


Navigating Issues 

and Opportunities in 

the Mail



3

2020

Have you been forced to make changes to your carefully 

crafted mail plan?

• COVID-19 Global Pandemic

• Significant Civil Unrest

• Political Environment and Upcoming Election



Angie C. Moore

Chief Individual Fundraising Officer

CARE

Angie.Moore@care.org
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We
save lives,
defeat poverty,
achieve social justice,
and fight for women and 
girls.
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LAYOUT DIRECTIONS

The side graphic maintains the deck branding.

The page number in the bottom left corner is automatically 

updated as you add, rearrange, and delete pages throughout 

this slide deck.

Delete the instruction pages once you have completed your 

PowerPoint deck.
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Not Ever Crisis, Emergency, Issue is the Same

Ongoing 
Crisis Rapid Onset

Media 
Moments

COVID-19 & 
New Normal

Planning & 
Process 
Development

Monthly & 
Quarterly

Formal 
Activation

Protocol In Place 
– Reviewed 

Annually

Rapid Turn 
Process

Monthly

Decision 
Making

Business As 
Usual

24 hours/ 7 days
Business
Hours *

Business Hours

Strategy
Advanced 
Planning

0 – 11 Hours 0-11 Hours
Advanced 
Planning

Pivoting N/A 0 – 11 Hours 0 – 11 Hours “Always On”

Execution & 
In Market

As Scheduled 12 – 36 Hours
12 – 48 
Hours

Ongoing
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CARE’s Activation Protocol

✓Two decision makers: Head of all revenue & 
head of all humanitarian work
• Scale of emergency
• Scale of need
• Financial shift to Restricted Fundraising

✓One lead for internal coordination across 
fundraising and marketing to launch

✓In Market Requirements: 
• Be in digital fundraising channels within 12 hours
• If warranted, be in offline fundraising channels 

within 24-36 hours
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How Do We Move Quickly

✓Agency Expectations
• Contracts include emergency clauses to expected 

turn-around times based on channel.
✓Streamlined Approvals
• Full, multi-week creative review by multiple 

parties converts to “immediate review” with 
3 people (marketing, humanitarian, 
fundraising) 

✓Inventory & Templates
• Emergency paper inventory is on-hand always for 

printing/production (templates & envelopes)
• Digital templates are prepared ready for 

emergency copy to be dropped in
✓All Hands On Deck!
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February 3 US declares public health emergency

February 25
CDC says COVID-19 is heading toward pandemic 
status

March 10 CARE activates Emergency Protocol

March 11 WHO declares COVID-19 a pandemic

March 11 CARE sends 1st fundraising email

March 12 CARE Facebook ads go live

March 13 Trump declares COVID-19 a National Emergency

March 16 Stand-alone direct mail appeal drops

March 17 CARE staff goes fully remote

March 20 Inserts into all acknowledgement mail
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Biggest Priorities:

1. Planning Ahead

2. Fast-Track Process

3. Have Materials Ready

4. Clear Decision Making 
Approach



Vicky Barrett-Putnam

Senior Director, Donor Development & Acquisition Strategies

Sierra Club

Vicky.barrett-Putnam@sierraclub.org
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Sierra Club

The Sierra Club is the most enduring and influential grassroots 

environmental organization in the United States. We amplify the power 

of our 3.8 million members and supporters to defend everyone’s right to 

a healthy world. And have been doing so since 1892. Issues include:

• Climate & Energy Solutions

• Lands, Water & Wildlife Protection

• People & Justice
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Vicky Barrett-Putnam

Senior Director, Donor Development & Acquisition Strategies

23 years at the Club

Directly Manages: Monthly Donors, Mid-Level Donors, Concierge 

Program, Major Donor Direct Marketing, Additional Gift Mail/Phone 

Appeals, Prospect Direct Mail, All Telemarketing, and a variety of other 

smaller Fundraising programs.
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23 Years at the Club 

• Bush/Gore Election

• 911 Terrorist Attack

• The Start of the Arrack War

• Enron

• Hurricane Katrina and several other natural disasters

• Housing Crises

• Collapse of the Stock Market

• Obama – First African American President

• Trump Election

• Covid 19 Crises

Just to name a few!
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What I’ve Learned

• We are not CNN. 

• We are not breaking news.

• When times are tuff – donors want the classics.

Let’s go back to simpler times when I felt like I 

could make a difference.
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May Summit Circle Environmental Law Program 

Match Grant Invitation 
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Non-Topical Notecards – Acquisition
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June ‘Sequoia’ – Fund Appeal 
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And if you are going to “Talk” about it . . .

• No added on buck slips.

• No last minute paragraph.

• Actually talk about it.

• Tell them details of what your organization is actually doing.

They already know about the crisis. They do not need you to 

“educated” them.
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June ‘SHAME’ – Fund Appeal



25

May Sierra Club Political Action Committee
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Focus on Building Stronger Donor Relationships

If your donors feel like they are heard or are an active member of 

your team, they will stick with you through difficult times.

Remember they want to make a difference and be part of a 

COMMUNITY of change.
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Concierge Introduction Postcard
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Lapsed Wilderness Guardian Postcard

Reactivating Monthly Donors
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Quarterly Print Newsletter
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EXTREMELY IMPORTANT!!!!

No matter what the polls, your friends, or your 

news sources predict– you DO NOT know who is 

going to the 2020 Presidential Election.

Trust me. I predicted Trump would win in 2016.
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You Need Plan for 3 Scenarios

And be ready to go out with messaging ASAP!

• Biden Wins

• Trump Wins

• We do not know who the winner is for a while
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Because the Sierra Club WAS Prepared in 2016

We got out with the Trump message before any other environmental 

nonprofit – the very same day in fact.

The staff was prepared to talk about it – member care.

Because we were first -- we got wild, immediate support from our 

current donors and we acquired 10s of thousands of new donors.  

Examples: Monthly donors grew from 35,000 to 108,000, our 

membership grew by 130,000 and champions grew by 1 million.



Meg Ferguson, CFRE

Business Development Director

Production Solutions

Mferguson@psmail.com
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Key Take-Aways & Bonus Content!

Organization responses to emergencies will vary as their 

donor’s expectations, wants and needs vary from mission to 

mission.  We can all agree that the following elements are 

critical  in successfully navigating “crisis:”

• Flexibility, Flexibility, Flexibility (People, logistics planning, 

communications, budgets)

• Have a solid, understood, agreed upon, practiced response 

protocol in place

• Test with an open willingness to learn, evolve and adjust so… 

flexibility!
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Ocean Conservancy 

How did OC respond to the COVID pandemic and other 

current events?
• A letter from the CEO included in all April and May mailings referencing 

COVID with the following sentiments:

• “We hope you are safe”

• “It’s important to come together as a community” 

• “We are keeping our people safe and continuing to work”

• Held a tele-town hall, “Hope for the Future” where the CEO talked about all 

OC programs and touched on the pandemic and social justice issues

• August “Splash” Newsletter will have two articles referencing OC’s social 

justice stance
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Ocean Conservancy 

Key Learnings:

• Processes in place to conduct business remotely

• Time is of the essence – meeting deadlines requires teaming up with 

other staff members to collaborate and innovate

• Be alert, show ample support for people and for communities, and 

remember the mission always

• Define clear responsibilities and roles for all positions under 

“normal” circumstances so that rules for workflow and 

responsibilities under “emergency” circumstances can be created to 

allow for role clarity and eliminate any confusion over duties 
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Armed Services YMCA

How did ASYMCA respond to the COVID pandemic? 

• The regularly schedule May Appeal focuses on sending military 

kids to camp so in March, when it became obvious that camp 

might not happen, the messaging shifted to raising funds for our 

urgent COVID relief efforts

• Armed Services also decided to invest in acquisition to take 

advantage of low mail volumes and high relevancy due to military 

deployments related to the pandemic
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Armed Services YMCA

How did you revise content to remain relevant, while remaining 

appropriate to your mission and strategic plan:

• Carefully assess and understand what your role, if any, in the 

emergency response will be before you execute an ask

• Once ASYMCA understood that the pandemic was causing an 

increase in demand for services, they quickly executed. Had they 

shut down and stopped executing programming, the appeal wouldn’t 

have been as effective or appropriate
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Armed Services YMCA

Key Learnings:

• This was the first time ASYMCA did a multi-branch 

mailing, so the process was created on the fly and 

caused some slowdown in execution. Be patient with 

one another and remember your WHY!

• Have emergency protocols or organizational agreement 

in advance

• Could have invested more in acquisition to make even 

more of the low mail volumes
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Meals On Wheels America

How prior years’ tests provide excellent options for ‘pivot’ moments

• Mission: Meals on Wheels America provides funding, leadership, 

education, research, and advocacy support to empower local member 

programs to strengthen their communities, one senior at a time 

• Goal: Optimize acquisition strategy to engage more new donors at a 

greater ROI

• Their hypothesis: Creating a more authentic package, message, and 

offer to the true mission of Meals on Wheels America will translate to 

greater donor support
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Meals On Wheels America

Pivot Moment

• Leveraging prior year testing was a crucial part of MOWA’s 

pivoting strategy this spring

• Whether executed 6 months ago or 12 months ago, past testing 

can provide excellent options for organizations looking to pivot 

during unconventional times

• The authentic message test was the perfect message during the 

pandemic due to its compelling and engaging nature

IMPACT: 63% lift 

in response over 

control!
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Meals On Wheels America

Pivot Moment

Test:

Control:



THE  END




