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How to create digital-friendly DM packages

Search and homepage optimization for DM recipients

Multichannel tracking, reporting and analysis

CHAPMAN CUBINE
ALLEN+HUSSEY




@ &
&
N
/
1 P,
'7.@_% fivagy,
Zoey

Fundraising:

A United Vision

CHAPMAN CUBINE
ALLEN+HUSSEY




Digital
2 ’ 7 O

Fundraising:
A United Vision

3 of the top 4 389
sources donors use

75% 20%

to understand the 62%

impact of a non-profit
are digital

- - Think With Google
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Fundraising:

Digital giving has seen double-digit growth year-over-year for several years

Nonprofits have reported a 77% increase in online revenue over the past 5 years!

Charitable giving in the first half of 2020 increased by almost 7.5 % over the first
half of 2019

Digital acquired donors are more likely than DM acquired donorsto cross channels in
their giving habits

New digital donors have lower retention than DM acquired donors—until they
make a 29 gift

Digital savvy people still check their mail!
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DIRECT MAIL

35% of donors say they prefer to respond to
direct mail by giving online or via mobile devices

50% more donors respond to direct mail when

receiving the same call-to-action across multiple

channels
- MobileCause
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Direct mail still has a 37% higher response rate than email

Direct mail still makes up a majority of most nonprofits
individual giving revenue

But campaigns that used direct mail and 1 or more
digital media experience 118% lift in response rate
compared to using direct mail only

3X

Donors are three times more likely to
give online in response to a direct

Most DM prospects do research before deciding mail appeal than an e-appeal.
whether to give for the first time - MobileCause

And many donors don’t decide right away!
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More than 1 in 3 donors
Spend over 2 weeks

researcning

Fun Fact: /t takes 12-15 touches before a message becomes memorable to supporters

- Think With Google
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Nonprofits' Websites

Search Engines
Consumer-generated Online Reviews
Social Action Network Sites
Third-Party Evaluator Sites

Social Networking Websites

Email from Nonprofit

Video Sharing Websites

Family & Friends

Flyers or Brochures in the Mail

R\
7>

ONLINE
SOURCES

TRADITIONAL Rad
SOURCES adio
Newspapers

T

Magazines

Nonprofit Events
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Most useful sources for researching non-profits

I 66%
I 65%
I 64%
I, 73 %
I 0%
I 55%
I 54%
I 50%
I 43%
I 30%

- Think With Google
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There’s no such thing as a single channel person/!

* Americans consume approximately 15.5 hours of media per day
* 90% of media touches are screen-based

e And we love to multi-screen!

While we all have screen preferences for certain activities, we are
creatures of convenience

“If 'm watching TV, | won’t go upstairs to grab my laptop to follow
up on a product I see. I'd just pull out my phone.” - Sophie

- Think With Google
CHAPMAN CUBINE
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* Maintain Consistent Branding
* Have a Strong Hook

Online-only match anyone?
* Use Visuals and Digestible Presentation

Bullets instead of paragraphs
Eve-catching graphics that show need or impact

Clear CTA
Don’t be afraid of white space!
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Self-mailers, Postcards, and Greater use of images
Digital is an image-heavy medium and so it’s worth testing similar treatments in the mail,
especially on the OE

Known signer
Are your digital donors engaged on email or social? If so, test using a name that will be known to
them.

Vanity URLs — short easy to read and type URLs, also referred to as DM URLs
Package or Audience specific URLs that redirect to customized donation forms or specialized
landing pages that align with the messaging in the package

QR codes — they’re back! O

COVID-19’s contactless payments have made QR codes much more universal, so test them! iil

CHAPMAN CUBINE
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Test Panel added the DM URL
to the back of the envelope

To put your gift to work immediately, give online aj ushmm.org/2020annual-fund

ANNUAL FUND CONTRIBUTION FORM

U YES, I want to ensure the United States Holocaust Memorial Museum can continue pursuing its increasingly urgent
mission to confront hatred, prevent genocide, and promote human dignity. Enclosed is my tax-deductible 2020
Museum Annual Fund gift of:

O $[aski] O $[ask2]* O $[ask3] O Other $

*Your gift of this amount will bring us closer to our $1.25 million year-end goal.

0O My check, payable to the United States Holocaust Memorial Museum,

ED9°9:0.9.9.:0.9.9.0.0.0.0:0 0.0 B 1.0.0.0.0.0.00.0:0.0.0.0.0.0.¢ is enclosed.
XXX XXX XX XXX XX XXX Address I XXX XXX XXXXXX O To charge your gift, please check here and see other side.
OO X X Address 2X XXX XXX XXX XXXX 0 Please send me information about including the Museum
XXX XXX XXX XX X Address IXXXXXXXXXXXXXXX in my estate plan

XXX XXX XX XX ity State ZipX XXX AXXX

IR T B B TR U T LR TR E TR T TR T P i R—

"ol Beaust

12345k789 AMAOS0303932 USEUM sevcie Correspondance P.0. Box 1568 Merrifield, VA 22116-(568 1-866-398-7466

ushmm.org/2020annual-fund

Control Panel only had the
DM URL on the reply
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10/90 randomized test audience for the
annual fund appeal

Immediacy of impact “To put your gift to work
immediately, give online at ...”

Results: statistically significant lift across all
metrics!

20% lift in response rate (including DM URL
revenue)

When online SS is excluded, response
declines by 8%

8% lift in average gift
37% lift in net per 1k
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Postcard test to Non-Direct Mail Responsive,
Non-Renewal Responsive audience.

1800 M Street NW

EMILY’S LIST‘

S\ Washington, D.C. 20036

* 50/50 random split postcard vs control
package

We can take back the Senate and put an end to Mitch McConnell’s PLE ASE RESPON D

disastrous leadership, but we need you in this fight today. WITHI N 14 DAY S

This moment is so important that a group of committed . .

donors has agreed to TRIPLE MATCH your urgently needed Tnple the power of your gift today: S

contribution to EMILY’s List if made within the next 14 days! Go online to www.emilyslist.org/TripleMatch2020 O n -Sta n a r O rl I I at

Will you join us in this fight today?
T . . . OO Futll Nam e XXX
Your contribution will have three times the power to flip Senate XXX Address TXOGCOGKNNKN

seats from red to blue, to stand up to Donald Trump, reject the XOOOCKXOKKXXX Address 2XXICXXXXXXXXX
XXX A ddress 3XOOOOOAOOOCKXXX

* Urgent need & deadline

status quo, and ignite change from city councils to Congress.

With your help we will elect pro-choice Democratic women who
will fight for you, your family, and your community.

TRIPLE YOUR IMPACT! Take Back the Senate (and more)!

For 2020, weve ainzao&d ndovsed. poove than 50 Howse candidates,
o Senate candidates, 2 enatonial candidates, and Wg 300
State and local ; 5.

* |mmediacy of impact “To put your gift to
work immediately, go to...”

@ Paid for by EMILY’s List, www.emilyslist.org, and not
authorized by any candidate or candidate’s committee.

Results. Test got fewer overall gifts, but

$3.12 lower CPD
19% higher average gift
5% higher net per 1k

Jean né Slia-heen
(NH-SEN)

[l Endorsed Senate candidates

[ Senate red-to-blue opportunities

Endorsed House candidates

lhe;;ﬁrél;fhld [ Endorsed gubernatorial Candidates

(IA-SEN) As of June 22, 2020

NI Hegar

Barh;ra ﬁzllier
(KS-SEN) (TX-SEN)

To put your gift to work immediately, go to www.emilyslist.org/TripleMatch2020
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For the animals,

v ANIMAL LEGAL W
( DEFENSE FUND Stephen Wells
525 East Cotati Avenue Executive Director

Cotati, California 94931
. . o P.S. <<G&alutation>>>, as we respond to the needs of animal cruelty victims
» 1 2
OPEN IMMEDIATELY: Your gift is TRIPLED to help animal cruelty victims! tanmciad be et L i emermuivics oam s soemi) willbe bian

/ N matched up to a total of $250,000 to help provide food, shelter, veterinary care,
SOCOOOOOOEOOEX Full Name X000 BOOOONCK and rehabilitation for animals rescued from cruel situations — and advance

§§§§§§§§§§§§§§§§ﬁgg[gzz ;§§§§)§§§§§§§§)§&§ ] our fight for justice on animals’ behalf. Please rush your gift of <$Ask1> or
XIOKXKXXXXXXXX XA dress 3XXXKXXXXXXXXXXK aldf.org/triplematch more in the envelope enclosed tqbetripnle matched taday Qr_to make your gift
KXRXRXAXKXXXXCity State ZIpXKXXXAXXKXKXX immediately and securely online please visit aldf. org/triplematch. Thank you!

it

URGENT: Animal Cruelty Victims Need Shelter, Care, and Justice!
<<Name>>, your gift is tripled, up to a total of $250,000!

[] YES! Animals seized in cruelty cases need shelter and care. | will help fight for justice
for animal victims and provide the care animals need to recover from abuse and live safe,
healthy lives. My tax-deductible gift to the Animal Legal Defense Fund is enclosed:

[ $ASK1 triples to $ASK1x3 [ $ASK2 triples to $ASK2x3
[ $ASK3 triples to $ASK3x3 [ Other $ is tripled
KRR HKHH K KRHK KKK XK FUll NarmeX XXX K
) 0.00.0.¢.0.0.0.0.0.0.0.0.0.¢. 0¥ (s | (-11-R) 000 0.9.0.0.0.0.0.0.0.0.0.4 v Sglggll? sLELFE 3 ﬁ E
) S0 9.0.9.9.0.0 4000000 VNo LI CLEF 0.0.0.0.9.0.0.9.9.¢.0.9.¢.6 4
) 9.9.9.9.¢.0.0.0.0.:0.0.9.0.0.0.0.Xe (s [(-1-1-3¢) 9.0.0.0.0.0.0.0.0.0.0.0.9.0.4
KKK HHKK AKX City State ZiprOCOMOKK Please make your check payable to the Animal Legal Defense Fund.
Orif you prefer to charge your contributigrrpiesseseereverse—yotrepn

XSourcecodeX XXXMemlIDxxx also make your donation online by going

H CHAPMAN CUBINE
- ALLEN+HUSSEY
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EMILY’S LIST‘

ad

g online: NO POSTAGE
NECESSARY

Rush your support

.em ist.drg

IF MAILED
IN THE
UNITED STATES
—
. . . . —
We are not in this alone ... and we will see it through together. BUSINESS REPLY MAIL vt s PR—
To put your donation to work immediately, go online to www.emilydlist.org/Together number from EMILY's List. For SMS, standard message and data ates may apply.
FIRST-CLASS MAIL PERMIT NO. 19467 WASHINGTON, DC Text STOP to cancel or HELP for help. Privacy policy. emilyslistorg/privacy.
XXX XXX XXX FUll NameX XXX XXX XXX XXX XX POSTAGE WILL BE PAID BY ADDRESSEE ‘bution i . CELLPHONE
XXXXXXXXXXXXXXXXAdress TXXXXXXXXXXXXXXX Please charge my contribution in the amount of §, o my: :
XXX XX XXX Address 2XXXXXXXXXXXXXXX FMII V'R I IST I American Express O Visa O Mastercard O Discover :ﬂ:ﬂ:‘:;ﬁﬁ;ﬁgffd?::sP;S:gsﬁ,fz:ﬁ;".;:}"eﬂiiﬂ o
XOKXXXKKXXXXXXXXXAddress 3XXXXXKXXXXXXXXX eachindividual whose contributions exceed $200in a calendar year.

XXXXXXXXXXXXXCity State ZipXXXXXXXXXXXXX

NAME ASIT APPEARS ON THE CARD

el EmiLY’s LisT, STAY IN THE FIGHT! STAND TOGETHER WITH EMILY’S LIST [

< 1
® I Yes, I can help! I will pitch in to make sure EMILY’s List can support pro-choice Democratic women on the campaign trail as
they face challenges like never before. We need more leaders with the compassion and expertise to fight for greater opportunity SIGNATURE oATE LA PRINTARETIRED. T NAME OF BUSINESS.F RETIRED:
and better lives for the Americans they represent. My contribution is enclosed in the amount of:
EMAIL ADDRESS
D < SASK] > D < SASKZ > D < SASK3> D Other S———— EMILY's List M 1800 M Street N\W M Suite 375N B Washington, D.C.20036 M www.emilyslist.org
To make an immediate impact, visit emilysl ist.or /Together SOOOOCOOOOOOXX U Name XXX L ‘ Paid for by EMILY’s List, www.emilyslist.org and not authorized by any candidate or candidate’s committee. ‘ @
dd TXOOOOCOOOKXKXX Contributions or gifts to EMILY’s List are not tax-deductible.
XXXXXXXXXXXXXXX X Address Please make your check payable to EMILY’s List and return it in
XXXXXKXXXXXXXXXX X Address 2XXXXXXXXXXXXXXX the enclosed envelope.
XXXXXXXXXX XXX XXX Address 3XXXXXXXXXXXXXXX Tomake your gift by credit card, plase see everseside and complete Asa result, our candidates are facing funding shortages they were not expecting, while they try to ge
XXXXXXXXXXXXXCity State ZipXXXXXXXXXXXXX therequiredinformation. their message out to voters.

MY e L e L e O My checkis enclosed, payable to EMILY's List. That makes the work of EMILY’s List more important than ever. We are going to be with our candidates

o I'velc?mplered the credit card information on the back of this every step of the way to help them see this through, to rally anyone in our community who is able to pitch in,
reply form.

XXXSOURCD-(XX XXXID?(XX - N M O 1d like to receive moreinformation on the Friends of EMILY and to give our candidates the backing they need.
To putyour gift to work immediately, visi emi - ol gving progam: <Salutation>, any contribution you can make to EMILY’s List now — whether it’s <$ask1>,

<$ask2>, or <$ask3> — will make a powerful impact on our work to help our candidates rise to the
challenge they face now and pull ahead going into November.

easy for you to help out, we recommend making your contribution secu
ilyslist.org/Together. Or, you can return your gift with the enclosed contribution form in the
postage-paid envelope provided.

Your support will help us adapt to these changing times, deploy effective communications strategies
andreachV w2l digital ads, phone campaigns, mailers, and more.

. OE Backflap

1
2. Pagel Letter . . — .

3 ps To make it easy for you to help out, we recommend making your contribution securely online e
I at emilyslist.org/Together. Or, you can return your gift with the enclosed contribution form in the i
4. Reply Front postage-paid envelope provided. o
5
6

This situation is unprecedented for our candidates, and | know it's unprecedented for you too.

8r's backs — that

. Reply BaCk rong leadership
Reply Envelope Your support will help us adapt to these changing times, deploy effective communications strategies, [ e«

'W.EMILYSLIST.ORG

and reach voters through digital ads, phone campaigns, mailers, and more. ®

CHAPMAN CUBINE
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* People do research. People Google.

What shows up on your brand (don’t forget acronyms!) and top issue terms?
Do ads show up first? If so, are they your ads?
Do your DM packages use these top issues?

* On Page SEO factors are those that are visible to your audience at the page level

Keyword optimization
Mobile optimization
Anchor text links

CHAPMAN CUBINE
ALLEN+HUSSEY
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About 642,000 results (0.70 seconds)

aldf.org ~

Animal Legal Defense Fund - The Legal Voice for All Animals Animal Legal «

The Animal Legal Defense Fund is rated four-stars by Charity Navigator, is a Platinum Level Defense

GuideStar Exchange participant, a Better Business Bureau Accredited ... i
B Mo« 5@ e |ala(e|e|o|c|s @@€0 e O = =8 x + - x Ola @ = |7 |6C|9|a|@|%| 6| A ENOIPES e oeDsldeme eee=eE x + = X
€ 5 C O & adfog * U® 3 @GoMAO =0 DE»E@ : < C & adforg % O »@ :
i1 Apps &2 Login | ADP Workfo.. [E Windows SpeechR.. B Google Groups [ AdParlor Mockup G... @ WeWork €) Campaign URLBuil.. & Viz Palette isb. IAB - Guidelines, Sp... » Dona

- Donate ANIMAL LEGAL = 0O
X Animal é DEFENSE FUND %% Menu Search

Fight Animal Cruelty, Save Lil:i
Lives. Focus £

Your donation to protect and defend animals is matched Webi
up to a total of $100,000! The An

webina

D Make this a monthly donation

5

Tell Target: Animal Cruelty is Not OK!

? Urge Target Executives to Pull DairyPure and TruMoo from Its Shelves

MATCH MY GIFT —

The Animal Legal Defense Fund is recogniéed asaB TAKE ACTION —>

charity, and a “Best in America” charity, awarded by Il.c.c o c.cvciit ciiciiice o1 v viiciien, v
as well. Jan1,2019
aldf.org > article » charity-navigator-awards-highest-possi... Profiles
Charity Navigator Awards Highest Possible Rating to the Animal ... u n m
Twitter Facebook LinkedIn In

Search for: Is the Animal Legal Defense Fund legitimate?

People also search for View -
What does aldf mean? v

g .
What does the Animal Legal Defense Fund do? v '\*’\ rda
Who founded the Animal Legal Defense Fund? v Humane Mercy for ~ Nonhuman Ar

Society of  Animals Rights oL

CHAPMAN CUBINE What is the animal bill of rights? v the Unite... Project

@ Claim this knowledge panel
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Create User-Friendly URLs

Short URLs with your target keyword or phrase rank better than long alpha-numeric URLs

Include Your Keyword In The Title
When Google’s search bots crawl a page they typically look at the title page first to understand the
content and context of the information being presented on the page

Insert Keywords In Your Heading Tags
Use heading tags to help Google understand the structure and text on your page. The H1 tag will be the
title of your article. Sub-headings are then used to categorize your page into topic sections

Include Your Keyword In The First 100 Words

Optimize Images for SEO

Make the description specific and relevant
Include your keyword or phrase in the image alt tag
Include your keyword or phrase in the image file title

CHAPMAN CUBINE
ALLEN+HUSSEY
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A United Vision

If you can’t track it, it’s not direct response.

* Unique source codes

With both inbound channel and outbound campaign signifiers
* Separate vanity URLs or QR codes

* Distinct target URLs

That include the relevant source code!

CHAPMAN CUBINE
ALLEN+HUSSEY
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Test Panel added the DM URL 10/90 randomized test audience for the annual fund

to the back of the envelope appeal

. * Immediacy of impact “To put your gift to work
To put your gift to work immediately, give online aj ushmm.org/2020annual-fund |mmEd|ate|y’ glve Onllne at ,..”

ANNUAL FUND CONTRIBUTION FORM * Results: statistically significant lift across

metrics!

U YES, I want to ensure the United States Holocaust Memorial Museum can continue pursuing its increasingly urgent a | | et r | C S .
mission to confront hatred, prevent genocide, and promote human dignity. Enclosed is my tax-deductible 2020
Museum Annual Fund gift of:

O k] OSfaskal®  Osfasks] O Others____ | 20% lift in response rate (including DM

*Your gift of this amount will bring us closer to our $1.25 million year-end goal.

0O My check, payable to the United States Holocaust Memorial Museum, l | | e L re V e n u e

D°0.6:6.0.0.0.0.0.0:6.0.0.0.6.0.43211 | BL[1111,0.0,0.0.0.0.0.0.0.0.0.¢:0.0.¢ \ is enclosed.
XXX XXX XX XXX XX XXX Address I XXX XXX XXXXXX O To charge your gift, please check here and see other side.
XXX XXX XXX X Address 2X XXX XXX XX XXXXXNX 0 Please send me information about including the Museum [ [
XOOOOOEX XXX X X Address 3XXOOOXXX XXX in my estate plan W h e n O n I I n e I S exc I u d e d
XXX X City State ZipX OGO XXXXX )/

ushmm.org/2020annual-fund

el el el W ettt hle UM’HIITHEAUST res Onse decnnes b 8%

ME 8% lift in average gift

123456789 AMAD90303932 USEUM sovsioncorespantnce 2.8 1568 eritts, i 22161568 1a55-98.7868
37% lift in net per 1k
Control Panel only had the P

DM URL on the reply

CHAPMAN CUBINE
ALLEN+HUSSEY
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Vanity URL/Short Link/DM URL = the actual visible URL as printed/displayed
*Also sometimes used to refer to the package-specific word or phrase after the /”

www.CityOfHope.org/ScotchMatch
www.cityofhope.org/scotch-match
cityofhope.org/scotch-match

Form Title = the name of the page in the eCRM

The Form Title should include the DM URL (post /) so there is a record in the
eCRM to tie the form to the vanity URL (and thus the package) years after
mailing

Target URL = the long ugly URL that contains all the tracking, including source code

and UTM parameters for Google Analytics reports

Redirect = the functionality of making a Vanity URL point to and connect to the
Target URL

CHAPMAN CUBINE
ALLEN+HUSSEY

Fun Facts:
Internet browsers are
NOT case-specific.

And you don’t need to
type “www” into
browsers anymore!

Best Practice:
Request additional
redirects to cover
likely typos!




THANK YOU!

ANY MORE QUESTIONS?

CHAPMAN CUBINE ~
ALLEN+HUSSEY
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