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What Is 
Integrated 
Direct 
Response?

A strategic approach to donor 
engagement that coordinates 
messaging, timing, and 
channels to build meaningful 
relationships and drive 
measurable results.



What is Donor-Centred Writing

One Donor, One Reader
Write as if speaking directly to a 
single person, not a mass 
audience

Donor As A Change Maker
Position your supporter as the 
change-maker, not your 
organization

Emotion Before Logic
Connect with the heart first, then 
provide rational reinforcement

Clarity Over Cleverness
Use grade 6-7 readability—clear 
language reaches more people

Speak Directly with "YOU"
Help the donor recognize 
themselves in the story, not as an 
observer, but as part of what’s 
unfolding.

Create a Sensory 
Experience
The donor isn’t just 
reading—they’re feeling the 
paper, picturing the moment, 
and stepping into the story 
you’re telling.



Case Study
This wasn’t a campaign. It was an experience that led to action.



Mail Package
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Overall Results
Holiday 2024 Holiday 2025

Total Raised $108,326 $427,180

Total Gifts 412 583

New Monthly Donors 0 7

Average Gift $262.93 $732.73

House Response Rate - 17.6%

Acquisition Response 
Rate - 3.4%



Donor 1: Major Gift Donor 
in Cultivation

• Identified in 2023 as a prospect by a leadership 
volunteer

• Attended a tour in 2023
• Gave small tribute gifts ($20 in 2002, $50 in 2020, $100 in 

early 2025)

Made a major gift and is now 
engaged!



Donor 2: Lobster Dinner 
Purchaser 

• $200 ticket purchase in July for the Lobster Dinner to 
be delivered to her home

• No other history of gifts or events 

Now a Monthly Donor! 



Donor 3: Husband & Wife

• Segment: Loyal Donors 
• Largest Gift in 2021 of $143,570 to a Capital Campaign
• Giving since 2021 is frequent but between $100-$5,000

Steve wrote us a letter asking 
us to help.



These outcomes weren’t random.

Inclusion: Major Gift & 
Event Donors

Acquisition from our 
database: Long Lapsed

Restricted Ask: 
EQUIPMENT! 

Stuck to Timelines Social Media to Elevate 
the Story

Art & Science in the 
Package



LETTER



LETTER

The page 
break.



LETTER



REPLY DEVICE



Stewardship
The donor experience doesn’t end when the appeal drops or the timeline closes—it 
continues through timely, coordinated follow-up that reinforces trust, deepens 
connection, and sets the stage for the next response.



STEWARDSHIP

Strong stewardship turns one-time donors 
into lifelong partners

Timely Thank-You Letters
Acknowledge gifts within 48 hours with personalized, heartfelt 
gratitude

Campaign-Specific Acknowledgements
Reference the specific appeal donors responded to in your 
thank-you communications

Report Back on Impact
Show donors the concrete results their contributions achieved



Thank You
Questions? Comments?


