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Thank you to our DMFA Sponsors

Platinum Sponsors

Allegiance Group + Pursuant e Data Axle e Faircom New York
Merkle e MissionWired e Moore
Production Solutions e RKD Group
Synergy Direct Marketing Solutions e TrueSense e Wiland

Adstra Nonprofit e Eidolon Communications

Action Mailers @ Concord Direct e Delve e K2D Strategies
Lautman Maska Neill & Company e Mercury Envelope
Newport One e Path2Response e Planet Direct Mail
ROI Solutions ¢ RWT Productions e Sanky Communications
Streamworks e The Harrington Agency

Bronze Sponsors

AKwire e Avalon Consulting Group e Care2 e Carl Bloom Associates
Carol Enters List Company e Huntsinger & Jeffer
Mal Warwick Donordigital @ MKDM e MMI Direct @ Moore RMG
Multiply Strategies « NMG Corporation ¢ NNE Marketing
Perlman + Perlman LLP e PMG e Whittier Associates

Copper Sponsors

BDI e Belardi Wong e BookYourData
Catena Connects e DaVinci Direct « DM Pros, Inc.
National Graphics e RMI Direct Marketing, Inc.
Sharkey Advertising, Inc. @ The WordTech Group
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DIRECT MAIL ACQUISITION

45 Minutes to Change a Life

CAMPAIGN DETAILS
Campaign Name 45 Minutes to Change a Life

Category Direct Mail Acquisition
Nonprofit Name Operation Smile
Agency Name Moore Edge Direct
Launch Date 7/1/24

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 23,809

Gross Revenue $7,525.00
Average Gift ($) $40.24
Cost to Raise $1 (Total Cost/Gross Revenue) $1.27

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

Response Rate 0.79%

WHY IS YOUR ENTRY SUCCESSFUL

Operation Smile tasked us with a challenge that hadn’t been
solved in over a decade: replace their long-standing acquisition
control. Despite numerous attempts, no previous test had
been able to outperform it. We knew this would require more
than a refresh. It called for a completely new approach.

We built “45 Minutes to Change a Life” around one powerful
idea: a short moment of a donor’s time could transform

a child’s entire future. This message framed the urgency

and importance of the mission in a way that felt personal
and actionable.

Rather than relying on celebrity endorsements, we

brought the focus back to the heart of the organization, its
co-founders. Their voices, combined with vivid storytelling,
helped illustrate both the global scale of the need and the
impact of a single donation. The package leaned into a tone
of authentic engagement, built on trust and transparency.

We also strengthened personalization throughout. From the
opening line to the close, every element was crafted to make
prospective donors feel like part of something meaningful.
This wasn’t just a campaign; it was a chance to change a life.

Replacing a control that had held for over 10 years was a
major win. But more than that, we developed a campaign
that deepened donor connection and broadened the
organization’s reach. “45 Minutes to Change a Life” captured
the essence of the mission and turned it into a compelling
call to action, one that continues to deliver results.

Operation@smile

What would you do if you had 45 minutes to change a child's lfe forever?
Would you give $20 or $25 to help pay for a life-changing surgery?
Please sign the enclosed stickers for a child and return them with your
gift. Every dollar you give today multiplies & times in impact!

Dear Friend,

We knew we had to do somerhing.

We e, .

ced

That's what we want for sl children with lef p and cleft palae. But the iy

"

Please make

‘a6 that can belp change a e in s ile a5 43 minutes.

‘We kne this was more than we could do Every thece minstes, a child is bora withcleft Iy
and lef palate S0, we called medical fends and colleagues and asked i ey would come with us ca
o next surical wp.

‘We started writing o caring people like you, asking for your help.

Katby Magee.
CoFounder,
Operation’

G g

BSN.MSW.ME4  Bill Magee Jr. DDS. MD.
President snd CEO Co-Founder nd CEO Emeris

Operaton Smil

bom. :
you todsy. Wall vou change a child's life forever by helping pay forthee
ife-changing surpery”

he multiplied!

il § imes fn mpac to help save » child from  1fo of pain

«Your gift of 25 maltipies to $200.

can today.
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Add a personal note:
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ausBuonesxdo ‘

YES! Multiply my gift to help provide free surgery to a child.
]

123450789

Operation@smile

28903

Did you know children with cleft lip and cleft palate ...

.. frequently sutfer from . often face allenation ~-lack access to or can't
malnutrition and even dic? and abandonment? afford medical care?

A new smile. A new day. A new life. 'm so happy for you!
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DIRECT MAIL ACQUISITION

2025 January Acquisition Package

CAMPAIGN DETAILS CAMPAIGN STATS WHY IS YOUR ENTRY
SUCCESSFUL

This was Dance Theater of Harlem’s first
direct mail acquisition in some time.
Average Gift ($) $82.00 Beyond converting donors, the mailing
has provided a base of knowledge about
lists, ask strings, and content, which will all
be valuable for future acquisition mailings.

Campaign Name 2025 January Total Recipients 35,007

Acquisition Package Gross Revenue $2,060.00

Category Direct Mail Acquisition

Nonprofit Name Dance Theatre of

Harlem Cost to Raise $1 (Total Cost/Gross

Revenue) $11.00

Agency Name Sanky Communications Cost per Solicitation (Total Cost/Total

Launch Date 1/31/25 Recipients) $0.93

Audience Targeted Donors, Prospects Response Rate 0.10%

N
>
DANCE

THEATRE

HARLEM

We Reserved Your Seats!

Mr. and Mrs. John Q. Donor
123 Main Street, #45
Anytown, USA 12345-7890

gl e g O g g

o

Dance is Power

Join the Movement

e
L

dancetheatreofharlem.org/join

For Today
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DIRECT MAIL ACQUISITION

Christmas Cards Acquisition Package Test

CAMPAIGN DETAILS

Campaign Name Christmas Cards Acquisition Package Test

Category Direct Mail Acquisition 0*
oty
CHlight

Nonprofit Name Trinity Missions
Agency Name Concord Direct
Launch Date 10/31/24 #

Audience Targeted Prospects

CAMPAIGN STATS

\
H . A on |
Total Recipients 24,951 Vit is Poire \\

Gross Revenue $7,297

Average Gift ($) $18.33

Cost to Raise $1 (Total Cost/Gross Revenue) $5.32
Cost per Solicitation (Total Cost/Total Recipients) $1.56

Response Rate 1.6%

WHY IS YOUR ENTRY SUCCESSFUL

The Trinity Missions acquisition program has been
successful at bringing on new donors who are loyal to

the organization and its mission to preserve the faith and
serve the needs of people who are poor and marginalized.
However, due to declining response rates seen across the
fundraising industry, it was a challenge to acquire enough
new donors to grow the active donor file.

RN MISSIONS

With the goal of identifying a new offer that would
generate a strong response at a reasonable cost to —
acquire, the organization and their agency partner looked o e
to the House program for inspiration. Based on the o Nasses
success of their longstanding Christmas Cards Appeal, we N/
created a prospective donor version of this package. =

The Christmas Cards package proved to be an impressive ey
success, generating a 1.60% response rate (outperforming Vour el i re ndose
industry standards and the control response rate of UL
0.92%). Thanks to the high response, the test panel of = I
25,000 prospective donors resulted in approximately 400 -
new donors joining the Trinity Missions family!

Based on the strong performance of the Christmas Cards

package as a new donor acquisition offer, Trinity Mission s St
plans to roll this package out in the coming fiscal year.

The net cost to acquire is anticipated to be in line with

industry standards when the mail volume is increased to

rollout quantity. The higher mail quantity will cause the

cost per piece to drop, which will also benefit the House

program. A Christmas miracle, indeed!
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DIRECT MAIL ACQUISITION

CWS September Acquisition DM Campaign

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name CWS September Acquisition DM Campaign Church World Service (CWS) September Acquisition DM

Category Direct Mail Acquisition
Nonprofit Name Church World Service
Agency Name Allegiance Group +Pursuant
Launch Date 9/12/24

Audience Targeted Prospects

CAMPAIGN STATS

campaign’s success lies in its smart, mission-forward strategy
and compelling creative execution. Rather than rely on premium-
based tactics, we worked with CWS to reimagine their proven
Best Gift Catalog into a cost-effective, emotionally resonant
direct mail acquisition piece. The result? A miniature gift guide
that invited prospects to make a tangible impact through
accessible gift options—each brought to life by authentic stories
and images of real beneficiaries.

The visual storytelling began with a personalized outer envelope

Total Recipients 24,023

Gross Revenue $2,964.55

Average Gift ($) $22.80

Cost to Raise $1 (Total Cost/Gross Revenue) $5.92

featuring a child holding a chicken—instantly signaling hope
and action. Inside, a personalized letter and full-color gift form
encouraged donors to choose the difference they wanted to
make. This experience-driven format not only lowered cost-per-
piece but attracted deeply mission-aligned donors.

Despite a leaner budget and a more ambitious audience (+19%

Cost per Solicitation (Total Cost/Total Recipients) $0.73 YQY), the campaign outperformed expectations: 160%+ in gifts,

Response Rate 0.54%

cws

Chuch o Senvce

<Salutation>,
will you put the future
in his hands?

<Salutations,
You can help change a family's tomorrow.

150%+ in response rate, and a 0.5% return—strong results for
acquisition. Most importantly, it succeeded in building a pipeline
of donors who connected personally with CWS’s work and gave
generously to support it.

Our Presence Around the World
L p———

The is
“food insecurity.”
it il fea

how you want

r
e THE BEST GIFTS LAST FOREVER }7‘

1 will put the future

in a family’s hands

R
g
S5
‘OF FOUR CHICKENS — E
=g

e
-
|
Jv ‘
STARTER FLOCK - b
#
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DIRECT MAIL ACQUISITION

Ellis Island Museum Reimagined Acquisition #1

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Ellis Island Museum Reimagined Acquisition #1
Category Direct Mail Acquisition

Nonprofit Name The Statue of Liberty-Ellis Island Foundation
Agency Name MKDM

Launch Date 3/15/24

Audience Targeted Prospects

CAMPAIGN STATS

Total Recipients 96,619

Gross Revenue $51,317.00

Average Gift ($) $50.40

Cost to Raise $1 (Total Cost/Gross Revenue) $1.12

Cost per Solicitation (Total Cost/Total Recipients) $0.59

Response Rate 1.05%

After a decade of acquisition focused on the Statue of Liberty
Museum, the Foundation was shifting focus: to the restoration
of the Ellis Island National Museum of Immigration - the first
major conservation there in 30 years. Together, we created a
direct mail acquisition that nominated new Stewards of the
Museum by leaning into the historic travel associations of

Ellis. With an outer envelope emblazoned with faux passport
stamps, teasers promising important travel documents, and an
oversized window prominently displaying a “passport” brochure,
the package was a standout in the mailbox. Inside, the letter,
timeline, and brochure described the history of Ellis and the
current project; a faux “ticket” listed the donor’s benefits; and
a combination nomination certificate/reply device invited the
donor’s participation.

The audience included a mix of coops and continuations from
prior Foundation mailings, as well as new external lists with an
immigration focus or genealogical interest. Results surpassed

all expectations. Within the prospect segment—which included
a small number of extremely lapsed donor multibuyers—an
impressive response rate of 1.05% and strong average gift of
$50.40 drove the cost per new donor under $6. But more
importantly, the mailing identified the first members of a new
generation of Stewards to care for this irreplaceable monument
to our nation’s past—to preserve a collective part of our history
and share a broader story of American immigration.

DIRECT MARKETING
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DIRECT MAIL ACQUISITION

July Calendar and Planner Acquisition

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name July Calendar and
Planner Acquisition

Category Direct Mail Acquisition

Nonprofit Name Humane World for Animals, formerly called
Humane Society of the United States

Agency Name Mission Wired
Launch Date 7/1/24

Audience Targeted Prospects

CAMPAIGN STATS

Total Recipients 141,310

Gross Revenue $46,419.00

Average Gift ($) $21.02

Cost to Raise $1 (Total Cost/Gross Revenue) $4.79
Cost per Solicitation (Total Cost/Total Recipients) $1.57
Response Rate 1.56%

Planner

Acquiring new donors comes with a variety of challenges.
Finding ways to stand out while remaining brand authentic and
cost effective is one of them. For this campaign, we did just
that, converting new donors and achieving program goals while
leveraging engaging animal photos to stand out and appeal

to new supporters. This mailing included a vibrant calendar

+ planner package that was more than twice the production
cost per piece compared to that of other creative packages

in the program. But the creative of these pieces allowed us to
showcase Humane World For Animals’s mission with a variety of
animal photos that could appeal to a broad range of supporters.
Plus, who doesn’t love an animal photo calendar? The results
showed a 1.56% response rate, attaining an investment per donor
inline with the program goals.

Sticker Sheet Letter

Pamphlet

DIRECT MARKETING
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DIRECT MAIL ACQUISITION

No Kings in America

CAMPAIGN DETAILS
Campaign Name No Kings in America Acl‘u

C D H M H | A S “Never in the history of our Republic has a President had reason to belicve that he
atego ry Direct Mall Acquisition would b immune fom riminal prosecution i e used the trsppings of his offce

10 violate the criminal law. Moving forward, however, all former Presidents will be
cloaked in such immunity.

N on p I’Ofit N ame AC L U ‘With fear for our democracy, I dissent.”

Justice Sonia Sotomayor
Trump v. United States

Agency Name Lautman Maska Neill Pt
‘When a Supreme Court Justice writes that she fears for our democracy, we should all be
oncerned. And that’s exactly what happened with thi: imer’s Supreme Ce iling in Trum,
& Company concme, A hr' iy it Fppend il i s Spreme ot g i

‘This disastrous decision has cleared the way for presidents to use their official powers

Launch Date 9/16/24 oo v s

‘This ruling violates the inciple is
free to violate criminal law without fear of prosecution. But now the Supreme Court has put ONE
. solitary President of the United States. Essentially, this ruling
Audlence Targeted Prospects President of the United States a King or Q1 parate from the laws that

Thankfully, for over a century, one organization has repeatedly ensured that the principles
of democracy are upheld: The American Civil Liberties Union (ACLU). Since its founding,
the ACLU has defended the tenets of the Constitution and continued to push action through the

CAMPAIGN STATS .

are about democracy ....if you care about the Constitution and the rule of law
inder which our society thrives, then there are two actions you should take right now.

M. First, join the ACLU and our fight against tyranny. Send your contribution of $35,
Total Recipients 200,050 oSty o ar 1 ACLL s v com o ek o s ot o destey

our democracy.

Second, sign and return the enclosed pledge of support and display your No Kings
G ross Reve nue $3 2.00 8 00 in America sticker with pride, letting us know that you support a constitutional

) N ‘amendment to reestablish criminal accountability for the President.
Your support i critical, because this Supreme Court decision means that, as of now, the

AV era g e G ift ($) $ 5 6 . 9 5 m zﬁ:::i ;S:r‘;::yn; [:xf's‘l::ﬁn:::l excesses and lawlessness i to hold them accountable

(over, please)

Cost to Raise $1 (Total Cost/Gross
Revenue) $2.93

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

NONPROFITORG,
US POSTAGE

)

Response Rate 0.28%

WHY IS YOUR ENTRY
SUCCESSFUL

ACLU’s long-standing survey acquisition
control was costly -- and nearly impossible
to beat. So, when Supreme Court Justice
Sonia Sotomayor spoke out against a
disastrous ruling in Trump v United States
expressing her fears for the future of our

democracy, we jumped on the chance m-u Membership Acceptance

Ms. Jennifer A. Donor
Address Line 1
Address Line 2
Address Line 3
Address Line 4
Address Line 5

to develop an acquisition package asking 25 RGHD STREET 4 LG+ N YR 5210 - ALLORGREPRSENT
prospects to J'Oin the AC LU in the ﬂght %Ire?gse' Iar\:vdagf_l:ojo?silggtTﬁeAfétJUpﬁ:ﬁzg;fe:g}:/il liberties that we hold so dear. | have signed my
against tyranny. The package mailed in a 14” Os2s 083 0850 O$75 08100 09260 [1$600 CIOthers
OE with a bold image of the White House D vt ptrmistnsos s g
with a crown on it and the teaser “No Kings e ACLU My emal edese s R
in America!”. Included in the package was o e

payable to the ACLU, and return in the enclosed envelope.
Contributions to the ACLU are not tax deductible for

a letter |eading with Justice Sotomayor’s F231735170910 UNLPMXX2409XX217 charable purposes. Thank you!
quote, a 7” reply form with a sign and

return pledge of support and a small sticker m
bearing the “No Kings” tag line -- and it

was a winner! This was the first acquisit]on Gign this 1 AM COMMITTED to joining the ACLU to protect our country

REAKA

ackage in years to beat the control plde end e——
P ; g .y X 2 return it 1 want to hold our leaders accountable for their actions while they
lifting response rate by 18%, increasing the with your gift are in office and help defend our democracy!
average gift by $8.00 and lowering the cost todey] sonio.
to acquire by 31%. This winning format has Danry Sartara

now been used with other urgent messages
and is enabling ACLU to diversify our
acquisition creative.

DIRECT MARKETING
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DIRECT MAIL ACQUISITION

Northern Nevada HOPES Acquisition Meals or Medicine

CAMPAIGN DETAILS

Campaign Name Northern Nevada
HOPES Acquisition Meals or Medicine

Category Direct Mail Acquisition
Nonprofit Name Northern Nevada HOPES
Agency Name Nexus Direct

Launch Date 9/1/24

Audience Targeted Prospects

CAMPAIGN STATS

Total Recipients 5,005

Gross Revenue $10,420.00
Average Gift ($) $289.44

Cost to Raise $1 (Total Cost/Gross
Revenue) $0.92

Cost per Solicitation (Total Cost/Total
Recipients) $1.92

Response Rate 0.72%

GIMENNHOPES.ORGYSETHED IFFERENCE

WHY IS YOUR ENTRY
SUCCESSFUL

Northern Nevada HOPES (NNH) provides
accessible, high-quality healthcare to
Reno’s most vulnerable populations—
including through a new walk-in clinic
next to the city’s homeless shelter. But
expanding services meant NNH needed
to grow its donor base within a limited
geographic area. The challenge: finding
new local supporters willing to give.

To meet this need, NNH launched a
targeted direct mail acquisition campaign
designed to reach people most likely to
support its mission. Outside mailing lists
were carefully refined using demographic
and behavioral data—like age, location,
charitable history, and voting habits—to
mirror existing donors and maximize ROI.

The envelope featured the Sierra
mountain range to underscore the local
focus. Inside, storytelling played a central
role: real patient stories, photos, and

Meityp Mstate> Meip-cMeiph>

e ey

September By,
Plember Budgot

1457

15089
$7039
39

povertyline, accessing
‘and compounding
costs that often prevent pecple from
roceiving fesaving care altogether. How.

healthcare

$é75.58

would you choose between a meal or
medicine? Keeping the power on or filling 31267
don’ $12400

#1725
3352794
=

Your neighbors are questioning ifthey can

even afford those.
facing lfe-threatening conditions, the question
becomes: can they afford not to go?
Northern Nevada HOPES is commited to

offering affordable, high-quaty medical,
behavioral health, and support services for all
— regardiess. ility to pay. But that
is only possible ‘support of friends.
like you. Your support today helps answer
these questions for people who feal they have
nowhere eftto tum, people like Kathieen ..

DMIF-N

P e —

1 was s0 o, So . So
ungry: In 47 yoars,  had

s i
orapaceto oot

navigate being homeless
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personal touches like handwritten margin

notes helped humanize the mission. Local

statistics, familiar names (including the

CEO), and a thoughtful insert showing the

real costs of missed care helped donors

emotionally connect to the need.

The campaign delivered powerful results:

e 50% more gifts

e 238.86% increase in revenue

e $289.44 average gift—147% higher than
the previous year

© 30.91% lift in response rate

® 73.91% improvement in cost per
dollar raised

¢ 11.85% reduction in overall costs

This locally driven campaign not only
recruited high-quality donors but also
helped NNH meet rising healthcare
needs across Reno just in time for its
busiest season.

Dear Mr Steene,

T was a teacher who became homeless. Months
ago. T was working 4s 4 substitute teacher while
getting my teaching degree, and. 4 single mom
Al 2t once. Tt's kind of hard to be all of those.
Due to my child's ilness, T fell wa behind, got
victed, and came to Carpenter's Shelter

opened — your staff helped me apply
r.;? g”;:icspmd mfmg <hat T conldn’t find on
g awon. They provided transportation for my
daughter to and from school. which continues for
the rest of the year even now that T am housed.
The Carpenter's Shelter staff was super nice = it's
2 big support system.

lied for and was awarded a scholarship
Fm]imﬁtphpa Lee Tifer Jr Educational Scholarship
fund, and enrolled in the Shelter's Eamed
Tncome Pilot, which matches income eamed
through emplogment up to a certain amount.

Please continue the work you're doing in
Alexandria, because Carpenters Shelter helps 4
Lot of single moms like me every day to move into
amore stable position.

T'm happy to say that T am now a full-time
5th grﬂdfpﬂ?s(arg teacher working in Alexandrial

Thank gou.

“Veronica

Neighbor, notes like his
show how important
you are to the. community.
-ss.
CarpentersShelter.erg/OpenDoors

Open here!




DIRECT MAIL ACQUISITION
November 2024 Acquisition

CAMPAIGN DETAILS

Campaign Name November 2024 Acquisition
Category Direct Mail Acquisition

Nonprofit Name American Fondouk

Agency Name DaVinci Direct

Launch Date 11/1/24

Audience Targeted Prospects

CAMPAIGN STATS

Total Recipients 100,027

Gross Revenue $52,565.00

Average Gift ($) $33.83

Cost to Raise $1 (Total Cost/Gross Revenue) $1.63

Cost per Solicitation (Total Cost/Total
Recipients) $0.86

Response Rate 1.55%

WHY IS YOUR ENTRY SUCCESSFUL

Our goal for this campaign is to generate as many
new donors as possible, in the most cost-efficient
way possible.

In 2023, we added a November Acquisition

Test campaign and recommended including a
Matching Gift Challenge. We were confident we
would be successful during the last quarter of
the year, but we were surprised at how well it
performed. We mailed 24,000 pieces in the test,
and we generated a 1.47% Response Rate. We
rolled out the campaign in November FY24 and
the Response Rate was 5% higher!

Combined with engaging creative, the matching
gift provided a huge lift to the outcome of the
campaign. The FY24 May Acquisition did not
feature a matching gift challenge. The FY24
November Acquisition generated an 8.8% higher
Response Rate with the matching gift challenge
compared to the May Acquisition.

The results of the test in FY23 and rollout in FY24
allowed us to continue the November Acquisition
rollout in FY25!

Your FREE personalized gifts inside ...

e ———

he transferred oversight of the Fondotk to the
Massachusetts Society for the Prevention of Cruelty to
Animals, whose fine work he was very familiar with
and who have managed it ever since.

Demand for our services s increasiag, and
the Fondouk is treating more animals every year.
Atthe same time, our resources ar stretched to the
absolute limit!

Still, more

gates every. p.

'Will YOU please give ge

‘Our work is never-ending, and our resources are strained. That's why I'm asking you to join
our small, but dedicated

AsIp giming, it only takes
depend on them
Wil you p Ay sift
d, whatev i e thi Chall
Match Drive.

Like the animals in our lives who we cherish,
these working animals also need our protection!

3 . the.
It's a sanctuary for bealing, safety, digaity, and hope. Not only hope for suffering creatures, but for
g N

great nesd because
Task themto. But, I willabways be deepl gratefulto the peaple who do!

With my sincerest thanks,

,/* e S

Bob C:

PridenBoad o Diectors
es. g

byl

the Cl Match. y

ift pass you by

stunned by the enormity of what had.

ened — and fearful oftlling the teribl facts to
his family at home — he'd remained frozen there all
night long.

"He'd brought his doniky to the Fondouk —
e St g ks homdes s 6 fmiy ¥

— for medical ireaiment. But, the poor
o alnad_p i v oy e
him._The donbey had passed away rightin iont of
s disbelieving eyes

bis grief, he now had no
wa He litrally
y — y
for you to help us continue this important work!
hardworking. But, pos , trucks, or

been caught up in atemible cycle for centuries

. donkeys, sheep, and

But, " belp, they . 1f an anional getsinjured or
becomes ill,they s, they have
y his family his bad news
Thanks to , y
—now! Thope you'll give ge ©
assist usin this work. We canno continue it without you!
Please don't misunderstand ..
s But,
healthy. Sadly,
jobs,
g0,
5 ‘They simply haven't been
Bow to care for their animals
‘properly, y

(next page, please)

November 2024

Dear Friend of Animals,

in Moroco.

My I fo
American Fondouk for many years now. Perhaps, like me, your passion for helping animials came
» dney Coleman,

Board

Iy 1927.

merican Fondouk aare

z
may not be among

‘These horses, donkeys, and.
b

—fee of

mules

But,
Aud, their their

1

But,please read on .

ik el il s oo o 8 31 81
ssoor

5
ofan

‘animal who needs someone like you to care. sm./.n sourgift il double
 Drive!

i value during our $40,000 Challenge Matc

ot o secome S50 up 10 atotal of $40,000.

WhileLsoud shas s houssad bt

ur gift of $10 becomes $20... $15 is worth $30 .. and your very generous giftof

Early on a sweltering north-African sum

Amercan Fodouk stafn ez Moroeco opeed e widsgats and

bq‘an after his donkey had died.

The man had been there all night,lterally paralyzed by his grief.

(over, please)

As an animal lover, T know you wouldn't argue with me saying that animals, jus ike
‘humans, feel physical and emotional pain.

I youve eve
excruciating.

e siined your back ifing a beavy load, I sue you can imagine the

115-degree heat,

y canry

Thee do dmkcys, ‘mules, sores, dehydration,

‘and other serious affictions.

They get

Allof this happens day ... after day ... after day.
Thisis why I'm begging you to help them now!

Some lose feeling i their tongues because of

cruelly shaped and
become misshapen
and shoeing. They

nodays torest. Atday’send,hereofien UL
isn't enough food to fllthei stomachs. Some even eat

things that aren't food in an effort o feelull .. and,then
become sick.

illfting bits. Their feet and legs
dueto te hoof trimming

die far too early.

d by
handling. Their owners, just as desperately, require understanding and education.

our

for all ki

dnd, every animal i treated for frze!

‘The Fondouk is the only veterinary hospital around and “free” i the ouly price these people

can afford. That's why the

Fondouk, the

As Imentioned, my grandfather was involved during the
Fondouk's early years. 1t was his friend Amy Bend Bishop,

She donated $8.000 (in honor of her mother) to help
Foudouk

conditions of the working animals of Morocco who asked him
tobelp.
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DIRECT MAIL ACQUISITION

Pre-Election LGBTQ Support Acquisition Mailing

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Pre-Election LGBTQ Support Acquisition
Mailing

Category Direct Mail Acquisition
Nonprofit Name The NYC LGBT Community Center

Agency Name CELCO (List Broker) and
The Standard Group (Mailhouse)

Launch Date 10/11/24

Audience Targeted Prospects

CAMPAIGN STATS
Total Recipients 13,547

Gross Revenue $9,164

Average Gift ($) $66.41

Cost to Raise $1 (Total Cost/Gross Revenue) $1.47

Cost per Solicitation (Total Cost/Total Recipients) $0.99

Response Rate 1%

THE NN
CENTER  YES, | WILL JOIN THE CENTER TODAY!
SNER 5

THE
CENTER

AP Open for your chance to make a difference for the LGBTG+ community! @)

o
con N
oor BER NAME:
DDRE: APT:
em STaTE: zp
"

Outer Envelope

At a time when the LGBTQ+ community faces growing
uncertainty and threats to critical resources, ensuring that

The NYC LGBT Community Center remains a place of safety,
connection, and advocacy for those who need us most is of
paramount importance. In addition to relying on our devoted
donor base, The Center understood that in order to bolster our
foundation, we must open our doors, hearts, and hands to new
funders who are ready to link arms and join us in defending our
community. The time had arrived for The Center to initiate its
first major direct mail acquisition effort.

With strong internal buy-in and a devoted expense line, we

turned to peers in the DMFA Network to launch a 13,500-count
mailing across 4 purchased lists. We learned that by being fearless
(printing the word LGBTQ+ on the outer envelope), committing to
imagery of those we serve (filling half a page with a color photo of
real people), and delivering the appeal on the eve of the General
Election, we activated folks who yearned to “Do something!”

The 1% response was both shocking and inspiring.

We give thanks to CELCO for expertly identifying and brokering
lists of lookalike audiences, and to The Standard Group for
producing a vibrant and affordable mail piece that led donors to
easily give online through a QR code or with a 8x10 reply page
and BRE. Facing into the wind yet motivated by this campaign’s
success, The Center is doubling its direct mail acquisition efforts
and budget for FY26.

Yo T oo The Center Is a living monument to the pride and strength
of New York’s LGBTG+ community.

‘e s o

We can't do It alone.
Be part of the moment. Join the movement.

Your support is crucial to ensuring the health,
safety, and rights of LGBTQ+ New Yorkers.

ber today

ble partner in
ommunity.

PAYM N
' check made out

o

Card ||||||

oF P
ENVELOPE.

YOU CAN ALSO B
savcs ‘OR BY SCANNING THE CODE.

THE CENTER
“““ 2 208W 13 ST

NEW YORK NY 10114-1219

gl o 1

Reply Device

Connect, activate & [ /I/)///
- —— WY -h—-{;é//'n-
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DIRECT MAIL ACQUISITION

Refugee Crisis Tote Campaign

CAMPAIGN DETAILS

CAMPAIGN STATS WHY IS YOUR ENTRY

Campaign Name Refugee Crisis Tote
Campaign

Category Direct Mail Acquisition
Nonprofit Name MSF-USA

Agency Name Lautman Maska Neill
& Company

Launch Date 2/5/24

Audience Targeted Prospects

90001 AN'XHOAMEN | ¥OOTA HL9} 'LI3HIS ¥OLO3M 07 | SHIQHOR LNOHLIM S¥OL200

P

I B

4X MATCH for LongSampleName!

Help reach people in need with lifesaving care.

ipiom oy Bupesids
pue Beq 8103 siyy Buisn Ag

SN L40ddNs

#We have nothing-
We came to Sudan
not for work or
money. We came,
to save our live

o in Khartoum
inkpatoum Sam descibes

SUCCESSFUL

Total Recipients 99,842
With a response rate of nearly 0.80%,
not only did this Refugee Tote test
package win over a long-lasting control,
but it also lowered costs by more than

8 cents per piece - which is substantial
savings for a program that mails massive
quantities annually.

Gross Revenue $48,947.00
Average Gift ($) $62.43

Cost to Raise $1 (Total Cost/Gross
Revenue) $2.88

Cost per Solicitation (Total Cost/Total

Recipients) $1.41 And with four $1,000+ gifts received,

that buoyed the winning $62 average
gift (from a premium!) and led to a 10%
decrease in the cost to acquire.

Response Rate 0.79%

=2
F) s s

Dear Frend,

in'this tote bag, what would you choose?

Changes of clothes?

The vest -
oy of ut funds come fom compassionae ndhidusls ke you We don el _— i) Q
corafow e m
o most challnging places i the work <] by

ape you il choose to take action and join us oday.

DOCTORS WITHOUT BORDERS.

MEDECINS SANS FRONTIERES —

Ipact. Thank you s0 much.

70 BOX 5023
HAGERSTOWN MD 21741.9802

ADG250210400 [ Ty

For i giftwillbe
70 countries.

Thank you for your support.

doctorswithoutborders.org/4xmateh. Thark you!

(over, please)

carahobordr g + 40 RocirSre, 160 Flor + e Yok

_ MATCHING GIFT CONTRIBUTION FORM
| w, ot

FLEEING HOME:
T /e Family's Jo!
i

acomas D CIS100 bacomes S400
ecomes$300 CIS____tobe muplieddx

'YOUR SUPPORT SAVES LIVES.

Below are examples of what your

$35 X4 =$140

uba
iving Care at the Um Rak
ee Camp.

$100 X4 = $400

One wieskofthrapeutic milk for el

—
0. David B, Doctors WihoutBorders Surgeon  YOUR SUPPORT + OUR TEAMS
= SERIOUS IMPACT

P
demerevthe iy
WeDecins s rrowTies e T
DoCrom oL SoRDERs

2 Piza
PO Box 5023, Hogerstown, MD 21741.5023
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DIRECT MAIL ACQUISITION

Sierra Club Acquisition Academic Calendar

CAMPAIGN DETAILS

Campaign Name Sierra Club Acquisition
Academic Calendar

Category Direct Mail Acquisition
Nonprofit Name Sierra Club
Agency Name MarkeTeam
Launch Date 6/1/24

Audience Targeted Prospects

CAMPAIGN STATS

Total Recipients 75,000
Gross Revenue $23,583.00
Average Gift ($) $23.08

Cost to Raise $1 (Total Cost/Gross
Revenue) $3.63

Cost per Solicitation (Total Cost/Total
Recipients) $1.14

Response Rate 1.36%

WHY IS YOUR ENTRY
SUCCESSFUL

Sierra Club (SIE) is a leading grassroots
environmental organization. In June 2024,
we tested a new Academic Calendar
against the Booklet control package
mailed to rental, exchange, and co-op lists
focused on advocacy and environmental
causes. The goal was to increase response
rates and improve the average gift while
maintaining or improving CP$R.

The strategy was to replace the front-end
booklet premium with a higher-value item.
The control package already had a strong
response rate above 1.00% and an average
gift above $22, so we created a pocket-
sized academic calendar (August-July)
featuring scenic wildlife photography.

The outer envelope featured a faux
natural kraft color with a “priority
contents” tease, making it stand out.
The package was thicker due to the
premium enclosed.

The letter highlighted SIE’s
accomplishments, conveyed urgency
about public land threats, and invited
recipients to join millions of activists. It
included a transactional ask and offered a
thank-you gift with additional membership
benefits.

The control package included various
smaller gifts, but in the test, the free items
were replaced with the America’s Wildlife
& Wildlands calendar, featuring a wolf—
appealing to donors concerned about
wolf conservation.

The test achieved a +30% increase -
unheard of in these times! - in response
rate (1.36%) and a 3% increase in average
gift ($23). CP$R was reduced by 14%

to $3.63, meeting our objectives and
delivering a new control!

CHOOSE YOUR FREE GIFT i
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DIRECT MAIL ACQUISITION

St. Bonaventure 3¢ + Labels Acquisition Campaign

CAMPAIGN DETAILS

Campaign Name St. Bonaventure 3¢ + Labels Acquisition
Campaign

Category Direct Mail Acquisition

Nonprofit Name St. Bonaventure Indian Mission & School

Agency Name JCR Direct
Launch Date 9/23/24

Audience Targeted Prospects

MISSION STATEMENT

CAMPAIGN STATS
Total Recipients 101,587

share the goodness of God.

Gross Revenue $75,214.47
Average Gift ($) $20.41

Cost to Raise $1 (Total Cost/Gross Revenue) $1.22

Cost per Solicitation (Total Cost/Total Recipients) $0.91

Response Rate 3.62%

WHY IS YOUR ENTRY SUCCESSFUL

St. Bonaventure Indian Mission and School provides essential
services to families across the Eastern Navajo Reservation

in NM. With an urgent need for clean, safe, drinkable water,
our acquisition package combined heartfelt storytelling with
a mission-related premium & involvement device to capture
prospect attention & action.

The “3¢ + Labels” acquisition package was designed to stand out
in a mailbox. The OE measures a visible 11.5” x 5” & reveals three ;
U.S. pennies affixed on what appears to be two folded U.S. $1 argaeE s e
bills, pre-printed on the reply device & carefully positioned for s e

maximum visibility. Q ’777777

The letter from the Mission Director frames these pennies not as
a gimmick but an invite to multiply a tiny token into something _— Il
life-changing. “After all,” the letter reads, “there’s not much you can —
buy with 3¢ in today’s world. But three pennies added to your gift

of $12, $25, $50 or more could mean the difference between life or

death for a family in need of water.”

The storytelling focuses on Mission life - long desert roads, children
dancing at the sight of a water truck, & families facing 110-degree
heat with no access to running water - to draw in prospects.

Along with moving copy, prospects received full-color address
labels with gold foil embellishments & southwestern motifs,
connecting them to the landscape & people of the Mission. The
reply device drives the need with a personalized ask string tied to
the number of weeks of water a gift of $X can provide.

DIRECT MARKETING
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DIRECT MAIL RENEWAL

2X/5X Upgrade Match Multiplier

CAMPAIGN DETAILS

Campaign Name 2X/5X Upgrade
Match Multiplier

Category Direct Mail Renewal
Nonprofit Name US Fund for UNICEF
Agency Name MarkeTeam

Launch Date 3/1/24

Audience Targeted Mid-Level, Donors

CAMPAIGN STATS

Total Recipients 88,381
Gross Revenue $376,378.00
Average Gift ($) $230.06

Cost to Raise $1 (Total Cost/Gross
Revenue) $0.28

Cost per Solicitation (Total Cost/Total

Recipients) $1.21
Response Rate 1.85%

WHY IS YOUR ENTRY
SUCCESSFUL

UNICEF USA tested a $25,000 emergency
Matching Fund appeal—smaller than their
typical $250K-$300K matches, but still
highly effective. With donors accustomed
to match offers and emergency asks, we
needed an added incentive. We tested a
staggered ask for a targeted donor group,
unrelated to previous giving history.
Donors were asked for either $1,000 or
$2,500, with the match increasing based
on gift amount: $1,000 would be matched
2X, $2,500 matched 5X.

Both donor segments received the same
package. The outer envelope featured
a handwritten red-ink teaser and “2X”

crossed out with “5X” handwritten nearby.

The personalized letter echoed this, with
an indented “special offer” paragraph in
bold and another red handwritten callout.

The appeal centered around earthquake
relief in Afghanistan, though all funds
supported areas of greatest need.
Targeted donors included active Mid-Level
(Leadership Circle), Mid-Level prospects,
Mid-Level Giving Portfolio donors ($1K-
$9,999), and high-value donors (HVDs)
averaging $400-$999, with the goal of
upgrading them to Mid-Level.

The results were exceptional. Mid-Level
donors saw a 21% lift in response rate and
a 44% increase in average gift—resulting
in a 73% jump in revenue per thousand
and nearly double the net revenue. HVDs
increased average gift by 59%, with
revenue per thousand up 26% and net
revenue up 48%.

We exceeded our revenue goals and
look forward to expanding this approach
in 2025!

UNICEF USA 125 Maiden Lane, New York NY 10036, (212) 6865522 unicsfusa.org Thes

" : -
i e e s om
e

ioncies iy and
DoustE SX the i proyesing o mm;ﬂm
Leadership impact of your support
Circle to pvovldg lifesaving Please continue to stand with UNICEF —
Leadership aid for children! =
Circle hotinge,
. ot

2mn
lor Diecor Leadership Givng

W ffcted by the esrhuske in Agharistan.
[Addressee] Special offer b=

You could multiply the impact of your support
for UNICEF’s work around the world 2% SX! Des [Sskaaion].

Pt iy

[Address 1] for you inside tereis e skepngin
[Ciy (State (Zps4] need curhelp g e
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DIRECT MAIL RENEWAL

April Appeal

CAMPAIGN DETAILS

. . I .am urging you to deepen your commitment to protecting beloved
Campalgn Name Ap r|| Ap peal birds, including the Piping Plover and the natural spaces they depend on.
Empowered by your special gift, Audubon will do whatever it takes to protect
the birds we love.

Category Direct Mail Renewal
Fortunately, with the determination and support of the Audubon community,
o H . active stewardship projects are helping Piping Plover populations make a strong
NonPrOflt Name Natlonal AUd u bO n SOC|et_y b comeback. This tiny bird is now one of four coastal-breeding species that grows
up to 34 times more at Audubon-managed sites than at other protected areas —
D showing the extraordinary impact we can make for birds and the places they need.
Agency Name O'Brien Garrett o yime P Y
Together, we can save the Piping Plover and so many other cherished
birds. But we must act now. Your gift can advance strategic Audubon initiatives to
safeguard birds and their habitats across the Americas, including:

Launch Date 4/1/24

B . roiognohr e * Restoring the endangered Great Lakes Piping Plover population. The
= Great Lakes Piping Plover Recovery Team, a coalition including Audubon
and its partners, is furthering critical recovery efforts such as nest protection

Audience Targeted Donors

3 g, P!
CAM PAI G N STATS rearing, and annual banding. And Iast year, a record 80 pairs of Plplng
Plovers nested in the Great Lakes region — up from fewer than 15 pairs in
| the 1980s.

Total Recipients 258,615 + Creating forests that prioritize bird habitat. The Audubon Forester
Training and Endorsement Program is building a national network of
foresters growing healthy forests that provide quality habitat for priority bird
species. Collaborating with both public and private landowners, foresters are
adding age diversity to forests — increasing their ability to respond to climate
change and creating new places for birds like the Ruffed Grouse to nest,
forage, and seek cover.

Gross Revenue $153,714

Average Gift ($) $63.76

* Restoring wetlands for birds and communities. After more than 15
years of Audubon advocacy, science, and public engagement, the State of
Louisiana broke ground on the Mid-Barataria Sediment Diversion — the
largest single ecosystem restoration project in U.S. history. The extraordinary

Cost to Raise $1 (Total Cost/Gross Revenue)
effort will deliver much-needed sediment to restore the wetlands in Barataria

$0.85
. e o o g 5 Y Basin, strengthening tens of thousands of acres of wetlands that will buffer
Cost per SOI|Cltat|on (TOtaI COSt/TOtaI SR R s o vt nearby communities from storms and provide habitat for iconic birds,

. e including the Roseate Spoonbill, that rely on Louisiana’s coasts.
Recipients) $0.51

Together, we are making a monumental impact to safeguard birds and our
(o) planet. But we must keep pushing forward because species like the Piping Plover
Response Rate 093 /O need our continued help.
I am asking you to send a generous contribution to Audubon right away
—in honor of the precious Bachman’s Warbler and your commitment to doin:
everything possible to ensure other treasured species, such as the Piping
Plover, can thrive for generations to come.

WHY IS YOUR ENTRY SUCCESSFUL

OBJECTIVE

Improve the performance of the campaign from
the prior year. The message for the package
focuses on the threat of extinction, balanced
with the strength of the Audubon supporter
community and how that community is poised
to protect bird habitats and save birds at risk of s e o ey ey Amreonoores w5h woens oemer -
extinction. The letter features the Bachman’s SN

Warbler to illustrate how habitat destruction - Audubon

Thank you for taking action for birds,

e/

Steve Abrahamson
Vice President, Membership

PS. Please send your most generous contribution to Audubon today. Your gift can
honor the beloved species we've lost — and give birds on the brink a fighting
chance to survive.

. . . . Gift Amount Card Expiration Date (month/year) /
can be a major factor in the decline and ultimate
. . . Signature Date Please return your gift in the
extinction of as pecies. envelope provided or mail tor
W | want to keep my Audubon membership active and do even more for our birds. Please make my gift monthly! PO Box 8908
My signature above authorizes the National Audubon Society to charge my gift monthly. Credit card and online contributions only: Topeka, KS 66608
ST RATEGY W Keep me updated on the fight to protect birds. My email address is: www.audubon.org
T h e paC kage fe at u I’eS a p h OtO O n t h e Carl’l e r Thank you for helping wonderful, natural places and for supporting a better tomorrow for the birds we love. Your support matters!
. . . Your gift is tax deductible to the extent allowed by law.
agal n th IS yeal’, b Ut usl ng ac Ut-O Ut eﬁe Ct, t h e On occasion we share our member names with other organizations whose messages we believe you may find interesting. These efforts generate funds to support Audubon’s
T 5 mission. If you would prefer not to have your information used for communications unrelated to Audubon, please email our Supporter Care team at support@audubon.org
bird’s image has been removed from the photo 8 et om vt "

and paired with a teaser calling attention to the
missing bird. The “missing” or complete photo is
on the sticker inside of the package.

The FY24 April campaign had an increased
response rate of 26% and a 9% higher average gift
combined to increase the net per donor by 194%.
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DIRECT MAIL RENEWAL

Carpenter’s Shelter Let’s Open Doors

CAMPAIGN DETAILS

Campaign Name Carpenter’s Shelter Let’s Open Doors

Category Direct Mail Renewal

Nonprofit Name Carpenter’s Shelter

Agency Name Nexus Direct

“Email adregg ig g Your 2024 Comy
il dostion by ey o2 by the Numb
909 -

) Ducovr () AmericnBress

Will you help open doors for neighbors like Veronica? )

QYes! | wantto support Carpenter's Shelter and continue to
hght homelessiness i Alexandria. Enclosed is my giftof: I

Launch Date 9/1/24

[SEr—

Audience Targeted Donors

CAMPAIGN STATS

Total Recipients 5,200

Gross Revenue $89,146
Average Gift ($) $276
Cost to Raise $1 (Total Cost/Gross Revenue) $0.08

Cost per Solicitation (Total Cost/Total Recipients) $1.43

Response Rate 6.21%

WHY IS YOUR ENTRY SUCCESSFUL

With homelessness up 23% in Alexandria and winter
approaching, Carpenter’s Shelter took over the city’s only
other emergency shelter—doubling its responsibilities without
doubling its resources. As demand surged for basics like meals,
bedding, and clothing, the shelter urgently needed renewed
and increased donor support.

i s omndon o pen s,

To meet this need, a highly targeted fall direct mail campaign :‘f“’“{“"f::
was launched to re-engage supporters and encourage
larger gifts. Based on donor analysis, mail was chosen for T

its strong past performance. Personalization was prioritized
throughout: the envelope featured the Executive Director’s
name and trusted endorsement icons; the letter told the
story of Veronica, a local teacher who had graduated from the
shelter, with handwritten margin notes reinforcing urgency.

A personalized ask strategy nudged donors just above their
previous giving levels, and a lift note—Veronica’s own thank-
you—created a tangible emotional connection.

The campaign was sent to carefully selected past mail donors
and lookalikes to keep costs low while maximizing impact.

The results outperformed expectations:

® 26.46% increase in number of gifts

¢ 18.95% boost in response rate

e Higher average gift, raising more than the previous year
e Low cost of $0.13 per dollar raised

Because of this success, the shelter had the extra funds needed
to support the surge of neighbors seeking help that winter.

DIRECT MARKETING
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DIRECT MAIL RENEWAL

Center for Reproductive Rights October Poster Appeal

CAMPAIGN DETAILS

Campaign Name Center for Reproductive
Rights October Poster Appeal

Category Direct Mail Renewal

Nonprofit Name Center for Reproductive
Rights

Agency Name K2D Strategies
Launch Date 10/4/24

Audience Targeted Donors, Mid-Level

CAMPAIGN STATS

Total Recipients 17,171
Gross Revenue $378,950.00
Average Gift ($) $632.64

Cost to Raise $1 (Total Cost/Gross
Revenue) $0.07

Cost per Solicitation (Total Cost/Total
Recipients) $1.60

Response Rate 3.49%

WHY IS YOUR ENTRY
SUCCESSFUL

We knew that October 2024 would be a
challenging month for fundraising, with
the upcoming election drawing donors’
attention. This appeal set out to cut through
the noise and stand out in mailboxes with
a large self-mailer that folded out into a
simple but bold poster. To give donors a
concrete way to engage with the Center’s
mission and show their support for the
reproductive rights movement, a petition
engagement was added to the package.

This campaign was a runaway success!
Gross revenue increased nearly 5X from the
previous year. Net per donor was $587.27—
an incredible 367% improvement YoY. The
high-touch features of the package were
particularly successful with the Center’s
$1,000+ donors. Revenue among this group
alone increased 573%, and they had an
average gift of $1,983.

Not your body?

Not your
business. cre

REPRODUCTIVE
RIGHTS

GENTER for
REPRODUCTIVE
RIGHTS. CENTER /or

“ponsrvus gfc!

tab B = E

O Dbbsatsroard Dk

S s 11000, i i
REPRODUCTIVE frapoaepi s
e e e

ipreme Courtovcrtumed Roc': Wade n 2012, halfof allU.S.states have

Stand up for reproductive athcare

rights with the enclosed gift! Crnd Card

Ty

unlawiul, and deeply m

5
dociay a8 Thookahead,

iAeporwmiai pue usis

PISOIUD SUODNSA JAISUIS-IULL,

PETITION: RESTORE, PROTECT, AND EXPAND ABORTION RIGHTS

Istand with the Center for Reproductive Rights against extremist politicians and anti-abortion
zealots who want to control private medical decisions and take away our reproductive freedom.

ABORTION IS ESSENTIAL HEALTH CARE.
REPRODUCTIVE RIGHTS ARE FUNDAMENTAL HUMAN RIGHTS.

My signature below represents my commitment to restoring, protecting.
and expanding abortion rights and guaranteeing access to quality, affordable reproductive
health care for all.

CENTER Jfor
REPRODUCTIVE
"”“E RIGHTS

Sigs
Centor for Roproductive Rights Supporter cRE

1

Dozens of pregnant women, some
bleeding or in labor, being turned away
from ERs despite federal law

Published 12:82 PM EDT,
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DIRECT MAIL RENEWAL

Early Renewal Strategy

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Early Renewal Strategy
Category Direct Mail Renewal

Nonprofit Name Friends of the Smithsonian
Agency Name Avalon Consulting Group
Launch Date 11/19/24

Audience Targeted Mid-Level, Donors

CAMPAIGN STATS

Total Recipients 38,538
Gross Revenue $496,387.00
Average Gift ($) $167.36

Cost to Raise $1 (Total Cost/Gross Revenue) $0.07

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

Response Rate 7.70%

Inflation has put a real strain on nonprofits over the last few
years, but as businesses raise their prices for goods and services,
nonprofits have largely kept their member rates the same. Friends
of the Smithsonian (FoS) hadn’t raised their rates in nearly 20
years—and as their fundraising partner, we knew we needed to
raise member levels to offset the increasing cost of benefits.

In November 2024, we created and managed an additional

direct mail early renewal campaign—in conjunction with a larger
communication strategy across the FoS program —that gave FoS
members the opportunity to renew at their current level before
the new rates went into effect. The audience for this additional
touchpoint was any active member that would not have received
a regularly scheduled renewal notice in October-December, which
already incorporated the rate increase language.

Without a fancy package or premiums to entice renewal, this
campaign generated $348,000 in gross revenue from donors at
the $2,499 or less level. Among James Smithson Society members
(FoS’s high-dollar donors, $2,500 and higher) this campaign
generated $149,000 in gross revenue - combined nearly half a
million dollars in revenue in response to these two mailings.

The response proved that FoS’s donors understood the current
moment—and they rose to meet it!

EARLY MEMBERSHIP RENEWAL OFFER

[oate]

EARLY MEMBERSHIP RENEWAL OFFER

1234547890 123456789012345L789 O

IMPORTANT ~ Open to see your Early Renewal Offer! ]

FRIENDS OF THE SMITHSONIAN
ACT NOW! CONTRIBUTION RECEIPT CENTER
Rates i

increase January 1st WASHINGTON DC 20077-0804

L e e
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DIRECT MAIL RENEWAL

Food Is the Most Important School Supply

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Food Is the Most Important School Supply
Category Direct Mail Renewal

Nonprofit Name No Kid Hungry

Agency Name Concord Direct

Launch Date 8/26/24

Audience Targeted Donors, Mid-Level

CAMPAIGN STATS
Total Recipients 54,500

Gross Revenue $141,350

Average Gift ($) $65.84

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

Cost per Solicitation (Total Cost/Total Recipients) $0.80
Response Rate 3.94%

The objective of the FITMISS (Food is the Most Important
School Supply) campaign was to relate childhood hunger in
America to the back-to-school shopping ads that are prevalent in
August. Messaging was simple but compelling: For the kids in the
donor’s state and across the country who may face hunger this
year, food is the most important school supply. We strategically
incorporated quotes from a teacher as well as a student to help
supporters understand the need. It was critical to convey that
when kids can’t concentrate on anything other than their empty
stomachs in the classroom, it’s difficult for them to reach their
full potential — even when they have other essential supplies like
pencils, paper and notebooks.

The straightforward (and cost-effective) package included a
letter/reply form and a buckslip to drive home the need and
support the cast for giving. To help boost response, letters were
versioned to the different audiences that make up the file —
Active donors (0-9 months), New donors (0-3 months), Mid-level
donors ($1,000+), and Pre-lapsing/Lapsed (10-12 months & 13-24
months), as well as personalized with state-specific statistics about
childhood hunger for an added layer of relevance.

By sharing real-life examples of how a donation would help,
we gave the recipient a window into the everyday reality for
students facing hunger across the country.

WILL YOU HELP KIDS WHO ARE HUNGRY?

NOKID

HUNGRY !

Do kids in your community have the most important school supply? s
! st Zip Code
Namo T S AMPLEU e
haaress 1
Az
Gy, Ste 2 Code
T S AMPLE e

From’ || | ||

NO KID HUNGRY
C/O SHARE OUR STRENGTH
PO BOX 758644

TOPEKA KS 66675-8644

At

USPOSTAGE $00.00°
e g

B2

THE MOST IMPORTANT
SCHOOL SUPPLY

Please help kids get the food they need to thrive. Your gt to No Kid =
of Tong.

Return your gift in the enclosed envelope,
or give online at NoKidHungry.org/HelpKids | NOKID A |
Huncry [ )

EVERY GIFT COUNTS

Your gift

food storage,

Thank you for being a friend to hungry kids!

DMIF-N
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YES, | will help ensure kids in State and nationwide have the most important school supply:

food! Enclosed is:

Sask for up to askixiO meals 1 $ask2 for up 1o ask2x10 meals
as_

HUNGRY

etimo it of: 5.
me 8 monthy donr with  pledge of:S.

NOKID
HUNGRY

Without enough nutritious food,
it's hard for kids in State to grow and learn.

DL pous el Thewn 42
e weala Thesy seed

Dear Salutation-Current Donor,

It that exciting time of year when teachers, students and parens prepare for a new school

learn, nd thrive.

Lebr

that having a good meal can make for his day. He said, “f 1 didn't have

breakfast, | wouldn't bo able to focus or play basketball hat good.”
Thanktul

rt because of
 helping

classmates have meals that keep them fed at school.

Like Lebron, teacher Marli Torres is gateful for the breakast in the
“Ifthey don't eat 3 1

she said.

y y
1o ensuring allchildren et three meals a day, including the X in X kids in State who could
yea

Salutation1, won't you make a special giftright now — Sask1, Sask2, Sask3 or even

10 meals”

Every $1

As Maril can tll you, the proble of childhood hunger touches every community nationwide —
‘which means we really need your help.

(over, pease)

DIRECT MARKETING

YOUR DOLLARS AT WORK

o

e

“We are struggling and as a communiy, i’s happening a ot
moro than we thnk or that we know because some of our kids are
only eating what we give them here in school,” Mari said.

Those meals can really transform a Kid's day. Lebron said,

very much because t's good and tasty. When | eat breakfast,

classmates.

Iutationt, bt
i o

potential.
Like Mari sal, “t takes a

i ger as they head
back!o school, and all year long?
the S0,
chilaren and our future generations.”
¥
the meals they need.
For the kds,
7 N S
Horeen Q. Barr
Karen A. Barr
Team No Kid Hungry
PS. helping .. they certainly
remember you. Lebron, he said, ¥
" Ploase send a
generous You can also

gitt
donate online at NokidHungry.org/HelpKids.




DIRECT MAIL RENEWAL

Holy Apostles Soup Kitchen October
Thanksgiving Renewal Appeal

CAMPAIGN DETAILS WHY IS YOUR ENTRY SUCCESSFUL
Campaign Name Holy Apostles Soup Kitchen October This campaign stands out as a model of direct mail excellence,
Thanksgiving Renewal Appeal delivering both strong fundraising results and deeper

donor engagement. Holy Apostles Soup Kitchen’s October
Thanksgiving Appeal achieved a 15% year-over-year increase
Nonprofit Name Holy Apostles Soup Kitchen in gross and net revenue, driven by a 10% increase in total
gifts and a 4% increase in average gift size. With a nearly 10%
response rate and a cost to raise a dollar of just $0.10, this
Launch Date 10/1/24 appeal exemplifies a high return on investment and meaningful
donor connection.

Category Direct Mail Renewal

Agency Name n/a

Audience Targeted Donors

The success was fueled by a thoughtfully designed package: a
CAMPAIGN STATS striking outer envelope featuring the message, “Set a place at
our table for a hungry New Yorker this Thanksgiving,” a full-
color personalized letter showcasing the Thanksgiving menu
Gross Revenue $68,164.00 and ask array, and a beautiful 2-color blank notecard inviting
supporters to send words of encouragement with their gift. A
tailored note for lapsed donors gently expressed appreciation
Cost to Raise $1 (Total Cost/Gross Revenue) $o.10 and invited renewed support. This creative, mission-centered
package didn’t just raise more revenue—it deepened emotional
resonance and strengthened the pipeline of loyal donors who
Response Rate 9.86% fuel HASK’s mission.

Total Recipients 7,011

Average Gift ($) $99.00

Cost per Solicitation (Total Cost/Total Recipients) $0.99

@ Hoty Aposties
Sombmm
Sot aplace at our table for a

e anos.

uuuuuuuuu

. T
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DIRECT MAIL RENEWAL

IRC’s Warmth, Shelter, & Protection Year-End Appeal

CAMPAIGN DETAILS

Campaign Name IRC’s Warmth, Shelter, & Protection Year-End
Appeal

Category Direct Mail Renewal

Nonprofit Name International Rescue Committee
Agency Name Faircom New York

Launch Date 11/8/24

Audience Targeted Donors, Mid-Level

CAMPAIGN STATS
Total Recipients 20,349

Gross Revenue $750,947
Average Gift ($) $990.70

Cost to Raise $1 (Total Cost/Gross Revenue) $o.10

Cost per Solicitation (Total Cost/Total Recipients) $3.55

Response Rate 3.72%

WHY IS YOUR ENTRY SUCCESSFUL

The International Rescue Committee (IRC) delivers urgent aid
and sustainable solutions for communities ravaged by crisis.

With winter looming, we aimed to connect donors with a timely,
tangible need during the critical year-end giving season. Our
campaign cut through the crowded holiday fundraising landscape
with a compelling winterization focus. We established three
objectives: energize mid-level donors during the competitive year-
end giving period, prevent donors nearing the 12-month mark
from lapsing, and reactivate lapsed supporters. The campaign
faced daunting obstacles: competition for donor attention; a
contentious election cycle; and making ongoing crises feel urgent
despite donor fatigue.

We created a visually striking campaign centered on a bold match
multiplier visual. Vibrant yellow 2X and 3X badges dominated our
OEs creating instant urgency. The tiered matching approach—3X
match for active donors and 5X match to reactivate lapsed
donors—was reinforced through personalized sticky notes,
creating a high-touch feel. Through intimate photography and
powerful testimonials, we created an emotional bridge between
donors and families. The campaign used strategic segmentation
with custom messaging for each group—active donors received
encouragement to step up their support, pre-renewal donors saw
urgent “still time” messaging, and lapsed donors were reminded
of their valuable past partnership. Our strategic dollar handles
connected giving directly to urgent winter needs.

DIRECT MARKETING
D /AV FUNDRAISERS ASSOCIATION




DIRECT MAIL RENEWAL

Lifesaver Decal Campaign

CAMPAIGN DETAILS

Campaign Name Lifesaver Decal
Campaign

Category Direct Mail Renewal
Nonprofit Name Dartmouth Health
Agency Name n/a

Launch Date 8/9/24

Audience Targeted Donors

CAMPAIGN STATS

Total Recipients 4,178
Gross Revenue $70,347.00
Average Gift ($) $226.93

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

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

Response Rate 7.42%

<ADDRESS BLOCK>

rma
jifesaver!

. Your Lifesaver Decal is Inside! =)

it Dartmouth Dartmouth
Health MEDICINE
MEDICAL & HEALTHCARE ADVANCEMENT

‘ONE MEDICAL CENTER DRIVE, HB 7070
LEBANON, NH 03756-0001

DMIF-N

A FUNDRAISERS ASSOCIATION

WHY IS YOUR ENTRY
SUCCESSFUL

The Lifesaver Decal Campaign targets
non-event donors from the last 18
months at the end of summer when
direct mail responses are typically slow.
Prior to implementing in 2022, direct mail
raised $7,477 in the month of August.
Each year this campaign has increased
August revenue by an average of 70%,
currently raising $34,327 in August 2024.
The campaign also maintains one of the
highest response rates for any direct
mail campaign throughout the year. The
package is highly personalized, inserting
the name of the area(s) a donor gives
to in the card copy and the specific
funds on the reply device. This year
highlighted specific “lifesavers” from
across the academic medical center,
noting that one of the lifesavers is YOU,
the donor, who invests in Dartmouth
Health. This sentiment is furthered

Thank you, <Salutation>-

by a premium decal that says “’'m a
Lifesaver” and is branded to the specific
area(s) donated to (Dartmouth Cancer
Center, Dartmouth Health Children’s, or
Dartmouth Hitchcock Medical Center).
Prior iterations of this campaign focused
solely on philanthropic impact and did not
liken the donor to specific, recognizable
lifesavers like a cancer researcher

or a cardiac rehab nurse. By adding

this storytelling element in 2024 and
explicitly equating the donor with other
lifesavers, the campaign proved even
more successful than the previous year.
The average gift increased by 38% from
$164.38 to $226.93 and direct mail giving
in the month of August increased by 44%
from $23,777 to $34,327.

<Salutation>-

At Dartmouth Health we envision a healthier future;
generous donors like you are helping to make this

a reality by supporting world-class clinical care,
research, and medical education.

Hundreds

healthy communities.

They are lifesavers.

Medical Center and Dartmouth Hitchcock Clinics for care in the last
year. And because of supporters like you, we were there for them.

Woven into our community-centered approach to
healthcare are generous and engaged supporters
like you.
You made it possible for us to:
« Provide access to more than 2,000 providers in
almost every area of medicine
+ Conduct lifesaving research at the Dartmouth
Cancer Center, one of only 57 National Cancer
Institute-designated Comprehensive Cancer
Centers in the country
+ Care for over 92,000 kids at New Hampshire’s

Every day, our skilled and compassionate teams are providing
crucial patient care, conducting innovative research, and building

only children’s hospital and surrounding clinics

+ Train nearly 400 medical residents and
fellows to be compassionate and committed
physicians

If you are able, we hope you will consider renewing

YOU ARE A

our team.

Sincerely,
The Dartmouth Health Family

LIFESAVER

DIRECT MARKETING

your support for one of these key areas and growing
your impact. Thank you for helping us save lives.

Again, thank you <Salutation>, for being a lifesaver and a part of

Yes! I will

You make an impact that is both immediate and lasting. We hope Health.
you will display the enclosed decal with pride.

K gttt
msm@ siaskal of
s, Fi

o1 have enclos . payable to Dartmouth Hitchcock.

s , I'm alifesaver! il S g B el
I ma I ma [P — !
lifesaver! lifesaver!
= = Dartmouth
’ Cancer Center
il Dartmouth g8 Dartmouth
HUFF Health Health Children’s ;fﬁ' uii:::u—)mh Dartmouth




DIRECT MAIL RENEWAL

MLK Dream Card Package

CAMPAIGN DETAILS
Campaign Name MLK Dream Card Package

Category Direct Mail Renewal b

Nonprofit Name National Urban League dli:"évam
Agency Name Faircom New York e
Launch Date 1/5/24 o
Audience Targeted Donors T——
CAMPAIGN STATS ot e s ey

oo QG s -

Total Recipients 15,500 N
Gross Revenue $58,037
Average Gift ($) $61.94

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

Cost per Solicitation (Total Cost/Total Recipients) $1.62 d Lgtill have a

Response Rate 6.05%

WHY IS YOUR ENTRY SUCCESSFUL

The National Urban League (NUL), is a historic civil rights and
urban advocacy org providing direct services and empowering
African Americans and underserved communities. The objective
of this direct mail campaign was to engage and activate donors
and to generate financial support for core programs.

e e con s,

With 2024 being a pivotal election year, communities grappling
with the aftermath of war, and economic instability, this
campaign asks: Is Dr. Martin Luther King’s dream getting closer
to realization - or slipping away?

We reminded donors that the NUL, following in Dr. King’s
footsteps, is a vital force for advancing equity, unity, and
empowerment and wants donors to be part of that. The package
encouraged supporters to “live the dream” through meaningful
actions like voting and supporting NUL’s work financially.

The messaging has a dual CTA: honor Dr. King’s vision and e o s

. . 2025 DREAM CARD P
address the urgent needs of Black Americans. The dramatic OE, ’ QEFENTPOVERTY e
featuring a charcoal rendering of Dr. King and the message | still rss—.

have a DREAM, shows like a billboard in the mailbox.

Inside, a passionate letter by President / CEO Marc Morial
acknowledges frustrations and difficulties, but assures that
MLK’s dream, with the support of donors, is very much alive.

The package includes a memorable insert - a 2025 Dream Card -
boldly designed to capture engagement featuring excerpts from
Dr. King’s iconic speeches and provides a place for donors to
share their own dreams inviting them to send it back with a gift.

D. DIRECT MARKETING
\ FUNDRAISERS ASSOCIATION




DIRECT MAIL RENEWAL
November 2024 Leadership Circle Post-Election Appeal

CAMPAIGN DETAILS

Campaign Name November 2024 Leadership Circle Post-
Election Appeal

Category Direct Mail Renewal

Nonprofit Name Reproductive Freedom for All
Agency Name ABD Direct

Launch Date 11/26/24

Audience Targeted Donors

CAMPAIGN STATS

Total Recipients 31,232

Gross Revenue $165,926.00

Average Gift ($) $203.84

Cost to Raise $1 (Total Cost/Gross Revenue) $0.19

Cost per Solicitation (Total Cost/Total Recipients) $1.04

Response Rate 2.61%

WHY IS YOUR ENTRY SUCCESSFUL

Year-end giving has not typically been very strong for Reproductive
Freedom for All (formerly NARAL Pro-Choice America). Even in
2016, following the first Trump election, we didn’t see a significant
increase in giving through the direct mail program. The goal of this
mailing was to engage our $100-$999.99 donors and generate a
strong response rate and average gift. We introduced a brand-new
package to try and turn around the trend of slow year-end giving.

Traditional branded envelopes hadn’t worked well, so instead of
making minor tweaks to something that wasn’t performing, we
took a completely different approach. We mailed a 9.5 x 5 brown
kraft envelope with a label affixed to make it stand out. It didn’t
show the organization but included a call to action. The messaging
inside focused on election results, what a second Trump
administration might mean for reproductive freedom, and the
urgent need to keep fighting. We also highlighted some election
wins to show progress.

This mailing went to Leadership Circle members who had given
$100-$999.99, including 0-36 month DM responsive and 0-24
month online responsive donors.

The appeal significantly exceeded expectations. The response rate
hit 2.61% against a 2.5% goal and was 49% higher than last year.
The average gift came in at $203.84, over 40% above the $143.14
budget. Total revenue was $165,296—a $46K lift over budget

and $97K over last year. A strong result for a mailing that has
traditionally struggled.

REPRODUCTIVE
FREEDOMPALL

nnnnnnnnnnnnnnnnnnnnnnnnnnnnn

nnnnnnnnnnnnn

uuuuuuuuuuuu

‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘

large majrites of Americans — even those who voted for Trump.

DIRECT MARKETING
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DIRECT MAIL RENEWAL

St. Francis House December Renewal

CAMPAIGN DETAILS pry

22028,

Campaign Name St. Francis House December Renewal

MATCHING GIFT OFFER FOR:

Category Direct Mail Renewal

POBOY 120
3}, 2024 ETNANH 037500120

Please respond by: ST FRANCIS HOUSE
X1
Deconler 3

Nonprofit Name St. Francis House

Agency Name DaVinci Direct

Launch Date 12/2/24

Audience Targeted Donors, Mid-Level, Sustainers

CAMPAIGN STATS
Total Recipients 19,350

- LIMITED-TIME
Gross Revenue $229,925 » M{P‘:w! o MATgr;::NEg'GIFT
Average Gift ($) $161.81 B - R——
oL B e dosbeyut it by Dcember St Seppot o
Cost to Raise $1 (Total Cost/Gross Revenue) $o.10 . e il e s gt
T — healng resoures.
Cost per Solicitation (Total Cost/Total Recipients) $1.23 s "
u L Francis <<$XXX DOUBLESTO = $2XXX
Response Rate 7.34% o SYYY  DOUBLESTO' $2YYY
salwumymmmmum::::o»amwnmw <M|s.5|mpkperwn>m::an;::o $27Z DOUBLES TO = $2ZZZ>>
WHY IS YOUR ENTRY SUCCESSFUL il
This was the first year St. Francis worked with us. Two of our RIS .,
o W : , S o Sl *
priorities for their program was to bring more emotion into me s s B, S ———
. X . Whowill hlp them? i - -
the copy and to better target their housefile segmentation, s : ! e
as it appeared they were over mailing. T i A
Historically, the December Matching Gift Appeal was one of -
their most successful appeals. We saw opportunities in the
creative and segmentation strategy to improve the return. IN THEIR OWN WORDS
See What a Difference Your Support Makes ... e mn'ﬁ‘.'ef:..‘:;’ymxmmmun P, ‘the swirl of hol
First, we tested more engaging copy and design that reflected e B o e BT e im Iy s
more emotion, in order to connect better with the audience. R S e sl e i
The direct mail creative included two versions of the outside S o Ny e oo e e PRI R
envelope (window for under $100 donors and closed face for me}mhwx{gmwmﬂwﬁ“m . ——
$100+ donors), letter/reply form, and reply envelope. ::‘j;,;j,’jfi,«z;jjf o= Qe —
Second, we refined the audience to last 36 month donors. S,
As a result of these changes, the donor appeal generated " ; o st
1% more gross revenue and 17% net revenue! Net per donor S Tmm———
increase d by 19% :ME;:’“'::“'M Dicener Every dollar counts i the fight against homelessness.
=T e o

0
oy,

580 provide lthng o protect 4 uests from the demens.

$150 provids fioancng

While not part of this entry, it’s noteworthy that we moved
the 37-72 months donors into their acquisition campaign
that mailed a few weeks earlier, rather than in the donor
appeal. These older segments generated over a 1.14%
response rate in the acquisition campaign - compared to the
.08% the generated in the prior year’s donor appeal. The net
per donor the prior year was -$1,504.33 to the donor appeal.
This year, the net per donor improved to -$3.29.

5625 porids 120 of et bt ol 0 e
et 1 ks pstive changes n hir e

D.. DIRECT MARKETING
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DIRECT MAIL RENEWAL

The Collaborators Appeal

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name The Collaborators Appeal

Category Direct Mail Renewal

Nonprofit Name United States Holocaust Memorial Museum
Agency Name Mission Wired

Launch Date 10/1/24

Audience Targeted Mid-Level, Donors, Prospects

CAMPAIGN STATS

Total Recipients 74,958

Gross Revenue $144,412.00

Average Gift ($) $70.17

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

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

Response Rate 2.75%

R A

Ondinarypeople's choios helped maketheHolocaus ossible.
{Name], survivors emember the betayal,

NEVER AGAIN
BEGINS WITH YOU
.

::yq};i&usv -

JUSEUM 1

THESE STORIES TEACH US THAT

‘GREED, DESIRE, AND HATE MOTIVATED MANY PEOPLE ‘THE HOLOCAUST COULD NOT

et s o o il s iy sl
et vl B e s o o o ot ey s
e -

NEIGHBORS
BECOME
HARASSERS

SHOPPERS
BECOME
LOOTERS

d to six montbs in prison

ACQUAINTANCES
BECOME
INFORMANTS

That

FRIENDS ~ “**
BECOME
FOES

'HAVE OCCURRED WITHOUT THE
‘70 BETRAY JEWS DURING THE HOLOCAUST. 7 ATCPATIONOF MLLOKS 0

The Collaborators Appeal was a mail campaign produced with
the United States Holocaust Memorial Museum (USHMM) sent
to donors. The mail piece highlighted how, “The Holocaust was
not the work of one individual but was an extraordinary series
of events made possible through the decisions and actions of
millions of ordinary people.” Weaving in the stories of Holocaust
survivors and photos from the time, the mail piece showed how
“neighbors become harassers,” “shoppers become looters,”
“acquaintances become informants,” and “friends become foes.”
The mailing also included a signed letter from USHMM’s Director
of Membership Dana Weinstein and an urgent donation appeal.
The letter outlined five ways a donation helped the organization
and their cause.

A mailing of this theme was completely new for USHMM’s
donors. With the clear and compelling creative and narrative,
it not only exceeded its fundraising goal, but also proved to be
successful messaging for major and prospective donors.

el BB AusT

(177 RO SRR ——

| flx]@lo]in]

“You should not stand by and say, ‘l cannot
do anything about this,’ | i

[ PO
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DIRECT MAIL RENEWAL

USMC 250th Anniversary Campaign Kick Off

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name USMC 250th Anniversary Campaign Kick Off
Category Direct Mail Renewal

Nonprofit Name Marine Corps Heritage Foundation

Agency Name Lautman Maska Neill & Company

Launch Date 10/28/24

Audience Targeted Mid-Level, Sustainers, Donors

CAMPAIGN STATS

Total Recipients 65,630

Gross Revenue $288,467.00

Average Gift ($) $78.20

Cost to Raise $1 (Total Cost/Gross Revenue) $0.22

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

Response Rate 5.62%

PO
;. i
Q

Campaign Kickoff:
Honoring 250 Years of USMC Service in 2025

DC 20036
A e b o g

Do No+ Rend

250th Marine Corps Anni Campaign
ion Form

Honor 250 years of Marine Corps service!

() YES! Count me in to kick offthe 250th Marine Corps Anniversary with the
Marine Corps Heritage Foundation! Enclosed is my gift of:

QsAskl QSAS2  OSASK3 QOthers

n the envelope provided. To charge your
sounce coos s

* USMC 250TH ANNIVERSARY CAMPAIGN *
SUPPORTER BENEFITS

Dear Friend, e the Marine Corps story beyond the

MCHF needed to kick off its year-long campaign to raise money
in honor of the 250th Anniversary of the Founding of the

USMC strong. The question was - could it build upon an already
traditionally strong fundraising period at year-end, combined
with a distracting election season that left many donors fatigued.
The answer? A RESOUNDING YES!

The striking anniversary-branded campaign, featuring limited-
edition 250th address labels and the added incentives to be
listed on a special 250th Anniversary Honor Roll for a gift of
$50+, and receiving a special commemorative pin at $250+, paid
off BIG.

Not only did revenue increase by 12% over previous successful
year-ends, the number of donors stretching their gift grew, too!
The number of $50 donors increased by 20%. And the number
of $250 donors went from 25 in 2023 to a WHOPPING 273 in
2024! That’s an increase of 992%!

ill supportthe brave Marines serving today, including those who

share the history, traditions

. 1 hope you ipport by
ing off this historic year by sending a generous 250" Anniversary
n today.

my best wishes fo a happy and

if il onor the legacy of Mar

EDIT CARD INFORMATION
s OV O Masterard 9 Dis

MARINE CORPS HERITAGE FOUNDATION
GIFT PROCESSING CENTER

PO BOX 96625

WASHINGTON, DG 20060-6625

including MCHE in my state plan.
port MCHE far into the uture

W el

Plesse keep me updated by emalling me at

Friend)

in recognition of your generous support,

‘Additional recogition is availableat higher leves

Thank you.

DIRECT MARKETING
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DIRECT MAIL RENEWAL

Without Borders

CAM PAIG N DETAI LS e - e i i - Without Border Interactive Website Feature:

Co ina Thread https://cloud.e.doctorswithoutborders.arg/con
. . nnecting Threads: necting-threads-wrd-2024
Campaign Name Without Borders Kkgrictn TLd Aanaitiie
Category Direct Mail Renewal Without Borders Video:
Every year, thousands of people https://youtu.be/0DGKE-lIn_U?feature=shared

take the dangerous migration

route through the Americas to
escape violence, persecution,

and a lack of opportunities

in their home countries.

Nonprofit Name Doctors Without Borders
Agency Name Blue State
Launch Date 6/13/24

Audience Targeted Sustainers, Prospects,
Mid-Level, Donors

CAMPAIGN STATS

Total Recipients 7,800,000

Gross Revenue $331,100.00
Average Gift ($) $41.91

Cost to Raise $1 (Total Cost/Gross
Revenue) $0.12

Cost per Solicitation (Total Cost/Total
Recipients) $0.01

Response Rate 0.10%
WHY IS YOUR ENTRY
SUCCESSFUL

This campaign launched in June, amid an
increasingly noisy media and fundraising
landscape. The campaign’s messaging In 2022,

. ) . . MSF provided:

remained urgent and timely, using rich
storytelling on the global refugee crisis and
promoting a 3x-match. Beginning with a quiz &%‘ 54ﬁ99°
that engaged and informed our audience, we

. . 5,500
built to a cross-channel fundraising cadence e sl hasa
that emphasized the rapidly escalating o
urgency of the refugee crisis, and MSF’s ‘S:E% ?3'59'01'

work caring for millions of displaced people.
With impactful creative that put refugees’

needs into sharp focus, this campaign broke F We never ask:
through busy inboxes and news feeds to '
yield strong YoY revenue growth. In total, the WHAT DOES IT MEANTO

from the prior year. This revenue growth beiart s
came from nearly $898k from email and
SMS campaigns, and an additional $331k in
unsolicited website revenue.

campaign raised $1.4Million, an 87% increase PROWDEMED'CAL CARE s

We tell them:

DIRECT MARKETING
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DIRECT MAIL MID-LEVEL RENEWAL

December HDLC

CAMPAIGN DETAILS WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name December HDLC UPMC mails their Health Discovery Leadership Circle appeal
twice a year targeting Clinical Members and Prospects. This
year we invited donors to name a room in the new UPMC
Nonprofit Name UPMC Hillman Presbyterian Tower in honor of a loved one or as a lasting
Cancer Center tribute to their philanthropic spirit. The UPMC Presbyterian
Tower will integrate world-renowned clinical services to
offer a full range of medical and surgical services, including
Launch Date 12/2/24 transplantation, heart and vascular, and neurological care,
all under one roof. The cost to name a room is $10,000. We
created and designed an accompanying brochure which will has

also been used with their major gift mailings and is currently
CAMPAIGN STATS displayed at UPMC buildings.

Category Direct Mail Mid-Level Renewal

Agency Name DaVinci Direct

Audience Targeted Mid-Level

Total Recipients 1,230 . . .
P 23 The mailing was an unbelievable success! We received ten room

Gross Revenue $171,260 sponsorships which resulted in $120,000 of additional revenue.
The direct mail package raised $51,260 for a total income raised

of $171,260. This was a gross revenue increase of 1015% over last
Cost to Raise $1 (Total Cost/Gross Revenue) $0.07 year! Our response rate increased 46% over FY24 and our average
gift was 642% higher than last year due to the room naming
feature. UPMC had a net income gain of 4712% over FY24.

Average Gift ($) $4,391.28

Cost per Solicitation (Total Cost/Total Recipients) $9.77
Response Rate 3.17%

.................. ' Health
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DIRECT MAIL MID-LEVEL RENEWAL
Fr. Solanus Hall Leadership Campaign

CAMPAIGN DETAILS

Campaign Name Fr. Solanus Hall Leadership Campaign

Category Direct Mail Mid-Level Renewal
Nonprofit Name Saint Lawrence Seminary
Agency Name JCR Direct

Launch Date 8/2/24

Audience Targeted Sustainers, Donors, Mid-Level

CAMPAIGN STATS

Total Recipients 1,039

Gross Revenue $294,913.00

Average Gift ($) $3,205.57

Cost to Raise $1 (Total Cost/Gross Revenue) $0.03

Cost per Solicitation (Total Cost/Total Recipients) $9.70

Response Rate 8.85%

WHY IS YOUR ENTRY SUCCESSFUL

Saint Lawrence Seminary, a Capuchin-led high school seminary, has
formed generations of young men in faith and service. But a beloved
senior dormitory, was long past its prime, it could no longer meet the
needs of today’s students. The objective of this campaign was to raise
leadership-level gifts to jumpstart a multi-million-dollar project.

A premium, high-touch package was developed and mailed to a highly
curated list of 1,039 leadership prospects. Every element was designed
to convey significance, reverence, and lasting impact.

The OE was an ivory offset booklet envelope, sealed with a gold-foil
anniversary sticker, adorned with commemorative stamps, and a mailer
cancellation. Inside, a deluxe ivory linen pocket folder featuring a
matching anniversary seal.

On the front of each folder was a personalized, full-color letter from the
seminary. The letter was versioned for four audience segments, each
striking a different emotional chord, yet with the same call: “walk with us
once again.”

The folder included:

e A brochure with renderings, quotes, and reflections.

e A personal lift note from alumnus with testimonials.

e A reply form with pledge options and “Creative Ways to Give.”

e A reply envelope with faux stamps honoring Saint Anthony, Padre Pio,
and Solanus Casey.

A $1 million matching challenge from the Capuchin Province of St.
Joseph added urgency and doubled the impact of each gift.

DIRECT MARKETING
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DIRECT MAIL MID-LEVEL RENEWAL

Heifer Mid-Level Sustainer Conversion Campaign

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Heifer Mid-Level Sustainer Conversion
Campaign

Category Direct Mail Mid-Level Renewal
Nonprofit Name Heifer International

Agency Name Lautman Maska Neill
& Company

Launch Date 2/7/24
Audience Targeted Mid-Level

CAMPAIGN STATS

Total Recipients 22,761

Gross Revenue $112,611.00

Average Gift ($) $901.00

Cost to Raise $1 (Total Cost/Gross Revenue) $0.46

Cost per Solicitation (Total Cost/Total Recipients) $2.30

Response Rate 0.54%

Jane 4. S le
F130 Lheodle (Slandd At
Swite 30
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Friends of Heifer Confirmation Form
Option 1: Bank Account Payment
1 have provided a check payable to Heifer nternational for my frt gift 5o that
Help families lift themselves out of e GEICHER
hunger and poverty all year! Option 2: Credit Card Charge
Please charge my gift of $ tomy:
American Express 0 Visa

) Mastercard (] Discover
To: Christy Moore, From: Jane Q. Sample
Heifer International 1730 Rhode Island Ave NW
Suite 301
Washington, DC 20036

CARD NUMBER (raquirc: ExPIRES:

NAME ON CARD:

PHONE NO.

PLEASE CHOOSE YOUR MONTHLY PAYMENT OPTION BELOW

Dear Christy, EMAIL

Yes, ' proud to accept your invitation to become a Friend of Heifer! 1am

renewing my support of Heifer with a monthly gift to multiply my impact

efectuntil!
andhelp feed families all year long! Enclosed is my monthly gift of: {hey hove had reasonatie tme toact
00 Qs250 A$500 U Others.

Sincerely,

when you become w Briend. of Heifer, Yo Support
fardduworting Families al year long Thank yo
For your genavosity cack and. overy month)

Please sign (required).

To make your

this it

Theand you, <Sadutakions,
for Yotk generons Stppovt!

To help convert a select group of higher value annual donors to
sustainers, Heifer International created a brand new, high-touch
sustainer conversion package.

The approach was extremely personal - starting with a cream
envelope with real return address label and multiple stamps
which really stood out in mailboxes. Inside, these valuable donors
were delighted to receive a paperclipped bundle that included

a stand-alone supporter card, 1-page letter inviting them to join
Heifer’s monthly giving program (Friends of Heifer), memo style
reply form and stamped reply envelope.

The letter was extremely personal and met donors where they
were - we wanted starting a monthly gift to be easy for them!
Therefore, the letter encouraged them to join Friends of Heifer
by calling a special concierge donor phone line, online with a
unique URL or by returning the enclosed reply form.

This approach paid off! The mailing converted 26 1x donors
to monthly with an exceptionally high $191 average gift! That’s
over $59,000 in annualized gross revenue! In addition, the
campaign generated 99 1x gifts for $53,019 which offset the
cost of the mailing.

FROMITHE DESK OF
Christy Moore

SENIOR VICE PRESIDENT, MARKETING

2024 FRIEND
OF HEIFER

Jane Q. SampleLongName
Supporter Since: XXXX
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DIRECT MAIL MID-LEVEL RENEWAL

IRC’s Recovery & Resilience Response Fund Campaign

CAMPAIGN DETAILS

. - [ JFerre IO=wng
Campaign Name IRC’s Recovery & Resilience Response Fund N [caders A
Campaign _

Category Direct Mail Mid-Level Renewal important Updatofo:
Nonprofit Name International Rescue Committee — R

Agency Name Faircom New York

Launch Date 8/9/24

Audience Targeted Donors, Mid-Level, Prospects N

ssssssssssssssssssssssssss

CAMPAIGN STATS
Total Recipients 67,540

Gross Revenue $1,240,076
Average Gift ($) $674.69
Cost to Raise $1 (Total Cost/Gross Revenue) $0.16

Cost per Solicitation (Total Cost/Total Recipients) $3.01

Response Rate 2.27%

WHY IS YOUR ENTRY SUCCESSFUL

The International Rescue Committee (IRC) helps people
shattered by conflict and disaster survive and recover. What
began as a mid-level proposal evolved into a powerful, multi-
tiered strategy engaging mid-level and disqualified major donors
while creating a revolutionary pathway for standard donors to
step up.

T Wl oo

We developed our campaign around IRC’s work across six
crucial program pillars. We focused on making the package
donor-centric. The OE featured "SPECIAL REPORT FOR
LEADERSHIP DONORS LIKE YOU” branding and a personalized
sticky note for each segment, highlighting their unique
relationship. We used a yellow “Rescue Collective Leaders”
banner for mid-level audiences to create visual unity and
underscore the prominent role these donors played in the
mission. Non-branded versioning was used for major donors
and the “Bridge” segment, targeting high-potential standard

2X Match Deadline is on 9/30

donors ($500-$999) with specialized messaging to encourage - L 2
them to upgrade their support. Rather than focusing on the ST 2
specifics of one crisis, we crafted a broader, more emotional T e

message through client voices and stories. We prioritized
featuring women and girls throughout based on donor survey ,
insights. In addition to our Direct Mail package, the campaign
leveraged multiple channels including personalized lift notes

from relationship managers, handwritten follow-up cards,

email series, text cultivation, telemarketing, and retargeting

ads to deliver consistent messaging about the Recovery &

Resilience Fund.

DIRECT MARKETING
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DIRECT MAIL MID-LEVEL RENEWAL

Mid-Level Patient Care Appeal

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Mid-Level Patient
Care Appeal

Category Direct Mail Mid-Level Renewal
Nonprofit Name Planned Parenthood Mar Monte
Agency Name MKDM

Launch Date 11/30/23

Audience Targeted Donors, Mid-Level

CAMPAIGN STATS

Total Recipients 3,642

Gross Revenue $203,618.00

Average Gift ($) $672.00

Cost to Raise $1 (Total Cost/Gross Revenue) $0.03
Cost per Solicitation (Total Cost/Total Recipients) $1.75

Response Rate 8.32%

(D Planned Parenthood"

ighbors i Sits Clra Couny.

Gane, The 100,000 watthing T ehpires Dee. 31
andd o ssaponse ia unpintly wacded

Your gift for pate
DOUBLED >>

(@ Planned Parenthood"
Mar Monte

Sometimes the most effective direct mail...is the simplest. The
Planned Parenthood Mar Monte December 2023 Mid-Level
appeal - featuring just an envelope, a short letter, a donor
thank-you card, and a BRE - was developed to generate strong
response but with limited expense. Using tactical personalization
within the letter, the copy spoke to the impact a donor could
have within their very own community - highlighting their
county name and the number of supporters needed from that
area to help meet the year-end matching gift goal. Messaging
focused on appreciation, acknowledging each donor’s impact
since their first year of giving to Planned Parenthood Mar Monte.
The letter also looked into the future, specifically called out
what their next gift could help make possible in the year ahead.
Access to sexual and reproductive health care after the Dobbs
decision was at a turning point, and it was important to illustrate
the patient needs the donor could help PPMM meet. And donors
responded - with an 8.32% response rate and an impressive $672
average gift, Planned Parenthood Mar Monte received $203,618
in gross revenue and netted $197,244 as a result of the simplified
package and strategic approach that paired need and impact
with deep appreciation.
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DIRECT MAIL MID-LEVEL RENEWAL

Northern Great Plains and Tribal Lifeways Appeal

CAMPAIGN DETAILS

Campaign Name Northern Great Plains and Tribal Lifeways
A p pe al Vanishing grasslands ...

Endangered species ...

[ PARTNERS IN CONSERVATION REPLY

We must protect the Great Plains.

Category Direct Mail Mid-Level Renewal
Nonprofit Name World Wildlife Fund

Agency Name Newport ONE

Launch Date 11/19/24

Audience Targeted Mid-Level

CAMPAIGN STATS
Total Recipients 5,389

Gross Revenue $1,250,301.00

Average Gift ($) $1,416.00

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

Cost per Solicitation (Total Cost/Total Recipients) $4.36

Response Rate 15.46% B i e T

T WA 10w pavinErWp. \f w4 ever Wave

il

question, cloet yper phiaTRYOp o vt 10 earn
More dlost e Conservation progeam ope mave

WHY IS YOUR ENTRY SUCCESSFUL e

WWF’s appeals to their Partners in Conservation ($1K+ donors)
usually focus on well-known charismatic species, like tigers,
elephants, & pandas. This campaign took a bold, innovative

risk by shifting away from familiar topics to focus on the less
recognized yet equally vital Northern Great Plains. This land is in
jeopardy. Each year, 630,000-acres are plowed up. Since 2012,
more than 32-million acres have been destroyed. Our hope is
that the donors would be moved by WWF’s work with Native
Nations, ranchers, & local governments to protect these crucial
grasslands and the wildlife and people that call it home.

To have this appeal stand out and evoke the essence of the
prairie, the brown OE was printed with imagery of beautiful
native grasses.

e

A compelling 4-page letter clearly articulated threats facing
the Northern Great Plains and carefully balanced the urgency
with hope, underscoring the impact that donors could make.
To highlight WWF’s connection with the Native nations, we
included a lift note from WWF’s Tribal Community Liaison.
Her words engaged donors on a personal and spiritual level. A
booklet illustrated the scale and importance of the grasslands
and a notecard from the donor’s gift officer was included to
further develop their relationship with them.

Mailed to 0-24-month Partners in Conservation donors
($1000+), it exceeded expectations and achieved the highest
RR% and revenue since an appeal in 2022, showing donors
willingness to support less visible issues.

DIRECT MARKETING
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DIRECT MAIL MID-LEVEL RENEWAL

US Fund for UNICEF Midlevel Bamboo Luggage Tag

CAMPAIGN DETAILS

WHY IS YOUR ENTRY

Campaign Name US Fund for UNICEF
Midlevel Bamboo Luggage Tag

Category Direct Mail Mid-Level Renewal
Nonprofit Name US Fund for UNICEF
Agency Name MarkeTeam

Launch Date 11/1/24

Audience Targeted Mid-Level

CAMPAIGN STATS

SUCCESSFUL

UNICEF USA (UNI) is committed to saving
and improving children’s lives and must
be ready to respond to emergencies at a
moment’s notice. Each year, UNI sends a
small year-end gift to Mid-Level donors
($1,000-%$9,999) to thank them and
encourage continued support.

Historically, a branded keychain was
sent with moderate success, but donor
feedback cited waste concerns. In 2024,

Total Recipients 16,214
Gross Revenue $101,920.00
Average Gift ($) $1,307.00

Cost to Raise $1 (Total Cost/Gross
Revenue) $0.24

Cost per Solicitation (Total Cost/Total
Recipients) $1.54

Response Rate 0.48%

UNICEFUSA 125 Maiden

Leadership
Circle

SIDE: A special thank you gift for the .
" powperful impact you've made for children....

v When it comes to emergency nutrition,
ical aid, children can't wait.

Plus, we've enclosed

after testing recyclable messaging with
positive results, we pivoted to a more
climate-conscious gift: two branded
bamboo luggage tags—biodegradable,
sustainable, high in perceived value - and
aligned with their global focus.

The package featured an oversized #14
envelope with a “special thank you gift
enclosed” teaser, recyclable markings, and
a heavy, rigid feel to encourage opening.

1k, NY 10038, (800) FORKIDS  unicefusa.org

@C“

Inside, a personalized letter thanked
donors and positioned the luggage tags as
a travel companion and reminder of the
impact they’ve made. There was no fixed
ask amount—just an open ask—plus a
reply form promoting QCDs and DAFs for
this key Mid-Level audience.

Despite mailing to a slightly smaller

group due to natural attrition, the new
package exceeded expectations. The
previous year’s keychain mailing brought
in $83,600 from 59 donors. In 2024, the
bamboo tag package brought in $101,920
from 78 donors—a 22% revenue increase
and 57% lift in revenue per thousand. Cost
per dollar raised was cut in half.

We’re thrilled with the results and proud
to give donors a meaningful, sustainable
gift they’ll use with pride.

P e e

lualified Charitable Distributions
Special Opportunity for Those
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a FREE gift H
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DIGITAL ACQUISITION

Audubon Magazine Annual Offer

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Audubon Magazine Annual Offer
Category Digital Acquisition

Nonprofit Name National Audubon Society
Agency Name Stagecoach Digital

Launch Date 11/18/24

Audience Targeted Donors, Prospects

CAMPAIGN STATS

Gross Revenue $100,284.00

Average Gift ($) $166.31

Cost to Raise $1 (Total Cost/Gross Revenue) $0.34
Cost per New Donor $55.16

Audubon’s campaign soared past expectations by combining
smart segmentation, joyful creative, and an irresistible value
proposition: give annually, receive Audubon Magazine for life.
Anchored by the enchanting Ruby-throated Hummingbird and
messaging that celebrated the joy of birds and the impact of
recurring giving, the campaign invited supporters to be part
of something lasting—protecting birds year after year while
staying informed on vital conservation efforts.

Results included:

ROI: $2.74

496% YQY increase in new donor revenue
371% YOY increase in annual donor revenue
132% YOY increase in lapsed donor revenue

This dramatic year-over-year growth proves that tapping into
donor passion, offering a tangible reward, and framing the ask
around long-term impact can transform a simple offer into a
powerful movement for good.

’5 Audubon

Email Form
Message 1 Message 2 - Liftnote Desktop Mobile

Ergtayos doo  Audubon

Deadline Approaching: Give
protection for birds, get a gift
for you!

Creative

Hero Images

STAGECOACH

Digital Appeal, 2024, October digital
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DIGITAL ACQUISITION

February Giving Day 2X

Match Digital Media Campaign

CAMPAIGN DETAILS

Campaign Name February Giving Day 2X Match Digital
Media Campaign

Category Digital Acquisition

Nonprofit Name Atlanta Humane Society
Agency Name Faircom New York

Launch Date 2/1/24

Audience Targeted Prospects, Donors

CAMPAIGN STATS

Gross Revenue $31,355.00
Average Gift ($) $106.65
Cost to Raise $1 (Total Cost/Gross Revenue) $0.15

Cost per New Donor n/a

WHY IS YOUR ENTRY SUCCESSFUL

During the February Giving Day Match campaign, our
objective was to increase donor engagement and drive
revenue in a short window of time, all while working
within tight budget constraints.

With traditional fundraising channels already in play
(direct mail, email, and web), our digital campaign
needed not only to supplement, but to significantly
amplify overall campaign impact.

The challenge was clear: how do we break through, build
urgency, and convert donors at scale with limited dollars?

Meta delivered exceptional performance across all

key metrics during its 2/1/24-2/20/24 flight: 321,943
impressions reaching 63,528 people. The CTR of 1.68%
indicates strong relevance and engagement, producing
294 view-and-click gifts at a CPC of just $0.88. With just
$4,800 in total spend, this campaign yielded $31,355 in
revenue, for an impressive Return on Ad Spend (ROAS)
of 6.53x and an average gift of $106.65, showcasing the
quality of conversions driven.

These results far exceeded nonprofit industry averages
for paid social. Meta alone became a high-efficiency
donation engine, with performance that rivaled—and in
some areas, surpassed—traditional channels.

Atlanta’s Animal
Need You!

Socity
Atlanta's
Animals
Need
You!

Atianta's

Animals
Need You!

Double
My Gift
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DIGITAL ACQUISITION

RCI Digital Acquisition Campaign

CAMPAIGN DETAILS

Campaign Name RCI Digital Acquisition
Campaign

Category Digital Acquisition

Nonprofit Name Rutgers Cancer Institute
Agency Name True Sense

Launch Date 4/15/24

Audience Targeted Prospects

CAMPAIGN STATS
Gross Revenue $239,575.00
Average Gift ($) $660.00

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

Cost per New Donor $141.00

WHY IS YOUR ENTRY
SUCCESSFUL

Rutgers Cancer Institute (RCI) wanted to
grow its digital program but knew that its
file composition was primarily direct mail
origin donors. They could not simply ask
for gifts digitally; they needed to educate
digital prospects who had not heard of
RCI, drawing through the classic digital
funnel of awareness, consideration, and
conversion.

RCI’s digital acquisition strategy
embodied the 3 strategic cornerstones
for successful digital acquisition:

1. Advertising mediums are leveraged

2. Creative framed by objective, audience,
and medium.

3. UX focus, from initial ad engagement
to gift transaction

This strategy enabled Rutgers to stand
out in a complex and crowded market
space during the busy fundraising

RUTGERS CANCER INSTITUTE
DIGITAL ACQUISITION CAMPAIGN

DISPLAY
ADS

She' -
fighting & 4

RETARGETING ADS

Your gift today
can mean cures

RUTGERS CANCER INSTITUTE

DIGITAL ACQUISITION CAMPAIGN

SOCIAL, ADVERRTORIAL

PAID SOCIAL
(RETARGETING)

D.

PAID SOCIAL VIDEO
(RETARGETING)

DIRECT MARKETING

ADVERTORIAL CONTENT

season. The first task was to establish
awareness. Ads were focused on focused
on the question “Did you know?” not
asking for an immediate gift. Traffic was
sent to advertorial content pages and
stories linked to donation forms.
Google Demand Gen was used to
engage aware prospects who were

now researching RCI. They were served
visually appealing, multi-format ads on
Google’s most impactful networks.

The results were strong:

o CTR: 0.05% Meta; 0.41% programmatic
display; .78% Google Demand Gen

e CPC: $2.16 programmatic display;
$0.09-$0.10 Googe (various audiences)
Finally, patient stories were leveraged
on social media where stories are
crucial for success. The carousel ad
received a 0.41% CTR and helped
generate 3% of the overall platform
gifts; again, without an ask!
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DIGITAL ACQUISITION

Save the Heart of the Wild

CAMPAIGN DETAILS

Campaign Name Save the Heart of
the Wild

Category Digital Acquisition

Nonprofit Name Wildlife Conservation Society
Agency Name Stagecoach Digital

Launch Date 11/18/24

Audience Targeted Donors, Sustainers, Prospects

CAMPAIGN STATS

Gross Revenue $730,045.00

Average Gift ($) $114.33

Cost to Raise $1 (Total Cost/Gross Revenue) $0.68

Cost per New Donor $156.58

WHY IS YOUR ENTRY SUCCESSFUL

Wildlife Conservation Society’s Giving Tuesday

& Year-End campaign exceeded expectations in
both driving overall revenue past their goal, as well
as increasing revenue from new donors by 46%
year over year. The stunning visuals and creative
storytelling in both emails and ads were successful
in capturing the attention of new donors and
compelling them to give for the first time, as well as
upgrading existing donors into a recurring gift. Best
of all, the campaign powerfully conveyed the critical
support needed to advance their conservation
mission and “save the heart of the wild.” The results
speak for themselves:

Overall revenue: $730,045

46% YQY increase in new donor revenue

7% YOY increase in new annual recurring revenue
116% YOY increase in new monthly recurring revenue

Wildlife
Conservation
Society

Heart*WILD w

Desktop

TRIPLE YOUR IMPACT

STAGECOACH
digital

Digital Appeal, 2024, #GivingTuesday and Year End

Wildlife .
gt;r?s:teyervuiion IS'?E[::‘\TF?% o W I L D
0CIe
Search

Animated Gif

Social

Meta

STAGECOACH
Digitcl Appeal, 2024, #GvingTuesday and Year End digital
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DIGITAL ACQUISITION

St. Francis House Giving Tuesday Acquisition

CAMPAIGN DETAILS

Campaign Name St. Francis House Giving

WHY IS YOUR ENTRY
SUCCESSFUL

St. Francis House had done limited email
and digital activity prior to engaging the
agency in July 2024. It was a high priority
to execute a coordinated omni-channel
program. It was important to us to test
in a variety of channels and themes, but
to be conservative in terms of spend
because the digital budget was limited, as
it included a lot of new initiatives.

Tuesday Acquisition

Category Digital Acquisition
Nonprofit Name St. Francis House
Agency Name DaVinci Direct
Launch Date 11/13/24

Audience Targeted Prospects

CAMPAIGN STATS

Gross Revenue $12,970.00

The lead up to Thanksgiving and

Giving Tuesday soon after was a

critical timeframe. Giving Tuesday is, of
course, an important day of giving, but
Thanksgiving is an important holiday

for the client, as they host a large
celebration for their guests to enjoy the
holiday together. In addition to balancing

Average Gift ($) $249.42

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

Cost per New Donor $122.75
©  St.Francis House, Boston ]

This holiday season, we'll serve more than 50,000 meals to your hungry neighbors. Our $50,000
on a lif

a tight budget, we needed to weigh our
focus between two important days so
close to one another.

For Giving Tuesday, we ran two static
ads and one carousel ad. The client had
a challenge match that launched with
Giving Tuesday.

This Giving Tuesday Meta campaign was
an important first step in establishing
their digital footprint and contributed

to a tremendous year end. Not included

in the results shown with this entry, an
additional 771 gifts and $198,594 came
through as general online giving in the fall/
CYE. Overall, the organization saw a 182%
increase in online giving in December
2024 compared to December 2023.

St. Francis House, Boston
August 17 at 12:00PM - & # August 17 at 12:00PM - @

Today your gift DOUBLES in value up to $50,000 to provide meals, shelter and hope to individuals
to home.

Challenge Match means your gift will DOUBLE in value!
B 23
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-

Donate
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GI¥INGTUESDAY

SECUREZ.CONVIO.NET
Give meals, shelter & hope!
Not affiliated with Meta
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DIGITAL RENEWAL

2024 HRC November Digital Renewal

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name 2024 HRC November Digital Renewal
Category Digital Renewal
Nonprofit Name Human Rights Campaign

Agency Name Lautman Maska Neill
& Company

Launch Date 11/7/24

Audience Targeted Prospects, Donors

CAMPAIGN STATS

Gross Revenue $266,474.00

Average Gift ($) $60.00

Cost to Raise $1 (Total Cost/Gross Revenue) $0.04
Response Rate 0.07%

Number of Conversions 2,149

Conversion Rate 0.10%

Digital Impressions 2,112,416

=/2025

MEMBER

The 2024 HRC November Renewal Digital Campaign was the
best performing renewal campaign EVER. It beat overall revenue
projection by more than 50%, signed up TWICE as many
monthly donors, and SIX times as many autorenewal donors!

HRC’s renewal cycle begins in November, and year was a
Presidential election year -- therefore we spent a lot of time
preparing different messaging scenarios depending on which
way the election went. And because of the efforts that went
into preparation, we were able to launch the first renewal

email just two days after the election! The email and SMS copy
acknowledged that the Presidential election result was not what
the organization had hoped for, but that only means that HRC’s
work is more important than ever. The copy then focused on
HRC'’s core renewal message and the plans for the year ahead
and encouraged members to renew their support to ensure HRC
continues to fight for equality in the challenging years ahead.

This campaign also had a matching gift component - anyone who
signed up to become an autorenewal donor will have their gift
matched that year. This worked EXTREMELY well and HRC beat
their projected autorenewal goal by 632%)!

Sty intneFgnNowt

=/2025 =/2025
MEMBER MEMBER
(et | = |

GET YOUR 2025

" | MEMBERSHIP CARD

=2025 e
MEMBER
== )

Urgent: help protect LGBTQ+
rigl

Stay in the Fight [ e T
T — o
for 2025 Today! T —
=2025 —— —
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DIGITAL RENEWAL

Calendar Year End

CAMPAIGN DETAILS

Campaign Name Calendar Year End
Category Digital Renewal
Nonprofit Name St. Francis House
Agency Name DaVinci Direct
Launch Date 12/9/24

Audience Targeted Sustainers, Mid-Level, Donors

CAMPAIGN STATS

Gross Revenue $87,183.00

Average Gift ($) $185.89

Cost to Raise $1 (Total Cost/Gross Revenue) $0.14
Number of Conversions 469

Response Rate 3.05%

Conversion Rate 0.89%

Digital Impressions 52,723

WHY IS YOUR ENTRY SUCCESSFUL

Overall, the organization saw a 182% increase in online giving
in December 2024 compared to December 2023. Not included
in the campaign results, there were 771 gifts and $198,594 in
general online giving.

We launched a lightbox on the web site on 12/9. While the
organization is not affiliated with the Catholic Church, it has
roots in the church, as their founder was a Catholic priest. Many
donors are Catholic and give out of a religious duty. Because of
this commitment, lightbox 1 included Christmas drive branding,
along with a coordinated image and message about the match.
The day after Christmas we deployed lightbox 2 with the
Christmas drive branding removed.

The Meta campaign also deployed on 12/9. The creative reinforced
the same message and images used in the other channels. In all,
we ran one 30 second video, 1 carousel, and 3 still image ads,
testing different placements of the matching gift message.

Four emails deployed the last few days of the year with
coordinated messaging, images, and design as the other channels.

There were two text messages sent on 12/31, focusing on the
urgency of the Challenge Match deadline.

The success of the campaign paves then way for growth next year.

St. Francis House had done limited email and digital activity
prior to engaging the agency in July 2024. It was a high priority
to execute a coordinated omni-channel program, and test in

a variety of channels, but the digital budget was limited. The
results were phenomenal.

Change a Life this
Chrlsxmas
- PR - Just $8 can provide a
Thanksgiving meal

s 2 g - A = 5 Donate

i e Your gift goes twice . 9 . " ol Today!
Help us reach our as far to save lives Timelis running out -
el

Year-End goal! to DOUBLE your gift! 1
! - b

Tim®is rinning out m y
to DOUBLE your gi Any

ember 31
is DOUBLED up to
]

$50,000!
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DIGITAL RENEWAL

CLO Spring Appeal

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name CLO Spring Appeal
Category Digital Renewal

Nonprofit Name Cornell Lab of Ornithology

Agency Name Concord Direct

Launch Date 6/1/24

Audience Targeted Sustainers, Donors, Mid-Level

CAMPAIGN STATS

With fiscal year-end approaching, the Cornell Lab of Ornithology
needed a strong fundraising campaign to conclude the year on a

high note.

With that in mind, the organization and their agency partner
launched a campaign that featured a matching gift offer paired
with impact stories. The primary goal was to increase revenue
YOV, ensuring that the Cornell Lab’s important work could
continue to soar. In order to achieve the strongest possible
response, we utilized a digital multichannel approach using email,
web assets, and paid media.

Gross Revenue $264,649
Average Gift ($) $67.51

Cost to Raise $1 (Total Cost/Gross Revenue) $0.07

Number of Conversions 660
Response Rate 0.000105%
Conversion Rate 0.003%

Digital Impressions 2,145,587

‘ComeliLab of Omithoogy. =

“Will you support
the science that's

Fuel Scientific Discovery. Take your love
of birds to the next levell Donate today!
spor

You Got Here
Just In Time!

Right now your gift
will be worth double
to help birds

Double My Gift [

Shortbilled Dowtcher by Anonymous / Macaulay ibrry

spring Lightbox

To drive donations, we rallied audiences with an urgent call to
protect birds in peril. Each email delivered not just an appeal, but
a vivid glimpse into the scientific research, critical conservation
efforts, and groundbreaking discoveries that supporters

help make possible. By connecting donors to the real-world
outcomes of their generosity, the campaign ignited passion,
urgency, and action—proving that together, we can give our
feathered friends the future they deserve.

With a 7.6% increase in digital revenue YQY, this campaign is
worth raven about! Leads provided $88,446.90, or 56.81% of
campaign’s email revenue. Members + Donors raised $64,132,
which is 41.20% of campaign’s email revenue. And to top it all off,
paid media ads delivered nearly 194% ROAS—outstanding!

CornellLab ﬂ of Ornithology

a Birds Need Help Now

Last chance to make a gift worth double

- Double My Gift
o P

CornellLab ﬁ of Ornithology
MATCH EXTENDED

.
(& “-& # Ne ‘ Give now & your donation
¥l | T ¥ will be doubled

P Povas oy Pav o ot oy

Friend, our match ends at midnight, and | dont want you o miss .
Wil you donate now to have your gittfor birds doubled?

ng fike you, the Corell L logy
big stides for birds i the past year—and we dont want 1o lose an

Double My Gift

that

Birds are facing dangers from all sides: habiat loss, ciimate.
change, pesicides, and more. Your gift—worth double until

topr
cherish.

“Thanks in advance for your response,

et

lan Owens.
Executive Director
Corell Lab of Ornthology

P.S. Friend, please act fast—your donation will be doubled. but
‘only until midnight! Help us save birds by giving today.

mmssorsioomo.

Friend!

Wetre just dropping a ine 50 you don't miss your last chance to

With our fscal year ending in a matter o hours, a group of supporters

us st tyear

CornellLab H/c;f Ornithology

HOO can help
8 save birds? YOU.

Give today to ensure
birds are protected.

Friend, il

CornellLab H of Ornithology

Don’t Let Your Favorite
Birds Disappear

Your matched gift can help

Double My Gift {} -

Dear Friend,

1 you'd ke to make an even bigger diference for birds, nows your

s a Comell Lab of Omithology supporter, your past generosity has
ever

contribution we receive fuels the vital science that tums ino
conservation action or bids.

Friend,
delay—give again now!

twice as much.

contibute, think ofyou =

rare appearances.

challenge.

birds now!

With gratiude,

—Your friends at the Comell Lab.

sioa

DIRECT MARKETING

together,
losses. Please donate now.

Thanks for caring about birds and nature,

Your riends atthe Comell Lab.

D AV FUNDRAISERS ASSOCIATION

, pollution, climate

four bird in the U.S. and Canada.

Your
special gifttoday could play.a role in saving the birds you love
t thanks.

1o our limitedt-time match!
Thank you,
Your fiends at the Comell Lab

PS. It we all work together, we can turn things around for birds.




DIGITAL RENEWAL

Guide Dogs for the Blind’s D.O.G. Campaign

CAMPAIGN DETAILS
Campaign Name Guide Dogs for the Blind’s D.O.G. Campaign

o . Pawsup
Category Digital Renewal \ for National
. . . : ' y Guide Dog
Nonprofit Name Guide Dogs for the Blind e ¥ Month!

DONATE NOW

Agency Name RKD Group
Launch Date 9/1/24

Audience Targeted Prospects, Sustainers, Donors

CAMPAIGN STATS
Gross Revenue $148,068.00

Average Gift ($) $80.00

Cost to Raise $1 (Total Cost/Gross Revenue) $0.37

Number of Conversions 227

Response Rate 0.5%
Conversion Rate 0.003%

Digital Impressions 7,000,000

WHY IS YOUR ENTRY SUCCESSFUL

September is recognized as National Guide Dog Month (NGDM).
Guide Dogs for the Blind (GDB) had multiple goals for the month:

* Integrate with NGDM as a theme for donor stewardship, honor the work of
guide dogs and raise funds to support key programs

* Achieve a 23% YOY increase in September in total revenue

*Hold first Day Of Giving (DOG) for the organization & raise enough to unlock
a matching gift opportunity from a generous supporter

* Involve special target audiences over the course of the month

* Generate awareness for a new peer-to-peer fundraising platform that could
help increase participation in future virtual or in-person events

Results:

*Online revenue raised during the month of September exceeded GDB’s goal,
with an increase of 83% YOY and achieving an all-time high for the month for
the organization

* For GDB, the new DOG event was only surpassed in generating online
revenue by #GivingTuesday and year-end (the last 2 days of the calendar year)

* The DOG MMS set a new high for revenue raised via text messaging for GDB

* Of those who responded to the text 96% gave a larger amount than their last
gift, and for 17% it was their largest lifetime gift amount

* Emails delivered for the month of September decreased by 2% YQOY, but
unique opens and unique clicks increased by 33% and 128%, respectively

* Email revenue and gifts for the month of September increased YOY by 206%
and 141%, respectively

DIRECT MARKETING
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DIGITAL RENEWAL

Hurricane Helene Rapid Response

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Hurricane Helene
Rapid Response

Category Digital Renewal

Nonprofit Name North Shore Animal League America
Agency Name Sanky Communications

Launch Date 10/7/24

Audience Targeted Prospects, Sustainers

CAMPAIGN STATS

Gross Revenue $32,584.00

Average Gift ($) $51.00

Cost to Raise $1 (Total Cost/Gross Revenue) $0.09
Number of Conversions 683

Response Rate 0.04%

Conversion Rate 0.08%

Digital Impressions n/a

Q”';?l;‘!l""';"“"‘“""
These Hurricane’ﬁ,
S

Rescues Need
Your Help!

MAKE AN URGENT GIFT

[Name, this/This] s urgent. Following the destruction of Hurricane Helene, and

re, we hit the road. Thanks o our rescue team, we pick up
areas, enabling them to make room for displaced
pets. Now we are counting.on you to help us care for all the new arrivals.

without a moment to spar
animals from shelters in ha

In Georgia’s Albany Humane, our team brought much needed supplies and emptied
their shelter of 20 dogs. And in South Carolina, brought in 13 kittens and two cats
from Lakeside Animal Rescue, allowing more room for dogs in need of foster care.

Now that these rescues have been safely brought to our campus, the real healing

can begin. Following a storm like Hurricane Helene, there's no telling what each

animal will need. But whether it's an emergency surgery, medication, or si
icar stey

warm place to rest, they 'l be taken care of. And you c

As you know, our no-kill promise means we'll always help as many animals as
possible —and i the wake of a disaster ike this, nothing could be more urgent. From
hurricanes to mill rescues, we've saved thousands of lives working with shelter
partners. Now we're back, leaning on our expertise and doing what we do best:

saving lives.

Please help us support and care for these animals with an urgent gift.

MAKE AN URGENT GIFT

DONATE WITH CONFIDENCE:

This was the top-performing appeal outside of Giving Day,
GivingTuesday, and Holiday/Year-End due largely to its urgency.

North Shore Animal League America routinely performs rescue
missions in the wake of natural disasters. Hurricane Helene was
unique for how far inland flood and storm damage occurred

- particularly in Georgia and the Carolinas. The organization
responded immediately, driving down to Georgia with much-
needed supplies and returning north with 35 cats and dogs from
there and South Carolina who were displaced by the storm.

This rapid response was planned alongside the on-the-ground
efforts and launched just 8 days after the storm dissipated. Two
emails and one MMS were planned, keeping the scope of the
campaign narrower but easier to launch on short notice. The
timing combined with the intense needs of the animals to form
an especially potent and effective appeal.

These Hurricane
Rescues Need
Your Help!

MAKE AN URGENT GIFT

NSALA: Mary, following the
destruction of Hurricane Helene,
we quickly mobilized to relieve
local shelters of 35 animals,
clearing out critical space for
animals displaced from the storm
—and now we need your support!
Each animal will require medical
examinations, potential surgeries,
and of course, plenty of love and
care. It's our no-kill promise to
always be there for animals, and a
disaster like this is no exception.
Rush your emergency gift, and let
these rescues know the worst is
finally over: https://zsms.io/
dPjRpzQ

Text STOP to quit, HELP for info.
Msg&DataRatesMayApply.

=+
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DIGITAL RENEWAL
Kgs for Warriors National Service Dog Day

CAMPAIGN DETAILS K9S FOR WARRIORS

NATIONAL SERVICE DOG DAY
SMS AND DISPLAY

Campaign Name Kos for Warriors National Service Dog Day
Category Digital Renewal

Nonprofit Name Kgs for Warriors

Agency Name TrueSense

Launch Date 9/9/24

Audience Targeted Donors, Prospects

National Service
Dog Day Match

CAMPAIGN STATS

Gross Revenue $50,104

EVOURIMPACT

Average Gift ($) $127.17
. K9S FOR WARRIORS
Cost to Raise $1 (Total Cost/Gross Revenue) $0.46 HATONAL SECE DO RAY

Number of Conversions 382
Response Rate 0.01%

Conversion Rate 0.0068%
WHY IS YOUR ENTRY SUCCESSFUL ) 2! ety \ S

In 2023, advocacy efforts by Kgs led to a Congressional Resolution
officially recognizing September 20 as National Service Dog Day (NSDD).
In 2024, K9s deployed a multi-channel digital campaign to elevate NSDD
as a national moment and raise funds to support Kos’ critical programs.

Digital Impressions 5,622,270

The campaign carefully balanced the serious subject matter with

inspiring creative. A $10,000 match incentive added urgency and a K9S FOR WARRIORS
tanoibl to act NATIONAL SERVICE DOG DAY
angible reason to act. EMAIL AND DONATION PAGE

The campaign used paid social, display, native, email, and SMS with an
emphasis on emotional connection, and donor education. Landing page
non-converters were retargeted in display and paid social.

Kogs used dynamic ad technology in social to test and optimize a mix

of creative content on the fly. Email and SMS were used to provide
reminders and highlight the match opportunity. Donors were offered a
downloadable image for social sharing, helping turn individual support
into broader public advocacy.

350 $100
Aside from the impressive results above, the campaign had a ROI of 1.19 _
and a ROAS of 2.19,remarkable for a first-year campaign tied to a newly e
established awareness day—particularly one focused on awareness and

advocacy.

This campaign not only introduced National Service Dog Day to a
broader audience but also demonstrated the power of a coordinated,
mission-driven media mix. It laid the groundwork for NSDD as a powerful
means to deepen public awareness of the mental health crises veterans
face,and the life-changing role service dogs play in saving lives.

DIRECT MARKETING
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DIGITAL RENEWAL

Return to Freedom Giving Tuesday

CAMPAIGN DETAILS

Campaign Name Return to Freedom
Giving Tuesday

Category Digital Renewal SaveAmorica’s . §-|  GI¥ING

TUESDAY

Nonprofit Name Return to Freedom

Agency Name Nexus Direct
Launch Date 11/26/24

Audience Targeted Donors, Mid-Level

CAMPAIGN STATS
Gross Revenue $70,485.98
Average Gift ($) $284.22

Cost to Raise $1 (Total Cost/Gross Revenue) $0.15
Number of Conversions 75

Response Rate 0.79%

Conversion Rate 0.01%

Digital Impressions 647,218

WHY IS YOUR ENTRY SUCCESSFUL

Faced with a crisis after rescuing an entire herd of horses, Return
to Freedom’s sanctuary was over-capacity and under-resourced.
More animals meant increased costs for feed, medical care, and
shelter—just as the rainy season approached.

To meet this challenge, a strategic Giving Tuesday campaign
was launched to re-engage donors and raise critical funds.

The multichannel approach included a matching gift incentive,
urgency-driven messaging, targeted social ads, website pop-
ups, and A/B testing across email content and donation asks.
Storytelling played a key role, featuring the real-life rescue of a
horse named Amante to connect with supporters emotionally.
The campaign also tested themes based on RTF’s mission pillars
to find the most compelling content.

This resulted in RTF’s most successful Giving Tuesday ever...
® 164% increase in revenue and 40% more gifts than the
year prior
e 9 new recurring donors, adding $34,800 in annual revenue
e Increased average gift size without reducing response
e Campaign insights directly informed a strong year-end campaign
e 14 new donors acquired just before year-end
e Highest-performing emails and ads of the year

e Most importantly, funds enabled the sanctuary to build 7 new
shelters—just in time for the first storm

DIRECT MARKETING
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DIGITAL RENEWAL

Veterans Day 36-Hour Challenge

CAMPAIGN DETAILS

Campaign Name Veterans Day
36-Hour Challenge

Category Digital Renewal

Nonprofit Name National Coast Guard
Museum Association

Agency Name MKDM
Launch Date 11/10/24

Audience Targeted Prospects, Sustainers,

Donors, Mid-Level

CAMPAIGN STATS

Gross Revenue $32,854.00
Average Gift ($) $119.00

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

Number of Conversions n/a
Response Rate 0.51%
Conversion Rate n/a

Digital Impressions n/a

WHY IS YOUR ENTRY
SUCCESSFUL

As we developed the Veteran’s Day
campaign for the National Coast Guard
Museum Association (NCGMA), we
recognized an opportunity to accelerate

the $150,000 year-end matching challenge

ahead of the traditional year-end giving
season—with a three notice, 36-hour
campaign with a goal of reaching $11,000
by the end of Veteran’s Day (11/11).

The challenger was an Army veteran
whose gift to NCGMA honored his

father, a Coast Guard veteran, enabling
the campaign to lean into language that
conveyed the importance of each military
branch supporting the others—in this
case, in the effort to build a national
museum for the U.S. Coast Guard.
Archival photographs of the challenger’s
father helped personalize the challenger’s
connection and underscored how the
Museum, once completed, will represent
the history of the Coast Guard.

The campaign also featured a related
back-end premium, a Museum-branded
“boat tote”, used across year-end
solicitations.

Audience included a mix of prior donors
and a small prospect list of Coast Guard
veterans:

e One-time donors: 66.9%
e House prospects: 20.1%
e Monthly donors: 12.6%
e Mid-level donors: 0.4%

The results blew us all out of the water.

The three-notice, 36-hour campaign
generated nearly $33,000 in gross
revenue, or 299% of the goal, and an
impressive 0.51% response rate. The
results are especially notable given the
organization’s small file size (less than
20,000 records) at the time of delivery.

) =
VETERANS DAY
CHALLENGE

Help raise Your i il elp e
Coast +he $11.000 goall

VETERANS DAY |

VETERANS DAY [
CHALLENGE 9

CHALLENGE
Give Wy MIDNIGHT
to reach the $11000 goal el

DOUBLE MY GIFT DOUBLE MY GIFT DOUBLE MY GIFT
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DIGITAL RENEWAL

Wolf Conservation Center Ultrasound Flash Match

CAMPAIGN DETAILS

Campaign Name Wolf Conservation Center
Ultrasound Flash Match

Category Digital Renewal

Nonprofit Name Wolf Conservation Center
Agency Name K2D Strategies

Launch Date 8/19/24

Audience Targeted Mid-Level, Prospects,
Donors

CAMPAIGN STATS

Gross Revenue $28,897.89
Average Gift ($) $58.62

Cost to Raise $1 (Total Cost/Gross
Revenue) $0.13

Number of Conversions n/a
Response Rate 0.26%
Conversion Rate n/a

Digital Impressions n/a

WHY IS YOUR ENTRY
SUCCESSFUL

The Wolf Conservation Center was seeking
to purchase an unbudgeted, state-of-the-art
portable ultrasound machine, which would
improve care for the wolves they house on-
site and reduce the trauma of transporting
wolves to a local veterinary clinic. Email
fundraising was the perfect venue to raise
these funds, but we faced the challenge of
creating a fundraising series for a digital
audience that was not accustomed to
receiving fundraising asks.

We paired the goal of purchasing the
ultrasound machine with a flash match that
would run for only 48 hours. The response
was incredible, and final revenue was nearly
$29K—more than 4X the original goal of $7K.

Email revenue for the entire month of
August in the previous year had totaled just
$840. With just one campaign, WCC had
been able to increase email fundraising in
August by an historic 3341% YoY!

o 4B-HOUR
FLASH
MATCH

Your gift right now will go TWICE as far to
help the Wolf Conservation Center purchase
a state-of-the-art portable ultrasound

machine and provide even better on-site
veterinary care to wolves!

[HiAlL: 7,000

([ZAILTTE: MIDNIGHT, AUGUST 20

When wolves are healthy, our world is healthy.

Ives thriving!

in our fiash match!

Only a Few Hours Left!

’vOOZOO!OO 3

Every gift — up to $7,000! — will be DOUBLED until midnight tonight FLAS“
) MATCH

EXTENDED'! & .

One more day to double your

gift to help the WCC purchase a Match My Gift

portable ultrasound machine.

Wolf Advocate,

of serious health issues, this
machine will be lifesaving for our wolves.

m okay now! | had a special examination right away... but
ve to keep an eye on it and want to make sure |

That's why they’re raising money to buy a really cool machine that we
can have right here at the WCC and u are of me and all the
other wolv > k ay!

The machine is called portable ulirasound (made sp¢

Erin — we did it!

Thanks to you and other generous donors, we were able to reach our $7,000 match
funds needed to purchase a state-of-the-art portable ultrasound machine.

This machine will be used to conduct eritical health checks for wolves at the Wolf Conser
onsite, That rveans o delays i disgnosis or eave and nostresstl or disiuptive trarspor
wolves 1 dont use . \ that it doesn't matter if its
y number you can give will

We have always taken seriously our commitment to caring for and creating the best life
at the WCC. Your support makes that possible, and we could not be more grateful for yo
love for wolves.

help them buy the

Thanks for heiping me out
From all of us and all the wolves at the WCC — thank you!

With gratitude, Nikai
Patrice ~ A
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MULTICHANNEL

Adopt a Butterfly Sustainer Campaign

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Adopt a Butterfly Sustainer Campaign
Category Multichannel

Nonprofit Name American Museum of Natural History
Agency Name n/a

Launch Date 3/20/24

Audience Targeted Donors, Prospects

CAMPAIGN STATS

This campaign launched our sustainer program. We decided to
move away from premiums easily found outside our institution
or purchased through our shop. Inspired by other orgnaization’s
use of printed certificates, we offered new sustainers both a
personalized letterhead with their name and the butterfly they
chose to adopt as well as a 5x7 trading card for their chosen
butterfly. Both of these items were one-time premiums which
gave the campaign an extra sense of urgency and an intimacy
which we could then continue to steward in the future. This
group of sustaining donors has converted a life time ROI of 2.1x.

Gross Revenue $2,290/month

Average Gift ($) $18.00

Cost to Raise $1 (Total Cost/Gross Revenue) $3.95
Total Digital Impressions 145,757

Response Rate 0.01%

Number of Conversions 23

Conversion Rate 0.02%

American Museum American Museum -
Natural Hist of Natural History
of ory 7 é‘elebra he arrival of spring:
i . Ch g f butterfl e Must
Paper Kite Zebra Longwing

Idea leuconoe

American Museum
of Natural History

Postman

Heliconius melpomene

Hellconius charithonia

Monarch

Danaus plexippus

American Museum
)/ Na

tural History Adopt a Butterfly at the Mu
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MULTICHANNEL

Anti-Cruelty Day Of Giving

CAMPAIGN DETAILS

Campaign Name Anti-Cruelty Day Of Giving
Category Multichannel

Nonprofit Name Anti-Cruelty Society
Agency Name TrueSense Marketing
Launch Date 2/20/24

Audience Targeted Prospects, Donors, Sustainers

CAMPAIGN STATS

Gross Revenue $148,695.00

Average Gift ($) $79.18

Cost to Raise $1 (Total Cost/Gross Revenue) $0.21
Total Digital Impressions 1,179,551

Response Rate 9%

Number of Conversions 2,348

Conversion Rate 0.001%

WHY IS YOUR ENTRY SUCCESSFUL

Improving ROI During a Milestone Year. The Anti-Cruelty Society faced
declining ROI on their annual omnichannel Day of Giving campaign. In
2024, they met that challenge while simultaneously leveraging their 125th
anniversary milestone.

A Unified Messaging with Emotional Connection. The strategy
incorporated several approaches in a cohesive, emotionally resonant
campaign: Develop a unified call to action that emphasized community
impact: “Your help on this special day, combined with support from your
compassionate neighbors, can make an impact that lasts a lifetime for
pets in need.”

Economize direct mail by combining two pieces into one cost-effective

communication, including an interactive “flat Stanley” engagement element.

Create storytelling across all channels with consistent brand alignment to
their core mission pillars: Best Care, Open Door, and Human-Animal Bond.

Recognize that milestone celebrations alone don’t drive donations.
Instead, focus on emotional connection and tangible impact to craft a
compelling call to action that inspires donors to give.

Dramatic Performance Improvement. The reimagined approach delivered

exceptional results with a 148% increase in return on investment
year-over-year (1.87 ROl in 2023, compared to 4.63 ROl in 2024). The
integrated campaign successfully unified the 125th anniversary with the
Day of Giving with celebration, motivating donor contributions while
reducing overall marketing costs.

THE ANTI-CRUELTY SOCIETY  gman1

MULTICHANNEL CAMPAIGN
EMAIL, WEBSITE ASSETS

M

EMAIL2

A

WEBSITE LIGHTBOX

WEBSITE HOMEPAGE BANNER

THE ANTI-CRUELTY SOCIETY
MULTICHANNEL CAMPAIGN
DIRECT MAIL

THE ANTI-CRUELTY SOCIETY
MULTICHANNEL CAMPAIGN
SOCIAL, ADVERTISING, SMS

PAID ORGANIC POST ORGANIC POST

VIDEO AD PAID CAROUSEL

DIRECT MARKETING
D /AV FUNDRAISERS ASSOCIATION

OUTGOING
TEXT1&2




MULTICHANNEL

Be An Angel Day

CAMPAIGN DETAILS

Campaign Name Be An Angel Day

Category Multichannel

Nonprofit Name Covenant House International
Agency Name Moore Digital

Launch Date 8/1/23

Audience Targeted Donors, Sustainers, Prospects, Mid-Level

CAMPAIGN STATS

Gross Revenue $333,871.00
Average Gift ($) $227.25
Cost to Raise $1 (Total Cost/Gross Revenue) $0.46

Total Digital Impressions (2,042,550 Trade Desk + 6,584,593
Google + 1,012,677 Meta)

Response Rate 0.10%

Number of Conversions (65 from Trade Desk + 766 from
Google + 381 from Meta)

Conversion Rate 0.013%

WHY IS YOUR ENTRY SUCCESSFUL

Be An Angel Day was Covenant House’s first annual giving day
— and a major success. Our digital-first, integrated campaign
brought together email, text, direct mail, paid and organic
media, and website takeovers to create a surround-sound
experience. Anchored by a central landing page and themed
around kindness and impact, the campaign delivered strong
returns: over $330K raised, 140 new donors acquired, and

a 26% increase in revenue over the prior year. A Save the
Date postcard drove 37.5% of donations, proving that digital
works even better when paired with direct mail. We also
empowered supporters to become amplifiers, with a social
toolkit encouraging peer-to-peer promotion. This campaign
wasn’t just about fundraising — it built community, invited
meaningful action, and set a new standard for annual giving at
Covenant House.
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House
Your act of kindness
makes 4X the impact
during our $50,000
flash match!
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Make a monthy g€t to bep al year tong T
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P PayPal

Al gifts made to this campaign by midnight on
February 17th will be matched. Gifts received
aftor the match amount has boen met will not
bo matched but will bo used whore noeded
most.
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s they need right now, and
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Sincerely,

Lindsay Maurer
VP, Integrated Marketing

Covenant House
is committed to
relentlessly sup})orting

young people facing
homelessness with
programs that give
them tools to succeed »

DONATE Now.
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His eyes it up. You'e going o give me a sandwich”” Of
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programs that give
them tools to succeed »
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MULTICHANNEL

Carpenter’s Shelter Spring2ACTion

CAMPAIGN DETAILS
Campaign Name Carpenter’s Shelter Spring2ACTion

Category Multichannel

Nonprofit Name Carpenter’s Shelter
Agency Name Nexus Direct

Launch Date 4/1/24

Audience Targeted Mid-Level, Donors

CAMPAIGN STATS
Gross Revenue $97,914

Average Gift ($) $502.12

Cost to Raise $1 (Total Cost/Gross Revenue) $0.14
Total Digital Impressions 187,653

Response Rate 1.63%

Number of Conversions 54

Conversion Rate 0.03%

WHY IS YOUR ENTRY SUCCESSFUL

Problem: Just before Alexandria, VA’s biggest giving day,
Spring2ACTion, Carpenter’s Shelter (CS) took over the city’s
only other emergency shelter—doubling the number of people
served without additional staff. CS urgently needed to raise more
funds to sustain this expanded mission, while competing with
other nonprofits for limited donor attention and matching funds.

I SAVE THE DATE!

You can
Spring2ACTion
for Carpenter’s Shelter
on April 24t

MiAcaress
MGy, <MState> <MZip>-<MZpi>
s gt

Solution: CS launched a strategic multichannel campaign to
maximize reach and revenue:

e Postcards targeted offline donors, ensuring inclusion without
unnecessary costs.

e Google Ad Grant brought in high-intent traffic at zero cost.
e Videos added authenticity to email and social.

e Gamification tools like countdowns and donor tickers
built urgency.

e Matching gifts and symbolic impacts (beds, meals)
motivated action.

e Storytelling centered on real local stories to foster empathy
and connection.

Results:

e Raised 92% more than the previous year—doubling revenue.
o Gift size increased 252% year-over-year.

e 37.8% of gifts came from postcard recipients.

e 51 new donors acquired.

e $3,790 raised via the Google Ad Grant—completely free.

e Ranked #1 on Spring2ACTion’s leaderboard, boosting visibility
and community trust.

This campaign wasn’t just successful—it was a lifeline at a
moment of urgent need.
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MULTICHANNEL

Cornell Lab of Ornithology Big Day

CAMPAIGN DETAILS

ComellL b of Ornithalogy

8502

Campaign Name Cornell Lab of Ornithology Big Day
Category Multichannel

Nonprofit Name Cornell Lab of Ornithology
Agency Name Concord Direct

Launch Date 4/29/24

Audience Targeted Sustainers, Mid-Level, Donors

CAMPAIGN STATS

Gross Revenue $770,353

Average Gift ($) $96.94

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

Total Digital Impressions 1,087,393
Response Rate 0.02%
Number of Conversions 685

Conversion Rate 0.0062994%

WHY IS YOUR ENTRY SUCCESSFUL

Imagine a world with no birds. No spirited chirps or rousing songs

to brighten your day. That’s what the Cornell Lab of Ornithology is
working to prevent—and their annual Big Day campaign raises critical
funds to fuel those efforts.

On Big Day, the Lab sends a team of expert birders to a special
destination to find as many birds as possible—all in the name of bird
conservation. A corresponding fundraising campaign asks members,
donors, and prospects to donate to protect birds. The campaign
failed to meet expectations the prior year, so we needed to take a
fresh approach.

Big Day 2024 focused on the Great Lakes area as a migration hot spot,
with an overall goal of boosting revenue and gifts YOY. To achieve this,
we couldn’t just wing it. So we implemented a multichannel approach,
utilizing email, website assets, and direct mail alongside evergreen paid
media ads (Google & Meta). The digital components ran from 4/29-
5/31. An initial direct mail appeal dropped on 4/5, with a follow up sent

on 5/31.

To drive donations, messaging celebrated the wonder of migration
while also sharing the dangers birds face along the way.

Our efforts resulted in the best-performing Big Day campaign ever!
Email gifts were up 11%, and email revenue was up 12% YOY. Web asset
revenue increased nearly 7% YOY. DM brought in 34% more gross
revenue than projected. And the DM average gift increased 11% YOY.

Talk about soaring to new heights!

CornellLab of Ornithology m.m' 2
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MULTICHANNEL

End of Year Appeal Campaign

CAMPAIGN DETAILS @ @ [ @
Campaign Name End of Year euvesnawbm;g‘,, 4 Strawberry’s URGENT:
Appeal Campaign T » StartswithYou Coctorranimnasa | A

OofFist o)

Category Multichannel

Nonprofit Name Associated Humane Societies

Agency Name Streamworks

Launch Date 9/26/24

Audience Targeted Donors, Sustainers, Mid-Level

CAMPAIGN STATS

Gross Revenue $42,763.00

Email 41 Email 2

Make alasting =
ImpactonPets’ Lives - = Email#3

Everygift | { \

makesa L
difference. * \
(CMAKEAGIFTTODAY) |

Informed Delivery Ride-Along Image

Average Gift ($) $53.00
Cost to Raise $1 (Total Cost/Gross Revenue) $0.26

Total Digital Impressions 130,698

Associated Humane ve Animals a Secon Help Strawberry &
Soclety ance Popcorn Park

Response Rate 6.14% :
==

Number of Conversions 881

Conversion Rate 0.67%

WHY IS YOUR ENTRY SUCCESSFUL

This campaign represented a strategic shift for the
organization by successfully uniting two historically
separate donor groups: supporters of Popcorn
Park, the organization’s animal refuge for rescued
wildlife, and those who give to the traditional
animal shelter serving companion animals and pets.
Donors were engaged through an integrated, multi-
channel approach that included direct mail, email,
Google search and display ads, and USPS Informed
Delivery. This strategy allowed the organization

to share its broader impact and drive stronger
overall performance. The campaign outperformed
previous efforts that focused on just one program.
In addition, the premium offer helped drive results,
increasing average gift size by 10% and improving
response rates, while keeping the cost to raise a
dollar low.

2690 00000

;: 2e@0@ 00000

9 ReplyEnvelope.

The search ad campaign delivered over 4,000
impressions, with 255 clicks and confirmed
donations in just 4 short weeks. The search ads
performed exceptionally well with a 6.33% CTR,
particularly appealing to an older demographic
(45+), demonstrating the effectiveness of targeting
users who are already interested in making a gift.

DIRECT MARKETING
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MULTICHANNEL

Jane’s goth Birthday

CAMPAIGN DETAILS igital #1
Campaign Name Jane’s goth Birthday

Category Multichannel =
FB Acquisition FB Remarketing

Qs x 1| [@ESwwe g

Celebrate Dr.

Nonprofit Name Jane Goodall Institute

Agency Name Mission Wired
Launch Date 3/1/24

Audience Targeted Mid-Level, Sustainers, Prospects, Donors

CAMPAIGN STATS

Gross Revenue $661,145

Average Gift ($) $79.79

Cost to Raise $1 (Total Cost/Gross Revenue) $0.13

90th irthday! 90th birthday!

Total Digital Impressions 1,237,882
Response Rate 1%
Number of Conversions 1,161

Conversion Rate 0.09%

HAPPY 90TH BIRTHDAY, JA

WHY IS YOUR ENTRY SUCCESSFUL

Jane’s birthday has become a tentpole campaign across

all channels for the Jane Goodall Institute. As 2024 was a
milestone year - Jane’s 9oth birthday, we utilized a $90,000
match to correlate with the age she turned. All of our creative e —
emphasized this match along with Jane’s “birthday wish.”

(vpqa,
; | ¢
Additionally, we leveraged Sign for Good as an engagement

tactic in digital, rolled out the “Make a Birthday Gift” call to

action button that was tested in FY23, and defaulted to $90

on the ask string for Jane’s goth in digital. The $90 ask was

also utilized in the Lo$ direct mail campaigns and increased BRI
the average gift by nearly $7 compared to FY23. o

Cldraiag 30 Yo o e

This campaign had a unified cross-channel message that

emphasized the milestone year as we told Jane’s life story

throughout our creative. Overall, we saw a 58% increase in )
revenue compared to FY23 across all channels. -

DIRECT MARKETING
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MULTICHANNEL

Little Brothers Annual Christmas Appeal

CAMPAIGN DETAILS

Campaign Name Little Brothers Annual Christmas Appeal

Category Multichannel

Nonprofit Name Little Brothers Friends of the Elderly -
Chicago Chapter

Agency Name Faircom New York

Launch Date 11/3/24

Audience Targeted Donors

CAMPAIGN STATS
Gross Revenue $204,599.42

Average Gift ($) $189.62

Cost to Raise $1 (Total Cost/Gross Revenue) $0.77
Total Digital Impressions 24,324

Response Rate 0.03%

@i LBFE [, it

Number of Conversions 68 B joyand friendship

Conversion Rate 0.28%

WHY IS YOUR ENTRY SUCCESSFUL

Little Brothers - Friends of the Elderly (LBFE), is dedicated to relieving isolation
and loneliness among older adults in Chicago.

The 2024 Christmas Campaign set out to achieve three goals: increase
engagement, raise vital funds, and deepen awareness of LBFE’s mission during a
time of year when our older friends need connection most.

The appeal focused on Christmas programming and home deliveries, a Christmas
card, and other treats to help them celebrate.

For direct mail, we included a custom version of the letter for donors who had
responded to this appeal in the last two years. Segmenting out this group helped:
1) to show donors we know them and are mindful of their specific acts

of generosity; 2) zero in on a group that was more likely to give based on

past behavior.

The digital campaign was designed to create urgency and inspire holiday giving. It
featured two emails and a lift note resend. We created an animated graphic - a cozy
window scene filled with Christmas imagery suggesting the joy donors can bring.

To boost conversions, a lightbox featuring matching creative and reinforcing copy
was deployed on the website.

At a remarkable 11.2% response rate and nearly $197 Avg. Gift, the Christmas =~ ™
campaign was our best performer of the year!

Our efforts to reach busy donors across channels - Direct Mail, Email, and website
Lightbox — with a consistent and compelling message paid off: Our 2024 campaign
raised more than $40K more than the previous year’s.

DIRECT MARKETING
D /AV FUNDRAISERS ASSOCIATION




MULTICHANNEL

LWV ‘Vote For Your Slogan’ Yard Sign
Multichannel Campaign

CAMPAIGN DETAILS Direc v

Campaign Name LWV "Vote For Your Slogan” Yard Sign
Multichannel Campaign

Category Multichannel
Nonprofit Name League of Women Voters e
Agency Name MarkeTeam
Launch Date 3/1/24

Audience Targeted Donors, Mid-Level, Sustainers, Prospects

THEW

P
EVERY VOTE

CAMPAIGN STATS MATTERS
Gross Revenue $203,676.00
Average Gift ($) $33.73

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

Emails

Total Digital Impressions 2,430,523
Response Rate 0.001%

Number of Conversions 2,012

: VOTE LIKE
Give $24, DEMOCRAcy

DEP
Get a Sign! m.,,f_'," Pj Ny

VOTE LIKE
DEMOCRACY
DEPENDS ON IT.

(It does.) “~,

Conversion Rate 0.001%

WHY IS YOUR ENTRY SUCCESSFUL

The League of Women Voters (LWV) is a nonpartisan, grassroots
organization focused on empowering voters. With the 2024
Presidential election approaching, we needed a campaign to
motivate voters to support the League and get out to vote.

We created a Yard Sign campaign for LWV supporters to VOTELIKE
. T . El
proudly display. Building on the success of our 2022 campaign, DEPENDS ON T,

we launched an email campaign asking supporters to “pick your
favorite” slogan. The initial email offered four design concepts,
leading recipients to a landing page where they could vote for
their preferred design.

Once selected, we promoted the yard sign through emails, Meta
ads, SMS, and a lightbox on LWV.org. Regular donors and League
members were asked for a minimum of $25, while prospects were
asked for $15. The yard signs were sent about 8-10 weeks after
the donation.

The campaign included three emails, Meta ads to League
constituents and Lookalikes, SEO, and text messages. The yard
sign was two-sided with the winning slogan, mailed in a large tube
with the yard sign and a buckslip thanking donors. Google ads had
an excellent .23 ROAS; Meta had a .57% CTR and .4 ROAS; SMS had
a .58% response rate; generating more than $200K in revenue!

DIRECT MARKETING
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MULTICHANNEL

March Membership Month

CAMPAIGN DETAILS
Campaign Name March Membership Month

Category Multichannel
Nonprofit Name National Museum of the American Indian
Agency Name Avalon Consulting Group

Launch Date 3/1/24

Audience Targeted Donors

CAMPAIGN STATS
Gross Revenue $151,670.00

Average Gift ($) $93.80

Cost to Raise $1 (Total Cost/Gross Revenue) $0.20
Total Digital Impressions n/a

Response Rate 0.61%

Number of Conversions n/a

Conversion Rate n/a

WHY IS YOUR ENTRY SUCCESSFUL

Avalon and the National Museum of the American Indian (NMAI)
have been partners since 2009, and in 2017, we saw an opportunity
to create a multichannel campaign around Membership Month in
March. Alongside a mirrored digital campaign, we sent members

a direct mail appeal with a notepad gift to thank them for their
member support. The campaign did so well that it became part of
our yearly schedule!

With industry-wide paper and production costs increasing year
after year, we needed to produce an impactful campaign without
the high costs. In 2023, we tested removing the premium—half the
audience received a notepad while the other half received only the
letter. To our surprise, the audience that didn’t receive a premium
had a 2X stronger response rate, generating 206% more gross
revenue and a 41% increase in net per donor!

00:00:00
In 2024, we ran a similar test—this time with a bookmark. The e —
bookmark option was less expensive to produce than a notepad,
and we wanted to see if our test would produce the same results . :
as the previous year. Again, the version with no bookmark was the = ~ I
clear winner, with a 7.43% increase in net per donor for direct mail. -

In 2023 and 2024, the March Membership Month DM appeal had the : 00:00:00
highest net revenue of the year—and in 2024, the digital campaign
had the highest average gift at $120 (18% higher than in 2023)!
These tests proved that NMAI's members don’t need a premium
to support the museum—that the messaging within the letter was
enough to motivate a gift.

DIRECT MARKETING
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MULTICHANNEL

Notre-Dame Cathedral Grand
Re-Opening Multi-Channel Campaign

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Notre-Dame Cathedral Grand Re-Opening

Multi-Channel Campaign

Category Multichannel

Nonprofit Name Friends of Notre-Dame de Paris
Agency Name Faircom New York

Launch Date 10/1/24

Audience Targeted Donors, Prospects

CAMPAIGN STATS

Gross Revenue $207,236

Average Gift ($) $112.69

Cost to Raise $1 (Total Cost/Gross Revenue) $0.31
Total Digital Impressions 196,632

Response Rate 0.94%

Number of Conversions 1,839

Conversion Rate 0.94%

Friends of Notre-Dame de Paris is the leading international
nonprofit raising funds to restore Notre-Dame Cathedral. After
the fire in 2019, the scope of the project - and funds needed -
dramatically increased.

Our strategy was to thank donors for making the reopening
possible by including a poster highlighting the restoration
progress and to implore donors to stay engaged for the next
phase of restoration. The package included a letter of gratitude
and highlighted the ongoing projects.

The mailing was expanded to include lower-level and lapsed
donors as well as a follow-up mailing to top-level donors.

Digital efforts highlighted the importance of continuing
restoration efforts, using Giving Tuesday to mobilize support
before the reopening. Each email reinforced that the Cathedral’s
journey is far from over.

Our direct mail and digital campaigns exceeded expectations in
engagement and revenue. The organization has seen a significant
increase in the number of new and upgraded 1,163 Society
members. With 1,353 gifts, it generated a powerful response

of 5% across 27,299 mailed pieces and raised $173,569 in gross
revenue, with an average gift of $128.

For digital, a total of 169,333 emails were delivered through 5
sends. On top of a strong click-through rate of 1.73%, these
emails generated $33,667 in revenue from 486 donations, with
an average online gift of $69.27. Overall, this campaign spanning
Giving Tuesday and the reopening brought in 78% more revenue
than last year.

DIRECT MARKETING
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MULTICHANNEL

PanCAN Drive to Thrive

CAMPAIGN DETAILS

Campaign Name PanCAN Drive to Thrive
Category Multichannel

Nonprofit Name PanCAN

Agency Name RKD Group

Launch Date 8/13/24

Audience Targeted Donors, Prospects, Mid-Level, Sustainers

CAMPAIGN STATS

Gross Revenue $280,827.00

Average Gift ($) $136.06

Cost to Raise $1 (Total Cost/Gross Revenue) $0.22
Total Digital Impressions 651,043

Response Rate 0.07%

Number of Conversions 70

Conversion Rate 0.01%

WHY IS YOUR ENTRY SUCCESSFUL

PanCAN looked to RKD to optimize their largest annual drive
that builds over several weeks and culminates with a Day of

Giving. We provided planning, creative and measurement for
digital and offline channels includes emails, display ads, Meta

network ads, search ads, lightbox, influencers, SMS, social media

video content and direct mail.

WORLD
GRATITUDE DAY

We're thankful for YOU!

pport our 2024
DRIVE TO
THRIVE

Some tactics we implemented included an expanded match
from $50,000 to $200,000 and match multiplier from two to
three times at the end of the campaign. We reduced costs and
fulfillment efforts for direct mail by moving away from a physical
premium and instead opted to surprise monthly donors with a
small gift after their monthly conversion was made to improve
sustainer retention.

We leveraged an audience-targeted approach to drive
engagement through relevant messaging and content. We
versioned special creative messaging to previous supporters,
those who supported a multi-month campaign where they
made two gifts two months in a row, mid level donors, existing
sustainers and general donors. We also optimized every
campaign by building upon our learning agenda objectives.

Results

- Gross revenue from one-time gifts and initial sustaining gifts
increased 90% year over year (YOY).

- We observed a 70% increase in the number of online gifts YOY.
- Overall average gift increased 12% YOY.

- The average gift amount of donors converted to sustainers
increased by 45% YOY.

- Over the next six months, subsequent sustaining donations
increased 12% YOY.

DIRECT MARKETING
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MULTICHANNEL

Plant the Seeds of Your Legacy Journey

CAMPAIGN DETAILS

Campaign Name Plant the Seeds of Your Legacy Journey
Category Multichannel
Nonprofit Name Doctors Without Borders

Agency Name Multiple: Blue State, C+K, Lautman Maska
Neill and Company

Launch Date 5/1/24

Audience Targeted Sustainers, Donors, Prospects, Mid-Level

CAMPAIGN STATS

Gross Revenue $6,224

Average Gift ($) $77.80

Cost to Raise $1 (Total Cost/Gross Revenue) $33.85
Total Digital Impressions 793,256

Response Rate 0.011%

Number of Conversions 43

Conversion Rate 0.01%

WHY IS YOUR ENTRY SUCCESSFUL

Legacy marketing is a longer giving journey with significant
revenue upside. In this journey, all channels can serve a

role in supporting and moving prospects to this ultimate
level of investment. Doctors Without Borders developed a
multi-touch, multi-channel set of touch points to educate
and engage donors on the topic of legacy giving across
email, website, video, and direct mail. We used a brief
video to explain the importance of all types of giving to
Doctors Without Borders, while expressing the singular
impact of legacy giving. Within 45 seconds, and through
powerful visuals, this video mounts a compelling case that
by making a bequest, a supporter can establish a legacy,
and build healthier communities for generations to come.
This messaging was reiterated across channels; social, paid
media, and email beginning in 2024 to keep planned giving
top of mind for legacy prospects. Direct mail built upon this
awareness and served as a key conversion point resulting in
43 PG inquiries for fundraising staff members to follow-up
and close. Building upon this multi channel success, we also
recently launched telemarketing as an additional component
to steward our legacy prospects.

Creaty Y| Tody

%
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Legacy Giving video:
https://youtu.be/q_PadtrXrv0?feature=shared

b s, S 6

A planned gift isa lasting investment in Doctors Without Borders/Médecins
ol A b
il g Sans Frontiéres (MSF). advancing our mission and ensuring our ability to

Beqeast imessisn form. provide medical aid to people caught in crisis, as we have done for more than

S0years

PLANT THE SEEDS
<@ OF Y@UR LEGACY
JOURNEY T0DAY.
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MULTICHANNEL

Reach Out and Read 2024
Holiday Impact Prize Campaign

CAMPAIGN DETAILS

Campaign Name Reach Out and Read
2024 Holiday Impact Prize Campaign

Category Multichannel

Nonprofit Name Reach Out and Read
Agency Name MKDM

Launch Date 11/23/24

Audience Targeted Prospects, Donors

CAMPAIGN STATS

Gross Revenue $703,704.75
Average Gift ($) $322.95

Cost to Raise $1 (Total Cost/Gross
Revenue) $0.07

Total Digital Impressions 308,556
Response Rate 2.02%
Number of Conversions 92

Conversion Rate 1.9%

WHY IS YOUR ENTRY
SUCCESSFUL

Goals

This campaign for Reach Out and Read
(ROR) aimed to:

1) Grow the number of active donors in
this small, mostly one-time donor file;

2) Increase fundraising efficiency for
regional affiliates;

3) Capitalize on ROR’s unexpected
selection for New York Times journalist
Nicholas Kristof’s Holiday Impact
Prize—overcoming a publication
embargo and shifting timeline.

Strategy

Prioritizing flexibility, responsiveness and
cost-control, this omnichannel campaign
included:

e Two direct mail appeals to current,
lapsed, and affiliate donors. Packages
shared significant copy for creative cost
control; variable data and digital printing
was employed for cost effective, flexible
production that could be responsive to
last-minute adjustments.

DM Campaign #1

e Two 5-notice email series aligned
with Giving Tuesday, Year-End, and
the Holiday Impact Prize.

e A retargeting postcard, sent daily
to highly-engaged non-donor
website visitors.

e A storytelling-driven landing page
launched immediately post-embargo.

The campaign was supported by paid
social campaigns conducted by ROR +
partner Community Boost.

Results
In five weeks, the campaign:

1) Generated 2,179 gifts, compared to
ROR’s prior 0-24 month national donor
base of ~1,500.

2) Localized mail was produced for
18 affiliates with an avg, file size of
440 donors at a cost of $1,139/m +
generated $131,574 in affiliates revenue.

3) Raised ~$703,000 in direct response
giving at a CTRAD of $0.07. In total, $3.25
million was raised to give kids books.

DM Campaign #2

DIRECT MARKETING
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MULTICHANNEL

Seen Campaign: Regionwide Awareness
for the Evansville Rescue Mission

CAMPAIGN DETAILS

WHY IS YOUR ENTRY SUCCESSFUL

Campaign Name Seen Campaign: Regionwide Awareness for

the Evansville Rescue Mission

Category Multichannel

Nonprofit Name Evansville Rescue Mission
Agency Name BDI

Launch Date 6/1/24

Audience Targeted Donors, Prospects, Mid-Level

CAMPAIGN STATS

Gross Revenue $204,931

Average Gift ($) $441

Cost to Raise $1 (Total Cost/Gross Revenue) n/a

Total Digital Impressions 3,756,000

Response Rate n/a

Number of Conversions Meta video ads: 103 conversions

Conversion Rate Meta video ads: 3.93% conversion rate

Sidewalk Clings

el ‘
a8\ . SEEN

mitloSEEN Y

Website Lightbox & Ads

- Meta video ads: 221,995 impressions, 103 conversions, 3.93%
conversion rate

- CTV/OTT: 34,095 impressions, 21.62% conversion rate
- +6% increase in online revenue YOY

- Mid/Major Donor impact: 102 additional gifts, $300,952 raised
(+18.16%)

The Seen Campaign didn’t just raise money - it also raised
visibility and deepened ERM’s connection with donors,
businesses and the broader community.

The campaign sparked new corporate partnerships, further
expanding ERM’s community impact. Local businesses took
notice, including Chick-fil-A in Evansville, which partnered with
ERM for a special fundraiser after seeing the campaign’s impact.
This event not only raised additional funds but also introduced
ERM to new community supporters.

The campaign did not disrupt regular giving to ERM’s ongoing
fundraising appeals - a key success metric for an awareness-
driven campaign. Instead, it created additional momentum and
new streams of support for the Center for Women & Children.

The impact of the Seen Campaign extended beyond the initial
fundraising window of June-October 2024. Even after the
campaign’s conclusion, ERM has continued to see increased
donor engagement and heightened awareness around the issue
of women and children experiencing homelessness.

Billboards

you see her...
how will you help?
ewnsnue s
WA,
MISSION
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MULTICHANNEL

UPMC Giving Tuesday

CAMPAIGN DETAILS
Campaign Name UPMC Giving Tuesday

IMPACT IS EXPONENTIAL

Category Multichannel | T GIWINGTUESDAY

Nonprofit Name UPMC Hillman Cancer Center

5 Fund R h
Agency Name n/a \ und Research,

Launch Date 11/12/24

Audience Targeted Donors

CAMPAIGN STATS
Gross Revenue $118,682

Average Gift ($) $522.83

Cost to Raise $1 (Total Cost/Gross Revenue) $0.37

Total Digital Impressions o

Response Rate 0.22%

GIN¥INGTUESDAY Thank You for Giving
Ends at Midnight! Back on
1 [ L
Number of Conversions o o) } 5

Conversion Rate o
WHY IS YOUR ENTRY SUCCESSFUL =

UPMC wanted to develop a coordinated multi-
channel program for Giving Tuesday that would
expand on their current email series. We created

and designed two postcards that would drop two
weeks before GT and then a week before and would
enhance their reach to donors during this important
time. We mailed 50,000 donors for each drop and we
targeted their donors from the November Renewal,
their 0-6 months Grateful Patients and an nth of
their 25-36 lapsed donors from their November
Acquisition. Each postcard contained a QR code and
URL as the call to action to make a donation. The first
postcard focused on the meaning of Giving Tuesday
and the importance of donating to UPMC. The
second postcard featured a matching gift challenge

UPMC:

B8 .GIWING §
TUESDAY

=4 UPMC| &&=

Join Us in the Fight

from a donor who wanted to honor those he loved & - Against Cancer
who had gone through the cancer journey. Giving Tuesday is December 3 —
the day to give back!

Six emails were deployed during the two week period s
and a Thank You email was deployed after Giving LYl 15 NG
Tuesday. The creative for the emails followed the
same branding and message as the postcards.

The coordinated campaign raised a total of $118,682
from 227 gifts. The postcards raised an impressive
$104,137 with an average gift of $1,323.44!

DIRECT MARKETING
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STEWARDSHIP

Ask Me About My Research Stewardship Campaign

CAMPAIGN DETAILS

Campaign Name Ask Me About My
Research Stewardship Campaign

Category Stewardship

Nonprofit Name Baylor College of
Medicine

Agency Name TrueSense Marketing
Launch Date 7/1/24

Audience Targeted Donors

CAMPAIGN STATS

What Channel Did You Use Email,
Social Ads, Other: Video Landing Page,
Search Ads

Total Recipients 32,333
Total Cost $2,435
Unsolicited $ Raised $1,165

Discover More About Your
I

PARTNERSHIP

WHY IS YOUR ENTRY
SUCCESSFUL

With the distractions donors face in

the summer, it’s no wonder giving falls

off. But July can be the perfect time for
stewardship! Taking time to deepen donor
relationships during the quieter moments
of the calendar year helps strengthen
year-end appeals throughout the year.

But how to attract a distracted donor’s
attention?

Baylor College of Medicine’s Ask Me
About My Research stewardship campaign
leveraged videos of Baylor physician-
scientists talking about their work with
children. Two things that grab donors’
attention - video content and cute kids!

BCM used email marketing and social
advertising so that goodwill was built
across channels, since not all donors
would see email. Pairing email with an ad
on social media allowed us to reinforce

SOCIAL

BAYLOR COLLEGE OF MEDICINE
ASK ME ABOUT MY RESEARCH
STEWARDSHIP/ENGAGEMENT CAMPAIGN

DONATION PAGE

SCANTO
PLAY VIDEOS

the message in channels where donors
might be spending their time. This subtle
multichannel presence built donor
recognition and trust.

The engagement was nothing short of
spectacular across email, advertising, and
the video assets themselves. Engagement
metrics included:

- An excellent CTR of 0.22%

- A 38% increase in shares over the
average campaign

- An exceptionally high 1.6% CTR

- These videos had a 52% engagement
rate! On average, donors stayed for over
half the video’s run times.

One last note: Fundraising was not the
driver of this effort, yet gifts were still
received. Not only did the campaign
generate a $1,000 gift. it also converted
an existing donor to a $15 monthly
sustainer.

LANDING PAGE

Simplified Science,

DIRECT MARKETING
D /AV FUNDRAISERS ASSOCIATION




STEWARDSHIP

Every Second Counts

CAMPAIGN DETAILS Can you spot the eight tools Doctars Without Borders/Médecins Sans
Frontiéres (MSF) teams use to save lives in more than 70 countries
around the world? Spot and click on all the items before the time runs

Campaign Name Every Second Counts out every second counts)
Category Stewardship '
Nonprofit Name Doctors Without Borders
Agency Name Blue State

Launch Date 12/14/24

Doctors Wiakeut 3arcers 125 ready10-use Teastutic
foed (RUTH s -

Audience Targeted Sustainers, Donors, :
Mid-Level h : L i i =gt

CAMPAIGN STATS

What Channel Did You Use Text/SMS
Message, Email

Total Recipients 1,452,684
Total Cost $14,000
Unsolicited $ Raised $325,917

THERE'S NO TIME TO LOSE
Help Doctors Without Borders/

WHY IS YOUR ENTRY Méc.lt;-cip‘sfs Sans Fr?ntiléres(MSE;)lﬁnd
SUCCESSFUL e lifesaving tools we need!

This interactive cultivation launched a
highly successful year-end campaign, “Every
Second Counts”. To launch the campaign,
we developed a game-like “iSpy” experience,
where we invited MSF USA donors to spot
the tools that workers use to save lives. This
campaign did not directly solicit funds but
rather encouraged donors to think about
how MSF works and to prime audiences

for future giving. It was highly successful in
this goal: Approximately 3,000 supporters
who engaged with this campaign went

on to donate in the final days of the year,
raising $326,000 across email, paid, and
web. Additionally - despite lacking a direct
donate call to action - the campaign raised

an immediate $41,440.
CAN YOU TIND THE T00LS?

Tha emad was sent from e U S secson of Decton Wihout Bordersdedecns Sans.

MONTHLY DONORS SAVE LIVES

Qeivars BMBganey wd 1 PIOC AMeCRe Ty ATEd CONTLE BpAIOMES. NS B
M- macie nasien. 8 wachasaon O halth Caie

Youws e . i the -
NEWS

Marage Preterences Umsuscrie
Plaoue co not el any credit card miormaten 1 Doctors Without orders au 8 5 not &
¥ you Phesae ciick here

40 Racton irmet. 1687 Floor New Yok, WY 10000 | Phoow: 212-870-6800
Teib-beos iy 8 ok
Danate Ouiee | tigme Paoe | Prvasy Puisy
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STEWARDSHIP

Panda Pop-up Stewardship Card

CAMPAIGN DETAILS

Campaign Name Panda Pop-up
Stewardship Card

Category Stewardship
Nonprofit Name WWF
Agency Name NEWPORT ONE
Launch Date 11/12/24
Audience Targeted Mid-Level

CAMPAIGN STATS

What Channel Did You Use Direct Mail
Total Recipients 1,020

Total Cost $7,974.54
Unsolicited $ Raised $o

WHY IS YOUR ENTRY
SUCCESSFUL

The goal? Raise the bar on donor
appreciation among WWF’s mid-level
“Partners in Conservation” with a gratitude
card during the holidays that would
surprise and delight donors. We wanted
something that would really “pop!”

Our Pop-up Panda Gratitude Card aimed
to creatively acknowledge and cultivate
donors during the holidays and reinforce
the personal and emotional connection
donors have with WWF’s mission and
their assigned gift officer.

Our strategy featured a pop-up card

with a 3D paper panda, made to look like
WWHF’s iconic logo. A string was added to
allow the panda to become a sustainable
holiday ornament.

Each card and OE included personalized
handwriting styled after the donor’s

LA

AUTO

assigned WWF gift officer. This touch
significantly added to the impact by
making each recipient feel individually
recognized and valued.

By avoiding conventional and often
discarded (and wasteful) appreciation
gifts, this approach pushed the boundaries
of traditional donor stewardship, aligned
with the donors’ sustainability values, and
set a new benchmark for creative donor
engagement.

Results

The Panda Pop-up Gratitude Card
campaign was a creative success-
capturing the donor’s attention. Here are
a few quotes: “Rachel, just a quick note to
tell you how adorable that creative little
paper panda ornament is. | really love

it! Thanks.” and “Hi Danielle, the gift of
the fold-up panda ornament is the best
gift yet. Simple, unique, fun, useful, and
creative. Kudos to WWEF!”

PARTNERS
IN CONSERVATION

Ma. Mavcia 3. Jovrinson
B0 New Valley Ra
PO, Boyw 5233

wieimar, CA 45136
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STEWARDSHIP

Recipes from Home

CAMPAIGN DETAILS

Campaign Name Recipes from Home

R [OE A

Category Stewardship

Nonprofit Name International Rescue Committee
Agency Name Faircom New York

Launch Date 5/20/24

Audience Targeted Sustainers

CAMPAIGN STATS
What Channel Did You Use Direct Mail

Total Recipients 24,959
Total Cost $65,645.00

Unsolicited $ Raised $1,120.00

WHY IS YOUR ENTRY SUCCESSFUL

This cultivation piece was designed specifically
to strengthen retention among monthly donors
in the IRC’s sustainer program. To express

our gratitude and foster a deeper connection
between supporters and our mission, we created
a thoughtfully curated recipe book featuring
authentic dishes from IRC clients around the
world. While the mailing intentionally included no
direct fundraising ask, it did provide a convenient
opportunity for moved recipients to make an
additional contribution if they felt inspired to

do so. The direct mail piece was followed by an
email. In addition, this serves as a welcome gift to
new sustainers which they can download on the
partner site.

DIRECT MARKETING
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STEWARDSHIP

Summer Cultivation

CAMPAIGN DETAILS

Campaign Name Summer Cultivation

TAKE A TRIP DOWN
. MEMORY LANE
Category Stewardship
Nonprofit Name North Shore Animal D
Isa\amma_lﬂl‘eggue

League America
Agency Name Sanky Communications JOIN US FOR A TRIP
Launch Date 8/14/24 DOWN MEMORY LANE

Audience Targeted Donors, Prospects

CAMPAIGN STATS
What Channel Did You Use Email

Total Recipients 812,000

Total Cost $6,745.00

How Many Milestones Do You Recognize?

Unsolicited $ Raised n/a

Correct answers
B, Station Wagon

WHY IS YOUR ENTRY o e b,

SUCCESSFUL A

North Shore Animal League America M:w St e

celebrated its 8oth anniversary in 2024, ST senenn e

and a quiz on the organization’s history

presented users with an opportunity to = Sana e
learn about its generations of impact et s e B s

and innovation as a leader in the no-kill e

movement.

One of the major milestones in its founding
was the purchase of a station wagon in 1945,
which volunteers drove around Long Island
for their first local rescues. Today, Animal e e s S
League America has a larger fleet of mobile
rescue and adoption vehicles that drive
across the country.

A summer road trip theme for the quiz pays
homage to this legacy. The background of
the quiz is a road map and each question
features a vintage photo - including one

of the original station wagon. The landing
page invites visitors to “Take a Trip Down
Memory Lane” before answering six
questions about the organization’s origin
and impact since 1944.

DIRECT MARKETING
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STEWARDSHIP

Trail Mix & Match Puzzle Engagement

CAMPAIGN DETAILS

Campaign Name Trail Mix & Match Puzzle
Engagement

Category Stewardship

TRAR X

Nonprofit Name Save the Redwoods League P s
Agency Name K2D Strategies Fls 25 el )
Launch Date 8/8/24

Audience Targeted Sustainers, Donors,
Prospects, Mid-Level

CAMPAIGN STATS
What Channel Did You Use Email

Total Recipients 2,447,980
Total Cost $5,000.00

Unsolicited $ Raised $377.86

WHY IS YOUR ENTRY SUCCESSFUL

To keep the League’s email subscriber base
engaged ahead of an important land acquisition
campaign, we set out to create a fun and light-
hearted email series with weekly puzzles based on
the New York Times Connections.

The League’s “Trail Mix & Match” was born! Four
unique puzzles were developed, each with a
theme related to redwoods, conservation, local
wildlife, and more. Visually, every puzzle looked
exactly like the NYT Connections you might play
on your phone—and they were just as challenging.

Ultimately, puzzles were completed 6,610 time,

a response rate of 0.27%! The excitement of
this series was also a boon for the League’s
click-thru rates. The preceding fundraising
campaign had averaged a 0.19% CTR, but Trail
Mix & Match had an average CTR of 0.31%, a vital
improvement as the League headed into year-
end giving. This improvement in CTR held strong Lo . ——

for the remainder of the year, and keeping their s ——
supporters engaged paid enormous dividends in e [ ottt |

Giving Tuesday and year-end fundraising! -

FORESTS WE SAVED (TOGETHER)
ALDER, RUSSIAN RIVER, CASCADE, MONTGOMERY

: : —

. DEVELOPMENT  DROUGHT  RUSSIAN RIVER. Y
= (o) () RO

DIRECT MARKETING
D /AV FUNDRAISERS ASSOCIATION




STEWARDSHIP

UNICEF Planned Giving Survey

CAMPAIGN DETAILS

Campaign Name UNICEF Planned
Giving Survey

Category Stewardship

Nonprofit Name US Fund for UNICEF
Agency Name MarkeTeam

Launch Date 2/1/24

Audience Targeted Sustainers, Prospects,
Donors, Mid-Level

CAMPAIGN STATS
What Channel Did You Use Direct Mail

Total Recipients 100,000
Total Cost $100,000

Unsolicited $ Raised $o

unicef@
Usa

for every child

Your opinion matters.

Please take the enclosed short survey.

SUPPORTER INSIGHT SURVEY

PREPARED For:
Name

forevery chid Name2

T pa Your
Tl only take 1010 15 mnutes o complete.

IMPORTANT. The iformation you provide i forour Intemal use orly

ardwil be kept n stk confidence.

importartto us.

WHY IS YOUR ENTRY
SUCCESSFUL

UNICEF USA (UNI) is dedicated to
improving children’s lives globally. For
donors who value UNICEF’s mission,
the final step is leaving a lasting legacy
through a planned gift.

The goal of this package was to identify
prospects interested in leaving a planned
gift to UNICEF USA.

Historically, planned giving mailings
included newsletters about planned

gifts. For this campaign, we used a new
strategy—a survey designed to encourage
donor interaction and provide insight into
their interest in planned giving.

The package included:

An invitation to complete the survey,
with a focus on why donors give, their
preferred giving vehicle, and what
influences their decisions.

unicef@

forevery chid

Dear Salutation,

R e A R T

The audience was a 100,000-donor
segment identified using Al, based on
over 1,000 demographic, psychographic,
and lifestyle indicators, with an increased
likelihood of planned giving interest.

The results were impressive! Nearly 9oo
donors indicated they were either making
a planned gift or were interested in
receiving more information about planned
giving - a +30% increase from their
previous high! 25 responses indicated New
or Confirmed Planned gifts to UNICEF; 132
requested information; and 299 indicated
they were very likely to consider a Planned
Gift with an additional 423 indicating

they might consider. This was a strong
response, providing us with valuable
prospects to start and continue planned
giving discussions. We successfully met
our goal of identifying new PG prospects
and fostering relationships!

March 6, 202¢

f possible, please complete and return the survey within 10 days.

Thank you for your valuable time and your generous support of our shared
vision of a world where every child is healthy, educated, protected and respected.

TELLUS ABOUT ¥0U:
J0rOUP? 8.0Uner2s 04165 o D854 5.08 oroder
bo2%a  dDse 1 0757
le 5.0 Fensk

10Snge b OMarkd ¢ OPatnersd o ODNorced e OWidoved

Pl cha i) 2. O Chicken 9.0 o chicken

SURVEY INSTRUCTIONS
1. Please mark ihe boxes wih an X' using blue or back k.

3

3 pleted survey in
Survey Resporse Center, PO Bax 10054, Toledo, OH 43682-4420
4. Kindly complete and return the survey witin 10 days.

answer all questions, pleass fesi frea to siip 2 quesion yau would

SECTION |- ViHY Y0U GIVE

) The following are several easans why supporters choose UNICEF USA. Plase (el us hovw

nooooo

DMIF-N

A FUNDRAISERS ASSOCIATION

oooooao-

JU! We appreciate your time and value your feedback.

infile s Please wits any charges o your contact infarmation here:

nooopoo-
poooson

o S R
DoNoR_Ty | iassioz | o2

DIRECT MARKETING

With gratitude,

Andrea Ryan
Vice President, Planned Giving

P.S. We'd be so grateful if you would

The inforr

mation you provide will be

Kept strictly confidential for our internal use only.

BUSINESS REPLY MAIL

FOSTAGE WLL BEPAD 8Y ADDRESSER

WNICEF USA
SURVEY FESPONSE CENTER

POBOX 10084
TOLEDD, O éase2-4420

g AP




STEWARDSHIP

Welcome Package

CAMPAIGN DETAILS

Campaign Name Welcome Package
Category Stewardship

Nonprofit Name Massachusetts Society for the
Prevention of Cruelty to Animals

Agency Name n/a
Launch Date 1/1/24

Audience Targeted Donors

CAMPAIGN STATS

What Channel Did You Use Direct Mail
Total Recipients 3,393
Total Cost $6,375.00

Unsolicited $ Raised $1,031.00

WHY IS YOUR ENTRY SUCCESSFUL

We created this “cultivation” package to welcome
new donors who responded to the direct

mail acquisition program. As a result, 2nd year
retention increased by 5%)!

The package has helped the organization to build
stronger relationships with the new donors. The
brochure provides new donors with historical
information, hospital and adoption center
locations, and how donors have helped make laws
and set standards that have fundamentally shaped
our sense of kindness and care for animals - and
for one another.

The brochure itself has been used as a handout
for new adopters and hospital visitors.

While the goal of the program is to cultivate a
new donor, the appeal features a soft ask. The
package has generated income and created
loyalty from donors!

to the MSPCA Family
Nis Sunple A Sumple
1234 Any St
Any Town ST 123456789

caiis AR oot ek o sl a2 4 10 e o0 5 50 o e VS
e o SRR
h g You help provide You help enforce “
Welcome to the state-of-the-art the law to protect .

MSPCA Family ? medical care animals from cruelty s
T

You help improve
the lives of animals
through advocacy

[

Welcome to the

Angell of Kindness MSPCA Family

N
E You help provide
> m state-of-the-art You help enforce

the law to protect
animals from cruelty

Adoption Cent

You help find loving homes
for homeless animals

9 mspea

pr—————y
oo

You help provide vital

community outreach bed

You help improve
the lives of animals
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Questions or Log in Issues?
Contact us at
info@dmfa.org or 646-675-7314




