
As Scientists As Fundraisers

We dig deep into the 

“why” of  human 

behavior.

Science is only useful if  

applied.  We make copy, 

design and donor 

journeys better.



What Does 
Behavioral 

Science Have 
to Say About 

Journey?





Awareness and 
Brand Building

Tune Out
Irritation

Time 

Response 

Your constant 
spend

Continuous: Auto-loop $100,000

Pulsing: Breaks  $122,000
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Channel Spend Before Modeling (%) Spend After Modeling (%)

Bing 4 7

Mail 75 49

Email 2 3

FB 1 4

Google Ads 5 12

Programatic 2 5

Telefundraising 11 21

Overall Return on Spend 3.9 5.7
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• Elephant in Room

Over select

-gimmicks

-tailor to 



Mission
12%

Premium 
60%

Matching Gift
28%

Acquisition Mail



Tragedy of the Commons



Which won?



Negative ROI

One Size 
Fits AllAgreeable Open

360% 
In ROI

1460% 
In ROI



Growing Branding = Growing $





The Value of Brand Ads



Three Jobs for Brand Ad

Link Brand to Ad 

1

Link 
cause/category to 

Brand

2

Link 
Distinctiveness to 

Brand 

3





No chance we’re running brand ads or 
tailoring to match the person.

What Else You Got?







Winter Campaign 
Mailing

Revenue #Gifts
Avg 
Gift

RR%

Check Writers $30,785 239 $128 3.5%

Digitally Responsive 
(3-week match back period)

$284,495 892 $318 12.9%
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