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THE ANATOMY OF A REPLY DEVICE & A DONATION FORM  



TODAY’S OBJECTIVES 
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Learn	what	behavioral	&	decision	science	is	

And	how	to	apply	it	to	your	layouts	to	improve	response	

Give	you	testing	ideas	galore	to	take	home	today!	

Please submit 

questions  

throughout! 



“THE	TROUBLE	WITH	MARKET	RESEARCH	IS	THAT	
PEOPLE	DON’T	THINK	HOW	THEY	FEEL,		
THEY	DON’T	SAY	WHAT	THEY	THINK		

AND	THEY	DON’T	DO	WHAT	THEY	SAY.”	

LEGENDARY MARKETER DAVID OGILVY:  
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WHY FOCUS ON OPTIMIZING 
REPLIES?? 
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INFLUENCING DECISIONS THROUGH 
CHOICE ARCHITECTURE 

DECISION & BEHAVIORAL SCIENCE APPLIED TO DIRECT 
RESPONSE 

5 



WHAT IS DECISION SCIENCE & 
BEHAVIORAL ECONOMICS? 
•  The study of human actions and how we make the choices we do 

•  Specifically, how humans really make decisions in the real-world… 

•  Behavioral science studies the way that emotions, the environment, and social factors 
influence our decisions.  

•  Many of our decisions are the result of processing that takes place before we are even 
aware of what we are looking at  

•  At the core of behavioral science is the idea that people don’t actually know what motivates 
them. We’re all more influenced by our “choice environment” than we realize. 
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NUDGES & EXPERIMENTS  
Behavioral science provides us with two significant tools for improving our layouts and 
influencing decision making: Nudges and running experiments. 

 

•  Nudges: Are tried and true solutions that shape the choice architecture to help people make 
the right decision. 

•  Guided Paths and Industry Best Practices 
•  Experiments: Are a controlled way for behavioral scientists to establish baselines, isolate 

variables that change human behavior, and provide evidence that your idea for changing the 
choice architecture is working. 

•  Test, Test, Test! 
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Optimizely	Blog	



TODAY’S CHANNELS 

DM REPLIES & DONATION FORMS 
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DIRECT MAIL 
•  Direct mail still makes up a majority of most nonprofits' 

individual giving revenue 

•  Direct mail still has a 37% higher response rate than 
email 

 

 

9 



DIGITAL GIVING 
•  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!   

•  Average gifts online tend to be (much) higher online 

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

•  Digital savvy people still check their mail! (… so again, multichannel is 
important…) 
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“REPLYING” ONLINE 
•  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! 
•  COVID-19’s contactless payments have made QR codes much more 

universal, so test them!  
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CHOICE ARCHITECTURE  
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DIFFERENTIATION   
& COLOR 



THE POWER OF COLOR 
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ANCHORING 
•  Donors will be influenced by the 

FIRST number they see/read  
•  But you can still Nudge 

17
 



FIRST PERSON VOICE 
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HIGHLIGHT IMPACT  
CONTROL   TEST 

 
 
 
 
 
 
Results: 6.71% increase in 
response rate and a $1 
higher average gift.  
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MATCHING GIFTS 
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•  Elicits emotion  
•  Connects gifts to tangible 

impact 
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SYMBOLIC GIVING 
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GIVING OPTIONS 



INCREASING  
CREDIT CARD GIVING 
•  Typical Replies – credit card info on the back 
•  Try moving it  

to the front! 
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Typical	Credit
	Card		

Gift	Rates		

5%	to	27%-30
%	



CAGING COSTS MORE IF THEY 
MUST KEY FROM BOTH SIDES 
OF THE REPLY 

DM FUN FACT 
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•  Default/highlight monthly 
•  Make it VERY clear this will be 

a recurring gift 
•  Add attention grabbing 

callouts 
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INCREASE SUSTAINER 
CONVERSIONS 



POSTCARDS 
Postcard test to Non-Direct Mail 
Responsive, Non-Renewal Responsive 
audience. 
•  50/50 random split postcard vs 

control package 
•  Non-standard format 
•  Urgent need & deadline 
•  Immediacy of impact “To put your 

gift to work immediately, go to…” 

Results. Test got fewer overall gifts, 
but 

•  $3.12 lower CPD   
•  19% higher average gift 
•  5% higher net per 1k 
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ccah.com | @ccahdirect | 
bholmes@ccah.com 
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THANK YOU! 
 
QUESTIONS? 



ADDITIONAL RESOURCES 
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PRINCIPLES OF BEHAVIORAL SCIENCE 
IN UX & DESIGN 
1.  Keep It Simple 
2.  Make a Strong First Impression 

•  People rely on unconscious processing and first impressions. 
3.  Make it “beautiful”  

•  Visceral beauty - We react to how the look of something makes us feel. 
4.  Trigger a Feeling 

•  Behavioral scientist Paul Slovic coined the now well-known term Affect Heuristic in explaining 
that the brain is drawn to any information that comes attached with emotion, regardless  

5.  “Chunk” your story 
•  Binding together individual pieces of information into a meaningful whole. This should be used 

to aid in skim-ability — Great communication helps our brains to chunk information  
6.  Personalize 

•  In a world awash with generic content, personalization makes us pay attention more to 
advertising messages that change behavior. 
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PRINCIPLES CONTINUED… 
7.  Participation 

•  People get behind those decisions they’ve had a voice in making – or feel they had a 
voice. To get them to act, give them ownership. 

8.  Reward 
•  People will do that for which they are rewarded.  

9.  Cheerleader 
•  There has never been a successful society or organization without cheerleaders. Build 

them into plans because even the most willing audience sometimes needs 
encouragement. 

•  Evangelists & Social Proofing 
13. Loss Aversion/Fear of missing out 

•  Leverage urgency, deadlines & limited time opportunities  
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DUAL PROCESS THINKING  
•  System 1 is the brain’s automatic, intuitive, 

and unconscious thinking mode.  
•  It requires little energy or attention, but it 

is often biased prone.  
•  System 1 is more influential and guides 

our day-to-day decisions. 
•  System 2 is a slow, controlled, and analytical 

method of thinking where reason dominates.  

•  Unlike system 1, it requires energy and 
attention to think through all the choices.  

•  It will filter out the automatic instincts and 
biases to make the best choice.  

•  In essence, system 2 should monitor our 
system 1 thoughts. However, 
system 2 thinking can produce poor 
results or irrational results. 
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Professor Daniel Kahneman’s book Thinking Fast & Slow. 



FOR YOUR READING PLEASURE 
•  https://medium.com/choice-hacking/how-to-use-behavioral-science-to-improve-your-

experience-123da6618586 
•  https://thedecisionlab.com/insights/innovation/six-behavioral-science-principles-that-

make-or-break-innovation-in-non-cpg-markets/ 
•  https://martech.org/authentic-storytelling-5-rules-new-frontier-marketing/

#.WCDif3afXyU 
•  https://www.optimizely.com/optimization-glossary/behavioral-science/  
•  http://www.appstate.edu/~robinsonla/index/Senses/color.html  
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DM URL ANATOMY 
•  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 
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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 AGAIN! 
 
 
PLEASE REACH OUT AND/OR CONNECT! 
CCAH.COM | @CCAHDIRECT | BHOLMES@CCAH.COM 
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