Name],

"My mom v 10,80 withous, usts0 hat s K
Oy oy tay

Zoey s a bubbly girl who adores animals and wants io be a
veerinarian. But first, she needs food to help her graw. Today, you
e belp clildren like Zocy get bealthy mcals.

Hefore the pandemic began, teas of millions of people in America 5,

were faciug unger, and that i stll rue foday, 38 million people, including
nearly |2 willion children, e atrisk of unger.

ighbors experiencing hunger. Here's your

we
chiance to have impactrightin your commuity.

e
provide af lenst 10 meals for kide across America.

With your support, we can get closer to our gosl of providing 3 million meals through our
mzzMusmmnrm Your gift to Feeding America today could be the greatest ane you
give thi

12
four 2 i foad for ot o
250 meals. 70 prusatlal

“ansider givi i butic Ip provi 1o
families like Zoey's.

Zn:y dad, Mikel, is a disabled US. Anny vetcran. He works hard as a mechianic and fries
best {o make ends meet, but someties money—and food—become scarce. Wsarmxﬁr
Dmﬂim hmel there isn't much . Zoey ndmit

Luckily. the family was able to turn to their local food bank. which is a member of the
Feeding America network.

(over please)

161 N, Clark Straot, Sulte 700 + Chicago, IL 60601 + FeedingAmarica.org

URGENT MEAL TICKET@ ?"”‘0
e \(%g
e

e e

asans

—_—

Supportsednghamrca /i
AMERICA

XXXEXXXEXXX XXX XXXNXXXX

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%

Says Zoey. "It gves us cemal and milk

Sadly, 1 knoww there are millions of other children like Zoey whe frce hunger—especially now, 65
fimilies deal with rising food pries and the esonormic impact of the pandamic,

‘Dut you ean show them they are not forgotien:
= Make a donation and refurm if wih the enclosed Urgent Meal Ticket aud your

in need.

g A o et Sl 1 i
o et Rt Poa s e i o amo S SAe.  A SepERA
your compassion.

Sincercly.

y]u,&vv\

Elizabeth Niclsen
Senior Viee President, Fesding America

PS. Remember, every S1 you give {a the 2022 Meals for Kids Drive helps provide 10 meals
through the Feeding America network. Your gifl gaes so far becanse we use your dollars
responsibly and efliiently @ help people fucing bunger, Thank you,

&!AJWMXWZM%Wﬁ’

To give onling, scan here or visit ]
SupportFeedingAmerica.org/Give %%

28*

We use your
Support Wisely

FEEDING”

e

DIRECT MARKETING
FUNDRAISERS KSOCIATION

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.

URGENT MEAL TICKET ENCLOSED

Eavelope Live_| (Prmary Nuwe)
Eavelope Lise 2 (Secondary Naame)

$1 helps provide 10 meals.

EeE

o e aine, scan e or vt 1
o b ke oyl %

\,
: sab\ W\

\
1




DIRECT MAIL ACQUISITION

Heifer International
Love Your Neighbor
Christmas Package Test

CAMPAIGN DETAILS

7
Campaign Name Heifer International Love HEEER ‘ kbt
Your Neighbor Christmas Package Test Howdoes Godenllustohelpthose g [\ i
o f

“al
Category Direct Mail Acquisition ”"[ ﬁ%ﬂ

180 e
Nonprofit Name Heifer International _
Agency Name Lautman Maska Neill & R ,
Company g et
Launch Date 9/26/22 Do Not Bend
Audience Targeted Prospects .

CAMPAIGN STATS
Total Recipients 499,326

e
HEIFER

e fr e he ¢ s e £ God s bed 1 0 do.

Ao e wrd ight, o | i oo i o ed gy They v

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

ik ey s ol ot 3

easform vmeond’s e pess

Tod e o, marrow snd bvend

(e s

Direct Mail Response Rate 0.93%

© Vot o - 1 ons A Lt ik AR 2 + SELSAASES « Vgt

I Will Answer the Call

WHY IS YOUR ENTRY PR
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 ' o
and had double the expected response rate, I v————

a $130 average gift, and raised NET income.

Your Gift of $35 or More Today! {

Get This Free Goat Tote With {ﬁi:, %’ 2
ift g, &
¥

-5 XXXSCANLINEXXX S HEIFER

Tk you for your suppovt || | | ||

@ ouzzntone

HEIFER INTERNATIONAL
PO BOX 6021

ALBERT LEA, MN 56007-9831

+5 XXXSCANLINEXXX FPO FOR BARCODE - S WILL ADD BARCODE

DIRECT MARKETING
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DIRECT MAIL ACQUISITION

Lutheran Immigration and Refugee Service
Ukraine Urgent Gram Acquisition

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY
Campaign Name Lutheran Immigration Total Recipients 90,859 SUCCESSFUL
and Refugee Service Ukraine Urgent Gram RESULTS!

Gross Income $85,365

. e This emergency, no frills Urgent Gram
Average Gift ($) $69 beat response rate by an amazing 204%)!
Cost to Raise $1 (Total Cost/Gross (137 % vs. 0.34%)
Income) $0.60

Acquisition
Category Direct Mail Acquisition

Nonprofit Name Lutheran Immigration
and Refugee Service e Smashing the projected # of new

C . :
Agency Name Harrington Agency Cost per solicitation (Total Cost/Total donors acquired by 175.78% (1,241 donors

Recipients) $0.56 Vs. 450 projected.
Launch Date 5/5/22 Direct Mail Response Rate 1.37% e Average gift increase was 35.3 % over
Audience Targeted Prospects projections ($69 vs. $51)

e Netting: $34,365!

LIRS May Acq UrgentGram

for B0 years w

‘Bt that's oaly i ke you.

By i you deliver essential
‘2 to Imumigrants and refugees seelng safety in America.
‘Thnk youin advance for your ganerous gift and strong commitment 1o helping

AAAAA

Sincarely,

4 Ukrainian refugees

Y ‘Bsed your heiph W‘J

| 333D P EMERGENCY APPEAL o ot i uEGENT; Kb O Mo Vi
Rafugess Deelng war hom President and CEO
Ukraine and Bastern Burops.
‘need your help Loday. Ps.

basic naads, amargency assistanca, and so much
Refugees from Ukraine e DDS. The fastest mak R
need your help! TOwem— ) =

<<Date>>

BUSINESS REPLY MAIL

e T

=

&£ o

s T T e et

b B e T e o St ot

'yr ATTN. GIFT PROCESSING
LUTHERAN HSACRATIGH 5 REF/GEE SEFVCE

1
BALTIMORE MD 212088286 To date. efigees from 5.
a5 such, they do ot hav ‘Mamy
thaough the US. cothing, emergency.

hanlthese Lo gt s coing suppert
bl b gt el o g U A Cits - T0 USE YOUR CREDIT DONATION:
Unitng o Uirine.
) Pssachuge g [ VA (] MC [ AMER [ 05 o B 3 ey
LIRS and suppart fo respand — ey o ML S e
antofmles mmmmmmmmm O asachugamy [ vesa ] e 0 ek [ 06 s athe (1t 5l o e
Inseppl Lt g sd Pl encs.
oo bl evice,
Aste dedicar o serving i refigees - =
ovmne JIIC CICC] 000 ] e I
{over; pleaze]
S L 00
“r——
WILLYOU HELP IMMIGRANTS ANDREFUGEES 78 ot i I
FROM UKRAINE AND AROUND THE WORLD? A s s, 200 Ught Sruct  Eakimers, 21230 @ 6772917061 m URSiorg

Tt K, <<l et ol s e g

. basic
mmmsnmgmﬁm nAmerica <T'm GIVE ONLINE AT:
We're:> enclosing a - deoctible gt RS org/Sendrielp

OocSASKl>> CocSASKR= ClocSASKI> COSmrS___

<cAdireszes
Pt
cchtrenss

<chdirens
e, Sise T
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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.

Matching Funds DOUBLE Your Gift!

Reply within
15 days!

i S |

gzt KNOW YOUR RISK FACTORS!
YOU ARE AT INCREASED RISK OF
DEVELOPING GLAUCOMA IF YOU!

(@090 g ot orprsut ot hn

o magne v e crang
o arvan Senasoucat

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...

Gilobally, 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 does
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
a full eye exam includes a dilated
examination of the optic nerve.

DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION




DIRECT MAIL ACQUISITION

Wildcare November Acquisition

CAMPAIGN DETAILS

Campaign Name November Acquisition ¥lwitdearels o
MATCH

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 / I [memmemonee moem
SUCCESSFUL MATCH R R
WildCare’s acquisition package landed in *surront | s
prospective donors’ mailboxes during the

busy holiday-giving season with a touch ¢lwildeore & ———

of sparkle and mystery. With an outside T o

envelope featuring two adorable baby e s . pd 34 1 1 “

opossums and a promise of a special holiday
gift and $50,000 match, it was a package
hard to resist! \

¥|wildcare % discoverwildcare.org

D M If JNI DIRECT MARKETING
B3 FUNDRAISERS ASSOCIATION



DIRECT MAIL ACQUISITION

PETA Foundation Live Cat Inside Acquisition

CAMPAIGN DETAILS

CAMPAIGN STATS

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

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.

PLEASE HANDLE CAREFULLY

LIVE CATS
IINSIDE

PLEASE HANDLE CAREFULLY

I I
DIRECT MARKETING

PCTA

People for the Ethical Treatment of Animals

n
0x 96684
Washington DC 20090-6684

oo Dl

FUNDRAISERS KSOCIATION



DIRECT MAIL ACQUISITION

University of lowa Children’s Hospital

November Acquisition

Changing Medicine. Changing Kids’ Lives."

CAMPAIGN DETAILS

Campaign Name November Acquisition — -

é\ Umverslty of lowa
R
Chinirents Hospital

Category Direct Mail Acquisition

Nonprofit Name University of lowa

Mr. and Mrs. John D. Sample

Children’s Hospital
Agency Name amergent

Launch Date 11/10/22

A YES! /We want d
‘compassionate care for children. OMake: yeuvam  oniine :ﬁ/sm”mmww options
H Enclosed is my gift of: 35&2"”"%““““,‘ .
Audience Targeted Donors S e G5 asi0 a0 c0mers e e
e
S T,
o

CAMPAIGN STATS

Anergent

NNUAL

What We Offer lowa's

Children and Families

* More Inun 20 e pgnices
and s

s s 0 spocially trained
pediatrc nurses

+ Last year, Ul Stead Family Ghildren's
Hospilal cared for 83,407 patients from every
county In lowa, nearly every state i the
United States, and several other countries.

Ul Stead Family Children’s Hospital

Ul Stead Family

Children’s Hospital...

* Conductsgroundbreating meccal
rn

we provide care for every pediatric subspeciaty.
But there are many ways that we bring great care
to our patients and failies. For example:

Patient- and Family-Centered Care
our

FUND

S Gomereil i
. MA 01960

n"I|'I‘|I||I‘l'\l"l'nl'II'IIlI'lI""I"'I' it

Slone T S
Total Recipient
otal Recipients 109,447 e S
e | SRS
T W | it e amesmente b ot
Gross Income $42,432 - P

mar changes 1 your o (., Mis, M.,
ot v, e, o e ar e s o
o1 spousapaier.

e et lom G vt O i 5 s O 2050

Average Gift ($) $67.57 gl ——

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

et
o e R b o o Gy 6 s

Do stoaa s sy v o o o,
3 iy U St iy rcons ot 22 enecry oo i 5 Uty ovs st Co ey O
ofmy rtromant pan S e

UNIVERSITY OF IOWA STEAD FAMILY CHILDREN'S HOSPITAL
“THE UNIVERSITY OF IOWA GENTER FOR ADVANGEMENT

80>
1OWA OITY, 1A 52244-4550

2000C208 Tttt el bl sl bt

are s patient- and famiy-centered. We believe

resear
pediatric diseases
a1 o B o s 1 rsavor

« Trains the next generation of health care

professionala a Family
: Advisory Council made up of parents and other adult

Btead

o g{"e';’sr:;%?””‘"a 8006456973 | uicniarens.org jans
< AGC2-2307-ADPR-CO' jowa's.

Children’s Hospital ~ November 9, 2022 S s the

NNUAL
FUND

Mr. and Mre. John D. Sample
Amergent

Donor

¢ Contenia rve

Paabody, MA 01
“ugr(.,||,|.,|"|.‘|“||||‘,|,\.“.lr.|v.||.u|.v||v.u|,|||||

Dear Mr. and Mro. Samplo,

Please make a gift today to help provide lfe-saving care
for children who are sick and hurting. Universit of lowa Stead

are because of the support rom friends ke you

ldron, inoluding
found amyuhere s i he state.For mmpla poed only hospital in the state. prmndmg
blood, op!

hours a day, 7 days a week. Whether you are a parent or a grandparent, you understand the
importance ng that children

are treated

care.
exnems Who go the extra e for them.

Chidrant Hospil insupport of o Anousl Fand. e gt o1 315, 525, ;so. or more
will injured,
receives advanced treatment,

level of qualty care,
from compassionate frisnds like you.
By supperting Ul Stead Faniy Ohiden's Hospie oy, you il e 1 arsurs

including
clinical trials. | hope to hear from you 500N, and thank you for your generosity.

Warm regards.

J. Brooks Jackson, MD, MBA

Voo Prosident for Modical Affaire
& the Tyrone D. Artz Dean, Carver College of Medicine

Ps.

‘Thank you for your support!

‘Changing Madicine. Changing Kide’ Lives."

Over 69% of the revenue came from $100+
first gifts. This allowed this campaign to be

net positive in one year.

Changing Medicine. Changing Kids’ Lives."

o sy o, O Vs Pk R I Gy, 1A 52287
T University of lowa
185 Stead Family
Children’s Hospital

Mr. and Mrs. John D. Sample
gent

9 Gentonnial Drive.
cal o

e A

& YES! I/We want to support advanced and GIVING OPTIONS.
compassionate care for children.

Enclosed is my gift of: QPleas chars my cro card
Q815 Q%25 0SSO D$100 Q6250 T Other$. e o e e a2
QErERRg Ty nac. e payas o e
rsse dspat my it a o niersty ot owa St 14 A
Oceignaton 1
Er— KEEP OUR RECORDS CURRENT

Pl markchangas o youe 1 0. M.

No e, oher, narme,or ackoss and rotur s fom.

Name of SpousarPatne.

Ema sadress:

0y company's matcing gt form s enciosed,
s ppicd fo rmotcing g o

M. and Mrs. doha . Gample
Dor

Amergent
9 Centeanial rive
Peabody, MA 01660

XXXXXXX  XXXXXXXXXXXXXXXX 30-597-000 XXXXXXXXXX
supportUl Stoad

e o

CREDITCARD: ODiscower OVSA OMastrCard OAmax st ey st e

e University of lowa
. Stead Family
RS o e o R S . Children’s Hospital

e et lom G vt O i 5 s O 2050

. rey—r—r

Q1o areacy

sooresa, ke pan o v ot Py R 0

31w s cuong U s Ttk

e im0 oty Coa B,

omswe ze__ e ot syt ow oo Gt 0 Uit -

Tlecuan U toa oy récen o e e twaope

2 Naning U Staad iy hiven's Hosptal as a benctiory e i 5 Uty ovs st Co ey O

prriet Feor g ! ek G ¥
UNIVERSITY OF IOWA STEAD FAMILY CHILDREN'S HOSPITAL
“THE UNIVERSITY OF IOWA GENTER FOR ADVANGEMENT
80>
1OWA OITY, 1A 52244-4550

2000C208 Tttt el bl sl bt

University of lowa
Stead Family
Children’s Hospital

What We Offer lowa's

Children and Families

* More than 200+ pediatric physicians
and surgeons

* Mor than 700 specaly rined
pediatric

- Last yoar, vl Family Chidren's
Hospilal cared for 83,407 patients from every
county In lowa, nearly every state i the
United States, and several other countries.

Patiot oom at the pow hosoital. Photo taken in Juno 2018.

Ul Stead Family Children’s Hospital

we provide care for every pediatric subspeciaty.
t there are many ways that we bring great care
to our patients and failies. For

Patient- and Family-Centered Care

Ul Stead Family

Children's Hospital...

* Conductsgroundbreating meccal
Teasaren

our
are s patient- and famiy-centered. We believe

parents and other family members aro the on
their child, In fact, since 1998 we have had a Famiy

pediatric diseases
« Trains the next generation of health care
professionala

PO Box 4550 lowa Cy 1A52244.4550
800 645.6073 | uiehiarens.org e
AGG2 2307 ADPR €010

November 9, 2022

Mr. and Mrs. John D. Sample
Amergont

9 Cartennial Dive

1A 01960
T e R R

Dear Mr.and Mrs. Sample,

today 9
for children who are sick and hurting. University of lowa
Chilch |

the support from fr

We offer the most children, including

found anywhere else in the state. For example, tis the only hospital in the state providing

psmzlm hear, kidney, iver, pancreas, blood, and bone marrow transplants.

of care for children

2uhoun day, 7 days a week. Whelher you are a paum o s rarcpec, you ko el
ic care. And you

understand the peace of mind that comes when kids are rsated
1o go the extra mile for them.
‘Today, you can show your commitment by making a gift to Ul Stead Family
Children's Hospital. Your gift of $15, $25, $50, or more will ensure that every child
Who comes to us, no matter how serlously il or Injured, receives advanced treatment.

To asaursthat o chldeann ourcommurty hae 850000 1 tialeve of cuaity coe,

we rely on donations from compassionate friends like yot
By supporing U1 Stead Famdy Otadras Hospitaltoday you will holp (o anaure cur
joung

Limealiice. Thope t hea am yau soon, and ek you o your gonerosty.
Warm regards,

J. Brooks Jackson, MD, MBA

Vice President for Medical Affairs
&the Tymne D. Artz Dean, Carver College of Medicine

Ps. i Thank you for your support!

Changing Madicine. Changing Kids’ Lives."

D M If JNI DIRECT MARKETING
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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 . 2 &
Launch Date 3/25/22 4 GbOD REASONS

Audience Targeted Active direct mail TO JOIN US
donors, 0-36mo + targeted 37-60 Mo

QSLG QSLGxLS O SLGx2 O Others

MY LOVE OF HORSES
WILL BE MY LEGACY

CAMPAIGN STATS
Total Recipients 4,879

O Making a gift of stock
SUPPORTER CARD O Giving from my IRA or Donor Advised Fund

O Designating Habitat for Horses as a beneficiary

Gross Income $28,160

Average Gift ($) $50.74

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

Please charge my gift to my:
Qvisa OMasterCard O Discover

Exp date: ) Amount's.

1F ou shoe your enail oddvess well send o recept
with e fhens lectroiclly — i saves us woney!

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.

King your 2022 gift

6080 abittfor Horses Lane | Ahin, TX 77511 | habitafohorses g

nnnnn |||||

e weeping wf o

4 wnd saing borsest
i |

JOE AND GEMMA WANT YOU TO
ACCEPT THE ENCLOSED CARD

DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION
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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 MARKETING
Y FUNDRAISERS ASSOCIATION



DIRECT MAIL RENEWAL

Smile Train Holiday Shopping List

CAMPAIGN DETAILS

CAMPAIGN STATS

Campaign Name Holiday Shopping List
Category Direct Mail Renewal
Nonprofit Name Smile Train

Agency Name MarkeTeam

Launch Date 9/30/22

Audience Targeted Donors

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%

Oct Renewal Holiday Shopping List & Test

Send a holiday gift that

will last a lifetime!

ISALUTATION:]
[COMPANY]
IADDRESS) y
[ADpiEssy

{CP Rtk (am)

BARCODE

)
2Bl HOLIDAY SHOPPING LIST:

Looking for a holiday gift that’s guaranteed
to last a lifetime?
Choose any of these gifts to .
give a child everything they need g SEASON
for a complete new start for the 7 GF
New Year and help make our SMILES
2022 Season of Smiles a success!

QD {1‘»/Aymm/:{:n4ﬁn’ﬂf %
L7 mﬁ puipment Tor
e
I

$so can provide rucricianal sppere

Smile’

El v babies x«%w s
o

waight

125 can help s continue to ensurt
Ma«n o« m %ﬁ: gualiey, and
chensivs deft care
QO ¢ for e )

Give a new smile and everything a child needs to use it.

gy

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!

é Smilelrc

Dear [Salutaion],

SEASON
SMILES

e let (—the
d chance at life their family

Scptember 30,2022 ing to new partner
fnto morc

millions of children with untreated clefts.

fsiblerich FREE cleft
nerousfricnds ike you, we

understand him.

, 10-year-old

prescengid
abou ther clefts.

s alife for the new ye

o
aurlist only inciu

des

Season of Smiles.

)
,V-‘}/
.\n\E FROM:

fusive Smile Train “To fFrom”
. Iy ofsaying thanks for making the
defi for the first time ever.
i iburi OTH the ¥
an avernight hospital sta, i a
g oo e o e ey e
AStason of Jfthe cost of achil
tntt” with i
R .Qw.,'..
(over pleas)
oot
'
= O&8Z
o —
u § L

forchidrenawich clfes. To help crcate a Season of Smiles, | have

o lGl rmsm

IADDRES)
s
IADDRE

)
[CITYLISTATE] (71P}

53 S0% savings: 3 the Z5carc ack s Oy 5250, 59U 504 60%
Trom e gl
To \ezm more about Smile Trinand to order these special
acks of cards, please call 1.800.935.7308.

DIRECT MARKETING
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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%!

Planned Parenthood Mar Monte
December 2022 Direct Mail Appeal
Letter/Reply
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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 MARKETING
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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 1 5

Total Recipients $23,810 =

Tt gou Fon youm wpperer!

Gross Income $56,112

Average Gift ($) $70.40

[T —

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—Tlike explainers on

. g . Protect the Fight fc Abuse of
the filibuster and gerrymandering. We use o e Fown
this appeal to upgrade monthly donors, 6545

and for a DM package with no premium, it’s
visually compelling and stands out as people
browse.

DIRECT MARKETING
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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 VVVA 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.
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DIRECT MAIL RENEWAL

Anti-Defamation League February Tax Mailing

CAMPAIGN DETAILS :
ADL. o

Campaign Name February Tax Mailing e &

Your 2021 Giving Summary Enclosed

Category Direct Mail Renewal

Nonprofit Name Anti-Defamation League

(ADL) / .
Agency Name CDR \ - s
Launch Date 2/14/22 ADL oo ki st

AT Fon AaZe and for gpoe enging Z;J'

o 2oLL.

Audience Targeted Donor-Member File ‘

CAMPAIGN STATS
Total Recipients 40,248

Gross Income $300,501.78
Average Gift ($) $1390.64

Cost to Raise $1 (Total Cost/G ross 2021 GI\IILNG SUMMARY FOR [FIRST NAM:]’\[;:JST NAME]
Income) $0.014

Cost per solicitation (Total Cost/Total
Recipients) $o.10

antisemitism and all forms of hate in 2022

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 I I
impacted the fight against hate, and a very Ppilag g oo
soft ask. This package focused on gratitude
for ADL donors and encouraged them to
give again. They responded enthusiastically!

s e O b e
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DIRECT MAIL RENEWAL

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

CAMPAIGN DETAILS

CAMPAIGN STATS

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

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%

PLACE

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.

7 XXX XXXXKXXXXM

1/2" DROP CUT

Marine Corps
Scholarship Foundation
et ey e T

CLAIM YOUR LIMITED-EDITION
LAPEL PIN WHEN YOU SEND A
GIFT OF $50 OR MORE TODAY.

YOUR SUPPORT MEANS THE WORLD TO US.

SHOW THE WORLD WHAT IT MEANS TO YOU.
‘The Marine Corps Scholarship Foundation Lapel Pin represents your promise
0 honor Marines and Navy Corpsmen by educating their children.

Wear it with pride to show you itment to the S ip F X
Show it to your friends and others who want to know what you carc about
Make the Marine Corps Scholarship Foundation Lapel Pin a proud part of
your everyday life!

Simply fillin the reply form and make a generous donation of $30 or more,
and we will send you your own Marine Corps Scholarship Foundation
Lapel Pin!

As we prepare Lo celebrate both our Nation’s birthday and the sixticth
anniversary of the Marine Corps Scholarship Foundation, let us send you
your own lapel pin that represents your loyalty to our mission, as reflected
in our motto:

“Honoring Marines by Educating their Children.”

6@ ANNIVERSARY

PIN HERE ;

For all you do for the children of
Marines and Navy Corpsmen,
we thank you.

Your MCSF PIN
Wear it with PRIDE

Marine Corps
hin F

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX]

XXXXXXXXXXXXXXXXXXX]

XXXX]
XXXXXXXXXXXXXXXX]

[CityXXXXXXXXXXXX,] [State] [ZipXX]-[+4XX]

INSIDE: Get your Marine Corps

Scholarship Foundation Pin! T e T A e T AT L
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DIRECT MAIL RENEWAL

MSF-USA
Refugee Appeal

TIE

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 $2,099,069
Average Gift ($) $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!

Matching Gift Offer Enclosed
Your Gift Goes 2X as Far!

=
A B Lttt

/////////A it

S Without Borders tearms are on the ground working to meet the most

We're running to provide health ychological first aid for people of all ages.
Our teams have aso provided aii ing for hospital staff to respand to mass casualty events and surgeries for
war-wounded people.

Our medical referral train is helping transfer vulnerable people from areas under immediate Sean

ilways to develop a larger train with an expanded mediical
o

We need your help. Please send your urgent gift today to support our humanitarian efforts for

emergencies like the war in Ukraine and other crises worldwide.

s 200022 55 oamc

RESPONDING
i TO THE GLOBAL
REFUGEE CRISIS .

MATCHING GIFT CONTRIBUTION FORM

B

iy of my patients made increcible strkies.

*Narne has been changed

DIRECT MARKETING
SZAAN FUNDRAISERS ASSOCIATION
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DOCTORS WITHOUT BORDERS
MEDECINS SANS FRONTIERES.
PO BOX 3022

HAGERSTOWN MD 21741 5904
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DIRECT MAIL RENEWAL

National Audubon Society
Annualized Renewal 1

TIE
CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY
Campaign Name National Audubon Total Recipients 397,315 SUCCESSFUL

Society Annualized Renewal 1 This package truly delivered thanks to

stunning photography; clean design;
Average Gift ($) $52.37 powerful messaging on the climate crisis

Cost to Raise $1 (Total Cost/Gross as an urgent existential threat to birds and

Gross Income $1,433,937
Category Direct Mail Renewal

Nonprofit Name National Audubon

Society their habitats as well as donors’ essential
Income) $.015 . , .
Agency Name O’Brien Garrett role in Audubon’s conservation work; and
gency Cost per solicitation (Total Cost/Total an irresistible gift match and back-end
Launch Date 11/1/22 Recipients) $0.53 premium offer.
Audience Targeted Donors Direct Mail Response Rate 6.89%

55 Audubon

YOUR GIFT

)élr\udubon

I
RENEWAL NOTICE ENCLOSED FOR

P M
P 7 e e
i

BUSINESS REPLY MAIL

it pdomepe
Eoed

2023 ANNUAL MEMBERSHIP RENEWAL FORM it ey o \
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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

HERE'S A RECEIP

"()b\"m““ BILLY

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.

e

WHITE COAT

WASTE prOJECT

il o Koo Voo
Vo i o oigose sk B

ko do-briainng oAgomOns

I I
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DIRECT MAIL RENEWAL

International Fellowship of
Christians and Jews Shammash Test

CAMPAIGN DETAILS

CAMPAIGN STATS

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

International Fellowship 303 East Wacker Drive, Suite 2300
\ of Christians and Jews*"  Chicago, IL 60601

“<<Salutation>>, help me bring light, hope, and lifesaving care
to suffering Jewish people this holiday season.” —Yael Eckstein

Join thousands of people in making a Hanukkah shamash candle,

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%

ng!andhnpotnhualundhspeup]er

Dear ceSalutation>»,

SZAAY FUNDRAISERS ASSOCIATION
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remembering the strengh our people showed during the darkest fit

et v ing e e ime, | i o
o dys whee ik aboutthose i ™

cannit gt the foces of desperataly poor and ldaly

out of my heart and mind. My/
Godunnsmmmwmipwplemmx 5 using the kindness
His light

former S

<Sclutatiors=», that is why | am reaching out to you,
mlﬂ!oaﬂhgub]mmmalmhk two important @

1. First, retum the attached
‘medallion

e e St camates o i e

2. <<Would you also include your gift of XXX, SYV
can comtinu serving those n cspeats neec? AR
former ‘countries and Israel, and as

e o gt o e v et £

Itis beautiful to know that the we maky

s e o bk ot e
are powerful together, joined by our shared love for God and.

International Fellowsh
A\ of Christians and Jews

05 Eat ke Crive St 2300 Chinag, L 60501+ 3002420001 31,64

b ey ko

S b et e e e g ' e

is @ time for fith and famil, for sacred traditions, fo ivina thanks o Giad and for

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!

International Fellowship
A\ of Christians and Jeves

The Stonsy of the Manubkah Merorah

‘FHanubkah. ey mirackes — a g y and a miraculous

spiritual victory in the Temple at Jerusalem.

The ol b s d Bt 6 e L S el o St
5, defe T S Al 0t it U
5 tried to forbid Jewish.

Following the Maccabess’ victory over these defilers, the Jewish people rededicated the
Temple s their one-day supply of llbnmsdmnum]auilyﬁrqdndny The special
‘menorah used only at Hanekkah co e i e oo
i sl i o s S b s
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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

Name,
your gift will be DOUBLED to help
hungry kids near LongCityName!

John Q. Sample
123 Any Road

Anytown, AS 01234
Tttty S AMP L eslylopeeflelity

Now more than ever, kids and
families need help with food.

, 4 e
$1 provides up to X meals. FOO.
Your gift will be matched — and your impact doubled BANKE»

for those wito urgently need food!

Dear Salutation-Regular,

For kids who rely on school meals, summer is always the hungriest time of year.

As one of our partners shared with us, “During the summer months, children are home or attending
camp and are hungry. They play hard and are constantly growing. 1 hear often, ‘my kids are eating me out
of house and home.” Without free hot lunches or in-school snack programs, these kids need extra
nutritional support.”

And now, as the prices for gas and groceries rise dramatically, thousands of New Hampshire
families don’t know where they’ll tum to make sure their children get enough to eat when school lets out.
The added financial burden is too much to bear.

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

Salutation, we can’t let children go hungry. We must take action now — which is why I'm
writing to you today.

Will you please give to our urgent Summer Meals Matching Gift Campaign as you have in the
past? For a limited time, any donation will go twice as far, thanks to a generous donor who has offered to
‘match all gifts up to $100,000!

That means Sask1 from you will become Sask1x2, Sask2 will turn into Sask2x2 and $ask3 will
be doubled to Sask3x2! Instead of every dollar you give funding 2 meals, you'll help provi
feed hungry kids, families and senior citizens near Long City Name and throughout the state!

If you can, please send one gift now for June, and help again in July and August using the reply
forms I’m enclosing. Or if you’re able, please make one gift for the entire summer today. Remember,

96% of every dollar you give goes directly to programs that feed hungry people!

It's never easy to ask for help. We’re proud and independent people in New Hampshire. But
sometimes our neighbors need a place to tum.

As you know, the last two years were extremely hard for families in our state. Thanks to you and
your fellow supporters, we distributed 17 million pounds of nonperishable food items, fresh produce and

(over; please)

700 East Industrial Park Drive, Manchester, NH 03109 | P: 603-669-9725 | F: 603-669-0270 | www.nhfoodbank.org

IMMER MEALS MATCH CAMPAIGN RESPONSE FORM: JUNE

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.

'SUMMER MEALS MATCH CAMPAIGN RESPONSE FORM: JUNE

B

El

SUMMER MEALS MATCH CAMPAIGN RESPONSE FORM: JULY.

ar-

SPONSE FORM: AUGUST-

DIRECT MARKETING
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JANCY MELLITT
DIRECTOR OF DEVELOPMENT
NEW HAMPSHIRE FOOD BANK DEPTF

POBOX 5000
MANCHESTER NH 031085000
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DIRECT MAIL RENEWAL

University of Pittsburg Medical Center
January Annual Fund Renewal

CAMPAIGN DETAILS

CAMPAIGN STATS

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

Your FREE gift is enclosed!

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%

i Support Cancer Research and Save Lives! )
ANNUAL

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!

Iishto make a gif: 14 iketo make my if by creditcard:

S Rreics Borws QVSA_ AMesinCad Dsener

Support a world leader in cancer research and care!

Intermationaly rocogized fr s eadarsip 1 1o prverion, dotection, dgosis and —

for

very yoor ant wo v boon focomzed as one of the ration's best. UPMC Hilman
Gancer Contr

More research and better care equals more survivors.

UPMC Hillman Cancer Center

200 Lothrop Street
Pitisburgh, PA 15213-253

. g oA
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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

ErY

Shannon Steene SR e
Carpenter’s Shelter =R s

S

Y @éa&tofﬁ
Mnn«ahzx&?«d% lenente

Mainame>
<Mhddre
My, MState> Mirip>-<MZips>

L LR R AT T R T R A AU IR

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) $o.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

more help and hope to those who need it most? Your gitt will provide:
Your gener ourneighbors $25
. | see firsthand ANight of
impacts our communitys most vulnerable neighbors. Mother Teresa's Shelter
words above hold true even today — sometimes its the smallest
gestures that can make the biggest diference in someone’slfe. $
1fyou think your gift today won't make a difference, a young man named 45
Kengiwould tell you otherwise. When | met Kengi, who found himself at 150 Diapers
rpenter year, g for Residonts’
e profoundly — changes we couldn't have helped him with without e
‘community support from people just like you.
S00n he had a newjob in landscaping, but then he faced another $
challenge — a 45-minute walk to and from his new job. 90
Fortunately, Kengi had applied f Four Sessions of
tofree bicycles, As partof the "Ear  Bike Scholarship Program,” NEE
which
cut down Kengi's commute to just 15 minutes! Couateling
For many of us, having a bicycle is something we take for granted. But
over, please]

“I alone cannot change the world,
but I can cast a stone across the waters

to create many ripples.”

Dear <Salutation,

1 know you've heard from us a ot lately ... but the need for help s

still so great. Sadly, many of the root causes of homelessness, such
. 3

people in
homelessness right now.

But lwa I

community’s mostvulnerable residents.

allit take b loss
ora divorce, a death in the family, or unrelenting health issues for our

Small gifts make
huge impacts in your

y

Will you join us today and make an impact in our community?

Q Yes, I want to help our neighbors in Alexandria find homes and the help

and hope they need to get back on their feet again. Enclosed is my gift of:

Q <Ask1> Q<Ask2> Q <Ask3> Q<Ask4> Q <Ask5> Q <Aské>
i arount would reand m \w!i

To donate by credit card, see reverse side or visit our

plus
Thank you for your generous support!
<Mailname>
<MAddress> By s

930N, Hervry Street + Aleandra, VA 22314 + 703-548:7500 Unaweld>  Keyode>  <sea>

Developmant Offca
s:nmu-rwsm«
candiiy A 27314

Carpenter's Shelter

for a person like Kengi — trying o get his feet back on the ground
— a bicycle is not just a bicycle. A bicycle means having reliable
transportation to a paying job. A bicycle means not having to rely on
others.to pick up groceries for you. A bicycle is the first solid step in
breaking the cycle of homelessness forever.

And now, with your generosity and support from our staff, Kengi s

Ueering how 1o et Hs meney. seve for H cwrhame, snd got e

resources he

Kengisjourney to regaining [ mdcpvndwcc and the dignity e a
mpassion.

N, e Sracrd by ratell ot your cuiiaed sippariof
’s Shelter, but our work is far from done. Carpenter’s
s argely tunded by donors ks you, eaple who care

e anather G f <AsK1> or aven <Askzs In hanr af the small
things in Life that make the biggest impacts on our neighbors who
need support?

d f d basic
of needs — a shower, meals, medical treatment, safety, warmth —
but also sets your neighbors up for lasting, sustainable independence
By hlping them find work and affordable homes Your kindness
spreads hope, help, and dignity

Your donation, no
‘matter the amount,
leads to big results!

St sure what to expact
butl decided 1o give ita ry. | am
foally glad | did" - Omar

Ms. Violat

for har

ighout our

9 it ide safe, temporary housing

social personality transformed
er into a godmother of sorts for

"
famil bt the harzh winte
e mado the ncd greater tha ever Wil you hp o help ovon moro
paople in 20227

On behalf of d dedicated
staff, I would like to thank you in advance for considering giving a ift of
any size today.

With appreciation,

S mE—

Shannon Steene, Executive Director

P, Hersaleasrvnn tar fapppen & angons: Sl only Lecaoe of Ue

Afer being vict

family ware ablo o access tools
‘and resources o get back on their
featand save fo their own home!

and her

lzf’ v /:u DVAI'(’ tents ,Media tan /?e Mme«m
i "4 Elack on the
4
Please donate what you can: CarpentersShelter.org/BeALifeline
; Choci us out through
Credt cara nformatons Chock us ot
o ancosad ot
(@CarpentrShelter
Oves  OMestras  Closeover [ Amazns
co Ocrnte shoer
.00 Socutty Coto o
Phone Number i Adros: e Seer
it e
Signature:

03 Ploaso make my git monthly so 1 can bocoma a “Shaltr Helpor”
L] Pleuse call me about ways (o nclude Carpenter's Shelerin my wil

nd other estato plans. ey

« Community Case Management

« permanent Supportive Housing

changing season & callouts emphasized the
diverse people being helped, giving donors

more opportunities to connect with the
mission.

Together we can CHANGE LIVES
in our community!
In 2021 we ...

20

CARPENTER'S SHELTER'S VISION:
To be the community leader in preventing
and ending homelessness.

e
SERVICES:

& fedand provided )he\m for 253 people including 59
(,,y cndren fom 26 famite:

roviea 78

Ensbled 6 homeless

continue their education.

+ Winter Sheker Collsborative
* Ropid Rehousing

* Corpenter's Cline

+ tducation and Employment Program
= Mental Health Therapy

&

o
Sholtar

Please GNE ...a HELP us serve
th Alexandria at
/BeAlLifeline

“A JOURNEY OF A THOUSAND MILES BEGINS WITH A SINGLE STEP”

Viianelofther

n the United
work

job.

permit

upon her b

Young

months,

et daugher
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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%.
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DIRECT MAIL RENEWAL

Save the Children Year End Get Fed Up

CAMPAIGN DETAILS

CAMPAIGN STATS

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

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.
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DIRECT MAIL RENEWAL

American Indian College Fund
Supporter Card Follow-Up

CAMPAIGN DETAILS

CAMPAIGN STATS

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+

AMERICAN INDIAN
COLLEGE FUND

Heroes for the future stories enclosed!

T

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%

ommmm COLLEGE FUND

‘Meet Our Heroes for the Future
mewmw,hmm
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% Band of Chippewa)

DIRECT MARKETING

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.
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DIRECT MAIL RENEWAL

Guggenheim September 2022
Member Lapsed Recapture

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY
SUCCESSFUL

The campaign exceeded expectations with
773 returning members, $102,745 revenue,
Average Gift ($) $132.92 $80,821 net revenue, and 79% lower cost
to raise $1than projected. It also spread
the word about the spectacular “Alex
Katz: Gathering” exhibition, using vivid
Cost per solicitation (Total Cost/Total exhibition branding and Katz’s engaging
Launch Date 9/g9/22 Recipients) $0.69 art.

Campaign Name Guggenheim September  Total Recipients 31,744
2022 Member Lapsed Recapture

Gross Income $102,744.50
Category Direct Mail Renewal

Nonprofit Name The Solomon R.

Guggenheim Museum and Foundation Cost to Raise $1 (Total Cost/Gross

Income) $0.21
Agency Name Daniller + Company

Audience Targeted Dropped general- Direct Mail Response Rate 2.44%
level members from 2014 to 2022 and

dropped Patron-level members from

2021-2022
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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

© e

Wﬁr -

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.
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DIRECT MAIL MID-LEVEL RENEWAL

Mid-Level PanCAN Renewal

CAMPAIGN DETAILS

CAMPAIGN STATS

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

PIP RENEWAL/LAPSED

PARTNERS
INPROGRESS

b

DOUBLE your fight against pancreatic cancer

Continuing Tyler's Flg‘“

Canrying onin e

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.
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DIRECT MAIL MID-LEVEL RENEWAL

IRC Mid-Level Year-End Follow Up Appeal

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY
SUCCESSFUL

This appeal made over $1 million dollars
for IRC with only 18669 donors mailed.
Average Gift ($) $1,486.47 This package stands on top of the
fundraising podium in terms of revenue
and response.

Campaign Name [RC Mid-Level Year-End ~ Total Recipients 18,669

Follow Up Appeal Gross Income $1,146,065.58

Category Direct Mail Mid-Level Renewal

Nonprofit Name International Rescue

Committee Cost to Raise $1 (Total Cost/Gross

Income) $100.82

Agency Name Harrington Agency Cost per solicitation (Total Cost/Total RIS
Launch Date 11/28/22 Recipients) $4.16 ° Over revenue projections: 300.5%
Audience Targeted Mid-Level Direct Mail Response Rate 4.13% ° Improved # of donors: 417.5%

° Improved response rate:144.3%

° ROl improvement by 266%

IRC Mid-Level Year-End FOLLOW-UP
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DIRECT MAIL MID-LEVEL RENEWAL
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\ 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.

PROVIDING ABORTION CARE FOR ALL WE' RE ALL

NO MATTER WHERE THEY ARE FROM
OR THEIR ABILITY TO PAY.

IN THIS FIGHT
TOGETHER.

Give online at PPGNYisGreater.org

REAL LIVES.
REAL CHOICES.
REAL CARE.

WE’'RE READY.
WE’'RE HERE.

‘want. We should come together right now to do what we need
todoto: eople who need abortions."

- Evelyn Alarez, sho/they), Activist and PPGNY Patient

Give online at PPGNYisGreater.org

WE'RE ALL
IN THIS FIGHT
TOGETHER.

FIGHTING THE BATTLE
ON ALL FRONTS

Yes! iminthis rgmw.mppem nd
for access to abortion care. Here's my gener

5 Planned Parenthood %

of Greater New York &
e QAskl QAsk2 QAsk3 QOther §

Dear [Name],

Q1'm making a gift of securities.

health carc and others cannot.

rs can make arrangements

aling 212.965.7191.

Q1 prefer NOT xob Isted asa
donor in PPGNY's annual report.

Planned Parenthood of Greater New York (PPGNY) from three
wy f

abo in
ong gifts that ret income
thersfight . Arkansas, Florids, and bequest options.
Georgia, Idaho. Kentucky. Louis i i Ohio, Oklahoma, South Carofina,

See reverse for payment options.
Donor ID# Appeal Code
Sample A. Sample
123 Any Street
200 Apt 123
Anytown, USA 12345-6789>

today. T forall,no matter what,

Make check payable to: Planned Parenthood of Greater New York,
or visit PPGNYisGreater.Org to give online
or chargo my O MastorCard U Visa QAmEx O Discover

Despite this year's many
and virtual patient visits
fe sex

CARD ¥ EXP.OATE

NAME AS IT APPEARS ON CARD

t, your support is needed — and iated

. We can’t thank you enough for SIGNATURE

With gratitude,

EWAIL ADDRESS

Keith Corso
Chief Development Officer

WE'RE ALL IN THIS FIGHT TOGETHER.

DIRECT MARKETING
SZAAY FUNDRAISERS ASSOCIATION

WE’'RE TAKING ACTION.



CAMPAIGN DETAILS

DIRECT MAIL MID-LEVEL RENEWAL

Leaders Circle Ren 4
Year End Campaign

CAMPAIGN STATS

WHY IS YOUR ENTRY

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

Leade
Circle

53

Ms. Jane D. Sampleperson
DaVinci Direet
36 Cordage Park Circle, #339
Plymouth, MA 02360-0000

Le.adeﬁrs
Circle

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%

mspca 9 angell’

4 it showed. Soon she was so lively,so full of energy, she could
and go bounding into life!

ry special time at Willow's house. You gave her a

iy like the others. She
hest

in kiiens. But Willow

of

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.

Leadefs
Circle

2022 Reply Form

‘The Leaders Circle is a special group of supporters that
contribute at least $1,000 annually to help the MSPCA-Angell
in its mission to provide kindness and care for animals.
QYES! Le

Amount Enclosed s
or

Ms. Jane D.
DaVinci Direct

al
QVISA  QDiscover QMasterCard 9 American Express.

Donor ID-LCRS,

mspca %) angell’

SGRATURE

QYES!

MSPCA-Angell

Amount Enclosed §.
Donate online at www.mspca.org/ic22member

‘Soe reverse for various giving levels and benefits.

Your Leaders Circle Benefits & Recognition

The

e
more per year

for your le:

ie5 of your gift in action, sa\
opy of MSPCA-Angell Ann:

inimals from abuse and neglect

BENEFACTOR: $2,500-$4,999
‘You will eceive all benefits listed
- MSPCA-Angell persor

PROTECTOR: $5,00

nal use
Medical Center

DIRECT MARKETING
FUNDRAISERS ASSOCIATION

Leaders Circle

MSPCA-Angell

350 South Huntington Avenue
Boston MA 02130-4803



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 e

Nonprofit Name TechnoServe

Agency Name Faircom New York

- 22 7
o RING DRIVE 20
Enclnsed-.SVPnur New Supporter Card! ¥ Z
N B NG
CONOT BERS

Launch Date 11/7/22

Audience Targeted Donors, Mid-Level

CAMPAIGN STATS
Total Recipients 2,979

Gross Income $64,338

VALUED
S\j/pPORTER

Average Gift ($) $294.72

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

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

transform, Thank you

Direct Mail Response Rate 7.39%

WHY IS YOUR ENTRY (\
SUCCESSFUL

We exceeded objectives to increase Serve
revenue and member engagement from Business Solutions to Poverty ®

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. VALUED
SUPPORTER

DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION



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 MARKETING
Y FUNDRAISERS ASSOCIATION



DIRECT MAIL MID-LEVEL RENEWAL

Phoenix Zoo Fall 2022 Upgrade Campaign

CAMPAIGN DETAILS

Campaign Name Phoenix Zoo Fall 2022
Upgrade Campaign

SPECIAL INVITATIO!

Catego ry Direct Mail Mid-Level Renewal EXCLISNE MEMBER ACCESS T0 ZOOLIGHTS

Nonprofit Name Phoenix Zoo

Agency Name The Lukens Company

Launch Date 10/3/22

UPGRADE YOUR SUPPORT

Audience Targeted Mid-Level

CAMPAIGN STATS
Total Recipients 15,676

Gross Income $58321.90
Average Gift ($) $327.65

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

MEMBERSHIP BENEFITS

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 RO, it also served as an
important step in educating, cultivating, and
identifying members interested in higher
levels of philanthropic support.

XLUSIVE BENEFITS!

DIRECT MARKETING
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DIRECT MAIL MID-LEVEL RENEWAL

STC Annual Fund

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY
SUCCESSFUL

Mid-Level supporters receive a new
supporter card and are asked to upgrade
Nonprofit Name Save the Children Average Gift ($) $1,671 or renew their support. The mailing also
includes a personalized proposal that
reports on past accomplishments and
outlines how they can support the Annual
Cost per solicitation (Total Cost/Total Fund Project to help meet goals for the
Recipients) $4.60 upcoming year.

Campaign Name STC Annual Fund Total Recipients 15,795

Category Direct Mail Mid-Level Renewal Gross Income $508,008

Agency Name RKD Cost to Raise $1 (Total Cost/Gross
Launch Date 2/17/22 Income) $0.14

Audience Targeted Mid-Level

Direct Mail Response Rate 1.92%

t P — LEADERSMF CIRCLE " 2022 ANNUAL FusD
e [r=pirir—y oz | Bpnt T
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2022 LEADERSHIP CIRCLE ANNUAL FUND
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LEADERSHIF CIRCLE
2022 ANNUAL FUND
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DIGITAL
ACQUISITION
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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

Wildlife |
Conservation
Society

v

Additional Emails

Animated GIF

I FADE AWRY,

Animated GIF

Form Variant

=
HONTLET THEM

L

DIGITAL ACQUISITION

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

Animated GIF

Sumatran tigers are at risk of
vanishing forever—give them 3X the
protec

LI FADEAWEY.

Digital Acquisition Campaign g5 STiEacy
2023 #Givi d

sday and Year End ** digital

DIRECT MARKETING

AN FUNDRAISERS ASSOCIATION

Facebook

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

Form (Mobile)

Form (Desktop)

Wi

N LET THEU

1|3
away

e

Social

Display

Digital Acquisition Campaign, 2023 #GivingTuesday and Year End [0 Higai




Vv \\ DIGITAL ACQUISITION
“/’DMFA\\" . .
) Toes 0% Seattle Children’s Hospital
A\ £ Paid Search Acquisition

CAMPAIGN DETAILS = — - e

Campaign Name Seattle Children’s Paid S e
Search Acquisition

Thank You for Helping More
Children With Your Monthly Gift

Category Digital Acquisition

Nonprofit Name Seattle Children’s Hospital
Agency Name TrueSense Marketing

Launch Date 1/10/22

Audience Targeted Prospects P

CAMPAIGN STATS - e
Gross Income $73,287.61 o )
Average Gift ($) $170 Thank You

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

Willyou share your message on social media?

Cost Per New Donor $117.33 600 T
WHY IS YOUR ENTRY
SUCCESSFUL
This first-ever digital acquisition campaign — — = e
for SCH netted a 7.21% CTR and a 3.3% e ——
conversion at a 1.81 ROAS! Even better, 52 e o
of the 344 new gifts were monthly donors, Tharik¥ou
(approximately $26,000 of the $73,287.61). R
Those monthly donors continue to account
for $1513 a month in recurring revenue. E
6noom

DIRECT MARKETING
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DIGITAL
RENEWAL
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DIGITAL RENEWAL

Human Rights Campaign

Year End Campaign

CAMPAIGN DETAILS

CAMPAIGN STATS

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

Gross In

Average

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

Email Response Rate .07%
Email Click Rate 0.3%

Digital Impressions NA

Audience Targeted Donors, Mid-Level

come $1,413,341

WHY IS YOUR ENTRY
SUCCESSFUL

. HRC knew year-end fundraising would be
Gift ($) $95 tricky with )1/2/31 ona Weekendind 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!

HUMAN
RIGHTS

NEW YEAR. NEW YOU.

That's why | want to send vou sn WEC exclusive mug when you make s
special year-end gift todsy,

HUMAN
RIGHTS

HAVE R

Y oL T

Hold on to that joy.

Hey Patrick
You are amazing!

While 20

HUMAN
RIGHTS
CAMPAIGN,

||

SEND ME ONE

HUMAN
E RIGHTS
Year-End Membership Challenge
10,000 MEMBER GOAL!
The LGBTQ+ Rights Movement Needs YOU!
Hame: Not on File
20235 Mémbarship Status: PENDING

Suggestsa Donation: $75.
Deadiine: 12/31 MIDNIGHT

RENEW NOW
GIVE MONTHLY

Our fundamental rights are on the line across the nation. LGETQ=
chiaren are 100 often the targst of atats legislative BttacKs. And even|
with our micterm successes. ws expect to experience more hats. lies
and dicrimination in 2025,

So, we've and fight hard for

equality. Please renew for 202) right now, during HRC's Year-End

NEW YEAR. NEW YOU.

NEW

MUG!

HRC Member swag alert: Only 1,000
in stock - begin your monthly gift now
to get your limited-edition mug!

txtSTOPtoQUIT

HUMAN

RIGHTS

Included with your E Gasimiion,
$50 Donation

Back by popular demand! Join HRC
with a $50 membership gift or more
TODAY to get your sweatshirt! http://
hre.lijg8/9vswas

STOP2Quit

DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION
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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.

e who

e goDe
protect e praase el
ey 3

NEXT 24 HOURS - ALL GIFTS
MATCHED: In Ukraine, countless
lives are at stake

Even as the war in Ukraine falls in and out of headlines, our
work continues. Iluman Rights Watch is amassing evidence to
show that governing bodies and international courts need to
hold Russian forces and others who have committed abuses

accountable for their atrocitics.

Please make an emergency gift to help us defend rights and
freedoms in Ukraine and other countries around the world,
Donate now!

SELECT DONATION TYPE

'Q A monthly gift helps us respond o urgent human rights
abuses and plon ahead.

DONATION AMOUNT (USD)

| DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION

= - DOUBLE.
e
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Daar people 10




DIGITAL RENEWAL

Wildlife Conservation Society
Protect the Whole Wide WILD World

CAMPAIGN DETAILS

CAMPAIGN STATS

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

Wildlife sorecrus WILD
C ti WHOLE WHBE
Conseoton WERES

Additional Emails

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

‘The ultimate gift for wildlife

Safeguard wildlife and the places
they call home with 4X the impact!

Ip
ra

Hel
pai

p protect an rrplaceable wild
ise—now with 5 the impact

‘With your support, we can
safeguard life-sustaining landscapes
and all who rely on them.

s dwindling lion
Tuesday match

DIRECT MARKETING

510,000 GIVING
TUESDAY
4X MATCH

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.

Wildlife PROTECT THE w‘l-D
C i WHOLE WHBE
Socety " WORLD

48 hours only: All gifts quadrupled
to safeguard the planet’s most

Desktop

$50,000 YEAR-END
4X MATCH

. i
$50,000 YEAR-END
4X MATCH 4X MATCH

s [ = JED = B ‘The future is brighter for wildlife
e EEEDE IR S
P PayPal P PayPal
P PayPal V!

AN FUNDRAISERS ASSOCIATION



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 = N i
Oklahoma — | AN Match: 550

Agency Name TrueSense Marketing = = = “~Ji | it Impact: $100
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 e 58 _hwieor

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 HOMEDA=
Oklahoma.

DONATE NOW

DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION



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) $o

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.

EMAILS 1-4

ﬂ‘ Aiital Fund m
7 :o = h
o

Aitital Fund

m_ Aftal Fund

DON’ S YOUR CHANCE.

m Aiftal Fund
a

LANDING PAGE

YOURGIFTTODAYWILL arrrvee
IMPROVE THE LIVES OF

DIRECT MARKETING
/ N\ FUNDRAISERSﬁSOCIATION




CAMPAIGN DETAILS

DIGITAL RENEWAL

Audubon’s Annual

Offer Year End Campaign

CAMPAIGN STATS

Campaign Name Audubon’s Annual Offer ~ Gross Income $482,616

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

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

_ Midnight!

)' Donate

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.

Just hours remain to fight this code-
red crisis: with a 3X matched gift!

annual gift
MATCHED
3X, Upto
$25,000

267D

2X Match active. Double your giving
before midnight!

You Are What Hope Looks

Like to Birds

Birds are at
atipping point

Donate

~~Audubon

DIRECT MARKETING
/ N\ FUNDRAISERSKSOCIATION



DIGITAL RENEWAL

STRL Giving Tuesday from Sunny, Basil, and Olive

CAMPAIGN DETAILS

CAMPAIGN STATS

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

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

Giving TREESday is next week!

@ Sunny, Basil, and Olive <membership@savetheredwoods.org>
To h

O o ouravorite days o the year s et weekt

GI¥INGTREESDAY!

Tue 11/22/2022 503 PM

Gift Amount

® One-Time O Monthly

Jave The Redwoods

EBRE A"GEU E

GIVE TO REDWOOD LAND FUND!
Make a lasting impact. Your gift will further our mission to protect and restore some
of the most special forests on Earth and advance our coast redwood and giant

sequoia forests along their path toward becoming the old-growth of the future.

You're also investing in a larger effort to fight climate change and connect future
generations to the wonder of the redwood forest. Give now.

Not Bruce Duesterhoeft? Ciick here to logaut

A gift of $100 or more really helps our redwoods!

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.

afastaction v @

[ s ||

‘ $500

I ’ $1,000

[ w
|

I I
DIRECT MARKETING

FUNDRAISERS ﬁSOCIATION

d like to help cover the transaction fees for my donation. My total amount will be $103.45,

Pay with Card

Pay with Bank Account P PayPal

ague is a 501(C)3) nonproft organization
nt of the law. Our tax identification number is 94-0843915.
the Redwy e
th Floor, San CA94104

2 | www SaveTheRedwoods.org

7
Esﬁf\'Y_

=



DIGITAL RENEWAL

Ronald McDonald House Charities
Ukraine Emergency Relief

CAMPAIGN DETAILS

CAMPAIGN STATS

Campaign Name Ronald McDonald Gross Income $68,192.49

House Charities Ukraine Emergency Relief

Category Digital Renewal

Average Gift ($) $194.83
Cost to Raise $1 (Total Cost/Gross

Nonprofit Name Ronald McDonald Income) $0.16

House Charities

Agency Name Concord Direct

Launch Date 3/9/22

Email Response Rate 0.16%
Email Click Rate 0.61%

Digital Impressions 133,555

Audience Targeted Donors, Prospects,

Lapsed

Help us raise $50,000 4 i URGENT > > > Families
for Ukrainian families = o A
i eed

Together, We're Making a

Difference

Plain Toxt

from Ukraine need your

URGENT > > > Families
from Ukraine need your

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.

View this as a web page

g
\g Q) HELP CHILDREN AND FAMILIES

RMHC

Help us raise $50,000
for Ukrainian families
in urgent need

GIVE NOW
#

L o\

? .l

GIVE NOW

Thanks to an outpouring of generosity from friends like you,
we're continuing our efforts to help families with ill and
injured children affected by the humanitarian crisis in Ukraine.

But our work is far from over. Bert, will you join our
to raise $50,000 in the next week to aid Ukrainian
families with ill and injured children, and your

i can get us one step closer.

Ronald McDonald House Charitiese (RMHC) and our

European Chapters are adapting and expanding our programs
L to meet the urgent needs of these families. Here's what

supporters like you have helped make possible so far:

« We're supporting frontiine hospital staff through our five Ronald
McDonald Family Room® programs within Ukraine.
+ RMHC staff are gathering and transporting food, medicines, and

thar crifical sunnlias as wall as wnrking udth hotal norfnars o find

DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION
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DIGITAL RENEWAL

GLAAD Giving Tuesday

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY

Campaign Name Giving Tuesday Gross Income $82,963

SUCCESSFUL

With a heartfelt message of community

Category Digital Renewal Average Gift ($) $260 and inclusivity, GLAAD’s Giving Tuesday
Nonprofit Name GLAAD Cost to Raise $1 (Total Cost/Gross campaign inspired a last minute $50,000
Income) $0.02 celebrity match. An exclusive set of pins

Agency Name None

Launch Date 11/26/22

Audience Targeted Donors and non-

donors

were also leveraged. Year over year,
revenue increased 104%, response rate
Email Click Rate 0.48% increased 60%, and the number of emails
sent increased 18%.

Email Response Rate 0.06%

Digital Impressions18,930 views

1. CHOOSE AN AMOUNT

Gl ING $50,000

TUESDAY MATCH 3 ) «e_e o )
Cron *aowup. ol Gl ING $50,000 EEGTETYare
g Shov Tl TUESDAY MATCH e
; \.l SHOW: o"_'f'_--; E -anl)
.'" T T:é.sddy 5 2. BILLING INFORMATION
§ #Giving [ COMMIT GIVING TUESDAY TO
3 100% ACCEPTANCE

i you's wth L thee weee your soupocrt jain aur 359,000 match with
B i of S35 or maee chit will DOWBLE in impso b HEht stiema.
misinfarmation. and weery inch of harm infilkraging the LERTR
Community, A & thank you, we'l send you cur special-sdiion pack of
i Assareness Pna
3. PAYMENT INFORMATION
hary* | ==
e | [l ro—"
oDopo |
Thin gih i in honoe ar is memary of wameane
R
THIS # MG TLESDAY
wear pour suppost for m
* Bemresd

DIRECT MARKETING
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MULTICHANNEL

Human Rights Watch Ukraine Crisis Emergency Appeal

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY
Campaign Name Ukraine Crisis Gross Income $113,536.12 SUCCESSFUL
Emergency Appeal The integrated appeals had an

Average Gift () $278.96 overwhelming response. The offline

Cost to Raise $1 (Total Cost/Gross appeal raised more than $100,000, with
Nonprofit Name Human Rights Watch Income) $o.15 an average gift of almost $300 and an
ROI close to $10. The online appeal raised
nearly $250,000 - 20% of HRW’s online
Launch Date 3/2/22 Email Response Rate 1.0% revenue - with an ROI of over 400% and
50 new monthly donors.

Category Multichannel

Agency Name Faircom New York Direct Mail Response Rate 3.57%

Audience Targeted Donors, Sustainers, Email Click Rate 0.9%
Prospects

New York, NY 101183299

S S S 1 77 1777 7777 AIR >~ GRAM® /47 /777

In Ukraine, civilians
face grave danger.

YOU CAN HELP ©

In Ukraine, civilians face
grave danger. You can help. DONATE NOW

DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION



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 $203,118 s
Average Gift ($) $129.70

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

$50,000
i3

4

$50,000

Clolideiy

uuuuuuuuuuuuuuuuuuu

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
strategiesThe $50K campaign goal was
complimented with sharing several stories
to demonstrate the impact of the disease &
NPF’s services

D M If JNI DIRECT MARKETING
B3 FUNDRAISERS ASSOCIATION



MULTICHANNEL

The Physicians Committee for Responsible Medicine
Save the Monkeys Campaign

CAMPAIGN DETAILS e ="
Campaign Name The Physicians — S
Committee for Responsible Medicine Save ;g'",gmx

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

PCRM Action Alert: Add your name
now to save monkeys from brain
experiments at Neuralink! https://
mbl.ms/kfINjgVgSwB -David
XSTOPtoQUIT

PhysiciansCommi
ity at
Neuralink

CAMPAIGN STATS
Gross Income $140,034
Average Gift ($) $46.32

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

Monkeys are dying! Donate today
to help save monkeys from torture
at Elon Musk's company, Neuralink!
https://mbl.ms/kfPRPaK4a8Z

-David txtSTOPtoQuit

Direct Mail Response Rate 5.65% e “ '
Email Response Rate 0.15%

Email Click Rate NA 8

WHY IS YOUR ENTRY ) !ﬂ]
SUCCESSFUL R T

ol # 4

SLEN 1T

NCLOSED
’ %E\ oNe

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!

PhysiciansCommittee -

& You ean belp PCRM sve monkeys and all aninals
#rom a life of torture with uar support toay by
usiting PCRMrg Savesonkeys.

Thonke o for helping us

o this cruety.
“Heal

Physicians Committee

DIRECT MARKETING
/ N\ FUNDRAISERSKSOCIATION



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 72,069

CAMPAIGN STATS

9 mspca

Kinnes and Core oAt

Dear Mrs. Sampleperson

gift. the giftof e iself:

Soon after Willow and
been adopted. But Willow b

her
d a problem. She w;

Vaittof;
Ci$yy  [1$2Z [iOther$ A | Aye
ppeal {4,

(Donor Town) Drive

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

XXXXXXXXX XKXKXXXXXXXXX

9 mspca

In Willow,

Koot oo

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.

hrough with “fying colors.
You can feel good
about your gift!

. . Surgery was
complicated, but thanks to you, we have world-class surieons on our team, and Willow came
o

ppropr

President

il holi for you  send back the other
wpport for are over he holidays. I will

jth your
display it proudly! Thank you again!

IAPPY. IAPPY.
HOLIDAYS! HOLIDAYS!

R

DIRECT MARKETING
/ N\ FUNDRAISERSKSOCIATION
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Willow struggled
to breathe!




MULTICHANNEL

League of Women Voters Yard Sign

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY
Campaign Name Yard Sign Gross Income $164,563 SUCCESSFUL

. . League constituents picked the messaging
Category Multichannel Average Gift ($) $41.39 and desire for a yard sign in an email
Nonprofit Name League of Women Cost to Raise $1 (Total Cost/Gross campaign. Once identified, we executed
Voters Income) $0.29 a Yard Sign campaign in email and
Agency Name MarkeTeam Direct Mail Response Rate 1.04% R kb

to receive the back end direct mail
Launch Date 4/26/22 Email Response Rate 0.48% fulfillment package. 11,000+ votes & $29K;
Yard sign brought in $130K+

Audience Targeted Donors, Prospects, Email Click Rate 1.44%
Sustainers

GET YOUR YARD SIGN
KIT TODAY

e

FROM OUR GRASSROOTS SignottheTimes

EFFORTS TO YOURS sk

‘ VOTE 411

DONATE $15, GET A YARD SIGN

Facebook Ad Donation Page
ELECTION INFORMATION YOU NEED
Yard Sign Emails 1-3 Autoresponder
Vote Emails 1-2 Landing Page
e
Lu i Pick Your Favorite!

v et e,

INK YOU FOR YOUR SUPPORT!

o Gase 1 vy e s v 1 5ty 7 Pt o7
Which design would you proudly displ:

Pick Your Favorite!

0 WOMEN VOTERS™ =
UTLNG I§ r Favorite! Votingis peoshepowes. Your ot your ok, Make therd.
V6TE G TING Is

FROM OUR GRASSROOTS EFFORTS T0 YOURS FROM OUR GRASSROOTS EFFORTS T0 YOUES.
GET YOUR EXCLUSIVE YARD SIGN TODAY! GEF YOUR EXCLUSIVE YARD SION TODAY!

FROM OUR GRASSRODTS EFFORTS T0 YOURS,
Ve T

people 1S YOUR VOICE

T ——

YOUR VOTE
1S YOUR VOICE

3

jou prefer for this design?

Vegri e Soomin
CED s o homen eters o e Unte stes

DIRECT MARKETING
SZAAY FUNDRAISERS ASSOCIATION
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MULTICHANNEL
Kogs for Warriors Year-End Renewal

CAMPAIGN DETAILS

Campaign Name Year-End Renewal
Category Multichannel

Nonprofit Name Kgs 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,
a165% 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 ROl over 2021
performance.

1 ’
o a

$250 Towen Kir

SO Tus e 20K

As you may know, we provide Service Dogs £ the velerans who need
them — completely free of charge. Sut the work we do comes Wit a
hesty price tag, especialy when you consider afl the 5= hings hat our
dogs need 1o be happy, heathy and loved.

)
o ask If YOU oan heip with some of the things we need.

b
$25  GroomnG SurLiss
E Ay K9 TrAww G Vst
B8  Verswmnr uscaL sultties
P15 Fewwr borree ¢ Psis Pesoses
$258Q Teawse Kir
FS Q8 Tove ror 20 Kis

You'll see there are pienty of llems and price ranges fo choose from for
Dot work and play — because every dog needs time fo unwing, foo. |
oross a fow Homs off owur wish lisf Just in fime for the holidays.
Picture those happy Bitfie faces and waging talls when you ghve!

Plus, Just imagine the ives we Wil save when we are abie i pair more
Service Dogs with veterans in need® Thank you for your help.

Happy Pewiidays

K9s for Warriors
Warm-up Email,
Donation Page,
Homepage Banner

Pups’ Holiday Wish List:
Treats, toys, a veteran to love.

GIVE NOW

K9s for Warriors
Primary Email, Donation Page,
Homepage Banner,

& sorie

nk You!

| DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION



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

Guide Dogs o
@ for the Blind @ Guide Dogs
I for the Blind

guldedogs.com/MarchMatch

DEADLINE: APRIL 30, 2022

Ms. Jane D. Sample

Donor

mergent

MATCHING GIFT 9 Centennial Drive

Amargent VOUCHERS Peabody. MA 01960

9 CentennialDrive Cod

Peabody, MA 01960 ENCLOSED. e "
o

Ms. Jane D. Sample
Donor

Dear Ms. Sample,

My gift of $LG becomes 2X$LG

e of the only gulde dog schools In the world providing financial
b oigie pirdotd gl sl Ll

Your sspoct of our

e or ‘snd the brewding. roisng.
We are 100X

a:) %igwinogsalind b DEADLINE:
Pacmoay v o0 April 30, 2022

SPRING MATCH GIFT

VOUCHER

My gift of $UG1 becomes 2X$UG1

1pplos, our dogs recalve top-noteh caro from a team
terinarians and tochniclans, supported by outside speclalists
5.

DEADLINE: APRIL 30, 2022

Ms. Jane D. Sample
Donor

Amergent
9 Centennial Drive
Peabody, MA 01960

‘o the browing. rosing. jde d
We e 100 i

Amérgens DEADLINE:
A 1960 April 30, 2022

SPRING MATCH GIFT

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

My gift of $UG2 becomes 2X$UG2
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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.

Guide Dogs Calfornin ampun:
for the Blind April 6.2022 Nationa Hesdauarters

350 L os Ranchitos Road
San Rataol. CA 94903

THERE'S STILL TIME TO DOUBLE YOUR GIFT TODAY! o
And if you've already sent your gift, THANK YOU! Sregon camp
Pl

Dear Ms. Sample,

Thank you so much for your support of Guide Dogs for the Blind (GDE)
You are an incredibly important member of the GDB family and we deeply
appreciate your commitment to our mission.

Guide Dogs
for the Blind

Recently, | wrote to you about Theresa and Wi, one of our dynamic guide
dog teams. Theresa works at GDB, helping our clients live and work with their
guide dogs. Theresa says Wills was born to guide. “He just loves it. My friends
call him ‘What's next Wills' because he's always rearing to go. Our life together
is wonderful and action-packed!”

But their vibrant relationship faced a serious challenge last year when Wills
suffered a tear in his knee joint. The diagnosis is a serious one for a auide dog.
Either Wills would go through surgery and extensive physical therapy or he
would have to retire.

Ms. Jane D. Sample

Donor

Amergent

9 Centennial Drive
196

Theresa knew In her heart there was really only one option. Wilis needed to continue the
work he loved. And thanks to generous supporters like you, Wills made it through the operation
and several waoks of thorapy with flying colors and is again doing what he was born to dol

5 “I wouldn't have been able to afford the surgery and treatments without GDB's financial
BarCots assistance,” Theresa says.

Your gifts help fund Critical Care for clients who need financial assistance. So that's why
I'm hoping you will support GDE during our Spring Match opportunity! Granite Solutions
Groupe has agreed to match every gift made by April 30, up to $50,000!

That means your gift of <$LG> will be worth <2x$LG> during this special opportunity.

And if you can increase your gift to <SUGT>, it will be worth <2x$UGI>!
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\‘y Q” MULTICHANNEL

\| VN Episcopal Relief & Development
P ; :

X\ & Ukraine Rapid Response

TIE
CAMPAIGN DETAILS

Campaign Name Ukraine Rapid Response

Episcopal Relief & Development &
@EpiscopalRelief

URGENT: As the violence escalates in #Ukraine, we are helping to
provide humanitarian assistance to families — and urgently ask for your
help. Your emergency gift today will provide cash, blankets, hygiene
supplies and other needs. bit.ly/SupportUkraine

Category Multichannel

Nonprofit Name Episcopal Relief &
Development (ERD)

Agency Name Sanky Communications
Launch Date 3/1/22

Audience Targeted o-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

e
families have already fled the count
fed with many more people desf

CAMPAIGN STATS
Gross Income $8,011,767 “;;f;‘,‘sm,:
Average Gift ($) $389

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

Direct Mail Response Rate 1.86%
Email Response Rate 2.72% L

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.

e

ENCLOSED: YOUR SPRING SEEK & SERVE

DIRECT MARKETING
Y FUNDRAISERS ASSOCIATION
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MULTICHANNEL

Lutheran World Relief

Ukraine Emergency Response

CAMPAIGN DETAILS

CAMPAIGN STATS

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

EMERGENCY
RESPONSE!

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.

God bless you for all the love, gifts and prayer

May Urgent Appeal
Matching Gift Request,
followed by Summer
Special Report

Emergency Appeal, followed by April
Acquisition, followed by Buckslip in April
and May Acquisition

Sl Familiesin
Ukraine need
¥ support.

DIRECT MARKETING
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MULTICHANNEL

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

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

Previous analysis showed that when FOS
members received a text, renewal rates

Hi Kristin! Benny here w Friends of
the Smithsonian. You recently
committed to renew your Archivist
membership for $150, but we
haven't received your gift. Don't
miss the discounted rate& special
benefits. Will you renew today?

Wow, thank you so much Kristin!
Your support helps the Smithsonian
provide one-of-a-kind exhibitions,
programs, website content,
research & educational resources.
Please renew your membership
here:

Thanks again!! @

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.

DIRECT MARKETING
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STEWARDSHIP

DOROT Year End Campaign

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.

& %
FROM THE DESK OF
RT Mark L. Meridy

Thank You!

Sanky, we just wanted to take a moment to thank all of our volunteers, staff, and
supporters for your friendship and commitment throughout 2022!

With you by our side in our mission to alleviate the social isolation of older adults,
we are ending this year hopeful and energized to continue fostering
transformative connections in the new year.

Together, we will continue helping thousands of seniors feel valued, engaged, and
connected.

Thank you again, and we wish you a happy and healthy new year!

MATY

Mark L. Meridy
Executive Director

CONNECT WITH US:

New York, NY 10024 - www.dorotusa.org

Copyright © 2022 DOROT, Al ights reserved.

You can update your email preferences or unsubscribe.

D M I: JNI DIRECT MARKETING
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STEWARDSHIP

Catholic Charities of the Archdiocese of Boston
Welcome Package

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY

Campaign Name Welcome Package Total Recipients Average 300-450 per SUCCESSFUL

C . drop We produced a Welcome package for
ategory Stewardship

. N Average Gift ($) $0.00 this client.to ‘.‘engage" new donors to
Nonprofit Name Catholic Charities of the ’ the organization. The survey response
Archdiocese of Boston Total Expenses $0.00 has been greater than expected and as

a cultivation tool, this package helps the
organization, especially the brochure! The
Launch Date 9/1/22 Direct Mail Response Rate o response from the client and board has
been positive!

Agency Name DaVinci Direct Unsolicited $ raised $0.00

Audience Targeted New Donors Email Click Rate o

Social Media Engagement o

Catholic
Charities

Charities

2 - y ? i pas your
- ? I © Basic NEEDs
S EMERGENCY SERVICES
o -
Catholic MY COMPASSIONATE RESPONSE to our family!
’ . T
s

| !
R to our family! We value your feedback!
oot e et s e e g i
S i

il

Do

Early Childhood Education
rough

round them, and through their oun naturs!

programs,both i chl cre centers anc

Catholic

i =  Wha S S i Gatholic "
Charities i Charities C%ﬂm‘!““
. arities

26 locations

154 cities and
towns served

85 cents on the dollar
to client facing programs

il e 115 years doing this work

e ey
o e s i Al i o Serving 185,000 of our
T Wt Brivny ot MAGHITT - bt = neediest neighbors

Mission in Action
BASIC NEEDS.

powthoy wil bs

o famiy.
YOUTH PROGRAMMING

Jeorry Smith
Director of Annual Givi
Catholic Charities of Boston
275 West Broadway

South Boston, MA 02127

275 West roaday «Boston, MA 2127+ ewcab rg
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STEWARDSHIP

The Entertainment
Community Fund

Stewardship Package

TIE

CAMPAIGN DETAILS

CAMPAIGN STATS

WHY IS YOUR ENTRY

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

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

&

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.

TR e

Entertainment Community Fund Is Pleased To Present The

2022 Enco_re Award

Chris Q. Samplelongname

for demonstrating exemplary ion and
to everyone in the entertainment community who brings
the performing arts to our stages and screens.

e -SP A N@)
Brian Stokes Mitchell
Chair of the Board

F
729 SEVENTH AVENUE, 10
NEW YORK, NY 101021841

TH FLOOR

el gt o
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STEWARDSHIP

Lutheran Immigration and Refugee Service
Impact/Gift Receipt mailing

CAMPAIGN DETAILS

CAMPAIGN STATS

WHY IS YOUR ENTRY

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

LIRS Jan Impact Tax Mailing

73

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

o e e
e

A H A M

DIRECT MARKETING

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.

Py i Lpn
o T gt olcy b\, s s
Fos your seaveimss, I've inchudud yo 2021 gif

[——
[P e Lt T iy
—

A 0. Bt
Vioa Prasioet o Besclopmt asd Cotomsch

3 i 35801
it i et o et ek e il e e e
..... L=t

e

o e s e S

29

RS sarmacta

@r

? Thanik you far your compassion io help thase in need.
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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.

BRA\NIPNEW
CAMPUS

g

= =)

CHAPTER OF
THE VALLEY

HOSPITAL.

x the ds.
. \;;\ﬁ\nQQ‘i;z\es‘ ne®

v ams
qestien s
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STEWARDSHIP

International Fellowship of Christians and Jews
Donor Anniversary Campaign

CAMPAIGN DETAILS

CAMPAIGN STATS

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

International Fellowship
\ of Christians and Jews*

Yael Eckstein, President and CEQ

Dear <<Salutation>>,
Congratulations! You've just reached a very exciting milestone.

You made a wonderful decision <<XX years>> ago to bless God's chosen
people with your friendship and support. Today we celebrate you. As it says in
Scripture, “May the LORD repay you for what you have done. May you be richly
rewarded by the LORD, the God of Israel, under whose wings you have come to
take refuge” (Ruth 2:12).

I've seen with my own eyes the impact you've had, and ~

who cry out to God for relief from crushing poverty. You

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

of Christians and Jews*

1o be able to thank you. You answered the prayers of e 3 s s Fell i

You comforted the sick. You helped those facing poverty a
aliyah (immigrate to Israel).

It is a joy and privilege to share this holy work with 6 d d gm 6 9'
realize that The Fellowship relies on ongoing support fi

If you can send a gift today. it would be much appreci
better way to honor your accomplishment than to help mor
are suffering.

Thank you once more for letting God work through yo
love and faithfulness to His people.

‘With blessings from tl

ol Sl

Yael Eckstein
President and CEQ

Mr. and Mrs. John Q. Sample
RKD Group

3400 Waterview Pkwy, Suite 250
Richardson, TX 75080-1560

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.

DIRECT MARKETING
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STEWARDSHIP

League of Women Voters
Pick Your Favorite

TIE

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

Lw.mm‘)z OF WOMEN VOTERS'
OF THE UNITED STATES

Dear [First Name],

We're gearing up for election day and need your input. Which one of these designs would
you display to let everyone know you're voting and that they should participate too?

LuLEAGUEOFWOMENVOTERS‘
F THEUNITED STATES

Dear [First Name],

If you haven't selected your favorite yet, please do so today. We'd love to have your input
before we produce a design.

Total Recipients 980,221
Average Gift ($) $43.43
Total Expenses o
Unsolicited $ raised $29,316
Direct Mail Response Rate 0
Email Click Rate 2.39%
Social Media Engagement o

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!

Pick Your Favorite! Pick Your Favorite!

VOTE 411 VOTE 411

ELECTION INFORMATION YOU NEED ELECTION INFORMATION YOI NEED

- 3
YOUR VOTE YOUR VOTE
v pllﬂgv!esr IS YO VOICE y peTo!ngv!esr IS Ygl;lR \!OICE

Thank you,
Vote on your favorite limited-edition design now!

Thank you,

&7 &
NMsoeal et Sybowen-

Virginia Kase Solomoén
CEO, League of Women Voters of the United States

Pick Your Favorite!

Which design would you proudly display?

VOTE411.0rg Vote. Our democracy depends on It.

VOTE 411

ELECTION INFORMATION YOU NEED

Voting is people power. Your vote is your voice. Make it heard.

W
VOTING IS | YOUR VOTE
] people power IS YOUR VO CE

Vote. Our democracy depends onit.

this on my lawn as a yard sign
Id carry it with me as a tote

DIRECT MARKETING
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STEWARDSHIP

Save the Children Second Year Cultivation

CAMPAIGN DETAILS

CAMPAIGN STATS

WHY IS YOUR ENTRY

Campaign Name Second Year Cultivation
Category Stewardship

Nonprofit Name Save the Children
Agency Name RKD

Launch Date 4/15/22

Audience Targeted Donors

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

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.

MAKING CHANGE FOR CHILDREN POSSIBLE
Thanks to Your Support!

THANK YOU
FOR BEING

Cynthia,
| we're glad you're part of

OUr COMIMUNITY.

!
{
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THESE NUMBERS ARE PRODF YOU RE INSPIRING CHANGE!

View o Anous Rggert 15 arm even

e

HERE’S EVEN H(IIE IJF YOUR IMPACT!
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12 I“IiLLION 31 MILLION
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welence

§ou 378 havng the word
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MORE WAYS YOU CﬂN I'IEI.P Ihl’M:TTHE LIVES OF CHIlDREN

5
Make even more change possible with a donation today! &‘ elnd,

THANK YOU FOR STANDING WITTH US,

AND STANDING WITH CHILDREN AROUND THE WORLD!

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




