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YTD Results & Fiscal 
Year 2021 Goals
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28% 0.89% 0.19%

FY 2020 Campaign Engagement*

Up 16% from 2019 (24%)

UN SUBSCR IBE R ATE

Down 35% from 2019 (0.29%)

CLICK -THR OUGH R ATE

Up 9% from 2019 (0.82%)

OPEN  R A TE

*DEG deployed 
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7,524 $1.14m 43%

FY 2020 Donation Summary – All Divisions*

Up 30% from 2019 (5,781)

R EPEAT D ON OR S

1,286 of FY 2020 donors had 

donated in FY 2019

D ON ATION  AMOUN T

Up 34% from 2019 ($851.4k)

N O.  OF D ON A TI ON S

*Donations from Email Campaigns only 

5,210
Up 10% from 2019 (4,715)

N O.  OF D ON OR S
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2021 Q1 Goals + Revenue growth of 10% over FY 2020

+ List growth 0f 20,000
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2021 Engagement Goals

O P E N  R A T E

• Average over 29% 

• 28% average for 2020

• Industry average 17% 

C L I C K  T H R O U G H  R A T E U N S U B S C R I B E  R A T E

• Average over 1.3% 

• 0.9% average for 2020

• Industry average 0.6%

• Average bounce rate under 

50% 

• Average under 0.15% 

• 0.19% average for 2020

• Industry Average 0.19%

*All engagement metrics are TBD based on new engaged criteria
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Recent Changes & 
Current Projects
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P A S T  C R I T E R I A N E W  C R I T E R I A - J U N E  2 0 2 0

• Opened or clicked within an 

email with 120 days

• (Or) New within 120 days 

• Max list size roughly 

50,000

• Ability to vary last 

engagement (Open or Click) 

between 120 days and 365 

days

• (Or) New within 1 year 

• (Or) Donated within the 

past 18 Months if LTV >$50

• Max list size roughly 

100,000

New “Engaged” Criteria 
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A Note on Sending 
Criteria 

+ The default for sends will be last email engagement (open or 

click) within 6 months 

+ Roughly one Territory-wide send per month will go to the 

larger list (engagement within 1 year) 

+ November through the end of December will utilize the full 

list

+ Either list can be used for ad hoc sends or THQ sends
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Ad hoc sends will default to full file - anyone who 

has engaged within the past year, or is new, or 

donated within the past 18 months unless we are 

instructed by the division otherwise. 

AD HOC GUIDELINES
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Shortened Deployments
+ Deployment times going into 2020 were roughly 6-

8 hours to ensure inbox placement 

+ Currently working on shortening sends to within 2 

hours to allow for better testing capabilities, using 

Einstein Send Time Optimizer, and sending 

multiple times within the same day

+ The larger list of engagement within 1 year will 

take longer to deploy (roughly 2 hours with an 

optimized throttle

+ Planning to complete transition to shorter sends 

by September 2020 
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Welcome Journey

+ Launched May 2020

+ Aimed at introducing new subscribers to The Salvation Army and get 

them accustomed to the types of messages and cadence they can expect

+ Emails sent weekly
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One-time Donor Journey
+ Launched first week of August 2020 

+ Aimed at retaining past donors 

+ Sending on the one-year anniversary of  a 

subscriber’s last donation

+ Automation consists of only one email celebrating 

the good resulting from the donor’s last gift and 

asking for another gift 
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Birthday Journey

+ Launched second week of August 2020

+ Aimed at personalizing the email experience, reengaging dormant subscribers, and promoting peer-to-

peer giving

+ Three-part series sent to anyone who has provided their birthday

• One month before – ways to celebrate and give back

• Day of their birthday – Happy birthday

• 1 Week after their birthday – Donate unneeded or replaced items



Local Content
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Segmentation 

Excluding uninterested 
audiences in specific content

Basic Personalization

Including basic subscriber 
information within the email 

such as first name. 

Dynamic Zones

Change out blocks of copy or 
imagery based on subscriber 

attributes

Automations & 
Journeys 

Trigger specific messages to 
subscribers based on their 

actions

Einstein Content 
Selection

Dynamic content determined 
by Salesforce AI to optimize 

performance

Personalization Types  

User Generated 
Content

Pulling user generated content 
from social media into email 

messaging

L
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LOW MEDIUM HIGH HIGHMEDIUMLOW
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Basic Personalization 
+ Adding First Name or City within the email copy or 

subject line

+ Industry studies and our own testing has shown 

basic personalization to increase engagement 

(open and click through rates) 
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+ Changing elements within the email based on 

subscriber attributes such as event information 

based on zip code

+ DEG provides direction on specific content needs

+ Previous dynamic campaigns have been very 

successful at getting subscribers to click 

Dynamic Content 
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Working With Divisions
+ Met with divisions to understand local content 

requirements and wants shortly after mapping out 

THQ email content plan

+ Will continue to build out local direction with 

divisional support and testing
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What We Heard

D I R E C T I O N  F R O M  D I V I S I O N S

+ Fully dynamic content takes too much effort to be effective

• Prefer sends with dynamic text and links 

• DEG providing direction documents per send were helpful 

• Require extra time to gather information 

+ Focus on early first quarter messaging around events

+ 1-2 messages max per quarter
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2021 Q1 Local Content

+ For end of year campaigns, we 

want to pull in where the help is 

needed most locally

+ We’re looking to pull in local 

stats to improve conversion and 

revenue

L O C A L  I M P A C T

+ Divisions will be able to promote 

local events throughout October 

and early November 

+ Divisions will be able to provide 

event details and links to local 

landing pages

E V E N T  P R O M O T I O N



Einstein 
Capabilities
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S E N D  T I M E  O P T I M I Z A T I O N

M E S S A G I N G  I N S I G H T S

C O N T E N T  S E L E C T I O N

E N G A G E M E N T  S C O R I N G

C O P Y  I N S I G H T S

E N G A G E M E N T  F R E Q U E N C Y

Einstein
Capabilities
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+ Einstein Send Time Optimization

+ Einstein Content Selection

+ Journey Builder for Campaigns

Three Technology 

Capabilities for 2020+
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Send Time Optimization
+ Discover the optimal send time

• Learn when emails are likely to be opened and clicked 
by every individual subscriber

+ Automatically deliver messages at the right time

• Deliver messages when each is most likely to engage

https://help.salesforce.com/articleView?id=mc_anb_einstein_sto_app.htm&type=5

https://help.salesforce.com/articleView?id=mc_anb_einstein_sto_app.htm&type=5
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Using Send Time Optimization (STO) 

+ The STO dashboard provides insights 

into time of day and day of week 

engagement cohorts

U N D E R S T A N D I N G  B E H A V I O R S  

+ STO can only be activated within 

Journey Builder 

+ Adding STO to a campaign is simple

• Just drag the STO activity in front of 
an email to use

+ STO will deploy at the time 

determined to be the most likely to be 

opened

D E P L O Y I N G  A T  T H E  R I G H T  T I M E
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A Few Notes on STO
+ If the optimal time is unknown SFMC will deploy at 

the most common time or immediately. 

+ Although most consider STO optimizing sends by 

time of day, STO can also optimize send day by 

selecting a longer period (a week for example)

Watch this overview to learn more: 

https://www.youtube.com/watch?v=99GazPQcZxQ

https://www.youtube.com/watch?v=99GazPQcZxQ
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Einstein Content Selection
+ Einstein Content Selection (ECS) enables personalization at scale, 

boosting click-to-open rates

+ ECS selects the most relevant asset at the moment of send based 

on engagement and user defined rules

+ ECS allows teams to understand what types of content work best 

for which audiences and uses fatigue rules to minimize over-

exposure of content

https://help.salesforce.com/articleView?id=mc_pb_einstein_content_selection.htm&type=0

https://help.salesforce.com/articleView?id=mc_pb_einstein_content_selection.htm&type=0
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A Completely Tailored Email for Every Recipient

+ ECS takes known attributes to 

determine content allowing 

personalization at the one-to-one level

+ Like A/B testing, ECS can optimize a 

campaign in near real-time using AI
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How it works

ECS uses business rules to determine 

which assets from your content pool to 

send to subscribers based on their 

customer profiles

Watch this overview to learn more: 

https://www.youtube.com/watch?v=dG

TSeYh17pc

https://www.youtube.com/watch?v=dGTSeYh17pc


01 02 03
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ECS Enablement Considerations

ECS requires a dedicated data 

source within SFMC from 

which decision rules are 

driven.

D E D I C A T E D  D A T A C O N T E N T  T A X O N O M Y C O N T E N T  V O L U M E

ECS requires content to be 

uploaded with certain 

dimensions of meta data that 

can be mapped back to profile 

attributes to serve the correct 

content. An upload template 

exists in the UI to simplify the 

process.

Depending on level of 

customization, asset classes, 

dimensions of customer data, 

content volume may need to 

be increased at launch of 

platform or in support of 

certain campaigns & journeys.
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From an editorial 
calendar of 
scheduled sends….



…..To a complete journey with defined paths and decision splits 
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Remaining 2020 
Calendar
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Key for Overview

CHANNEL 
COORDIANTION

TOOLS

EXPECTED VALUE
OF DONATIONS 

GENERATED

TESTING

SECONDARY 
OBJECTIVES

SEND DATES

THEMES

$$$ $$$ $$$$

Theme Name

313029

Low 

Small Opportunity

Gather 
Volunteers

High

Large Opportunity

Appeal for 
Recurring Donation

Drive Engagement 
with Social Media

Promote Peer-to-
Peer Fundraising

For example:   
Content Builder,  Send Time Optimization, Journey Builder, Dynamic Content

Opportunity exists to test messaging strategy to generate insights
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Q4 FY2020 OVERVIEW

J U L Y A U G U S T S E P T E M B E R

CHANNEL 
COORDINATION

TOOLKIT

EXPECTED 
VALUE

OF DONATIONS 
GENERATED

TESTING

16 28

SECONDARY 
OBJECTIVES

Volunteer 
Kickoff

8SEND DATES

THEMES

$$ $$$

151

Pathway of Hope

$$

Food Back to School

29

Devotional

7

Devotional

Pathway of Hope

Virtual 
Kettle

25

Devotional

6 11 18

$$



CAMPAIGN BRIEF – BACK TO SCHOOL

OVERVIEW

A series of emails focused on helping students be 
prepared for a successful school year.

TIMING

Drive revenue

Improve Inbox Placement

AUGUST

6TH

THURSDAY

GOALS IMPACT

EFFORT

Sending to our normal 
audiences 

Excluding divisions 
that don’t have youth 
programs featured

CONTEXT: School may look different in the Fall due to 
COVID-19 and families may need even more help with the 
strain school supply costs tend to take on families. 

CORE: Donate today to help local students 

CTA: Donate Now

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

TESTING

AUGUST

11TH

TUESDAY

None – campaign is already approved

3

4

Test using Einstein Send Time Optimizer to see if we can improve open rates 

• Salesforce Send Time Optimizer 
• Interactive landing page

Providing assets for social and web 
banners

AUGUST

18TH

TUESDAY



CAMPAIGN BRIEF – PATHWAY OF HOPE

OVERVIEW

To start September we will focus on the Pathway of 
Hope program and what makes it so successful. 

TIMING

Drive revenue – focus on recurring 
donations 

Improve Inbox Placement

SEPTEMBER

1ST

TUESDAY

GOALS IMPACT

EFFORT

Sending to our normal 
audiences 

Exclusions: N/A

• Need program details

• Link to landing pages

CONTEXT: This email series will give donors a look inside the 
program from both those receiving and those helping. We 
will feature a story illustrating the impact and explaining the 
program. 

CORE: Recurring donations are the reason we can offer 
programs like this. 

CTA: Dynamic ask with 4-CTAs based on previous gift 
amounts

• Recurring Asks

Test fundraising tactics planned for the holiday season such as micro-giving and using 
demographic information. 

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

Providing assets for social and web 
banners

TESTING

SEPTEMBER

8TH

TUESDAY

5

7



CAMPAIGN BRIEF – VIRTUAL KETTLE

OVERVIEW

Have your own virtual Red Kettle. With Red Kettle 
Season potentially looking different this year, the 
virtual option will be promoted through end of year. 

TIMING

Increase adoption of peer to peer 
giving. 

Drive engagement cross-channel

Improve Inbox Placement

SEPTEMBER

22ND

TUESDAY

GOALS IMPACT

EFFORT

Sending to the full 
engaged file 

• Need program details 

• Link to landing pages

CONTEXT: Have your own Digital Kettle! We will provide peer 
to peer opportunities throughout the end of the year. See 
how you stack up vs others through a leaderboard and 
share info about where the money goes. 

CORE: Increase adoption of peer to peer giving.

CTA: Donate Now

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

Providing assets for social and web 
banners

TESTING

Peer to Peer Landing Page

Optional: Snapchat filter and leaderboard 
functionality

4

4

Testing P2P copy to increase adoption 



CAMPAIGN BRIEF – VOLUNTEER KICKOFF

OVERVIEW

Red Kettle volunteering kick off announcing ability 
to reserve their spot. Educating about increased 
safety due to COVID-19. Secondary volunteer zones 
will only be shown to those most likely to volunteer. 

TIMING

Recruit Red Kettle volunteers

Drive engagement cross-channel

Improve Inbox Placement

SEPTEMBER

29TH

TUESDAY

GOALS IMPACT

EFFORT

List of volunteers 
from 2018-2019

• List of past volunteers for segmentation and analysis  

• Link to volunteer page

CONTEXT: Volunteers can reserve a spot. For those afraid to 
ring, we will inform them of safety measures and offer 
micro-volunteer opportunities. 

CORE: Volunteer and reserve your spot. 

CTA: Reserve your spot

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

Providing assets for social and web 
banners

TESTING

Einstein Send Time Optimizer 

Einstein Content Selection enabled

Landing page to reduce bounce rate

Review of past volunteers for segmentation rules5

5
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Make Volunteering Easy
+ According to Dr. David Halpern if you want to 

effect behavior look to E.A.S.T.

• Easy

• Attractive

• Social 

• Timely

+ https://www.youtube.com/watch?v=y7b2Uj0BLXc

VOLUNTEERING

https://www.youtube.com/watch?v=y7b2Uj0BLXc
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Increasing Conversion
+ Use past volunteering data to personalize the 

experience

• Suggest similar volunteering opportunities

• Link to specific pages to reduce steps

+ Personalize the asks 

• “[First_name], we’ve saved your spot”

• “[First_name}, we’ve selected this opportunity just 
for you” 

• Humanize the send – either from the head of 
volunteering or mentioning who they’ll interact with 
after signing up

VOLUNTEERING
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Early Q1 Secondary Content 

+ Secondary zone will be visible to 

all non-volunteers

+ Asking for subscribers to start 

their own peer-to-peer 

campaign

+ Zone will appear in emails 

through October and early 

November

+ Once a subscriber opens three 

emails with the content zone it 

will no longer appear

P E E R - T O - P E E R  /  V I R T U A L  K E T T L E

+ Secondary zone will be visible to 

past volunteers

+ Asking for Red Kettle 

volunteering

+ Zone will appear in emails 

through October and early 

November

+ Once a subscriber opens 3 

emails with the content zone, 

they will then be shown the 

peer-to-peer zone

V O L U N T E E R I N G
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FY21 Q1 Overview
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Q1 FY2021 OVERVIEW

O C T O B E R N O V E M B E R D E C E M B E R

CHANNEL 
COORDINATION

TOOLKIT

EXPECTED 
VALUE

OF DONATIONS 
GENERATED

TESTING

13 20 27

SECONDARY 
OBJECTIVES

Devotional End of YearChristmas

6

Community 
& Unity

10 12 26 1 2 24SEND DATES

THEMES

$$ $$

$$

$ $$$$

228

Newly Poor

1

Fall Back

$$

Thanks
giving

Red 
Kettle 
Kickoff

29 31

Virtual 
Angel Tree

$$$

$

17

Giving Tuesday 
Kickoff

$$

Giving 
Tuesday

17

Kettle 
Shortfall

$$$$ $$$

24 15



CAMPAIGN OUTLINE – NEWLY POOR

OVERVIEW

Illustrate how we address the newly poor, those 
affected by COVID-19 pandemic, from cycling into 
future generations through years of experience 
breaking the cycle.

TIMING

1) Drive Recurring donations

2) Recruit Red Kettle Volunteers 

3) Recruit Virtual Red Kettle 
Fundraisers

OCTOBER

13th

TUESDAY

SEND TO: Sending to our normal 
audience building up to last 
engagement being one year prior 

EXCLUDE: TBD

• Link to donations pages
• Content and programs to feature
• Division specific content - events
• Building dynamic zone with 4 CTAs – will be available for future THQ 

and Ad Hoc sends

CONTEXT:  Positive series as people are 
stressed due to economic 
uncertainty/election stress. Will speak to 
people who want action instead of words. 
Will also provide a secondary zone to 
promote local events

CORE:   Illustrate how TSA programs are 
helping the new poor

CTA:  Give monthly to help break the cycle 
of poverty in your communityOCTOBER

20th

TUESDAY

OCTOBER

27th

TUESDAY
• Einstein Content Selector
• Use subscriber history to dynamically 

populate ask amounts

Use of Einstein Content Selection to promote volunteering and Virtual Red Kettle 

AUDIENCE MESSAGING

TOOLKIT

TESTING

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

GOALS IMPACT

EFFORT

5

5



CAMPAIGN OUTLINE – FALL BACK, PAY IT FORWARD

OVERVIEW

We will use the time change as a recurring giving 
opportunity – never forget to give again.

TIMING

Drive recurring donations

SEND TO: Full engaged audience

EXCLUDE: Current sustainers 

• Work with Classy on auto-upgrading recurring gifts & upgrading 
recurring donors

CONTEXT:  One of the better performing 
emails of 2019, we will pull in messaging 
from the stop the cycle campaign to 
explain the why. 

CORE:   Never forget to give again by 
signing up to be a monthly donor

CTA: Donate Monthly Today

Einstein Content Selector for Virtual Kettle 
or Volunteering 

Ask amounts – would require two creative versions

AUDIENCE MESSAGING

TOOLKIT

TESTING

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

GOALS IMPACT

EFFORT

NOVEMBER

1st

TUESDAY

3

4



CAMPAIGN OUTLINE – COMMUNITY & UNITY

OVERVIEW

Election “stress” and tension will likely still be alive 
post the November 3rd election.   Salvation Army’s 
community involvement  is ongoing regardless of 
election outcomes.

TIMING

Drive donations

Communicate Local Needs

SEND TO:  Full engaged audience

EXCLUDE: N/A

• Exclude going to Corp level – staying at divisional level
• Link to 2 stories and landing pages
• Division level copy and/or video

CONTEXT:  While our world seems to 
fracture into red vs blue, The Salvation 
Army continues to help those in need 
within our communities. Secondary zone 
will promote local events.

CORE:   Stories and landing pages about 
community involvement to be that 
escape immediately following the election

CTA:  Give now to help those in need and 
improve our communitiesNOVEMBER

10th

TUESDAY
Einstein Content Selector for:
• Virtual Kettle or Volunteering based on ?
• localized content – footer button linking 

to local stories

Use of local messaging to spur donations

AUDIENCE MESSAGING

TOOLKIT

TESTING

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

GOALS IMPACT

EFFORT

5

5

Expect divisional social coordination



CAMPAIGN OUTLINE – RED KETTLE KICKOFF

OVERVIEW

Announce the start of Red Kettle Season two days 
before the Thanksgiving Day Halftime Kickoff 
Ceremony (Cowboys vs Redskins - if there’s NFL)

TIMING

Drive Engagement

NOVEMBER

12th

THURSDAY

SEND TO: Full engaged audience

EXCLUDE: N/A

• Incorporate Red Kettle History and trivia
• Landing pages and digital Red Kettle

CONTEXT: It’s finally here! Hear the bells 
throughout the community and see the 
impact your donations make. 

CORE: Red Kettle Season is here! A 
donation today stays local and helps a 
neighbor in need. 

CTA: Virtual Red Kettle & Red Kettle 
History

Einstein Send Time Optimizer

Subject line testing to increase awareness

AUDIENCE MESSAGING

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

GOALS IMPACT

EFFORT

Providing social assets 

TESTING

What happens if there is not a game?

3

4



CAMPAIGN OUTLINE – GIVING TUESDAY PREVIEW

OVERVIEW

Giving Tuesday is on December 1st, 2020.   
Messaging in November is meant to get donors to 
participate early or pre-commit to giving to The 
Salvation Army

TIMING

Drive revenue

Establish pre-commitments from as 
many subscribers as possible 

NOVEMBER

17th

TUESDAY

SEND TO: Entire audience. Appeal to 
anyone who donated last year to get 
involved this year – how much the gifts 
helped

EXCLUDE: N/A

• Match or seed money
• Crowdfunding pages
• Testimonials 

CONTEXT: Get ready, Giving Tuesday is 
nearly here! 

CORE: unlock” match/seed money (if 
available)

CTA: Don’t miss out – save the date

• Gamification
• Micro-giving
• Dynamic ask amounts
• Save-to-calendar function

Content & Personalization

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

GOALS IMPACT

EFFORT

Working with our social team to establish 
a social playbook 

TESTING

5

5

NOVEMBER

24th

TUESDAY



CAMPAIGN OUTLINE – THANKSGIVING

OVERVIEW

Thanksgiving holiday is a time to remember our 
blessings and gather with family. Thank donors, 
volunteers, employees, and our community for their 
support

TIMING

NOVEMBER

26th

THURSDAY

SEND TO: Full engaged audience

EXCLUDE: N/A

• Link to volunteer pages
• Testimonials or note from someone within the org (or influencer) 
• Brainstorm consideration – recipes we’re feeding at our shelters 

CONTEXT: Thank donors, volunteers, 
employees, and our community for their 
support

CORE:  
Testimonial from people helped

CTA: N/A

N/A

N/A

AUDIENCE MESSAGING

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

GOALS IMPACT

EFFORT

Social?

TESTING

Engagement

2

3



CAMPAIGN OUTLINE – GIVING TUESDAY

OVERVIEW

Giving Tuesday is on December 1st, 2020. We will be 
driving as much revenue as possible through 
multiple sends over Giving Tuesday and the day 
after. 

TIMING

A minimum of 10% more revenue 
from 2019

DECEMBER

1st

TUESDAY
MORNING

SEND 1 – Full engaged 
audience

SEND 2 – Anyone who 
didn’t click in email 1

SEND 3 – Thank you to 
all

EXCLUDE: N/A

• Match or seed money
• Landing pages
• Testimonials
• Quantify what amounts mean to each community
• Partners to send on our behalf

CONTEXT: We did it! Unlocked match opportunity is here!

CORE – SEND 1: Feature people helped, Goal Progress
CTA – SEND 1  Donate Now

CORE – SEND 2: Feature people helped, Goal Progress 
CTA – SEND 2: Donate Now (use smaller amounts)

CORE – SEND 3: Thank you and feature how communities 
will be impacted
CTA – SEND 3: Don’t miss out - Donate Now

• Dynamic ask amounts based on 
donator history or mosaic averages

Dynamic asks

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

GOALS IMPACT

EFFORT

DECEMBER

1st

TUESDAY
AFTERNOON

Coordinate with web, social, and paid 
assets

DECEMBER

2nd

WEDNESDAY

TESTING

9

8
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Partnerships 
+ 2020 has become a tipping point in for-profit 

brands jumping into speaking up for communities

+ Giving Tuesday has recently been a day many for-

profit brands have participated by either 

promoting their efforts or directing their 

customers to donate to selected charities

+ Finding for profit brands to send on our behalf or 

recommend their customers donate would help us 

grow our list for free and generate more revenue

+ We will provide talking points for speaking to for-

profit brands and creative assets to make helping 

easier than ever
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Making Partnership Easy

+ For brands willing to add in messaging 

to their currently scheduled content 

we will provide a content block that 

can be added to an existing email

+ This content block will be editable to 

add a brand’s logo and direct 

subscribers to a dedicated classy 

landing page

+ For those who want a simpler or 

smaller message, we will have a 

banner or copy options 

• Banner option will also work well on 
websites 

C O N T E N T  B L O C K  /  B A N N E R

+ For those fully committed, we will 

provide an entire email creative ready 

to drop a brand’s logo into

+ Depending on the size of the 

opportunity, we can also help 

customize the email 

+ This asset would then be sent from 

the brand and linked to a dedicated 

Giving Tuesday Classy page

D E D I C A T E D  S E N D

+ In addition to email and web 

assets, we will be providing 

social assets for brands

+ We will have options for the 

three largest social platforms –

Facebook, Instagram, and 

Twitter

+ In addition to assets, we will 

provide a dedicated Classy 

donation page 

S O C I A L  



CAMPAIGN OUTLINE – VIRTUAL ANGEL TREE

OVERVIEW

TSA’s Angel Tree program provides new clothing or 
toys for children of needy families through the 
support of donors.    A virtual version of this program 
may be required due to the pandemic situation.  

TIMING

Drive Donations online or at kettle

GOALS IMPACT

EFFORT

SEND TO: Full 
engaged audience

EXCLUDE: N/A

• Landing page
• Programs to feature at selected gift levels

CONTEXT: Allow the donor to pick from a few options 
selected specifically for them based on past gift amounts.   

CORE: Speak generally of “gifts” – for example $30 means 
warmth (coat) for someone in need

CTA: Be an Angel

• Use mosaic and historical gift information to 
determine suggested gift amounts

• Zembula – online scratch-off capabilities

Interactive campaign 

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

Social – share with others

TESTING

DECEMBER

8th

THURSDAY

DECEMBER

15th

TUESDAY

7

6



PROPRIETARY AND CONFIDENTIAL

Initial Concept

Email Landing Page

https://scratch-it-demo.zmbl.co/e/the-salvation-army


PROPRIETARY AND CONFIDENTIAL

Additional 

Opportunities:

Progress Bar



CAMPAIGN OUTLINE – KETTLE SHORTFALL

OVERVIEW

Urgent appeal to donate due to the Kettle Revenue 
being down. This campaign will focus on driving 
donations and explaining where Kettle funds go.

TIMING

Drive Donations

DECEMBER

17th

THURSDAY

GOALS IMPACT

EFFORT

SEND TO: Full 
engaged audience

EXCLUDE: N/A

• Progress bar
• Link to Digital Red Kettle

CONTEXT: Urgent appear to donate – will test local 
messaging impact and donation appeals to maximize 
revenue

CORE: Maximize donations through personalization & local 
information 

CTA: Donate Today

Dynamic Content & Personalization

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

DECEMBER

22nd

TUESDAY

TESTING

Dynamic Content

3

4



CAMPAIGN OUTLINE – CHRISTMAS

OVERVIEW

The Salvation Army is both a charity and a church. 
Each Christmas we take time to celebrate the birth 
of Jesus and spread the Christmas story. 

TIMING

Engagement 

Spreading the gospel 

DECEMBER

24th

THURSDAY

GOALS IMPACT

EFFORT

SEND TO: Full 
engaged audience

EXCLUDE: N/A

• Landing page with the Christmas Story
• Link to Online Mass Services

CONTEXT: The Salvation Army is a Christian Church and we 
will be celebrating the birth of Christ with our subscribers. 
Sending on the 24th to keep Christmas Day free from 
distractions for our subscribers. 

CORE: Minimal, simple content and creative 

CTA: Read the Christmas Story or Join Us for Mass

• N/A

N/A

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

Social assets will be provided 

TESTING

2

3



CAMPAIGN OUTLINE – END OF YEAR

OVERVIEW

December 31st is the last day to donate to a charitable 
cause and include that amount as a tax write-off. Under 
the CARES Act that resulted from the COVID pandemic, 
tax benefits from charitable giving have been increased.

TIMING

Drive Donations

DECEMBER

29th

TUESDAY
RESEND

GOALS IMPACT

EFFORT

SEND TO: Full 
engaged audience

EXCLUDE: After the 
first send, anyone 
who clicks within an 
email will be excluded 
from future sends. 

• Links to donation pages
• TSA’s perspective on tax credit
• Reference FY2020 wrap up email for direction

CONTEXT: Many people make charitable contributions at the 
end of year either due to habit or to help with their taxes. 

CORE: It’s not too late to give in 2020. Have you maxed out 
your tax deduction? 

CTA: Donate NOW

Each send will contain an urgent appeal. One send will 
feature local messaging. Each send will be shorter and more 
urgent than the one previous. 

• Dynamic asks based last donation date
• Header based on donor status to spur action
• Pull in copy based on previous donation amount. 3 groups – no 

donation, previous small donation, previous large donation – only 
change will be copy

• Journey Builder to utilize send-time optimization

Einstein Send Time Optimizer

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL 
COORDINATION

Social assets 
will be provided

DECEMBER

30th

WEDNESDAY

DECEMBER

31st

TUESDAY

TESTING

DECEMBER

28th

MONDAY

9

4
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FY21 Q2 Overview



Q2 FY2021 OVERVIEW

J A N U A R Y F E B R U A R Y  M A R C H

CHANNEL 
COORDINATION

TOOLKIT

EXPECTED 
VALUE

OF DONATIONS 
GENERATED

TESTING

12 19 26

SECONDARY 
OBJECTIVES

SEND DATES

THEMES

$

23

COVID-19 Anniversary 
Year Recap 
/ Thank You

Black History Month

5

$

2 9 16

Volunteer 
in 2021

Devotional
Recurring 

Ask
Devotional

EDS 
Volunteer

$ $$

4 13

Connector 
Blackout

9 11

$$$$



CAMPAIGN OUTLINE – YEAR RECAP & THANK YOU

OVERVIEW

Personalized thank you to engage subscribers within 
the new year. We will illustrate The Salvation Army’s 
impact in their community. 

TIMING

Ensure supporters feel 
acknowledged and appreciated 

Get people excited to engage more 
in 2021

GOALS IMPACT

EFFORT

SEND TO: Full 
engaged audience

EXCLUDE: N/A

• Dynamic Content & Personalization rules
• Like Nest, compare someone’s impact to those around them 
• Top programs per division
• Amount donated vs others

CONTEXT: Get people excited to be even more involved in 
2021. Potentially add a video from the influencer thanking 
supporters.

CORE: Highly personalized thank you to engage subscribers

CTA: Become a monthly donor or volunteer in 2021!

Personalized content – trying to determine which stats make a difference

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

Social – share with others

TESTING

JANUARY

5th

TUESDAY

6

6

• Dynamic Content & Personalization



CAMPAIGN OUTLINE – VOLUNTEER IN 2021

OVERVIEW

Volunteering more is a common goal, especially 
among the younger subscribers. This campaign is a 
refreshed version of the 2019 version that had the 
highest engagement of all Q2 sends. 

TIMING

Get subscribers engaged and 
committed early in 2021

GOALS IMPACT

EFFORT

SEND TO: Full 
engaged audience

EXCLUDE: Any 
subscribers who have 
indicated they aren’t 
interested in 
volunteering

• List of past volunteers and their roles
• Links to volunteer pages

CONTEXT: Reaching out to subscribers to entice them to 
volunteer, provide resources to find opportunities near the 
reader, and offer micro-volunteering opportunities. We will 
also mention employer matching opportunities. 

CORE: Get more involved in your community through 
volunteering

CTA: Volunteer today

• Einstein Send Time Optimizer 

Subject line testing to increase audience 

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

Will provide social assets 

TESTING

JANUARY

12th

TUESDAY

3

4



CAMPAIGN OUTLINE – RECURRING ASK

OVERVIEW

Support your community through a recurring 
donation. Commit to a small amount per month and 
you’ll never forget to give again. 

TIMING

Convert subscribers into recurring 
donors

GOALS IMPACT

EFFORT

SEND TO: Full 
engaged audience

EXCLUDE: Recurring 
donors and one-time 
donors least likely to 
convert

• List of recurring donors to exclude

CONTEXT: Increase number of recurring donors through 
testing small donation appeals and copy targeting 
subscribers who didn’t give in 2020. Second zone speaks to 
employer matching. 

CORE: Resolve to help you community in 2021 through a 
monthly donation

CTA: Donate Monthly

• Dynamic content based on previous gift date

Different tactics to increase recurring conversion

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

TESTING

JANUARY

26th

TUESDAY

4

5

• N/A



CAMPAIGN OUTLINE – Black History Month

OVERVIEW

The Salvation Army doesn’t discriminate and is actively 
trying to improve underserved communities. This is a 
two-part series celebrating Black History Month 

TIMING

Engagement  

GOALS IMPACT

EFFORT

SEND TO: Default (6 
month) engaged 
audience

EXCLUDE: N/A

• Information on programs and content to feature
• Landing pages to continue conversation 

CONTEXT: Spread messages of love and unity – Maya 
Angelou “We’re all part of the human family.” Feature 
prominent African Americans within The Salvation Army 
history and programs designed to improve communities. 

CORE: The Salvation Army doesn’t discriminate and is 
actively trying to improve underserved communities

CTA: Links to Content

• Einstein Send Time Optimizer

N/A

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

TESTING

FEBRUARY

2nd

TUESDAY
• Social assets will be 

provided 

3

4

FEBRUARY

9th

TUESDAY



CAMPAIGN OUTLINE – EDS VOLUNTEER

OVERVIEW

Become a disaster volunteer to help your community 
when they need you most. Be prepared with our EDS 
handbook. 

TIMING

Increase number of EDS Volunteers

Engagement

GOALS IMPACT

EFFORT

SEND TO: Full 
engaged audience

EXCLUDE: EDS 
certified volunteers

• List of EDS certified volunteers
• Timing and content from EDS team
• EDS Stats
• Cost to train a volunteer

CONTEXT: Encourage EDS Volunteer signups. This is a 
refresh of one of our most engaging sends over the past two 
years. 

CORE: Be there when your community needs you most!

CTA: Become an EDS Volunteer or cover the cost to train a 
volunteer

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

TESTING

FEBRUARY

23rd

TUESDAY

3

4

• Subject Line Copy to increase audience

• Social tie in • Einstein Send Time Optimizer 



CAMPAIGN BRIEF – COVID-19 Anniversary

OVERVIEW

Over 100,000 Americans have died, millions lost 
jobs, and The Salvation Army was there providing 
meals, shelter, and assistance to help

TIMING

Engagement – Opens and Clicks

GOALS IMPACT

EFFORT

SEND TO: First send to 
Full engaged file. Rest 
of sends to default (6 
month) engaged 
audience

EXCLUDE: N/A

• Updated Response Numbers
• EDS Information
• Local response stories to personalize messaging. 

CONTEXT: Message donors who gave in 2020 – recap of the 
pandemic and how TSA responded. See how we prepare for 
major events and why we were ready 

CORE: Over 100,000 Americans have died, millions lost jobs, 
and The Salvation Army was there providing meals, shelter, 
and assistance to help

CTA: Links to content

• Dynamic Content Personalization

TBD

AUDIENCE MESSAGING 

TOOLKIT

REQUIREMENTS/DELIVERABLES

CHANNEL COORDINATION

TESTING

MARCH

4th

THURSDAY

MARCH

9th

TUESDAY

MARCH

11TH

THURSDAY
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Testing 



PROPRIETARY AND CONFIDENTIAL

• What combination(s) yield the highest
…open rate?
…engagement rates?
…conversion rates?
…retention rates?

• According to a variety of objectives
…acquiring net new donors
…acquiring repeat donors
…increasing donation amount
…converting donors to sustained givers
…recruiting volunteers
…generating a social media following
…etc. 

Testing Metrics and 
Objectives
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Testing Variables OUR AUDIENCE
(Segmentation)
• Demographics
• Donor History
• Volunteer
• Interests/Passions

+ more

OUR CONTENT STRATEGY
(Messaging)
• Subject Line
• Length
• Cause and Impact
• Localization
+ more

OUR PLAN
(Timing)
• Series
• Journeys
• Giving Tuesday
• Holidays
+ more

OUR PURPOSE
(Objectives)
• Donate!
• Peer to Peer
• Volunteer Recruiting
• Save the Date
• Impact – Update
• EDS – immediate and future
+ more
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Testing Approach

A R T I C U L A T E  
H Y P O T H E S E S

C R E A T E  
V E R S I O N S

D E S I G N  
T E S T S

D E P L O Y  
M E S S A G E S

A N A LYZE 
PER FOR MAN CE

L
E

V
E

L
 O

F
 E

F
F

O
R

T

LOW MEDIUM HIGH
HIGH

MEDIUM
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F I V E  T O P I C S  O F  F O C U S

+ Impact of Personalization

+ Incorporating Local Content

+ Best way to utilize stories

+ Improving CTA and Lowering Bounce Rate

+ Segmentation 

Central Territory 
2021 Testing
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Nudge Techniques to 
Improve Conversion 



PROPRIETARY AND CONFIDENTIALPROPRIETARY AND CONFIDENTIAL

R ICHAR D  H.  THALER

“My mantra is if you want to 

help people accomplish 

some goal, make it easy.”
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Donor Motivation  

+ Thoughtful contributions that 

resist the temptation of fast, 

feel-good donor experiences 

and more deeply account for the 

recipient of the aid and its 

results

+ Examples:

• End of Year

• Planned Giving

• Corporate / Major Gifts

D E L I B E R A T E  G I V I N G

+ Quick gifts involving little 

analysis but rapid and positive 

emotional feedback

+ Examples:

• Disaster Giving

• Reacting to community needs

• Peer-to-peer

• Micro-giving 

I M P U L S I V E  G I V I N G  
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A nudge, as we will use the term, is any aspect of 

the choice architecture that alters people’s 

behavior in a predictable way without forbidding 

any options or significantly changing their 

economic incentives

NUDGE DEFINITION
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Impulsive Giving
A significant portion of charitable donations come 

from impulse donors responding quickly to 

feelings of generosity. These acts of giving provide 

fast and easy emotional satisfaction. Impulsive 

donors are usually reacting to an appeal rather than 

considering long-term donation plans or carefully 

evaluating charity recipients

Impulsive giving is rooted in emotion 
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+ Ensure appeals are rooted in generating an emotional 

response 

+ Make the experience immediately rewarding

+ Make the experience as easy and fast as possible 

+ Aim for many smaller donations instead of singular larger 

gifts 

Impulsive Giving 
Objectives
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Impulsive Nudge Techniques 

+ Reduce the delay between the 

donation and the reward (seeing the 

impact / thank you)

+ Build on the initial feeling by 

continued education on their impact –

extend the warm glow feeling

+ Reinforce the beliefs that caused the 

donation 

M A K E  G I V I N G  F E E L  R E A L L Y  G O O D

+ Text to give instead of forms

• Offer alternative giving options 
such as Apple or Google pay

+ Mobile friendly forms to reduce load 

times

+ Pass through parameters to reduce 

number of fields 

+ Reduce the number of options

M A K E  D O N A T I O N S  E A S Y

+ Illustrate how many others are 

making donations – especially people 

like them or around them

+ Show average gifts to people giving 

less than average

+ Explain how frequently people give to 

people past the average time

+ Give donors a small but highly visible 

gift to show their support to others

S P O T L I G H T  S O C I A L  N O R M S
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Impulsive Nudge Techniques Part II

+ Make legacy programs feel new 

by speaking to different 

attributes

+ Promote new urgency or need

+ Point out secondary or tertiary 

benefits from programs – such 

as food programs promoting 

social engagement and 

community

E M P H A S I Z E  D I F F E R E N T  
A T T R I B U T E S

+ Remind donors of their previous 

gifts – priming them as donors

+ Adjust tone to speak to 

aspirational donor motivations

+ Pre-thank subscribers for getting 

involved or donating 

+ Frame the donors as someone 

who “wouldn’t let __ happen” 

P R I M E  T H E  R I G H T  I D E N T I T Y

+ Link consumption with giving

+ Offer pausing marketing with a 

donation 

+ Gamify the giving experience 

pushing donors into sustainers

+ Offer sustaining donors the 

ability to automatically increase 

gifts overtime 

+ Offer the ability to commit to a 

gift at a later date 

P A I R  S H O R T - &  L O N G - T E R M  
B E N E F I T S
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Habitual giving is also impulsive in that it 

traditionally is done without much research or 

second guessing. The same techniques 

mentioned will help retain habitual donors. 

SEASONAL GIVING
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Deliberate Giving
Giving as a deliberate, planned action looks more like 

the way someone might engage in good-for-you 

behaviors, like planning for retirement, going to the 

gym, eating well, or recycling. These types of 

behaviors aren't done automatically, resisting the 

brain’s tendency to use mental shortcuts. They 

instead require self-control and attention.

Deliberate giving is rooted in logic / rationality  
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+ Ensure appeals show how a gift will make an impact

+ Provide additional resources or third-party resources to back 

up claims

+ Illustrate the impact of gifts and how continued support will 

help

+ Aim for larger gifts once donors feel ready

Deliberate Giving 
Objectives
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Deliberate Nudge Techniques

+ Provide donors all the 

information they need to easily 

make their goals 

+ Help donors set and track 

progress toward their goals

+ Break larger commitments down 

into manageable pieces and 

celebrate progress

+ Remind people falling behind 

and offer easy solutions to get 

back on track 

S E T  G O A L S  &  M A K E  P L A N S

+ Allow donors to schedule or 

commit to donations in advance

+ Hold donors to those 

commitments through 

processing payments or 

reminding them of their pledge 

+ Create a public platform to use 

social pressure to keep people 

committed 

C R E A T E  A  C O M M I T M E N T  
M E C H A N I S M

+ Create an active community that 

provides resources and holds 

members accountable 

+ Make being a deliberate donor 

cool – do the research and plan 

out your giving

+ Use more crowdfunding pages 

to make giving public

L E V E R A G E  S O C I A L  N O R M S  &  
I D E N T I T Y
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B R I N G  A T T E N T I O N  T O  T H E  C H O I C E

+ Present donors with an option that points out the benefit

• “I’ll donate to help my community this year” vs “I will not be 
helping my community this year”

+ Offer donors the ability to select the charity they wish their 

gifts to go towards

+ Ask donors if they’ll be matching their previous donation 

+ Ask donors how they’ll spend their larger tax return with the 

new $300 charity tax credit 

Deliberate Nudge 
Techniques Part II



Thank You

TRAVIS MCCAN
tmccan@degdigital



DEG aims to be your most-trusted
and highest-performing partner.

THANK YOU


