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“Unlocking the Power of Texting to Turbo Charge your Fundraising Program!”



Overview – Turning Point USA

• Background

• Small Major Donor sourced file in 2019

• Built a direct response file over the past two years – projecting to have 200m donors by end of 2022

• File is largely direct mail sourced to date

• Strong founder, personality, poise, media presence and brand

• Challenge: can we successfully integrate the phone, at scale, to improve acquisition and core file 
performance



Acquisition – The Approach

• Identify acquisition source which will provide enough net names to justify a Donor Conference Call where the 
organization can shine

• 5MM mail acquisition pieces mailed last year

• 10MM+ mailed in 2022

• Wiland Co-op is the key name source for phone integration

• One negotiating partner

• High quality modeled names, including major donor prospects to feed into a mature and turbo charged 
cultivation pipeline



Acquisition – The Approach

• Integrate a live Donor Conference Call prior to the DM Appeal arriving in home

• Create more awareness & credibility

• Live Q&A

• Live poll questions 

• Promote the DM appeal & drive donors to go online and give

• Opportunity to transfer donors to a call center to donate



Acquisition – The Approach

• Save the date voice broadcast the day before the event

• Pre-call text message (15 minutes prior to call) with clickable toll-free number to join the event to appended 
cell phones

• Live dial-out to appended landlines 

• Prospects are automatically connected to the call when they answer the phone



Acquisition – The Approach

• Target Audience

• Select the top 250,000 – 300,000 names from the acquisition file

• Append landlines first – more donors participate through conference call dial out

• Append cell phones to the balance of the file for the pre-call text message



Acquisition – The Results

• Conference Call

• Accept rate in line with all clients – 24%

• 45% of “call ins” from the text invite

• Total participation rate – 25%

• Retained 956 donors for the entire call

9/16 Call 106,287 25,598 24% 483 1.9% 25% 9,812 9% 2.7 8,869

Synergy Client Avg 27,636      6,336           23% 270 4.1% 24% 3,363              12% 6.59 2,731                             

Max Simultaneous 

Connects 

Avg Length of 

Participation 

Total 

Participation % Opted Out Opt Out %Audience Dials Accepts Accept % Call In's Call In %



Acquisition – The Results

• Post call results of participants

• 218 acquired donors; $124 average gift (excludes $7,500 gift) 

• Donors acquired at breakeven



Acquisition – The Results

• 2021 5MM acquisition pcs mailed at breakeven overall

• 2022 10MM+ acquisition pcs mailed with an expected breakeven at 12 months

• Fueling growth: 

• Of the expect 200m donors by end of 2022, the majority are direct mail acquired

• 20%+ of the names sourced from Wiland Co-op and growing 

• The majority of the file was exposed to phone channel upon inception – leading to strong calling results on 
future programs



Housefile – The Approach

• Quarterly Donor Conference Calls are strategically scheduled around “key” direct mail 
appeals

• Cultivate relationships

• Create awareness around new initiatives

• Engage with donors via poll questions and live Q&A



Housefile – The Approach

• Target Audience

• Mid & Major Donors

• Core Active & Lapsed Donors



Housefile – The Results

• Conference Call

• Accept rate in line with all clients – 24%

• 67% of “call ins” from the text invite

• Total participation rate – 21%

Avg. Length Max Simultaneous

Paticipation Connects

4/25/2022 39,758 8,086 20% 397 4.68% 21.34% 3,286 8% 4.6 3,653

Client Avg 34,875 7,145 20% 395 5.24% 21.62% 3,319 10% 4.8 4,310

Total 

Participation % Opted Out Opt Out %Date Dails Accepts Accept % Call Ins Call In %



Housefile – The Results

• Post call results of participants

• Reviewed all donations for a period 
of 45 days following the call
• Event attendees
• Pre-event voice broadcast
• Post-event text messages

• Attendees alone generated:
• 925 gifts
• $93,206 ($100.76 avg gift)
• 10.6: 1 ROI



THE RESULTS $2MIL MATCH 
ANNIVERSARY 
KICKOFF

QTY mailed: 62,362
NET Revenue: $260,003
ROI: 8.60



THE RESULTS – FOLLOW UP $2MIL MATCH 
FOLLOW UP

QTY mailed: 61,961
NET Revenue: $296,387
ROI: 11.14



Things to consider

• Are donor conference calls right for our organization?

• Speaker(s)

• Right appeals & initiatives

• Audience Sizes

• How can early integration of the phone impact future results?

• Active Donor Calling (0-12mo)

• 19% response rate; $69 avg gift; 2:1 ROI

• 85%+ of audience is 1x donors

• Lapsed Donor Calling (13-36mo)

• 14.5% response rate; $75 avg gift; 1.6:1 ROI



THANK YOU!
For more information, contact;

Justin Henry
President

justin.henry@synergydms.com
330-807-7056

www.synergydms.com

Mark Diggs
Managing Consultant, Direct Response
mdiggs@americanphilanthropic.com

954-445-0422

www.americanphilanthropic.com
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