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ABOUT MSF-USA
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Médecins Sans Frontières (MSF-USA), commonly referred to as Doctors 
Without Borders, works in over 70 countries providing lifesaving medical 
care to victims of conflict, natural disasters, epidemics and healthcare 
exclusion.

With a donor file size of 800,000+, massive Acquisition efforts to recruit 
donors are necessary to stem attrition and raise critical funds to help 
save lives around the world.



MSF’S 
ACQUISITION 
PHILOSOPHY

Data driven

Efficient

Balance between quantity and quality

Omni-channel

Adheres to MSF brand and style guidelines

Positive and focused on MSF's lifesaving 
impact
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January Domestic

February Overseas

March Overseas

April Domestic

May Overseas

June Domestic

July Overseas

August Domestic

September Overseas

October Domestic

November Overseas

November/December Domestic

A QUICK SNAPSHOT – 
ACQUISITION MAIL

• 4 CO-CONTROLS (TOTE + PEN, 
MULTIPURPOSE PEN, MATCHING GIFT, 
URGENT GRAM)

• SEASONAL VERSION OF MULTIS 
CONTROL (SLIP AND SUPPORTER 
CARD)

• MULTIPLE CONTROLS STAVES OFF 
DONOR FATIGUE, AND ALLOWS MSF TO 
EXPAND INTO VARIOUS MARKETS

• MSF'S "EGGS" AREN'T ALL IN ONE 
BASKET



OVERSEAS CONTROL PACKAGES
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Tote + Pen Multi-Purpose Pen Shared components
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DOMESTIC CONTROL PACKAGES
Matching Gift

Urgent Gram 



THE SPANISH 
LANGUAGE TEST
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SPANISH LANGUAGE TESTING

Packages & Quantities Sketch

Matching Gift Spanish Lists (English Control) = 50,000

Matching Gift Spanish Lists (Spanish Test) = 50,000

Urgent Gram Spanish Lists (English Control) = 50,000

Urgent Gram Spanish Lists (Spanish Test) = 50,000
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OBJECTIVE/DIRECTIVE

• Diversify Donor File

• Expand List Market

• Maximize Learnings

• Limit Risk (start with domestic)



WUT?
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CHALLENGES & CONCERNS
• Narrow universes/ limited scalability

• Available data sources would not ordinarily 
meet program standards (e.g. compiled; 
low-dollar; lower-tier within models)

• Ethnicity does not mean preferred language

• Lack of channel integration or prior 
learnings to leverage

• No established post-join communication 
pathway

SPANISH LANGUAGE TESTING
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• LATINO VICTORY FUND PAC
• LCLAA
• MALDEF
• NALEO EDUCATION FUND
• NATIONAL ALLIANCE FOR HISPANIC HEALTH
• NHMC (NATIONAL HISPANIC MEDIA COALITION)
• UNIDOS US (FORMERLY NATIONAL COUNCIL OF LA RAZA)

• UNITED WE DREAM
• VOTO LATINO

• ASPIRA ASSOCIATION
• CHICANOS POR LA CAUSA
• GRASSROOTS LEADERSHIP
• HISPANIC AMERICAN COMMUNITY 

AND EDUCATION SERVICES 
(HACES)

• HISPANIC HERITAGE FOUNDATION
• HISPANIC INSTITUTE
• HISPANIC SCHOLARSHIP FUND



SPANISH LANGUAGE TESTING

HealthDevotional/ 
Relief

Co-ops CompiledPublications

List Approach



SPANISH LANGUAGE TESTING

Test (Spanish) v. Control (English) Response Index Compared to Rest 
of the Campaign...
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Response Index

Revenue Index

0.66

0.58

0.43

Results



NOW WHAT?
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THE SHOW 
MUST GO ON
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STRATEGIC 
PARTNERS



17

CAN 
ANYONE 
RELATE TO 
THIS?



Teamwork Makes the Dream Work
2

THE SHOW MUST GO ON
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As leadership, teams and 
organizational priorities evolve, 
with their deep institutional 
knowledge about the program 
and channel,  the program’s 
strategic partners have been 
called upon to educate new and 
long-tenured staff alike.



THE SHOW MUST GO ON

    

Legacy Society

Major Gi�s

Sustainers/Field Partners

Midlevel/Partners

First Level 1x Donors

Acquisi�on & Deep Lapsed

Role of DM 
Acquisition 
Program

Creative 
Controls and 

Pipeline

Target 
Audiences 

and List 
Sources

Performance 
Benchmarks 
and Time to 
Break-even

    

    

    

%Resp. Avg.Gift Rev/Piece
0.52% $38.16 $0.19

0.81% $26.96 $0.22

  0.18% $26.96 $0.23   

0.43% $37.13 $0.15

0.62% $49.14 $0.31

0 68% $38 59 $0 31

      

    

    

    

    

  

  

  

How MSF-USA 
Compares to 

Others

Opportunities
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Recent conversations have educated new and long-tenured staff on the following areas.

DM 101

DM 201, C-level etc.



THE SHOW MUST GO ON

Making the Case for Additive Investment or Investment Reallocation.
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Productivity Index Overall Productivity Index at Year-end

Matchback Impact

Baseline Incremental



ABC
ALWAYS BE…

Consultative
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“Our greatest weakness lies in 
giving up. The most certain 
way to succeed is to try just 
one more time.”

—Thomas Edison



Standalone Investment 
Opportunities

Co-targeting / Channel 
Integration

TM Digital P2P

Digital 
Direct 
Mail

Organizational Priorities

Segmentation

Sustainer 
Conversion High-dollar Reactivation

Diversify 
Donor 

File

Speed 
to 

Market
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ALWAYS BE CONSULTATIVE



ALWAYS BE CONSULTATIVE
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A telemarketing touch 
point began in April to a 
select group of prospects 
from the April direct mail 
acquisition campaign.



ALWAYS BE CONSULTATIVE
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• Digital direct mail
• Adding Q4 investment
• Scaling lapsed
• Direct-to-sustainer
• Inserts

• Digital / P2P co-targeting
• Direct-to-mid-level



KEY TAKEAWAYS

Foster a 
collaborative 
relationship 

between list brokers 
and agencies.

Listen and take a 
consultative 

approach together in 
the best interests of 

the organization.

Service does not 
have to begin and 

end with the 
Acquisition program.
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QUESTIONS?

Kelly Leech

Kelly@carolenters.com

Bryan Evangelista

BEvangelista@lautmandc.com

Andrew Giffen

Andrew@carolenters.com
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THANK YOU!


	Triple threat case study
	YOUR HOSTS
	What we’ll cover
	About MSF-USA
	MSF’s Acquisition Philosophy
	A Quick Snapshot – �ACQUISITION MAIL
	Overseas Control Packages
	Domestic Control Packages
	The SPANISH Language test
	Spanish language TESTING
	Slide Number 11
	SPANISH LANGUAGE TESTING
	Slide Number 13
	Spanish language testing
	Now what?
	THE SHOW MUST GO ON
	Slide Number 17
	The show must go on
	The show must go on
	THE SHOW MUST GO ON
	ABC�Always be…
	Slide Number 22
	Always be consultative
	Always be consultative
	Always be consultative
	Key takeaways
	QUESTIONS?
	Thank You!

