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Acquisition



5

Increased Response 
Rate 30% 
plus $18 Higher 
Average Gift
Seasonality!
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Previous tests against a 
loooooong standing 
acquisition control 
routinely resulted in 
low average gifts

Christy Moore
SENIOR VICE PRESIDENT OF MARKETING

1 World Avenue  •  Little Rock, AR  72202  •  888.548.6437  •  Heifer.org/Invitation

The United Nations has sounded the alarm — we are facing a  
global food crisis. International wars, the effects of the pandemic  

and economic insecurity mean millions more will go hungry.  
You can help feed hungry families today! 

Dear Friend,

Here’s what I know after a long career at Heifer International:

When struggling people can earn a living income — enough to cover their expenses, keep a 
roof over their heads, put food on the table, and provide health care and education for their children — 
their potential to thrive is unleashed. 

Your kindness and generosity tell me that you believe everyone deserves a chance to thrive. 

You understand that families living in severe poverty can only be helped briefly by a 
handout — a gift of a meal … a few dollars. But, families who are given the tools and resources to help 
themselves do more than survive day to day and meal to meal ... they flourish. They have the power 
to free themselves from the shackles of hunger and poverty forever — giving their children brighter 
futures and igniting generations of continued success. 

Your support to Heifer provides people in the most impoverished corners of the world with a 
hand up, not a handout. With the help of caring and thoughtful friends like you, we give the gift of an 
animal and training in its care. This gift not only provides nutritious foods like eggs, milk or cheese for 
their children, but it’s also a reliable source of income. With the money earned from selling these items, 
families can afford other critical expenses like school fees and medical care.

I’ve seen gifts from donors like you fuel our innovative solution to end hunger and poverty 
around the world — from India to Kenya to Mexico to right here in the United States.  

You and I know that no matter where they live, parents want the same things for their children 
that we want for ours — reliable sources of food, education and medical care — and they work 
backbreaking hours trying to provide all that and more. But, without some support, they still cannot 
free themselves from the tight grip of poverty. 

That’s why today, your help is more important than ever. 

I’m sorry to tell you that children will suffer the most during this hunger crisis, and I know this 
breaks your heart as much as it does mine — thinking of a little boy going to bed every night with an 
empty stomach or a girl thinking that shoes or a glass of milk are luxuries.

Today, I’m inviting you to join a special group of people who share your values and 
compassion for hungry children around the world and their parents who wish desperately 
for a way to put food on the table. 

Can you please give $50, $100, $250 or $1,000 to help feed hungry families? Your gift will 
help buy a goat, chicks or other animals for a family and provide the training needed to 
turn that gift into an income that will last a lifetime.

When you donate to Heifer, there is no question about whether you’ll make a direct impact on 
someone’s life. The only question is how many hundreds of lives you will touch as the impact of your 
gift resonates through families and villages for years. 

Let me explain how your gift today helps a child in India like Nirmal.

(over, please)
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• Invitation-style mailing
• Engaging photo cards
• $50 starting ask
• Special benefits
• Heartfelt tone

RESULTS:
Higher average gift plus
74% higher response rate
Personal connection!
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Cute animals 
(plus urgency)!

Increased 
Response 
Rate 18% 
with same
Average Gift

New list opportunities!
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Branded 
name label 
designs

Lifted results 
significantly & 
lowered CTA

Keep it 
mission-focused!
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Speaking of 
labels…does size 
matter?

Fewer labels with 
larger printing
lifted response by 4% 
without reducing 
average gift

When less is more!
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Simply bolding 
the donor’s name 
on the labels 
increased number 
of new donors 
acquired by 9%!
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“Fake it ‘til you make it!”
— Simon & Garfunkle
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Inspiring use of 
slit-nest format 
to make A buckslip!



Renewals



Interrupt year-end 
fundraising for an early 
(urgent) Renewal message

52% more people 
renewed than expected, 
beat goal, upgraded 
donors to mid-level AND 
reactivated over 1,000 
lapsed donors

Risk? Reward!
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Urgent renewal 
message in mail 
followed by email.

Raised the most 
money EVER 
of any campaign 
in RIF’s history!

1-2 Punch 
(with urgency)!
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Don’t just renew…
Auto-renew!

If that doesn’t 
work, ask for a 
1-time gift!

922 Annual Donors + $11,165 
in 1X revenue
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Invoice style 
packages are all 
the rage… 
because they 
work!
“Lapsed” version 
had higher 
response rate 
and average gift.

Use your words 
carefully.
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“Pending” “Lapsed”



Appeals



FY23 August Book Fund Appeal - Test

34

Bookmarks Test – other 
components same

Label Control

NYPL/Friends: August Appeal Bookmark Test

FY23 August Book Fund Appeal - Test

34

Bookmarks Test – other 
components same

Label Control

NYPL/Friends: August Appeal Bookmark Test

In a head-to head test of labels vs. 
bookmarks in appeals…

LABELS WIN

Higher 
Response 

Rate

Slightly 
Higher 

Average 
Gift
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Seasonality to the rescue (again)
Higher average gift AND higher response rate
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Vibrant 
full-color 
envelopes

We all love 
them but are 
they worth it?

Test!

No difference 
in Response Lower cost
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Speaking of photos… 
digital is a great place 
to test photo choice 

The research-focused 
image brought in more 
gifts and revenue.

WINNER
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Match + Premium 
+ Deadline in
Email + Ads

Campaign raised 
124% more than 
last year

Pull out 
all the 
stops!
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A few other 
Giving Tuesday Faves…
personal in so many ways



Giving Tuesday
Countdown with graphics 
and urgency



Invent your own 
“Giving Day”

Handwritten elements 
in the call out box 
really pop!
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Invoice-style in a 
calendar follow-up

21% increase in 
response and 19% 
in gross revenue! Marine Corps Heritage Foundation

1775 Semper Fidelis Way
Triangle, VA 22172

OE_LC

Response Requested

10 2023 Cal FU Appeal Lo$
Chris Q. Sample
Company name     
1730 Rhode Island Ave, NW  Suite 301
Washington, DC 20036

FPO
place holder for 
postage stamp
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Sans serif font made no 
difference in a small 
insert; but decreased 
response by 19% in a 
full-page letter!

Fonts matter.
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Sustainers
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Dual buttons for sustainer 
conversion doubled the 
number of sustainer 
sign ups without decreasing 
response!

Double the pleasure. 
Double the fun!



Longer text boosted 
response and 
click-through rates.

Shorter isn’t always 
sweeter! 

Test: SMS + MMS Length

11

Test: SMS + MMS Length

11
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Sustainer invite 
with a Match!

CAVEAT:
Don’t know anything 
about results here…
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Use Acknowledgements as a way 
to make sustainers feel like they are 
part of something bigger.
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Mid-Level 



A straight-forward 
mid-level appeal 
that puts the donor 
in charge!

40% higher 
response rate than 
previous year with 
$372 average gift
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Donor-focused 
messaging and a 
high-value insert

Response rate 
up 4% with Higher 
average gift

Early bird 
catches the worm!
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Mini-proposal 
made even 
stronger with 
addition of a 
folder and 
increased asks 
for donors with 
upgrade 
potential

2020 Priority National Park Foundation Initiatives 
Memorandum of Support

((Name))
((Address 1))
((Address 2))
((City, State, Zip))
((CID#))

  

    Yes, I want to double my impact to protect America’s most important natural landscapes 
and wildlife — and help the parks remain nimble during this challenging year. Please 
use my gi" for your most urgent projects in the months ahead. I understand my gi! of 
$1,000 or more will be doubled by the National Park Foundation board of directors.  

    I have reviewed the giving chart below and am enclosing my tax-deductible gi" of 

   <$Ask 1>   <$Ask 2>   <$Ask 3>   Other ___________

    I would like to decline the America the Beautiful annual park pass benefit (valued at $80), 
if applicable. 

Giving Chart
Your support, combined with private and corporate funding, is essential as we address critical needs in 
national parks across the country. Please see the chart below for suggested donation amounts. Please 
note: if you make your gi! by September 15, 2020, every dollar will be doubled for twice the impact. 

Thank you for giving your most generous gi" to help us invest in priority protection initiatives  
this year.  

Number of Gi"s
Needed

Amount
of Gi"

Amount of Gi"  
WITH MATCH

Total Goal
WITH MATCH

1 $25,000 $25,000 $50,000
3 $10,000 $30,000 $60,000
4 $5,000 $20,000 $40,000
9 $2,500 $22,500 $45,000

20 $1,000 $20,000 $40,000
Various Other Amounts Will be Doubled! $15,000
GOAL $250,000

Please send your gi! using the enclosed envelope or donate online at www.nationalparks.org/2020priorities.  
See reverse for credit card options. Thank you.

– Over –
<CID> <Appeal Code> <Package Code>

www.nationalparks.org

Photo Credits:

Cover: xxx 

Inside flap: xxx 

Inside Cover: xxx
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Mini-proposal 
format with 
increased 
personalization 
and giving table

Increased 
response by 55% 
and raised 2X 
more revenue 
than last year
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This was a winning 
combo of over-sized 
mailing plus email 
and telemarketing

Generated 33% more 
new Federal Club 
members than 
projected

It pays to go big!
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Personalized reply 
form call out with 
“supporter since” 
and subtle way to 
upgrade:

Increasing the goal 
from $100,000 to 
$150,000 increased 
the number of gifts 
over $500

Set your goals 
higher!
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Use versioning to reach different 
audiences cost-effectively!
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Cultivation & Planned Giving



Cultivations are a great 
place to try things out!
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Use cultivations to 
promote DAF giving
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Use cultivations to 
promote Legacy giving
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Simplify 
planned 
giving options 
with a chart
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Other Ideas
(FROM THE MAILBOX)



Love this Q&A 
format in email!
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Giving Tuesday
“report back” and 
subtle request to give



Low-budget 
way to get 
teasers on a 
small quantity 
of envelopes?
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Nice presentation 
of symbolic asks in 
email
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Fresh take 
on 
“dual asks”
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If you haven’t 
tested postage 
treatments, 
consider it!
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“There is no such thing 
as a new idea” — Mark Twain

Get your name on mailing lists!!
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What have
    you seen 
lately…

(T HAT GOT R E SU LT S?)


