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Today’s Fundraising 
Programs Are Still 
Built Upon Classic 
Fundraising Principles
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Building a Foundation: the Classic Donor Pyramid
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The Pareto Principle or 80/20 Rule
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The Donor Journey
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From Jeff Brooks’ "Future Fundraising Now" blog.  (Created by Mark Oehlschlaeger at the Domain Group.)



They give via 
website, email, 
peer-to-peer & 
social media Multichannel is 

the “New Normal”

Most online 
donors are 
from Gen X 
and Millennial 
demographic

It's growing. 2019 Giving 
Tuesday raised $511 
million — a 28% increase!

Donors who give through 
multiple channels are 
extremely valuable!

The Baby Boomers 
segment (age 56 - 74) 
represent 1/3 of all adults 
who give & contribute 
43% of all dollars donated

The Matures, age 75+, 
are the most generous 
generation

Direct mail is still the 
channel of choice for 
older donors, but some 
some give online as well

Who is your donor today — and how does she give?

Source: Blackbaud, "The Next Generation of American Giving" 
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How fast is digital growing?

Blackbaud's 2019 Charitable Giving Report:

• Digital is growing faster than any other channel, with a 10% increase in 
online giving since 2017, while overall giving increased by 5%

• Revenue generated online reached a record high in 2019, but still only 
accounts for 8.7% of overall fundraising revenue (excluding grants)

• 18% percent of total online giving took place in December

• 26% of online transactions were made via a mobile device
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Direct Mail is still the Cornerstone of most Fundraising Programs

• Direct mail still drives more than 90% of revenue for most clients, 
excluding major gifts, grants and special events

• It’s how older donors – the Matures & Baby Boomers – prefer to give

• Channel integration is important as digital fundraising grows, and 
organizations strive to cultivate younger & multichannel donors

• It's all about donor choice!

• Give people the ability to give how and when they prefer

• YES, charitable giving is changing –– but some things never change
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In ALL media, fundraising success is driven by:

• A Solid Strategic Plan

• Effective List/media planning and donor segmentation

• A Strong Offer –– one that is simple and specific

• Compelling copy with good storytelling –– but don't just tell the 
happy ending

• Present a problem that the donor can solve by giving!

• Make a hard ask –– be specific and urgent

• Use effective visuals that attract and persuade
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What drives response?
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List is the most important factor… followed by offer and creative.



Catholic Charities Multichannel Christmas Appeal
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Catholic Charities Multichannel Christmas Appeal
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Catholic Charities Multichannel Christmas Appeal
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Catholic Charities Multichannel Christmas Appeal



Catholic Charities –– Christmas Email Campaign



Catholic Charities Christmas Digital Ad Campaign
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Catholic Charities Christmas Facebook Ad Campaign
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Catholic Charities Christmas Lightbox
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Catholic Charities –– Multichannel Christmas Appeal Campaign
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• The DM Renewal pulled 8% Response Rate; $47.37 Average Gift

• Additionally the Email Series generated 332 gifts and raised $55k!

• The Facebook ads covered 65,000 paid impressions at a cost of 
$2,200.  

• The Facebook ads generated 93 gifts and raised $53,800! The 
Average Gift was $578.50.

• FY20 Online Revenue was up 96% from FY19
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Grassroots International Multichannel November Acquisition



Grassroots International Multichannel November Acquisition
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Grassroots International Multichannel November Acquisition
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Grassroots International –– Digital Ad Campaign
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Grassroots International –– Integrated Campaign
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• 2019 Integrated campaign incorporated both print & digital media

• The digital campaign was designed to support the direct mail, and 
utilized digital display ads, Facebook, and Instagram ads

• With the coordinated display platform, DM recipients were matched 
to their online profiles and their IP addresses were targeted with a 
digital ad. The mail file was also synced with the Facebook and 
Instagram platforms in order to create more touchpoints with the 
target audience and create a lift in revenue. 

• 2019 Campaign increased revenue over prior year by more than 30%
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MSPCA Challenge Match –– Direct Mail Package #1
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Email Test Single Button vs. Multiple, plus Banner and Lightbox
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MSPCA Challenge Match –– Integrated Campaign
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• Campaign included 2-part direct mail series, 4 emails & Lightbox

• We doubled the number of emails from 2018 prior & added Lightbox

• Direct Mail series generated 5,360 gifts totaling $270,537

• Email campaign generated nearly $20,000.

• The email w. multiple ”donate” buttons beat the email w. single button

• Lightbox generated 227 gifts totaling $38,210

• TOTAL RAISED In CAMPAIGN: $332,670

• This was an increase of nearly 50% over 2018 total
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Framing Offers with “Branded” Appeal Themes

@davincidirect

• “Challenge Match,” “Holiday/Christmas Appeal” and “Annual Fund” 
are classic “Pillar” appeals that work, both offline & online 

• Create a unique look with Appeal Logos and Design

• Position your strongest offers and stories in your most productive 
slots: October, November & December.  

• Thanksgiving and Holiday are two of the strongest appeals for Q3

• January & February are effective for Annual Fund Appeals

• Challenge Match is always effective, but especially at Year-End



Promote Monthly Giving across Multiple Channels



MSPCA “Angells of Kindness” –– Email Invite and Upgrade Offer 



Promote Monthly Giving in “Thank-You” & New Donor Welcome 
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MSPCA –– “Angells of Kindness” Monthly Giving Campaign
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• Monthly giving has been promoted aggressively in direct mail and 
digital programs for the past three years

• Existing monthly donors are now asked to upgrade their giving, both 
in direct mail and email   

• In FY18, there were 52 new Angells of Kindness monthly donors

• In FY19, there were 115 new Angells of Kindness monthly donors, 
representing $30K year in gifts

• In FY20, as of June, we have 177 new monthly donors, representing 
$50K year in gifts



MSPCA –– #GivingTuesday Email Campaign



MSPCA –– #GivingTuesday Lightbox & Donation page Banners
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MSPCA –– #GivingTuesday Campaign
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• Campaign included a 4-part email series & Lightbox

• We doubled the number of emails from 2018 AND added Lightbox

• Adding these digital components boosted revenue in 2019 by nearly 
60% over 2018 

• Lightbox alone added more than $20,000 in additional income. 
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Test an URGENT Year-End Campaign
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Create Matching Digital: Email, FB & Donation Page Banner
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MSPCA -–– Urgent Year-End Renewal Campaign

@davincidirect

• Campaign included direct mail, email and donation page banner

• Direct Mail package raised $160,425

• URL on direct mail package generated 87 gifts totaling $6,165 

• Email generated 55 additional gifts totaling $5,961



Repetition is important! This YE Email Campaign had 7 iterations



MSPCA Year End –– Matching Facebook & Donation Page Banner
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MSPCA –– Year End Digital Campaign
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• This campaign was digital only –– no direct mail

• 7 emails were deployed between December 16 and December 31

• 2 emails deployed on 31st, and the 2nd used ”forwarding technique”

• It says, “Because there are only hours left to DOUBLE YOUR GIFT, I 
wanted to make sure you saw my earlier email… don’t miss out” 

• Email Series produced 19 gifts of $1,000-$5,000 generating $33,750!

• Lightbox produced 22 gifts of $1,000-$10,000 generating $44,620!

• Total digital campaign raised nearly $190,000!



Digital Acquisition 
& Cultivation
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Creating and Cultivating New Online Audiences
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• NPO’s can grow their online file via a number of different strategies: 
Google Grant, Care2 buy, third party e-appends, sign up for updates 
in direct mail packages and on Website, etc.

• Make it easy to make an online gift, and especially a monthly gift, by 
limiting the number of clicks it takes to do so

• Use co-targeting to enhance acquisition results 

• To keep these prospects on your file and pave the way for 
conversion, we must develop compelling offers that drive 
engagement and generate affinity



Rhode Island Community Food Bank Welcome Series



Rhode Island Community Food Bank Welcome Series

Lightbox and Website Footer



Rhode Island Community Food Bank Welcome Series

Google Grant
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Results:

• 160+ sign-ups within the first 4 weeks of launch —
with the lightbox driving the majority of sign-ups

• Email #1 of the series is generating an impressive 
58% open rate and 30% click-through rate!

Rhode Island Community Food Bank Welcome Series
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Results (continued):

• Automated Welcome Series is seeing significantly 
higher response rates, leading to better and 
immediate cultivation

• Strong click-through to social media generates 
additional multi-channel traffic

Rhode Island Community Food Bank Welcome Series
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In Conclusion
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• Direct mail is still the most effective fundraising channel, while digital 
continues to grow and attract younger donors

• All appeals must have a clear and concise offer, compelling story and 
a strong call to action

• Building a program requires strategic planning to reach the right 
people, with the right message, at the right time

• Strategic ACQ list planning, segmenting your donor file and tailoring 
the message appropriately enables you to achieve this goal

• Finally, make a commitment to testing, and analyzing results: it’s a 
process of continual improvement



Thank You
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Steve Maggio 
President/Chief Creative Officer
DaVinci Direct, Inc.
36 Cordage Park Circle, Suite 339
Plymouth, MA 02360
http://www.davinci-direct.com
phone: 508.746.2555, ext. 511

http://www.davinci-direct.com/

