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•  Create an arresting format that relates to 
your cause. 

•  “Paper Bag” format for Food Bank 
dramatized how lack of school lunch 
increased need for donor to help fight 
hunger in summer. 

•  “Seed Package” illustrated how “you can 
plant a healthy future for hungry kids” 

 
 

Test New Formats 



Rhode Island Food Bank 
Paper Bag 



Rhode Island Food Bank 
Seed Package 



•  Test using “stacked premiums” to try to 
increase response rates.   

 
•  Add a note pad or other premium to an 

address label package to see if increase in 
response justifies the increased costs.  

Test Multiple Premiums 



DAV Finches Note Pad 



•  Design a highly personalized greeting 
card for lapsed recapture.  

•  This one for Perkins School for the Blind 
more than doubled response rate over the 
control.  

Improve Lapsed Recapture 



Perkins “Future Is Bright” 



•  It’s crucial to get a second gift from a new donor within the 
first 12 months. 

•  Improve retention with a conversion package that renews 
first-time donors more effectively.  

•  We use a “mini-note card format” with an anniversary theme 
to convert new donors.  Package celebrates the donor’s “one 
year anniversary of giving” in a positive way – instead of 
saying, “we haven’t heard from you in a while.”  

•  Targeting 10 – 12 month and 13 – 15 month segments, this 
package lifted response rate for one client by 
more than 50% and decreased CPDR significantly. 

Create a “Pre-lapsing” Strategy 



MDA Anniversary Card 



•  Cultivate Mid-level and Major direct mail donors with a 
branded donor club with tiered benefits.  
 

•  MDA “Research Leaders” Donor Club puts donors on a 
separate communications track to cultivate bigger gifts 
and reinforce the donor’s connection with the nonprofit.  
 

•  We created an initial invite/welcome/renewal, plus a 
special acknowledgement, newsletters, DVD self-mailer 
with research highlights and Summer Camp Invite. 
  

•  RL segment received special copy variables in  
other packages throughout the year. 

Develop Giving Clubs 



MDA Research Leaders Campaign 



•  Use real handwriting to add the ultimate 
personal touch (along with first-class 
postage) for your major donors. 

Use Real Handwriting 



Atlanta Humane Society Holiday Card 



•  Change newsletter self-mailer to a          
component package.  

•  We found that positioning the newsletter 
as an appeal – with a personalized letter/
reply slip and RE – can increase results 
ten-fold over a self-mailer with bangtail 
envelope as response device. 

Lift Response of Your Newsletter 



American Fondouk Newsletter 



•  Use a “Challenge Match” in your strongest mail 
slot.  It can increase both response rate and 
average gift. 

 
•  For one of our Children’s Hospital clients, their 

holiday challenge match has been the highest 
performing package for several years running.   

•  It also includes a bounce-back “ornament” created 
by a child at the hospital. 

Challenge Your Donors 



Riley Holiday Challenge Match 



•  Use a follow-up mailer 2 – 4 weeks after 
original mailer for important appeals 
(Annual Fund, Matching Gift, Member 
Drive, Monthly Donor.) 

•  Follow-up can typically raise up to 60% of 
the total revenue for campaign. 

Remind Your Donors to Give 



Riley Annual Fund 



Riley Annual Fund Reminder 



•  In this Humane Society campaign, a 
traditional direct mail campaign was 
integrated with print and online ads, 
posters, social media, and a series of email 
blasts to drive donors to web landing page. 

•  Campaign creative must be consistent 
across all media. 

•  Test and improve timing & content. 

Integrate Across Multiple Channels 



MSPCA Holiday Tree Campaign 



Tell a story that intrigues  
donors and prospects 

•  Don’t talk about “ME” (the institutional 
“nonprofit speak” that some organizations use).   

•  Talk about how “YOU” the donor make  
great work possible. 

•  Make it emotional & personal. 

•  Test long copy – it works for many! 
 



IRC Darfur Special Report 



Thank You! 
 For more ideas on how to energize your fundraising program 

contact Steve Maggio or Tony Genovese today! 

Steve Maggio 
Chief Creative officer 

Steve@davinci-direct.com 
508-746-2555 ext. 511 

Tony Genovese 
Chief Executive officer 

Tony@davinci-direct.com 
508-746-2555 ext. 512 




