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● How we think about and define integration across 
direct response marketing programs

● Examples of direct mail and digital integrations 
that moved the needle

● How to optimize offline strategies on digital, and 
vice versa, and tell stories with impact

What We’ll Cover Today
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How do we define 
“integration?”
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● Many people hear “integrated campaign” and think it must mean 
full-scale, multi-channel execution across direct mail, email, 
SMS, paid ads, organic social, etc. 

● But true integration is more about strategic cohesion than 
tactical uniformity. It’s more than just omnichannel:

○ Cross-channel alignment and learning

○ Knowing your audience

○ Consistency, not uniformity

Integrated Creative
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CASE STUDY: COLD 
WEATHER CAMPAIGN
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Tested against 
pre-renewal package
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Show of Hands: How much higher 
was the Cold Weather 

Campaign’s response rate 
compared to the pre-renewal 

campaign?A) Response rate increased by 11%
B) Response rate increased by 24%
C) Response rate increased by 37%
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● After integrating the Cold Weather 
Campaign into the mail, the package 
yielded a 7.25% response rate

● The pre-renewal package, our control, 
had a 5.28% response rate – meaning 
we lifted response by 37.31%

● The Cold Weather Campaign test also 
generated 38% more gross revenue 
than our pre-renewal package

RESULTS



15

CASE STUDY: STOP THE 
CRUELTY CAMPAIGN
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A) Direct mail
B) Email
C) Results were similar across channels

Show of Hands: Which channel’s 
Stop the Cruelty Campaign had a 

higher response rate?
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● Direct mail response rate: 2.94%

● Email response rate: 0.03%

● While direct mail had a much higher response rate than email, this does not indicate 
digital integration isn’t valuable. 

○ More than 591 supporters donated over email, generating $35,000 in revenue

○ This is on top of 2,457 gifts totalling $84,000 from the low-dollar audience in the 
mail, which is the larger program

○ We also integrated digital further with a website homepage takeover, which 
generated another $5,542 from 82 gifts

○ A lack of integration in digital would be leaving money on the table!

RESULTS
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WHERE ALDF IS 
INTEGRATING NEXT: SMS
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CASE STUDY: SF-MARIN 
FOOD BANK HOLIDAY CARD
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Show of Hands: How much did net 
revenue increase, 

year-over-year, after integrating 
the Holiday Card?

A) 21%
B) 45%
C) 53%
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● Integrated two holiday card emails to 
coordinate with the direct mail campaign

● In addition to the increase in net revenue, 
we saw increases across all major KPIs:

○ 10% increase in response rate

○ 48% increase in average gift

RESULTS
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CASE STUDY: JANE GOODALL 
INSTITUTE – JANE’S 90TH 
BIRTHDAY
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● Multi-channel campaign since 2021, 
culminating in Jane’s 90th last year

● Storytelling about Jane, the charismatic 
chimpanzees that she has saved, and the 
positive impact on the planet

● Emphasize milestone of 90th birthday with 
new logo, a $90,000 match, and a $90 
default donation ask

● Complimentary content that balanced direct 
fundraising appeals with engagement
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Show of Hands: How much did 
revenue increase between 2023 

and 2024 for the Jane Goodall 
birthday campaign?

A) 37%
B) 53%
C) 92%
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● Used engagement strategies across 
channels to cultivate existing donors and 
acquire new donors while bringing in 
immediate revenue

● Unified content approach amplified Jane’s 
story and the significance of her 90th 
birthday

● $1.8 million raised across channels over 
four years of Jane’s birthday campaigns 
(includes major gifts)

RESULTS
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● Integration doesn’t necessarily need to be an 
omni-channel campaign. Instead, test top-performing 
campaigns from mail in digital and vice versa to boost 
overall response for your direct response program.

● Stories and content that resonate with donors offline will 
likely be just as powerful online, and vice versa

● Digital is an optimal tool to amplify mail efforts and give 
donors an additional pathway to give

● Cohesive storytelling across channels, especially during 
big moments, is key to boosting results

Summary of Learnings



Q&A: Let’s 
Discuss! The 
floor is now 
open for 
questions.


